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Daragh O’Reilly

Introduction
Given the extraordinary changes in the global business environment within the 
past ten years, the pressures on arts and entertainment organisations to adapt 
are enormous. For example, as we saw in Chapter 2, the digital revolution has 
brought radical changes to many businesses in the creative and cultural indus-

raised by this turbulent environment include intellectual property protection, 

within the arts and entertainment sector.

context, it continues to investigate the changing relationships between arts and 

to the culturalist
-
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The tide of ‘brandspeak’
-

tainment, everyday and even political parlance, and it is increasingly being 
applied to the arts and entertainment industry. Branding is said by its propo-

-

-
-

-

brands and entertainment brands, others (e.g. writers, directors, musicians and 
-

 than mainstream branding discourse provides, 

-
ings (or brands).

What is a brand? The mainstream view
From the mainstream commercial

 device which enables consumers to 

 asset. From a strategic 
marketing

 are built 
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