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Abstract

The research task is to analyze the theoretical grounds of the developing Russian culture industry; to
propose the author's classification of culture services for resource-heavy (services as a product; services
unsecured with commodities) and resource-light, for active and passive. Resource-heavy services
(material-intensive, energy-intensive, labor-intensive) stand in close relation to the beneficial effect on the
size, amount of material costs and quality of produced labor. The author defines the culture industry, the
structure and relationship of markets and sub-markets of the cultural sphere. The structure of the culture
industry can be presented as a collection of sub-markets and it is possible to determine the indicators of
cultural organizations' activity. The author proposes the differentiation of services into "artistic" and
"creative" following the culture industry's areas of responsibility. Artistic industries belong to the area of
responsibility of socio-economic relations and creative high-tech intellectual products belong to the area
of responsibility of material-economic relations. The problems of the culture industry's material-economic
development can be solved only upon the condition of national management of all culture industry
sectors. Methodically, the study is based on the fundamental scientific works and the functioning of the
cultural and creative sphere, the specifics of cultural activity, and the work on the system analysis of

processes and relations in the cultural sphere.
2357-1330 © 2021 Published by European Publisher.

Keywords: Classification of services, culture industry, degree of activity, sub-markets

Unported License, permitting all non-commercial use, distribution, and reproduction in any medium, provided the original work is
properly cited.


https://creativecommons.org/licenses/by-nc-nd/4.0/legalcode

https://doi.org/10.15405/epsbs.2021.04.67

Corresponding Author: Nataliya Malshina

Selection and peer-review under responsibility of the Organizing Committee of the conference
eISSN: 2357-1330

1. Introduction

The global economic decline requires maximizing the use of resource potential and the adoption of
verified organizational and economic management mechanisms. The examples of global experience in
enhancing the competitive advantages of regions is “the creative industry”, that can provide 5 — 15%
Gross Regional Product growth (GRP). With the development of the creative industry, a particular
region's economy and social situation become steadier. For example, in Berlin the creative segment of the
economy provides 22% of city budget income. The situation is similar in France, Uzbekistan, England,
etc. The degree of service industry development has become a criterion that characterizes the
development of society. According to the US Bureau of Labor Statistics, the further increase in the
number of available jobs will occur only in the service industry. The corresponding dynamics is observed
in European countries where a significant part of governmental grants directed to the culture industry
directly or indirectly return to the state (Tabellini, 2016).

According to recent statistics, trade in cultural and artistic products in the European Union as a
complex materialized element of the cultural and creative industry is quite varied in consumer properties
of cultural products, structure and specialization of economic sectors in different member states. These
technological innovations are the basis of new consumption trends.

Cultural activity and heritage are of great importance to the economy (Throsby, 2018), society
(Harrison, 2018) and the environment of the whole world (Beugelsdijk & Maseland, 2016). The
preservation, assessment, and development of this value require developing a strategy in cultural activity
and heritage — a strategy in which the culture is considered a key asset and the most critical resource
(Horkheimer & Adorno, 2016). Such a strategy should be fully integrated into the state's key economic
priorities as set in the national development strategy until 2030. This strategy should facilitate cultural
contributions to sustainable development programs, creative activities, research and innovations,
environmental change, energy conservation, regional development, and territorial cohesion.

In recent decades, urban and cultural policies were implemented as a rule with models, including
models of creative economy (Bourbicu, 2019), creative and knowledge-intensive industries, creative
cities, and incubation centers, co-working spaces, and comprehensive ecosystems at different scales but
without taking into account the impact of cultural activities on the local community and territory by this
process of change. The knowledge and innovation growth has prevailed to support the economic
development, while the concern for socio-cultural processes is often left behind. According to modern
research, it is recommended to study the dynamics and goals of cultural and creative initiatives
(Enzensberger, 2016) programs connected with the social and material urban environment. In terms of
cultural implications, the wants are integral to this direction. Therefore, the user value of the eventual
outcome of the activity is caused by the ability to satisfy cultural needs in both material and immaterial
ways. The scope of consideration of cultural, economic relations includes only those "cultural goods that

have user value and satisfy genuine (socially accepted) cultural needs” (Rubinstein, 2019, p. 32).
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2. Problem Statement

In order to determine the structure of sub-markets and the limits of the cultural sphere, the research
task is to analyze the theoretical grounds of the developing Russian culture industry, to discover sub-
markets of the cultural sphere and indicators of the cultural organizations' activity; to propose the author's

classification of cultural services

3. Research Questions

In modern scientific terms, "culture services" are interpreted mainly through:

= creative potential realized as the final output of artistic creativity;

= economic nonmaterial product sold in the market as a special information product.

The differentiation of culture services by "artistic" and "creative" following the areas of
responsibility of the culture industry classifies artistic industries as the area of responsibility of socio-
economic relations and innovative high-tech intellectual products to the area of responsibility material-
economic relations. The use of united intellectual and creative abilities of all producers of the cultural
services market can ensure society's sustainable development in general and the cultural industries in
particular (Malshina & Filonenko, 2019).

It is possible to divide the sphere of Russian culture into main activities:

1.organizational and economic infrastructure;

2.preservation and use of cultural and historical heritage;

3.artistic education;

4.cultural processes.

The model of culture industries is concentrated around the art industry and with distance, all of the
other industries are different in the degree of creativity:

1.creative industries whose products are considered cultural goods but which also produce other
non-cultural goods and services;

2. industries are mainly operating outside the cultural sphere but producing products that can have
some cultural content.

The whole variety of classifications of cultural goods is divided into two main groups: “material
objects for the formation and satisfaction of cultural needs; nonmaterial objects for the formation and

satisfaction of cultural needs” (Malshina, 2016, p. 45) (Table 1).
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Table 1. Classification of cultural goods for the formation and satisfaction for cultural needs

Cultural Goods Types

1.1 M £ cult A. Productive;
1. Material objects for the ' V:cans ot culture B. Informational

formation and satisfaction

A. Connected with the satisfaction of cultural needs;
of cultural needs

1.2 Cultural objects B. Mediating phases of production and consumption of
cultural objects

21 Servi A. Performing the functions of transfer mechanism in
2. Nonmaterial objects for -1 Services culture

the formation and

satisfaction of cultural needs 2.2 Services B. Performing cultural functions

Cultural goods determine each other and form a set of conditions for cultural production and
consumption. The criterion for the inclusion of cultural goods in the culture industry can determine the

sales profit of goods and services of a socio-progressive creative orientation.
4. Purpose of the Study

In order to determine the structure of sub-markets and the limits of the cultural sphere the research

task is to analyze the theoretical grounds of the developing Russian culture industry.

5. Research Methods

Methodically, the study is based on the fundamental Russian (Muzychuk, 2019); (Rubinstein,
2019) and foreign (Adorno, 2020); (Throsby, 2018) scientific works and on the functioning of the cultural
and creative sphere (Barro & McCleary, 2018), the specifics of cultural activity (Granato et al., 1996);
(Harrison, 2018) as well as the work on the system analysis of processes (Begelsdike & Maseland, 2016)
and relations in the cultural sphere (Swank, 1996).

The study uses analysis, induction and deduction, systematization, structuring, classification as
well as the methods of institutional, economic analysis.

The two main approaches to the systematization of a range of services in the cultural industry
system express:

1) The formation of a two-level structure of the list of services consisting of an industry list of
services and a departmental one. This approach can be applied if there is a regional program of socio-
economic development in the constituent entity of the Russian Federation;

2) The formation of a national list of services in order to produce tasks for subordinated
authorities.

Based on the analysis, the service system is structured according to the main groups: basic and
additional (individual, exclusive). Basic services should include “the entire list of services confirmed by
federal laws, additional — services provided at the request of the consumer and not included in the basic”

(Begelsdike & Maseland, 2016, p. 43).
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Systematic approach to the service area presents this type of activity as a hierarchical socio-

economic and scientific.
6. Findings

For the convenience of further application of organizational and economic measures to the
management of the whole variety of cultural services the author proposes to classify culture services for
“resource-heavy and resource-light”. “Resource-heavy services (material-intensive, energy-intensive,
labor-intensive) stand in close relation of the useful effect to the size, amount of material costs and quality

of produced labor. All culture services belong to resource-heavy services” (Malshina, 2016, p. 50) (Figure

1.

= Business services
Infrastructure services System services (ensuring
=4 (that do not have their the efficiency of the
own purpose) — system)

Services ensuring the
existence of another
- service or product

Services as a
product

Utilitarian services
Internal services

(unsecured with
commodities)

Resource-heavy cultural
services

inal services (consumer- Hedonistic services (only
oriented) for pleasure)

Combined services

Figure 1. The Author’s Classification of Culture Services Industry

Culture services “sold as goods tend to be non-gratuitous and cultural services not sold as goods
have no material component, i. e. they are material” (Malshina, 2016, p. 55). Cultural infrastructure

services can provide a single unit or other service, the functioning of not one type of service or production
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but of the entire individual stage process — business service aimed at servicing of business processes.
They can also increase the efficiency of the system as a whole. This type of services is the most adapted
for the organization of business process, logistics interaction and investment.

The result of the production of cultural services can both have independent consumer value and
acquire it during consumption as well as combine both components.

Based on the criterion of activity of the use of cultural services, an author’s modification in the
general classification is possible: active and passive (Figure 2). The innovative components of active
services influence connected services by creating prices, smooth production flow and sale of services, etc.

A low utilization characterizes passive services, therefore, reduced arrival rate and the lowest
system capacity what is common to a passive strategy for the development of the service market. Active
participants in the cultural services market provide active services. They independently implement the
results of their activity or the activity itself (information, educational, financial and transport services etc.)
and actively influence the cultural services market i. e. interact with other programs, projects. Passive
participants of the cultural services market who do not independently implement the results of their
activity in the services market can provide passive services (providing, energy services). The same
service can be passive and active for different subjects of the cultural services market. This situation of

cultural services depends on the basic activity of the market subject.

Cultural services

Active: the complex of basic Passive: single services of
services of transnational, complementary nature of
transcontinental, international, national, regional, local levels
national levels that have high, that have low, seasonal
steady intensity and efficiency intensity

Figure 2. Services according to the level of activity (the author’s classification)

The innovative components of active services influence connected services by creating prices,
smooth production flow and sale of services, etc.

Passive services are characterized by a low utilization, therefore, reduced arrival rate and the
lowest system capacity what is common to a passive strategy for the development of the service market.
Active participants in the cultural services market provide active services. They independently implement
the results of their activity or the activity itself (information, educational, financial and transport services
etc.) and actively influence the cultural services market i. e. interact with other programs, projects.
Passive participants of the cultural services market who do not independently implement the results of

their activity in the services market can provide passive services (providing, energy services).
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The same service can be passive and active for different subjects of the cultural services market.

This situation of cultural services depends on the basic activity of the market subject.

7. Conclusion

Taking as a basis the selected enlarged groups of socio-cultural needs of the society, the structure
of the culture industry can be presented as a collection of sub-markets and it is possible to determine the

indicators of the activity of cultural organizations. (Table 2).

Table 2. Classification of cultural goods for the formation and satisfaction for cultural needs

Sub-markets

Participants

Objects

The Field of Activity

Educational services

Physical training and
sports

Museum services and
museum activity

Entertainment and
leisure services,
recreation

Television, video,
media, film, music
industries

Mass media

Library services,
printing industry

634

Educational, creative,
artistic institutions,
aesthetic education

centers, children’s art

schools

Physical training and
sports

Museum organizations

Tourist camps and
clubs, tourism sector,
resort complexes;
concert and theatre
organizations, culture
and leisure institutions,
700s, circuses, parks

Television studios,
media services, cinema

periodic printed
publications, online
media, TV-channel,
radio channel, TV
program, radio
program, video
program, newsreel
program, any other
form of periodic
distribution of mass
information under the
permanent title

Libraries, printing
houses, publishing
companies, periodic
printed publication,
online media

Knowledge, skills,
abilities

Health of population,
physical activity

Museum collections

Range of entertainment
and leisure services

films, cartoons, music,
Internet, media services

printed messaging and
publications, audio
messages and materials,
multimedia content;
information
infrastructure

Library services,
documentation and
communication
services, printed
production, books and
magazines, business and
newspaper production,
label and packaging
products

Executive/state
professional activity

Executive/state
professional activity

Spiritual creative
activity

Executive/state
professional activity

Executive/state
professional activity

Social activity

Executive/state
professional activity
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Creative services,
intellectual services

Cultural heritage

Design offices, leisure
clubs

Government agencies
on cultural heritage
protection

Projects, inventions,
technologies, creative
work
site, building (creation),
architectural complex
(ensemble), their parts,
areas or water bodies,
other natural objects,

Spiritual creative
activity

Social services

natural and man-made
objects
Cultural and artistic
institutions, thematic
exhibitions and
speciality markets

aesthetic objects;
artistic objects

Spiritual creative

Art, artistic works ..
activity

The proposed division into sub-markets is conditional since in general the cultural services are
complex and interact with at least two sub-markets.

It seems possible to characterize the culture industry as a complex business structure — to gain
profit through the production and circulation of texts in the process of relations between diverse markets
(Figure 3). After all, the creators of symbols are the main text manufacturers. By definition, texts could
not exist without them despite the industrial systems of their (texts) reproduction, distribution and
marketing and receiving remuneration for them. The culture industry's commercial services are purchase
and sale objects and are sold at prices that fully or largely cover costs and provide profit.

The modern progressive integration of society, culture, and business requires new mechanisms to
ensure the Russian Federation's development of culture industries. Thus, executive/state/professional
activity includes state and municipal types of services provided by executive and local authorities
governed by the Russian Federation's laws provided to individuals and legal entities. The list of
management services is approved by federal legislation and includes cultural services. The services of
spiritual creative activity include types of services provided by service market entities of moral and
cultural significance aimed at self-actualization, moral and creative development etc. Social services
include the types of services provided by cultural market entities to meet vital need (socially important).
The list of minimum social services is approved by federal legislation and includes some social and

cultural services.
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spiritual creative activity:
intellectual services,
artistic works;
cultural heritage,

museum services,

-

executive/state professional social activity:

activity: state management;
educational services; informational
printing industry, infrastructure;
recreation; media-services;
mass media; The

cultural and recreation
services

\ J

physical training and sport

§ Culture

Industry

Figure 3. Interdependence of Sub-markets of the Culture Industry

Based on diversity of the culture industry services some types of services may belong to two or
more service markets. For example, educational, print and mass media services are provided by
governmental authorities and are of spiritual and moral importance, i. e. they are at the intersection of two
sub-markets.

Each type of sub-markets requires certain instruments and management mechanisms; the identified
features imply an improvement in the culture industry's management mechanism. Depending on sub-
markets, different types of resource flows are involved in producing and consuming cultural services. The
use of the author's classification of the culture industry services according to the criterion of activity,
structure and relations of the culture industry market will contribute to further development of the
categorical framework of the cultural services system what will facilitate resource support for each type

of cultural services based on their specificity.
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