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THE CULTURE AND ARTS ORGANIZATION:
MACRO-SOCIOLOGICAL ASPECT

Pashaeva M.R.

In this study we analyze the macro-sociological aspect of culture and arts
organization. The subject of research is reputation policy and communication
technologies in macro-sociological aspect of culture and arts organization. The target
is the research the effects of macro-sociological aspect in the activities of such
organization. In the study were used such methods of research: theoretical study and
synthesis; quantative method of elicitation: questionnaire; information processing
methods of primary analysis; interpretation. The results of research can be applied in
the activities of different culture and arts organization. The research identified the
negative and positive tendencies in the context of the macro-sociological aspect.
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YUYPEXIAEHUSA KYJIBTYPBI U HCKYCCTBA:
MAKPOCOIIMOJIOTUYECKHWNA ACITIEKT

ITammaeBa M.P.

JlaHHas cTaThs MOCBSIIEHA MCCIECIOBAHUIO MAaKPOCOLIMOIOTHYECKOTO acCleKTa
NEATEIIbHOCTU YUYPEKACHUNU KyNbTypbl M HUCKyccTBa. lIpenmeTom wuccienoBaHuUs
ABJISIFOTCS. PEIYTAlMOHHAS MOJUTHKA, KOMMYHUKAIMOHHBIE TEXHOJOTHMM B paMKax
MAaKpOCOLHOJIOTUYECKOTO aCHeKTa AEATEIbHOCTH YUPEKIACHUNW KYJIbTYpbl H

HCKYCCTBaA. HeJIB 3aKJIIOYACTCA B HCCIICOAOBAHUU BIHMAHUA MAKPOCOLIUOJIIOTNMYCCKOT O
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ACIICKTa Ha AOCATCIIBHOCTD HOI[O6H]'::IX yqpexcneHI/Iﬁ. B craThe OBLIM HCIIOJIB30BaHBI
TaKHUC MCTOAbI HCCJIICIOBAHUA: 06meHaquLIe MCTOAbI — TeOPCTI/I‘IeCKI/Iﬁ aHaJInu3 u
CHHTC3, KOJINYECTBECHHBIM MCTOL, c6opa I/IH(i)OpMa]_II/II/II AHKCTHUPOBAHUC, MCTOIbI
O6pa6OTKI/I I/IH(l)OpMaI_II/II/I HCpBH‘IHBIﬁ AHAJIN3 OAaHHBIX, THTCPIIPCTAIHA. PCSYHBTaTBI
HUCCICAOBAHNUA MOT'YT IIPUMCHATHCA B ACATCIIBHOCTH JIF000T0 YUPCIKACHUA KYJIBTYPhI
N HCKYCCTBA. B X04A€ HCCICAOBaHUA OBLIM  BBISIBJIICHBI OTPHULATCIIBHBIC U
ITOJIOKUTCJIIBHBIC TCHACHIIMU B obiacTu MaKpoOCOIHUOJOTUICCKOI'O aCIICKTaA.
KiroueBble cJjioBa: MaKpOCOIHUOJIOTHICCKHUC ACIICKTHI, YUPCIKIACHUS KYJIbTYPhI

N UCKYCCTBA, CpaBHHTeHBHBIﬁ Oo1IpocC 3pHTCJ’ICI>i U COTPYAHUKOB TCATpa.

Introduction

The culture and art organizations are included in a specific sphere of
government relation where the line between functioning according to the full-fledged
participant of the entertainment market principles, when the direct target is getting
profit, and fulfilling the social and educational functions towards the society
integrally-is blended.

Taking this into account, the culture and art are really responsive to different
changes in macro-sociological conjecture. Specifically, the influence of macro-
sociological aspects on the culture and art institutions activity is very important. It is
necessary to add, that there are just a few sociological studies of this topic, therefore
the further inquiry is actual.

The famous Russian researcher K.A. Serebryannikov believes that «European
theatre is a meaningful thing. It is built on expert management. In our country big
money is spent carelessly. Unfortunately, in Russia top-management in theaters
holds the position for several decades, which is practically for term of life. And
nobody wonders whether they manage to direct this difficult business or not. When,
the theatre is an actual business» [4].

Macro-sociological approach involves the study of the culture and art

institutions as social institutions with the built up relations between the elements



© CoBpeMeHHBIE HCCIIECIOBAHMS COITUANTBHBIX TIPOOJIEM (AJIEKTPOHHBIN HAYYHBIN )KypHAI),
Modern Research of Social Problems, Ne8(28), 2013
. www.sisp.nkras.ru

In this study we consider macro-sociological aspects such as: institution
external environment positioning, reputational policy building and the effective use
of communication technologies.

T.V. Abankina think that the main targets of the communicational activity in
the culture and art institutions are: the creation image of organization's image; the
building of a positive attitude towards the culture and art institutions; the creation of
«the reliable customer» image; the formation of certain level of knowledge about
specific culture products; the aspiration to make a special target group of as the
permanent audience and a partner organization; the stimulation of the audience
interest to specific offer» [1, p.6].

No culture and art institution can function without the thoughtful strategy of

communication. It influences ean the macro-environment.

Methods

There were different methods of research used in this study such as: a)
theoretical study and synthesis; b) quantitate method of elicitation: questionnaire; c)
information processing methods of primary analysis; interpretation. There were 54
spectators of The Novosibirsk Theatre of Musical Comedy and 27 employees of this

organization participating in the questionnaire.

Results

The research took place in Governmental Autonomous Novosibirsk Cultural
Organization «The Novosibirsk Theatre Of Musical Comedy», which was build in
1959. Nowadays The Novosibirsk Theatre Of Musical Comedy is a leader among all
musical theaters in Russia. The repertoire of theatre includes operetta, musical
comedy, modern experimental get-up in the genre of musical performances for

children and juvenility.
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The results of the research are presented further, and show the opinion of
different target groups which influence the macro-sociological environment of
Novosibirsk Theatre of Musical Comedy.

The main research target is the comparative external and internal audience
analysis. The research is focused on macro-sociological aspects. The external
audience includes 54 spectators and admirers of The Novosibirsk Theatre of Musical
Comedy. The internal audience includes management and troop.

The description of sample frame. To get full-fledged results, two target groups
were interrogated: external audience — 54 respondents, internal audience — 27
respondents. The spectators of theatre: 18% male, 82 % female. The employees of
theatre: 44% male, 56 % female. The survey was complete. There were respondents
at the age of 18 to 47 taking part in the survey. The social statuses of spectators are
students (37%), workers (22 %), non-manual workers (30%), sole entrepreneurs
(4%), and other (4%). The employees of the theatre: management (37%), troop (48
%), operational staff (6 %), and other (3%). Two types of questionnaire were offered
in accordance to belonging to the theatre.

The first two questions are about development of the dramatic art in our city
and attendance of the theatre. QuestionNe 1 reads: «Using the 10 point-system
estimate the level of dramatic art development in Novosibirsk». And gives the
following results: most employees evaluate level of dramatic art development in
Novosibirsk satisfactory (5 points), giving the average merit. Presumably it shows a
certain unwillingness to express an opinion in this case, because average merit doesn't
reflect the real point of view. The spectators gave 8 points in average.

The next question is «How often do you visit theatres». 67% of the respondents
visit theaters several times a year, but less than once a month. Employees of the
theater have a similar opinion on the the of the target audience. These results prove
that all the spectators who took part in the questionnaire are competent in the issue of

the research topic.
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The next question refers to the preferences of the spectators. All the
respondents had to answer «Which genres of performance do you prefer? ». The
management and troop chose operetta, comedy and musical (89%). The Novosibirsk
Theatre of Musical Comedy offers these genres. The spectators have another opinion
and choose drama as a favorite genre (72%). Certainly this question does not apply to
the main topic but rising the prestige of such genres as operetta, comedy and musical
is also very important.

Question Ne 4 is «What theatres do you think are the main rivals of The
Novosibirsk Theatre of Musical Comedy? ». The spectators using broadside approach
think that the main rivals of the theatre is any other theatre. But «Globus» and
«Krasnyyfakel» (52%) are the most popular answers. The employees using restricted
approach think that the theatre has a specific niche and no rivals (93%). All of the
aforesaid including the previous question reveals the problems existing in the studied
subject.

The macro-sociological aspects analysis is directly connected to the reasons
that guidethe audience's choice of the performance. Or in other words - the motives of
spectators. Question Ne 5 reads : «How do you make a choice of the performance you
are going to visit?» and gets the following results: 29 respondents (54%) confide trust
to their friends' and acquaintances' reviews, 15 spectators (28%) make a choice based
on a work put on the stage. The employees believe that ticket price (56%) and
performing artists (26%) are the most important factors of choice.

It is obvious that the spectators and employees have a very different opinions.
Spectators prefer to base their choice on the friends reviews while employees choose
the price of the ticket as a—dominant motive. Such contradictions can show the
insufficiency of the motives analysis, and therefore the presence of the implicit
problems.

The next question is «Which performances form the brand identity of the

theatre? ». This question also reveals some undetected problems. More than 60 % of
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the employees cannot determine such performance. The answers of spectators differ
and make the lack ofpositioning in sphere of communication activities obvious.

But the positive aspects of theatre activity were also found. Question Ne 7 is
variable for spectators and employees. First group answered the question «Why do
visited the Novosibirsk Theatre of Musical Comedy? » while employees gave
responses to « Why do spectators visit the Novosibirsk Theatre of Musical Comedy».
We found that the opinion of the spectators (73 %) and theatre employees (85 %)
agrees closely: most spectators attend Novosibirsk Theatre of Musical Comedy
because of its repertoire. This, certainly is a positive aspect of communication
activities.

The communication activities of the theatre is closely connected to all
information aspects of relating the wide variety of aspects. In this study some of these
aspects were analyzed.

The following question is «A4re you familiar with the name of the Novosibirsk
Theatre of Musical Comedy art directory. Only 29 % of the spectators can identify
the name of the art director. In turn, 63 % of employees believe that all spectators
know the name of art director. Most of spectators (67%) can’t answer e the question
«What are the recent premieres in the theatre». 63% of employees think that
spectators can name the last premieres with great ease. This shows some defects in
the activity of the theatre.

The confirmation to these conclusions is the result of the next question «Using
the 10 point system estimate the public awareness level of the Novosibirsk Theatre of
Musical Comedy activity». The respondents assessed the awareness level at 5 points
out of 10

However, some positive aspects in the information component of
communicational activities were also discovered. Question Ne 11 which reads «What
sources do you use to find out the premieres of the Novosibirsk Theatre of Musical

Comedy? ». Most of the spectators get information from theatre's website (80%). The
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employees also think that website is the most convenient channel to communicate

with the audience.

Conclusion

To sum it up, there were some problematic aspects found during the research
including the rating, motivation, image and information components of macro-
sociological aspect. The spectators assess the level of dramatic art development at
30% higher than the theatre's employees. Most of the theatre employees and
spectators could not think of a brand identity performance, therefore it is possible to
make a conclusion about the lack of a positioning in the sphere of cultural product
promotion. However, a positive side of the activity was found. In general, it is worth
noting that a thorough macro-sociological research and work on the study of the

problem areas in the activity of the theatre are crucial.
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