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            Abstract
          
        

        
          This paper is organised as follows. To begin with, with the enhanced concerns of corporate cultural investment as one of marketing tools, there have been already a number of published studies regarding the preceding definitions or terms regarding Maecenas. Hence, on top of that, this study dealt with the theoretical characteristics of former or other usages of Maecenas. And then, this paper will be shown some kinds of case studies which are involved inside and outside of Korea.

          Finally, it suggested the future way of mecenat in order to not only positioning of the proper way to its original meaning but also promoting of the longer term and effective strategy in the economic arena in Korea.

        

        
          
            초록
          
        

        
          본 연구는 대외 환경 변화에 따라 메세나가 자리하는 실재적인 범주에서의 특성을 제시하고 있다. 이를 위해 우선 메세나의 이론적인 배경을 제시하며 그 시작을 탐구하고, 또한 국내외 사례를 통해 새로운 담론을 형성하고 있다. 사람들의 더 나은 삶의 지표를 위한 문화와 예술의 효용이 기업의 메세나 활동을 통해 얼마나 촉진될 수 있는지를 넘어, 기업의 중요한 가치 창출을 위해 그에 상응하는 피드백을 가질 수 있는 필요의 상관관계가 언급되고 있다. 제안으로는 문화예술 각 장르에 대한 감성적 인식의 척도를 살펴보며 끊임없이 변화되고 있는 환경에서의 제한들을 마케팅 믹스와 함께 다루고 있다. 결론적으로 메세나의 원론적인 측면뿐 아니라 경제적 원류에서의 효과적인 전략을 준비하는 노력이 필요할 것이라 할 수 있으며 이에 대한 후속 연구가 준비되어야 할 것이다.

        

      

      
        Keywords: 
Maecenas, sponsorship, CSR, culture marketing, art marketing, philanthropy
키워드: 메세나, 스폰서십, CSR, 문화 마케팅, 예술 마케팅, 필란트로피

      

    

    

  
    
      References
      
        
          	
          	
        

        
          	
            
              1. 
            
          
          	Aaker, J., 1997. Dimensions of Measuring Brand Personality. Journal of Marketing Research. 34(Aug). pp. 347-356.
			[https://doi.org/10.2307/3151897]
		
        

        
          	
            
              2. 
            
          
          	Arts Council Korea, 1997. 문화예술 기부금 세제 정책 수용도 조사보고서(예술정책연구 2007-06). in the original Korean language. Seoul: Arts Council Korea.
        

        
          	
            
              3. 
            
          
          	Australian Foundation for Culture & Humanities, Arthur Andersen. 1999, Making Arts &Culture Work in Business - The Business Case for Cultural investment Guide. AFCH. p.10.
        

        
          	
            
              4. 
            
          
          	Cho, G. H., 2005. A study on the activating strategies for corporate mecenat. in the original Korean language. unpublished Master’s thesis.Yeungnam University.
        

        
          	
            
              5. 
            
          
          	Chrisafis, A., 2011. Arts funding, state support and a very French culture shock, The Guardian, 24 Mar. p.14.
        

        
          	
            
              6. 
            
          
          	Colbert, F., Nantel; J. & W. Poole. (1994). Marketing Culture and the Arts, Montrea: Morin.
        

        
          	
            
              7. 
            
          
          	Florida, R., 2006. The flight of the creative class. N.Y: Harpercolins.
        

        
          	
            
              8. 
            
          
          	Frederick, W. C., 1960. The Growing concern over business responsibility. California Management Review, 2(4), pp. 54-61.
			[https://doi.org/10.2307/41165405]
		
        

        
          	
            
              9. 
            
          
          	Frey, B. S., 2003. Arts & Economics. 2nd ed. Springer-Verlag: Berlin Heidelberg.
			[https://doi.org/10.1007/978-3-540-24695-4]
		
        

        
          	
            
              10. 
            
          
          	Goncebate, R, S., Hajduk, M, E.,1996. Business support to the arts and culture in Argentina, In: R. Martorella, ed. 1996. Art and Business: An International perspective on sponsorship. Westport: Praeger.Ch.4.
        

        
          	
            
              11. 
            
          
          	Hwang, J. M., 2007. A study on effect of corporate mecenat activities to consumer evaluation of corportate image. in the original Korean language. unpublished Master’s thesis.Yonsei University.
        

        
          	
            
              12. 
            
          
          	Kim, B., 2007. A Research on the Characters and Status of Overseas Corporate Art Marketing. in the original Korean language. unpublished Master’s thesis. Kyunghee University.
        

        
          	
            
              13. 
            
          
          	Kim, K. A., 2002. Mecenat in Korea; Its present Circumstance and the Device of Development. in the original Korean language. unpublished Master’s thesis.Yeungnam University.
        

        
          	
            
              14. 
            
          
          	Korea Arts & Culture Education Service, 2001. 문예연감(제25호). in the original Korean language. Seoul: Korea Arts & Culture Education Service.
        

        
          	
            
              15. 
            
          
          	Korean Business Council for the Arts, 2002 기업의 문화예술 지원 전략 연구. in the original Korean language. Seoul: Korean Business Council for the Arts.
        

        
          	
            
              16. 
            
          
          	Korea Cultural Policy Institute, 1995. 기업 메세나 활성화 방안 (정책연구 95-11). in the original Korean language. Seoul: Korea Cultural Policy Institute.
        

        
          	
            
              17. 
            
          
          	Korea Cultural Policy Institute, 2002. 기업 메세나 운동의 효과 분석 (정책과제 2002-6). in the original Korean language. Seoul: Korea Cultural Policy Institute.
        

        
          	
            
              18. 
            
          
          	Korea Culture & Tourism Institute. 2007. 유럽의 주요 문화예술 활동 기초조사 및 교류기반 구축방안. in the original Korean language. Seoul: Arts Council Korea.
        

        
          	
            
              19. 
            
          
          	Kotler, P., 2003. Marketing Management, 11th. New Jersey: Pearson Education, Inc.
        

        
          	
            
              20. 
            
          
          	Kotler, P., Lee, N., 2005, Corporate Social Responsibility: Doing the Most Good for Your Company and Your Cause, New Jersey: John Wiley & Sons, Inc.
        

        
          	
            
              21. 
            
          
          	McDonald, C., 1991. Sponsorship and the Image of the Sponsor. European Journal of Marketing, 25(1), pp 31-38.
			[https://doi.org/10.1108/EUM0000000000630]
		
        

        
          	
            
              22. 
            
          
          	Meenaghan, T., 1998. Current Developments & Future Directions in Sponsorship, International Journal of Advertising, 17, pp. 3- 28.
			[https://doi.org/10.1080/02650487.1998.11104703]
		
        

        
          	
            
              23. 
            
          
          	O’Hagan, J., Harvey, D., 2000. Why do Companies Sponsor Arts Events? Some Evidence and a Proposed Classification. Journal of Cultural Economics, 24(3), pp.205-224.
        

        
          	
            
              24. 
            
          
          	Throsby, D., 1999. Cultural Capital, Journal of Cultural Economics, 23, pp.3-12.
			[https://doi.org/10.1023/A:1007543313370]
		
        

        
          	
            
              25. 
            
          
          	Towse, R., 2003. Cultural industries. A Handbook of Cultural Economics. Cheltenham: Edward Elgar Publishing Limited. Ch.20.
        

        
          	
            
              26. 
            
          
          	Walton, C., 1967, Corporate Social Responsibilities. Belmont, Calif: Wadsworth.
        

        
          	
            
              27. 
            
          
          	Winters,L.C.,1986.The effect of brand advertising on company image: Implications for corporate advertising, Journal of advertising research, 26(2), pp.54-59.
        

        
          	
            
              28. 
            
          
          	Zenisek, T. J., 1979. Corporate Social Responsibility: A Conceptualization based on Organizational Literature, Academy of Management Review, 4(3), pp.360-36.
			[https://doi.org/10.5465/amr.1979.4289095]
		
        

        
          	
            
              29. 
            
          
          	Admical, 2011 (28 February 2011). The main page &Terminology. http://www.admical.org/default.asp?contentid=144.
        

        
          	
            
              30. 
            
          
          	Association for Corporate Support for the Arts, Japan, 2011 (28 February 2011). The main page. http://www.mecenat.or.jp/english/e_index.html.
        

        
          	
            
              31. 
            
          
          	Arts & Business, 2011 (3 May 2011). Main page. http://www.artsandbusiness.org.uk/Media%20library/Files/Research/Entrepreneurial%20approach%20to%20generating%20income.pdf.
        

        
          	
            
              32. 
            
          
          	Arts & Business, 2011 (3 May 2011). Value of culture, Entrepreneurial approach to generating income. http://www.artsandbusiness.org.uk/Media%20library/Files/Research/Entrepreneurial%20approach%20to%20generating%20income.pdf.
        

        
          	
            
              33. 
            
          
          	Arts & Business, 2011 (3 May 2011). Using the arts in business, Beyond sponsorship. http://www.artsandbusiness.org.uk/Media%20library/Files/Research/Beyond%20sponsorship.pdf.
        

        
          	
            
              34. 
            
          
          	Austraila Business Arts Foundation, 2011 (28 February 2011). The main page. http://www.abaf.org.au/.
        

        
          	
            
              35. 
            
          
          	Korean Business Council for the Arts, 2004 (15 March 2011). Annunal report 2003. http://www.mecenat.or.kr/data/board_view.jsp?BOARDLIST_NO=2471&listSize=10&pageNo=1&BOARD_CD=Y_REPORT.
        

        
          	
            
              36. 
            
          
          	Korean Business Council for the Arts, 2010 (15 March 2011). Annunal report 2009. http://www.mecenat.or.kr/data/board_view.jsp?BOARDLIST_NO=9998&listSize=10&pageNo=1&BOARD_CD=Y_REPORT.
        

        
          	
            
              37. 
            
          
          	Lee, S. Y., 2008 (2 May 2011). 관객개발의 두 얼굴, weekly@예술경영, 26 November, http://www.gokams.or.kr/webzine/01_issue/01_01_veiw.asp?idx=49&page=1&c_idx=&searchString=관객개발의두얼굴.
        

        
          	
            
              38. 
            
          
          	Sohn, J. M., 2011 (12 May 2011). {메세나 NOW}: 뉴욕의 모네, 한국 기업이 모신 겁니다. The Chosunilbo Online, [Electronic version] 16 Jan. http://news.chosun.com/site/data/html_dir/2011/01/16/2011011601113.html.
        

        
          	
            
              39. 
            
          
          	Sohn, J. M., 2011 (3 May 2011). {메세나 NOW}: 아직도 ‘마케팅’ 으로 생각…불경기엔 뒷전. The Chosunilbo Online, [Electronic version] 31 Jan. http://news.chosun.com/site/data/html_dir/2011/01/30/2011013001246.html.
        

        
          	
            
              40. 
            
          
          	The National Assembly of the Republic of Korea, 2009 (3 March 2011). 메세나활동의 지원에 관한 법률안(이성헌의원등 31인). 의안정보시스템. [Electronic version] 5 November. http://likms.assembly.go.kr/bill/jsp/BillSearchResult.jsp.
        

        
          	
            
              41. 
            
          
          	Yoo, Y. H., 2010 (3 May 2011). 기업 문화마케팅. 유연호 박사의 한국문화마케팅연구소, [Electronic version] 7 July. http://blog.naver.com/yuyonho?Redirect=Log&logNo=20109143728.
        

      

    

    

  OEBPS/images/big_35_4.jpg
155N 12297836

353 KU 20180 108
2RI

Vol.35,No4, oct 2018
g

wwwdancescienceorkr
2R B 0 ST,
Kores Gt fded byt orsn GovermentHOE)





OEBPS/images/_common/images/crossref.gif





