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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 indusǰȱ ȱ ęȱ ȱ ȱ ȱ ȱ ǯȱ ȱ ȱ
raised by this turbulent environment include intellectual property protection,
Ȭȱǰȱ ȱȱȱȱȱǰȱ¢ȱǰȱȱ
 ȱ ȱ ȱ ȱ ȱ ȱ ǰȱ ȱ ȱ ȱ Ȭȱ ȱ
ȬȱȱȮȱȱȱ ȱȱȱȱȱȱȱ
within the arts and entertainment sector.
ȱȱ¡ȱȱȱȱȱȱȱȱȱȱ
ȱ ȱ ¡ȱ ȱ ȱ Ȃȱ ȱ ȱ ǯȱ ȱ ȱ
context, it continues to investigate the changing relationships between arts and
ȱȱȱǯȱȱȱȱȱȱȱȱȱ
ȱǻȱȱȱǼȱȱȱȱȱȱȱȱ¢ȱ
Ȭȱ¢ȱȱȱǰȱȱȱȱȱȱȱȱ ȱȱ
ę¢ȱȱȱǯȱ  ǰȱȱȱȱ¢ȱȱȱ
ȱȱȱȱǯȱ¢ǰȱȱĴȱȱȱȱȱȱȱ
to the culturalistȱȱȱȱȱǯȱȱȱȱȱȱȱȱ
ȱȱȱǰȱ ȱȱȱȱȱ¢ȱȱȱȱȱȱȱȱȱȱȱ ȱȱȱȱȱȱ ȱȱ
ȱȱȱǯȱȱȱĴȱȱ¢ȱȱȱǯ
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The tide of ‘brandspeak’
ȱ ȱȁȂȱȱ ȱȱȱǰȱǰȱǰȱtainment, everyday and even political parlance, and it is increasingly being
applied to the arts and entertainment industry. Branding is said by its propoȱȱȱȱȱǰȱǰȱȱǰȱǰȱ
ȱȱǰȱȱĴȱǯȱȱȱȱ
ȱȱȱȁȱȂȱȱ¢ȱȱȱȱȱȱȱ ȱȱĴȱȱȱȱȱȱȱȱȱǯȱ
ȱȱȱȱȱȁȬȂȱȱȱȱȱǰȱȱȱ ȱȱ
ȱ ȱ ¢ȱ ȱ ¢ȱ ȱ  ¢ȱ ȱ ȱ ȱ ȱ ȱ
ȱȱ¡ǯȱ ȱȱǰȱȱ¡ǰȱȱȱȱ¢ȱȱȱȱȱȱȱěǵȱ ȱȱȱȱȱȱȱȱȁȱ ȂȱȱȱȂǵȱȱȱȱȱȱȱȱ
ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱȱȱǯȱȱȱȱȱȱȱȱȱ
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ȱȱȱǻǯǯȱǼȱ¢ȱȱȱȱȱȱ
brands and entertainment brands, others (e.g. writers, directors, musicians and
Ǽȱ¢ǰȱȱȱȱȱ¢ȱȱ¢ȱǰȱȱȱȱȱȱȱȱ ȱȱȱȱȱȁȂǯȱ
ȱȱȱȱȱ¢ȱȱȱȱȱȱȬȱȱ
 ȱȱȱȱ ȱȱȱȱ¢ȱ Ĵȱǯȱȱ
ȱȱȱǰȱ ȱȱȱ ȱȱ ǰȱ¢ȱȱȱȱĴȱ
ȱȱ¢ȱȱȱȱȱȱǯȱ ǰȱ¢ȱ¢ȱȱȁȂȱ
ȱȱȱȱȱȱȱ ǰȱ ȱȱȱȱȱȱ¡ȱ
¢ȱ ȱ ȁȂȱ  than mainstream branding discourse provides,
ȱěȱȱȱȱ¢ȱ ȱ ȱȱȱȱȱȱȱ
ȱǰȱȱȱȱȱȱȱȱings (or brands).

What is a brand? The mainstream view
From the mainstream commercialȱ ǰȱ ȱ ȱ ȱ ȱ ȱ ȱ ǰȱ
Ǳȱ ȱ ȱ ȱ  ǲȱ ȱ ěȱ ǲȱ ȱ ȱ
ȱ ¢ǲȱ ȱ ¢ device which enables consumers to
¡ȱȱȱǲȱȱȱ¢ȱ ȱȱȱȱ
ȱȱȱȱǲȱȱȱȱȱ¢ asset. From a strategic
marketingȱ ȱ ȱ  ǰȱ ȱ ȱ ȱ ȱ ȱ ȱ ȱ ěȱ
ǻ¢ǰȱ ¢ǰȱ ȱ ¢Ǽǰȱ ȱ ȱ  are built
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