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INNOVATIVE MARKETING SOLUTIONS IN CULTURAL SERVICES THAT INCREASE EXPERIENCE

The basic concept of my research is the connection of consumer experience and consumer involvement in the field of high culture. Increasing consumer involvement in the experience provides ample space for creative marketing solutions, innovations, and last but not least, the utilization of the opportunities inherent in digitalization, which increase consumer involvement and commitment, which is a key factor in competition these days.
In the field of culture, many exciting and innovative solutions can be found, such as the increasingly popular museums, theaters, etc. night, or the cooperation of book publishers, galleries and cafes. In addition to these, in my research I also dealt with the "democratization" of art, i.e. the phenomenon when various connection points are created between works of literature, poetry, painting and everyday consumer goods.
After exploring the literature background, my primary research examines the supply side, with which I researched the concept of experience, the various components of experience models and the possibilities of consumer involvement and co-creation in the field of cultural marketing. To this end, I conducted twenty in-depth interviews with professionals from cultural institutions, organizers of cultural creative events, and representatives of brands producing cultural products. With this, I managed to gain an insight into the goals of products and events related to high culture, according to which, in addition to education, providing, enhancing and entertaining experiences is also a key aspect, with which I not only want to retain the existing core audience, but also want to address new target groups, such as members of Generation Z .
After the qualitative method, I conducted quantitative research to examine the consumer, i.e. demand side, the main research question of which is how cultural institutions can reach the members of Generation Z. The results of the questionnaire survey point to the differences between the individual art forms both in terms of the components of the experiences, as well as the novel locations and involvement. A significant difference can be shown between consumers based on the preferences of individual genres, and those consumers who prefer more than one art form also stand out. One of the important lessons of the quantitative research is that the investigated innovative solutions can be more effective in deepening the relationship with existing consumers than in reaching new target groups.



