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Creative economy and socio-cultural projects:
The role of the art manager in creating sustainable development

Abstract. The significance of the study was defined by the growing role of the creative economy in ensuring sustainable
development in the context of globalisation and digital transformation. This article aimed to identify and substantiate
contemporary directions for the sustainable development of the creative economy and socio-cultural initiatives, with an
emphasis on the role of the art manager. The study adopted an institutional approach to analyse the legal environment of
the creative economy, a systematisation method to structure management practices in art management, and modelling
to design an effective management structure. This enabled the assessment of state support, the classification of
management models, and the proposal of tools for resource mobilisation. The proposed development scenarios support
the sustainable growth of creative industries, taking into account digital technologies and marketing approaches.
The leading factors influencing the effectiveness of integrated management in national creative industries were
carefully analysed, including the use of applied marketing strategies, business modelling methods, modern information
and communication technologies, and financial instruments necessary to ensure the sustainable development of
the cultural sector. It was argued that the effectiveness of socio-cultural initiatives depended on the integration of
modern management technologies, including lateral marketing and design thinking, which facilitated the development
of competitive models for national artistic initiatives within the framework of globalisation and digitalisation.
A conceptual model for professional activity in art managementwas developed as the main tool for strategic management
in the creative industries. This included interdisciplinary approaches to artistic project management, strengthening
public-private partnerships, and attracting investment. Mechanisms for integrating creative entrepreneurship into
the economic system were also proposed, aimed at creating new jobs, enhancing innovation potential, and promoting
sustainable development in the cultural sector
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INTRODUCTION

The growing importance of the creative economy in the
context of globalisation and digital transformation un-
derscored the need to study its role in sustainable devel-
opment. Socio-cultural projects, as a key component of
this process, required effective management approaches
to ensure their viability and long-term impact. The anal-
ysis of scientific literature confirmed that the creative

economy was conceptualised as a dynamic and trans-
formative sector, capable of shaping innovative processes
and influencing socio-economic development at multiple
levels. As E. Dundon (2002) argued, the creative economy
should be viewed as a new economic paradigm ground-
ed in intellectual capital, knowledge, and creativity, which
form the basis for alternative economic systems. Empirical
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research by N. Boccella & 1. Salerno (2016) highlighted the
significance of creative industries in generating localised
value, stimulating entrepreneurship, and fostering inno-
vation through cultural production, with a particular em-
phasis on their role in regional development. Similarly, the
study by H. Rodriguez-Insuasti et al. (2022) situated the
creative economy in a global framework, underscoring its
rising importance in business, management, and account-
ing, and demonstrating the integration of cultural, social,
and economic dimensions.

The notion of cultural capital also occupied an im-
portant place in academic discourse. K. Farinya (2017)
demonstrated that culture was an economic resource with
significant implications for competitiveness at both re-
gional and national levels. In a complementary way, M. Ko-
morowski & J. Lewis (2023) emphasised sustainability and
recovery, linking creative industries to inclusive growth,
employment diversification, and the integration of
digital technologies into cultural production. The author
L.ARM. Al-Faisal (2024) highlighted the integration of
business strategies, marketing planning, and financial
analysis into art management, demonstrating that these
tools were essential for building resilient and competitive
cultural projects within the creative economy. In contrast,
T. Stritiyevych (2023) offered a conceptual exploration of
art management, providing definitions, classifications,
and developmental perspectives. The scholar emphasised
interdisciplinary methods and the crucial role of pub-
lic-private partnerships, underscoring that sustainable
cultural initiatives required both theoretical clarity and
practical collaboration.

Researchers I. Shalinskyi & A. Zabuzhko (2023)
showed the correlation between investment in the cre-
ative sector and the sustainability, adaptability, and in-
novativeness of regions. Their findings align with the
conclusions of the World Economic Forum (n.d.), which
recognised the creative economy as a strategic vector of
global growth. Overall, the comparison of this research
with the results of other studies demonstrated strong
complementarity. While international scholars tend to
focus on general conceptual frameworks and global ten-
dencies, the novelty of this research lies in contextual-
ising these approaches within the Ukrainian cultural
environment, particularly in relation to post-war recon-
struction, digitalisation, and socio-cultural resilience.
Therefore, this study not only confirmed established sci-
entific positions, but also expanded them by integrating
the role of the art manager as a decisive factor in ensur-
ing competitiveness, sustainability, and innovation in the
creative economy. This study aimed to identify the mod-
ern directions of sustainable development in the creative
economy and socio-cultural initiatives, with a special
emphasis on defining the role of the art manager as a key
factor in strategic management in the cultural and artis-
tic sphere, ensuring the integration of economic, social,
and technological components into a coherent model of
sustainable growth.

MATERIALS AND METHODS

The methodological framework of this research was based
on a combination of institutional, systematisation, and
modelling approaches, which provided a comprehensive
basis for analysing the functioning of the creative economy
and socio-cultural projects in the context of digitalisation
and sustainable development. At the first stage, the insti-
tutional support method was applied to analyse the legal
and regulatory frameworks at both the national and inter-
national levels. Particular attention was given to the provi-
sions of the Law of Ukraine No. 2778-VI (2010) and the Or-
der of the Cabinet of Ministers of Ukraine No. 293-1 (2025).
These documents formed the foundation for assessing the
institutional context, in which creative industries operate
and for determining the extent of state support for so-
cio-cultural initiatives. At the international level, the study
also examined the Convention on the Protection and Pro-
motion of the Diversity of Cultural Expressions (20053), as
well as the World Economic Forum (n.d.) reports on the
creative economy and cultural resilience. This enabled a
comparison of national regulatory frameworks with global
strategies of cultural policy and sustainable development.

At the second stage, the systematisation method was
employed to identify and classify key management practic-
es in art management. For this purpose, empirical data and
scientific publications were analysed; the systematisation
of these materials enabled the structuring of management
processes, the evaluation of organisational models, and
the identification of the most effective mechanisms of re-
source mobilisation, such as public-private partnerships
and crowdfunding initiatives. The third stage involved
the modelling method, which was used to construct and
validate a structural model of effective art management.
This model integrated economic, technological, and social
dimensions and was tested against various scenarios for
the development of the creative economy. The approach
enabled the exploration of strategies for incorporating
digital tools (for example, digital marketing and online art
platforms), lateral management methods, and innovative
financing mechanisms. The analysis of a number of aca-
demic sources was crucial, particularly H. Rodriguez-In-
suasti et al. (2022), whose global bibliometric study provid-
ed insights into long-term trends in cultural and creative
sectors, and M. Komorowski & J. Lewis (2023), who exam-
ined sustainability and recovery in creative industries. This
multi-stage approach ensured comprehensive research
and allowed for the integration of legal, managerial, and
technological aspects into a coherent analytical frame-
work that clarified the role of art managers in shaping the
sustainable development of creative industries.

RESULTS AND DISCUSSION
Creativity is a multifaceted concept that encompasses a
wide range of applications and can serve not only as the
basis of creative activity but also as a method of social
perception of the world, enabling adaptation to its chal-
lenges, changes, and new opportunities. On the one hand,
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creativity can be considered a tool for the formation of
non-standard thinking, which contributes to the effective
management of social, economic, and cultural process-
es; on the other hand, it has become a key component of
professional self-realisation, because the use of a creative
approach in any activity not only differentiates work, but
also makes it unique and competitive. For this reason, pro-
fessions grounded in creativity acquire particular signifi-
cance in the modern economy, as they have become a driv-
ing force in creating new markets, cultural products, and
socio-cultural initiatives that directly influence economic
development and the sustainability of social transforma-
tion (Avanesova et al., 2021).

In contemporary conditions, the institutionalisation
of creative activity has led to the formation of the so-called
“creative industries”, which, despite their diversity, are
subject to the general principles of economic organisation
and operate on the basis of market regulation. This in-
volves both the production of mass cultural products and
the monetisation of intellectual property. The term “cre-
ative industries” captures the process of the industriali-
sation of creativity, as it involves structuring, production

standardisation, and the use of effective management
mechanisms that ensure the sustainability of economic
processes in the cultural and artistic spheres. At the same
time, discussions continue in the scientific community
regarding the exact definition of this concept, as it cov-
ers a wide range of activities, ranging from traditional art
to high-tech digital products that combine aesthetic and
commercial value (Law of Ukraine No. 2778-VI, 2010).

Creative industries can be viewed from several per-
spectives, as they perform different functions in the so-
cio-economic environment. First, they represent unique
socio-cultural practices based on creativity, cultural in-
novation, and the integration of artistic ideas into every-
day life. Second, they constitute an important element of
the economic structure, as enterprises and entrepreneurs
in this sector not only generate new jobs, but also create
added value through intellectual products and copyrights.
Third, creative industries play a significant role in the
sustainable development of territories, as they synthesise
economic, political, social, and cultural factors, contribut-
ing to the growth of innovative activity and the formation
of a new level of urban development (Table 1).

Table 1. Main functions of creative industries

Function Economic dimension

Social dimension

Cultural dimension

Technological dimension

. Creation of new Promotion Combination of . .
Innovation . . L . .| Use of digital technologies
business models of creative thinking | traditions and modernity
. R . . . Employment Demand for cultural Development
Market stimulation Generation of new jobs L L .
opportunities for youth products of online platforms
. . Support Strengthening Preservation of cultural Application
Social integration . . . . . .
of local enterprises of social cohesion heritage of interactive tools
. Growth of a knowledge- | Development of “4C” Cultural education of Digital literacy
Educational role . . .
based economy competencies society and elearning
.. . . International Promotion of national Integration into
Global competitiveness | Attraction of investments . . .
cooperation identity global networks

Source: based on D. Kalfas et al. (2024)

In the context of sustainable development of the crea-
tive economy, which is increasingly integrated into global
economic and socio-cultural processes, the role of the art
manager extends beyond a purely administrative or or-
ganisational function and becomes a strategic component
of the effective functioning of the art market. L. Lipych
& T. Radishchuk (2024) noted that the art manager is not
merely an intermediary between the artist, the viewer, and
the consumer of a cultural product, but also a key figure
who shapes the economic value of creative activity, pro-
motes its commercialisation, and ensures the sustainable
development of the socio-cultural space through the in-
tegration of modern management approaches, marketing
strategies, and financial and economic mechanisms. In
this paradigm, art is no longer considered only an aes-
thetic phenomenon, but is instead recognised as part of a
large economic ecosystem that requires effective resource
management, adaptation to changing market conditions,
and an understanding of the principles of sustainable de-
velopment (Convention on the..., 2005).

An important role in this process is played by the for-
mation of an artistic environment in which a cultural prod-
uct is not only created, but also actively promoted in the
market and integrated into the global system of creative
industries. One of the main factors contributing to the suc-
cessful functioning of this environment is the development
of creative industries, which have become an important
mechanism not only for cultural expression but also for
economic growth. In the modern world, where post-indus-
trial economic models emphasise knowledge, information,
and intellectual capital, creative industries are increasing-
ly important, as they combine socio-cultural, economic,
political, and informational processes that determine the
prospects for the development of modern societies. This is
because, unlike traditional sectors of the economy, crea-
tive industries are not limited by material resources, but
instead are based on human intelligence, creative poten-
tial, cultural innovation, and modern technologies, which
enable them not only to adapt to change but also to actively
shape the future (Bezuhla & Lazakovych, 2024).
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For a deeper understanding of the essence of the art
manager profession as a manager in the field of culture,
it is necessary to refer to the general definition of man-
agement, according to which management involves not
the direct creation of a product, but the organisation of all
necessary conditions for its effective production, distribu-
tion, and consumption (Dundon, 2002). According to this
concept, an art manager is not the author of works of art
in the traditional sense, but plays a crucial role in ensur-
ing their viability in the market, creating a favourable en-
vironment for the implementation of artistic projects, the
development of creative entrepreneurship, and the forma-
tion of sustainable business models in the field of culture.
The manager’s activities include strategic planning, con-
ducting market research, establishing effective interaction
with investors, patrons, and consumers of cultural prod-
ucts, as well as ensuring the legal and financial aspects of
the functioning of artistic initiatives (Chen, 2023).

One of the main components of the professional ac-
tivity of an art manager is the development and conclusion
of contracts that regulate the process of creation, perfor-
mance, and distribution of artistic products, as well as en-
sure the legal protection of artists’ intellectual property.
V. Makedon et al. (2024a) emphasised that the role of the art
manager applies both to traditional agreements between
artists and customers and to modern copyright manage-
ment mechanisms, which are becoming increasingly rel-
evant in the digital era, when creative industries are be-
ing integrated into global technological processes. In this
context, an art manager acts not only as a director of art
projects or an organiser of cultural events, but also as a
strategic agent of change, determining trends in the devel-
opment of the creative economy, forming business models
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for promoting cultural products, and ensuring their ac-
cessibility to a wide audience. A modern art manager is
not merely an administrator, but an educated and creative
professional, able to work in conditions of rapid change,
predict cultural trends, and adapt traditional approaches
to new challenges of the digital age. Not only the success
of individual cultural projects, but also the development of
entire institutions that form a global creative ecosystem
depend on the manager’s professional activities (Kovaité et
al., 2022; Makedon et al., 2025).

In addition, effective art management requires the use
of modern technologies and innovative approaches that
optimise management processes, enhance communication
efficiency between artists, consumers, and businesses, as
well as strengthen the financial sustainability of the cre-
ative sector. An important component of this process is the
digitalisation of the cultural space, which entails the active
use of information and communication technologies (ICT),
the digitisation of works of art, the development of digi-
tal marketing, and the integration of cultural products into
digital platforms, which significantly expand their audience
and create new opportunities for the monetisation of cre-
ative activities. For instance, leading museums in Ukraine
and Europe have launched large-scale projects to create
high-resolution digital copies of paintings, sculptures, and
archival collections. The National Art Museum of Ukraine,
in cooperation with international partners, has implement-
ed initiatives to scan and digitise its most valuable exhibits,
enabling researchers and the general public to view them
online. Such projects contribute to the development of vir-
tual galleries and interactive educational platforms, where
digital artworks are combined with expert commentary, 3D
visualisation, and multimedia technologies (Fig. 1).

Figure 1. Virtual exhibition Masterpieces of NAMU at the National Art Museum of Ukraine

Source: Masterpieces of NAMU (2025)

Digitisation has reduced the risk of physical deterio-
ration of masterpieces, while at the same time promoting
their global accessibility, fostering cultural diplomacy, and
stimulating innovative forms of art consumption in the
digital era (Posnova, 2024). In the context of a globalised
world and its trends, characterised by instability, rapid

technological change, and the need to adapt to new eco-
nomic and socio-cultural challenges, art managers must
demonstrate a high level of professional flexibility, ana-
Iytical thinking, and the ability to innovate (Akimov, 2023).
For this reason, their activities are increasingly based on
modern management concepts such as lateral marketing,
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design thinking, CRAFT, and other technologies that ena-
ble the effective management of creative processes and the
creation of sustainable business models for the develop-
ment of cultural products.

Art management, as a key component of the effective
functioning of the creative economy and socio-cultural
projects, is grounded in the application of innovative ap-
proaches that not only optimise management processes
but also facilitate the creation of qualitatively new busi-
ness models that meet the requirements of the digital age
and the principles of sustainable development. One such
effective approach is lateral thinking, which, unlike tradi-
tional methods of analysing market opportunities, offers
an alternative way of finding solutions by going beyond the
boundaries of familiar concepts and standard economic
models. H. Andrews & A. Hawcroft (2024) noted that in the
field of creative industries, this method contributes to the
development of unique products and services, the crea-
tion of new market niches and, consequently, ensures the
sustainable growth of enterprises operating in the cultural
and artistic sectors.

Another effective tool in the field of creative man-
agement is the CRAFT methodology (Creative Algorithm
Framework & Tools), which is based on the systematisa-
tion of the creative thinking process and its application to
solving specific business tasks in the field of socio-cultural
development. A practical example of applying the CRAFT
methodology can be found in the development of a digi-
tal platform for promoting local cultural heritage in small
Ukrainian communities. Within this project, art managers
and IT specialists used CRAFT to systematise the creative
thinking process and transform abstract cultural ideas
into structured business tasks. At the first stage, the team
applied algorithmic tools to identify key needs of the com-
munity: preservation of folklore, promotion of traditional
crafts, and attraction of tourism. Then, through CRAFT
modelling, these needs were translated into concrete digi-
tal solutions, such as an online marketplace for handmade
products, virtual tours of cultural sites, and interactive
storytelling applications (Fig. 2).

Silk weaving

Glass blowing

Figure 2. Application of the CRAFT methodology
to traditional crafts: motion capture and digital
structuring of silk weaving and glass-blowing processes
Source: based on N. Cadi Yazli et al. (2022)

The methodology facilitated iterative testing of ideas,
optimises user experience, and supported the creation
of a scalable business model that ensured both cultural
sustainability and economic benefits. Thus, CRAFT has
proved effective in bridging creativity with entrepreneur-
ship. The use of this technology not only structured cre-
ative processes, but also developed effective mechanisms
for integrating artistic ideas into market systems, which
was extremely important for the development of the cre-
ative economy. For example, the Kiricard marketplace,
which specialised in the production and wholesale supply
of greeting cards, has also expressed interest in applying
the CRAFT methodology and has described the main folk
crafts of different countries around the world (Fig. 3).

72 KIRICARD HOME SHOP  ABOUTUS CONTACTUS WHOLESALE FREE TEMPLATE QP PP @
ProbuCTS
- . gt Aushalian Animals Happy
25+ Traditional Craft Techniques from Around the World i e
Posied by £ keadmin On Jly 31, 2024 oo
««««« Colorful Merry Christmas
@ Popuup Card
=]
Christmas Night Pop-up
4 Santa's Cozy Room Popup
gl =
Christmas Town Popup
=
CATEGORIES

Blog
Free Pop Up Card Template.
Handmade Story

Kiri News

Figure 3. Demonstration
of contemporary works of traditional crafts
Source: Kiricard (n.d.)

Art managers, who apply this approach gain the op-
portunity to streamline their activities, simplify the pro-
cess of implementing cultural projects, and increase their
economic efficiency by using algorithmic methods in cre-
ative activities (Blyzniuk, 2024). Design thinking deserves
special attention, being one of the defining practices of
modern art management, which was gaining particular
importance in the context of the so-called “fourth indus-
trial revolution”, characterised by the close integration of
technology, innovation, and socio-cultural processes. The
approach itself elevated the management of cultural pro-
jects to a fundamentally new level, as it drawn on collective
intelligence, creative cooperation, flexible management
strategies, and a deep understanding of consumer needs.
1. Moiseienko et al. (2024) pointed out that, thanks to de-
sign thinking, art managers have acquired tools for devel-
oping solutions that not only align with modern market
trends but also contribute to solving global social prob-
lems through the use of aesthetic, cultural, and economic
mechanisms.

Design thinking can be considered a “free art of tech-
nological culture”, as it combines the rationality of sci-
entific analysis with an intuitive and artistic approach to
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solving problems, which is particularly relevant for mod-
ern art management. Its roots can be traced back to the
Renaissance, when humanistic education provided a wide
range of knowledge in various fields of science and art,
enabling the creation of harmonious socio-cultural sys-
tems. A similar approach has emerged in 2022-2024, as
it has contributed to the formation of universal solutions
based on a deep understanding of social needs, techno-
logical capabilities, and economic realities, which has not
only increased the efficiency of creative industries but also
ensured their sustainability in the long term (Yatsko, 2020).

Contemporary design thinking is not only a technology
that contributes to the development of effective manage-
ment strategies in the creative economy, but also reflects
a holistic concept of a creative manager, capable of com-
bining an innovative project management style with a peo-
plecentred and problem-oriented approach to business
development in the socio-cultural sphere. The use of this
method in the activities of an art manager makes it possi-
ble to integrate a systemic, interdisciplinary, and iterative
approach to management, which constitutes an important
element of the effective implementation of cultural and ar-
tistic initiatives. Design thinking involves a sequential cycle
of actions that correspond to the PDCA concept (Planning —
Implementation - Check - Adjustment), which supports
the continuous improvement of decision-making process-
es and optimisation of business models in the creative in-
dustries. V. Makedon et al. (2024b) argued that applying this

approach to managing artistic projects enables not only the
identification of the main problems and requests of con-
sumers, but also the creation of an appropriate prototype
of a product or service, which subsequently undergoes
testing, analysis, and necessary refinement before large-
scale implementation on the market.

Another important element of management in the
creative economy is business modelling, which plays a
key role in the development of small and medium-sized
businesses within the framework of creative entrepre-
neurship. Using this approach makes it possible to create
unique, competitive products and services that hold high
value for consumers and contribute to the development
of the socio-cultural space. In a modern economy driven
by creativity, cooperation, and innovation, an art manager
needs to have a wide range of competencies that ensure
the effectiveness of managing creative projects. Especial-
ly important in this context are skills that correspond to
the concept of “4C” (critical thinking, creativity, commu-
nication, collaboration), as they help address complex,
non-standard tasks that arise in the process of develop-
ing and implementing socio-cultural initiatives. It should
be noted that, in order to function successfully in a mod-
ern post-industrial society, under the conditions of rap-
id changes in the knowledge economy and the so-called
“orange economy”, an art manager must reformat their
thinking, using a comprehensive approach based on key
principles (Table 2).

Table 2. Key principles of art managers’ thinking in the orange economy

Principle Core meaning Practical application Expected outcome
Emergence Spontaneous development Encouraging self-organisation Generation
of systems in creative teams of innovative project ideas
Compasses Stratesic orientation Setting long-term cultural Clear vision .
development goals and sustainable strategies
Risk Readiness for innovation Implementing (?xperimental Competitive advantage
art projects through novelty
Diversity Integration Engaging experts Broader perspectives
of multifaceted experience from different fields and inclusive growth
Critical thinking | Evaluation of decisions’ effectiveness | Regular analysis of project outcomes | Improved quality and accountability

Source: based on H. Kapinos & K. Larionova (2024), I. Moiseienko et al. (2024)

The modern structure of the art market recognises
the art manager as an entrepreneur who not only organ-
ises activities in the field of art but also actively influences
the formation of demand, tastes, and cultural expectations
of the audience, broadening the boundaries of perception
of works of art and art products. In view of this, a mod-
ern art manager must not only be well-versed in various
types of art, but also deeply understand the specifics of
the creative process, the mechanisms of organisation
and production of cultural products, technological as-
pects of their implementation, documentation, manage-
ment practices, marketing, and information strategies, all
of which are essential for the effective functioning of the
art industry (Order of the Cabinet of Ministers of Ukraine
No. 293-1, 2025). It is also important to recognise that art is

not only a commercial industry, but also part of the gen-
eral cultural heritage of humanity, an important element
of spiritual heritage, which plays a significant role in the
moral, social, and cultural development of society. The
use of marketing tools, such as fundraising, advertising,
PR campaigns, promotion, digital marketing, and other
mechanisms for attracting an audience, ensures the effec-
tiveness of the creative sector, supports the expansion of
its influence, and facilitates its integration into global eco-
nomic processes (Tatarnikova, 2022; Loots, 2023).

An individual art manager is not just a manager in
the traditional sense, but a multifunctional specialist who
performs various roles depending on the level of the or-
ganisational structure in which they work. An art manager
can act as a producer involved in financing and organising
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artistic projects, an entrepreneur creating and promoting
new artistic initiatives, an impresario managing the ca-
reers of artists, or an art director who shapes cultural con-
cepts and implements strategic plans for the development
of artistic organisations. N. Bolkvadze & S. Shmanko (2022)
emphasised that, regardless of the specific specialisation,
the activities of an art manager are aimed at achieving
an end result that has both cultural and economic value,
which makes them a key actor in the processes of devel-
oping the creative economy. Management methods in the
art industry, art business, and sociocultural space draw
on different approaches to the organisation of activities,
which are founded on modern concepts of management,
marketing promotion, financial management, and the in-
tegration of digital technologies into the cultural sector.
In view of this, a modern art manager must possess not
only traditional management competencies but also un-
derstand the principles governing the creative process, be
able to balance artistic and commercial aspects of activity,
and be flexible in decision-making, adapting to new eco-
nomic and cultural challenges (Ericsson et al., 2024).

The creative economy has already become one of the
defining sectors of the modern global services market,
shaping new employment models, expanding opportuni-
ties for the self-realisation of creative individuals, and pro-
moting economic growth through the production of cul-
tural and artistic products. In this context, art management
plays an important role in building effective strategies for
the development of creative industries that combine eco-
nomic benefit, social responsibility, and cultural mission.
Through the activities of art managers, creative projects
receive proper support, maintain sustainability, and adapt
to the rapidly changing market environment, which is an
important factor in their long-term success. J. O’Con-
nor (2024) noted that one of the main tasks of state policy
in this context is not only the production of new cultural
products and services but also the creation of innovative
mechanisms for the active use of existing cultural resources
of territories, involving the implementation of project-ori-
ented strategies aimed at the development of the creative
environment, the transformation of social institutions, and
the formation of new approaches to cultural policy.

In this approach to the implementation of cultural
policy, where the territory, its infrastructure, human cap-
ital, and social environment become the main objects of
strategic management, art management serves as one of
the key mechanisms for integrating culture into the eco-
nomic system. Thanks to effective management and the
involvement of entrepreneurial initiatives in the field of
art, opportunities emerge for the development of pub-
lic-private partnerships, the creation of target investment
funds, and the formation of cluster associations, within
which synergy occurs between business structures, cre-
ative entrepreneurs, cultural institutions, and state in-
stitutions. H. Nikoli¢ & F. Mikusa (2023) pointed out that
this approach activates the mechanisms of cultural pro-
duction, supports innovative art projects, and fosters the

creation of economically profitable cultural products that
have high social and spiritual value. In the space of modern
post-industrial and postmodern society, all processes in
the field of culture and art acquire a commercial charac-
ter, which necessitates the development of competencies
in creative management and entrepreneurship.

Art management, as a separate discipline and man-
agement practice, was one of the key tools for the de-
velopment of an innovative creative economy. In this
context, the art manager became not just a coordinator
of projects in the field of art, but also a driving force of
creative development, ensuring the transformation of
cultural policy and contributing to the expansion of re-
gional economic opportunities by integrating culture
into sustainable development strategies. As an important
element of human capital and an intellectual resource
of the creative economy, the art manager combined the
competencies of an entrepreneur, marketer, strategist,
and cultural diplomat, shaping new approaches to the
organisation of cultural business and the promotion of
art projects. They were specialists engaged in discover-
ing new talents, organising art festivals, developing new
segments of the art market, popularising modern artistic
trends, and ensuring the integration of creative products
into the global cultural space.

CONCLUSIONS

The study demonstrated that creative industries served as
a powerful factor of economic growth, integrating social,
economic, political, and informational aspects. This stimu-
lated the emergence of new markets and the generation of
intellectual property and cultural products that combined
artistic value with a commercial component. It was shown
that the regulation of creative activity shaped innovative
business models, where creativity functions as the main
source of added value, driving job creation, innovation, and
economic enrichment. Modern art management was re-
garded as a key element of the creative economy, as it syn-
thesised managerial, entrepreneurial, marketing, financial,
and cultural mechanisms. The art manager acted not only
as a coordinator of artistic processes, but also as a strategic
initiator of transformation, introducing modern methods
of managing the cultural sector and promoting its globali-
sation and monetisation. Their functions included the de-
velopment of business strategies, management of creative
teams, attraction of investment, implementation of digital
marketing solutions, and financial analysis, all of which
supported the long-term stability of cultural initiatives.

A conceptual model of effective art management was
proposed, based on a combination of artistic and commer-
cial thinking, the integration of technologies into cultur-
al processes, and cross-sectoral cooperation. The model
envisioned the formation of an ecosystem of creative en-
trepreneurship through cooperation between the state,
business, and civil society, thereby ensuring sustainable
development and sectoral competitiveness. To improve
the management of socio-cultural projects, the following

45



Creative economy and socio-cultural projects...

measures were proposed: the development of public-pri- ACKNOWLEDGEMENTS
vate partnerships, attracting investment in culture, and  None.

the advancement of digital transformation within the na-

tional art market. Future studies should focus on the de- FUNDING
velopment of quantitative and qualitative indicators for  None.

assessing the effectiveness of art management in creative

industries, with special attention to measuring cultural CONFLICT OF INTEREST
capital and its impact on regional competitiveness. None.
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JIOKTOP MUCTEITBO3HABCTA, JIOIEHT

MizKHAPOIHUI TYMaHITAPHUI YHIBEPCUTET

65000, By/I. PoHTaHCBKA I0pOra, 33, M. Oneca, VKpaina
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KpeaTuBHa eKOHOMIKA Ta COLiOKYJIbLTYPHI IIPOEKTH:
POJIb apT-MEHEIKEPa B CTBOPEHHI CTAJI0I0 PO3BUTKY

AHOTAIISL. 3HAUYNIICTD JOCIKEHHA BUSHAYEHA 3DOCTAIOY0I0 POJLIIO KPEATUBHOI EKOHOMIKH Y 3a0€31eYeHHi CTa10ro
PO3BUTKY B yMOBax rao0aiisamii ta mudposoi Tpancdopmarii. Mero crarti 0y10 BUSHAYNTH I OOIPYHTYBATH
CYJACHI HAPSAMU CTAJOT0 PO3BUTKY KPEATUBHOI eKOHOMIKU Ta COIIOKYILTYPHUX iHII[IATUB 3 aKIIEHTOM Ha POJIb apT-
MeHemKepa. Y TOCTKeHH] 3aCTOCOBAHO IHCTUTYIIMHII IHAXIA I8 aHaxi3y IpaBoBOr0 CEPEIOBUINA KPEaTUBHOI
€KOHOMIKH, METOJ CHCTEMAaTU3AITiI TSI CTPYKTYPYBaHHSA YIIPABIIHCHKUX IMTPAKTUK B apT-MEHE;KMEHTI Ta MO TIOBAHHS
IUIST TIPOEKTYBAHHS e(EKTUBHOI YIIPABIHCHKOI CTPYKTYPH. Lle 710 3MOry 3IiHCHITH OIIHKY JeP;KAaBHOI I ITPUMKI,
Kracudikaiio yIpaBImHCbKIX MOJEIEH 1 3ampomoHyBaTH IHCTPYMEHTH MOOLTi3amii pecypciB. 3ampornoHoBaHi
creHapii pO3BUTKY MiATPUMYBAIN CTAJIE 3POCTAHHSA KPEATUBHUX iHAYCTPIN i3 ypaxyBaHHAM IUMPOBUX TEXHOIOIII
Ta MApPKETHUHTOBHUX IIXOMIB. Byl10 pereabHO MpoaHaTi30BaHO MPOBIIHI (aKTOPH, MO BILIUBAIN Ha eOEKTUBHICTD
IHTErpOBAHOTO YIPABTIHHA HAIIOHATLHUMHM KPEATUBHUMM iHAYCTPIAMU, 30KpeMa BUKOPUCTAHHSA IMPUK/IATHUIX
MapKETUHIOBUX CTPATETill, METOIIB Oi3HEC-MOAETIOBAHHS, CYyIACHUX 1H(MOPMAITHO-KOMYHIKAIINHIX TEXHOIOTIN Ta
(hbiHAHCOBUX IHCTPYMEHTIB, HEOOXiJHUX /IS 3a0€3II€UEHHS CTAJI0T0 PO3BUTKY KyJIbTYpPHOI cdepu. OOIPpyHTOBAHO, IO
PE3YABTATHBHICTD COLIOKY/IBFTYPHUX IHIIIATHB 3aJ€KUTh Bifl iHTErpariii Cy4acHux yIpaBIiHChKIX TEXHOIOTI, 30KpeMa
JIATEPATBHOI0 MAPKETHUHIY Ta AU3AITH-MIC/JICHHS, SIKi CIIPUSIOTH (POPMYBAHHIO KOHKYPEHTHHIX MOJE/IeH HAIIOHAIbHIX
MUCTENBKUX IHIIATUB y MeKax raobaxisamii Ta unudposisamii. Po3po0IeHo KOHIENTYaIbHy MOAEIb TPodeciiiHol
TSUIBHOCTI B Traaysi apT-MeHeZKMEHTY SIK OCHOBHUI iIHCTPYMEHT CTPATEriYHOro yIpaBs/iHHs B KPEATUBHIX iHAYCTPIsAX.
BoHa BKJIIOYAJA MIKIUCHUILIIHAPHI IHIXOIM 10 YIPABIIHHSI MUCTEHbKUMU IIPOEKTAMM, ITOCUJICHHS JepPyKaBHO-
[IPUBATHOIO IIAPTHEPCTBA TA 3aAyYEHHs iHBECTUIN. TaKo;K 0Y/I10 3aIIPOIIOHOBAHO MEXaHi3MH iHTerparii KpeaTuBHOro
MAIPUEMHUIITBA B EKOHOMIYHY CUCTEMY, CIIPSMOBAHI HA CTBOPEHHS HOBUX POOOUYNX MiCIIb, i BUIIEHHS IHHOBAIITHOIO
MOTEHINATY Ta CHPUSHHS CTATOMY PO3BUTKY KYJIBTYPHOI chepr

KJIouoBi €/10Ba: Kpearusna €KOCUCTEMA; CTPATErid yOPaBIHHA;, KYILTYPHUII OpPOCTIp;  6i3Hec-Momen;
apT-MeHEe;KMEHT
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