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ABSTRACT

Approaches to marketing actions in culture are exhibiting rising significance in the modern dynamically
changing environment. This paper is focused on the identification of possible applications of marketing
in the sphere of culture, with particular reference to the film industry, field of operations of the New
Horizons Association. The author’s research was based on a literature study, participant observation,
and an online questionnaire, enabling creation of a case study on the New Horizons Association. Empiri-
cal research allowed for exploration of the perception of marketing actions of this organization, as well
as identifying possible directions for its development. Changes in the needs of modern consumers are
related to ongoing virtualization and globalization of culture, and allow for academic discussion about
the future of innovative cultural institutions and audio-visual ventures, including within the context of
the current global coronavirus/COVID-19 pandemic.

KEY WORDS

Marketing of culture, film marketing, brand, VOD, The New Horizons Association, coronavirus pandemic
Paper received: 15 May 2020 ¢ Paper revised: 22 October 2020 ¢ Paper accepted: 29 October 2020

Marcin Ptasznik is a graduate of the Wroctaw University of Economics, authored a thesis on cultural marketing,
and last year held a scholarship to the International Summer School of Intellectual Property in Xiamen University,
China. Despite being at the early stages of his academic career, he has professional experience in the area of digital
media and marketing, and is passionate about film production, promotion, and motion picture innovations.

Email: marcin.ptasznik@gmail.com

References

Adamczak, M. (2019), Kapitaty przemystu filmowe- Irzykowski, K. (1924), Dziesigta muza. Zagadnienia
go, Hollywood, Europa, Chiny, Warsaw: Wydaw- estetyczne kina, Krakow: Krakowska Spétka
nictwo Naukowe PWN. Wydawnicza.

Colbert, F. (2014), The Arts Sector: A Marketing Kall, J., Kteczek, R, Sagan, A. (2013), Zarzadzanie
Definition, Psychology and Marketing, 31(8): markg, Warsaw: Wolters Kluwer Polska SA.
563-565. Kerrigan, F. (2010), Film marketing, Oxford: But-

Diggles, K. (1986), Guide to Arts Marketing: The terworth-Heinemann.

Principles and Practice of Marketing as They Ap- Kotler, Ph., Scheff-Bernstein, J. (1997), Standing

ply to the Arts, London: Rhinegold Publishing. Room Only: Strategies for Marketing the Per-



forming Arts, Boston: Harvard Business School
Press.

Kotler, Ph., Levy, S. (1969), Broadening the concept
of marketing, Journal of Marketing, 33: 10-15.

Mazurek-t.opacinska, K. (Ed.) (2016), Badania mar-
ketingowe. Metody, techniki i obszary aplikacji
na wspétczesnym rynku, Warsaw: Wydawnictwo
Naukowe PWN.

Rosewall, E. (2017), Arts in the twenty-first century:
change and challenge, Cultural Management: Sci-
ence and Education, 2(1): 9-16.

Schwartz, R., Macdonald, K. (2020), The marketing
edge for filmmakers. Developing a marketing
mindset from concept to release, New York:
Routledge.

Sobocinska, M. (2017), Changes in the approach to
marketing and its application in cultural institu-
tions in Poland, Cultural Management: Science
and Education, 1(1): 49-56.

Sobociniska, M. (2015), Uwarunkowania i perspek-
tywy rozwoju orientacji rynkowej w podmiotach
sfery kultury, Wroctaw: Wydawnictwo Uniwer-
sytetu Ekonomicznego we Wroctawiu.

Sobociniska, M. (2016), Premises and potential for
the application of semiotics in marketing re-
search, Acta Scientiarum Polonorum. Oeconomia,
15(1): 123-132.

Wréblewski, L. (2018), New trends in consumer
behaviour in the market of cultural services in
Poland: implications for marketing, Cultural

Management: Science and Education, 2(2): 67-
83.

WréblewskKi, L., Dacko-Pikiewicz, Z. (2018), Sustain-
able Consumer Behaviour in the Market of Cul-
tural Services in Central European Countries:
The Example of Poland, Sustainability, 10: 3856.

Wréblewski, L. (2012), Strategie marketingowe w
instytucjach kultury, Warsaw: Polskie Wydaw-
nictwo Ekonomiczne.

Websites
https://www.cbos.pl/SPISKOM.POL/2019/K_020_1
9.PDF (accessed 15 May 2019).
https://www.cercle.io/ (accessed 20 April 2020).
https://www.facebook.com/smolna38/ (accessed
20 April 2020).
http://kinoamondo.pl/ (accessed 1 May 2020).
https://www.mpaa.org/wp-content/uploads/
2018/04/MPAA-THEME-Report-2017_Final.pdf
(accessed 1 April 2020).
https://www.mpaa.org/wp-content/uploads/
2019/03/MPAA-THEME-Report-2018.pdf (ac-
cessed 1 April 2020).
https://www.nowehoryzonty.pl/ (accessed 15 April
2019).
https://www.spidersweb.pl/rozrywka/2020/04/2
8/darmowy-festiwal-filmowy-youtube-global-
film-festival/ (accessed 28 April 2020).
https://www.statista.com/statistics/ 264399 /prefer
red-place-of-movie-consumption-in-the-us/ (ac-
cessed 20 May 2019).

Logos Verlag Berlin - Academic Publications in Science and Humanities



