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Introduction

Cultural needs are shaped by several vital elements, among which the most important factor
is the family (Nemanijic:1974). If we do not acquire our cultural habits at an early age, it is
more likely that school, friends, mass media or creative artistic experience as an amateur
(Colbert: 2005) will have more influence in creating our attitude toward culture and arts as we

grow older.

Due to electronic and digital media, especially to the Internet, today it is easier than ever to
have access to almost anything written, composed or filmed. The question is only what kind

of content would the consumer like to see or hear?

As far as the thorough enjoyment in the products of elite culture is concerned
(Johnson:2002:69, Avery&Prnjat:2008) , previous education is generally required, while the
products of popular culture are made for much wider audience (Edensor:2002:14,
Strinati:2004:10 ). This phenomenon is particularly obvious in music. Not only it is very unlikely
that a person without music education would be able to compose classical music, but such a
person would also rarely be seen in the audience at the classical music concert. On the other
hand, it is hard to find a person that does not listen to popular music, at least on some

occasions.

Methods
This study is based on two focus groups. The participants in the first group were professional
artists, and the participants in the second focus group were chosen from the students of arts

academies.
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The research took place in February and March 2010 in Belgrade, Serbia. The first part of this

research has already been completed, but some work needs yet to be finalized.

Main findings

The initial work verifies that the level of arts education affects the decision-making process
when choosing classical or popular music, especially in the group consisting of professional
artists. However, it seems that in the other group arts education does not play such a big role

making this choice.

Also, previous results show that, beside the level of arts education, the particularly important
element in making this decision is by whom is the person who is supposed to choose a music
genre surrounded. This is especially important for younger participants as the students, who

seem to be much more influenced by the opinions of their friends.

Taking into consideration that classical music is usually considered “higher” and “more
valuable” than the popular one, further analysis of the topic is required to find out why the
people with music education choose to listen to the popular music instead of the classical so

often? The results of the research will be made available in the final paper.

Key words: audience, music, arts education, artists

Bibliography:

Avery,J.,Prnjat. D. (2008) “Consumer Decision-making in the Museum Marketplace”, International Journal of the
Inclusive Museum,Volumel,lssue 4

Colbert,F. "The cultural consumer" http://www.marketeum.be/images/colbertext.pdf (28.02.2010)
Edensor,T.(2002),National identity, popular culture and everyday life,Oxford:Oxford International Publishers Ltd.
Johnson,J.(2002),Who needs classical music? Cultural choice and musical value,New York:Oxford University
Press

Nemanijic,M.(1974) Kulturne potrebe,Beograd:Vuk Karadzic

Strinati,D.(2004),An introduction to theories of popular culture, second edition, New York:Routledge

Unesco & the Government of the Republic of Korea

World Conference on Arts Education

Seoul 25~28 May 2010


http://ijz.cgpublisher.com/product/pub.177/prod.2
http://ijz.cgpublisher.com/product/pub.177/prod.55

Identification form for the submission of abstracts on Arts Education

(research/case studies/experiences of best practices)

Surname: Name: Mr/Ms/Dr/Prof:

Prnjat Dejana Dr

Past and present occupation (detailed description):
Past: TV journalist, producer and editor

Present: Professor of Arts and Media Production, Cultural Policy, Marketing and PR, Image
Management and PR

Organization/Institution/University:

Arts Academy in Belgrade, Alfa University

Address:
Nemanijina 28
11000 Belgrade

Serbia

Telephone (+international code):

++381 11 3618 715

Fax (+international code):

++381 11 3618 716

E-mail Address:

dejanaprnjat@sezampro.rs

prnjat@akademijaumetnosti.edu.rs



mailto:dejanaprnjat@sezampro.rs
mailto:prnjat@akademijaumetnosti.edu.rs

Title of the Paper: How much can arts education affect the decision-making process when
choosing classical or pop music?




	Avery,J.,Prnjat. D. (2008) “Consumer Decision-making in the Museum Marketplace”, International Journal of the Inclusive Museum,Volume1,Issue 4
	Colbert,F. "The cultural consumer" http://www.marketeum.be/images/colbertext.pdf (28.02.2010)

