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ABSTRACT

This article discusses the significance of museum management for contemporary society is
determined, first of all, by changes in the market for services in the field of culture, which form new
needs and require the involvement of new specialists.
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INTRODUCTION

Activities of museums in Uzbekistan have of education, communication, cultural

become increasingly socio-cultural in nature in
recent years, and it is clear that the role of
museums in  the  preservation and
interpretation of cultural heritage, complex
processes of social adaptation and cultural
identification, education is  growing
organization of leisure time. Contemporary
museums in Uzbekistan are becoming centers

information and creative innovation. Museums
have an urgent task not only to attract a new
audience to their walls, but also to do
everything possible so that the visitors who
have come want to come to the museum more
than once.
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Currently, Uzbekistan lacks experienced top
and middle managers of museum institutions
and their associations, who would be engaged
in the development and implementation of
long-term strategies for the development and
commercial  profitability of  museums,
replenishment of their collections, public
activities and participation in global systems of
social communication.

Museum management is a system of
principles, methods, means and forms of
management of a museum institution and its
personnel. The basic tasks of management are
to create and improve the basis of
management activities, increase the efficiency
of the team, create and implement new
effective management methods and create the
mission, goals and objectives of the company,
in this case the museum. There are certain
management functions that relate specifically
to the socio-cultural sphere. These functions
are tracking the socio-cultural needs of people,
building the goals of the organization, based
on the development trends of these needs and
meeting the socio-cultural needs of society.

Museum management present is a complex
intellectual and economic activity carried out in
order to effectively use the resource potential
and factors of production of cultural goods,
products and services; an integral part of
museum management. Museum management,
in turn, is the regulation of interactions within
the museum and the creation of conditions for
its functioning in the external environment in
accordance with the requirements of the
founders. The constituent parts are:
management, management of collections
(museum funds), management of programs
addressed to the public (exposition and
exhibition activities), educational programs,
publications, cultural and educational events,
activities to expand the museum audience and
service visitors, management of museum
property and finance [ 5. p.69].
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As noted by some researchers, in particular,
G.N. Novikov. [6. p. 106] V.M. Chijikov, V.V.
Chijikov [5. p.28] art management is currently
one of the most relevant areas of commercial
activity in the field of culture and art. Famous
researchers of modern management E.l
Jdanova, S.V. Ivanov, N.V. Krotova, S.
Korneeva, suggest considering art
management as:

- management of various types of art
(expressive and visual); - a field of knowledge
that helps to guide the process of creating
artistic values (material and spiritual); -
promotion to the market of cultural services of
the results of the creative activity of specialists

All of the above makes one of the most
important factors of managerial art the ability
to trust your intuition and the riskiness of
making decisions of any complexity in
accordance with the accepted level of
competence and formed competence [7].

The basic postulate of strategic museum
management can be formulated as follows: the
survival and development of the museum for
the long term depends on the ability of this
museum to timely anticipate changes in public
needs, consumer motivation and market
conditions and accordingly adapt its
organizational and service structure and the
range of the museum product range. Access to
the museum collection, conditions for self-
education and communication, creativity and
leisure activities, provision of information,
assistance in educational and educational
activities - this is not a complete list of those
services that amodern museum can and should
offer. In this regard, marketing technologies
are increasingly entering the museum sphere

[2. p.7].

Many Uzbek museums have a fairly high social
status, undeniable achievements, however, if
we compare the level of funding of the main
museums of the world and our museum
institutions, it turns out that in Uzbekistan this
levelis much lower, and thereis also alag in the

MPACT FACTOR
2021:5.562


https://doi.org/10.37547/tajmei/Volume03Issue03-01

The American Journal of Management and Economics Innovations

(ISSN -2693-0811)
March 25, 2021 | 1-6

https://doi.org/10.37547/tajmei/Volumeo3lssue03-01

information technology base of Uzbek
museums. Lack of adequate funding or its
centralization is a huge problem for museums,
especially for those located far from big cities.
In such difficult circumstances, a museum
institution cannot acquire the necessary
exhibits or create appropriate conditions for
their maintenance. However, it is obvious that
in modern society, the most priority areas for
investment should be the spheres of
education, culture and science. After all, the
improvement and dissemination of social and
cultural activities, and then an increase in the
level of cultural development of citizens - these
are aspects that are of public importance.
Therefore, it is so important that financing the
sphere of culture and museum activities in
particular, becomes one of the key tasks of the
state.

The essence of planning is to allocate the
available resources in the most optimal way
based on the goals of the museum and the
ways to achieve them. Many Uzbek museums
have a fairly high social status, undeniable
achievements, however, if we compare the
level of funding of the main museums of the
world and our museum institutions, it turns out
that in Uzbekistan this level is much lower, and
thereis also alag in the information technology
base of Uzbek museums. Lack of adequate
funding or its centralization is a huge problem
for museums, especially for those located far
from big cities. In such difficult circumstances,
a museum institution cannot acquire the
necessary exhibits or create appropriate
conditions for their maintenance. However, it
is obvious that in modern society, the most
priority areas for investment should be the
spheres of education, culture and science.
After all, the improvement and dissemination
of social and cultural activities, and then an
increase in the level of cultural development of
citizens - these are aspects that are of public
importance. Therefore, it is so important that
the financing of the sphere of culture and
museum activities in particular becomes one of
the key tasks of the state. A large number of
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museums in all regions of Uzbekistan are
located in emergency buildings. Due to low
wages in the museum sector, highly qualified
employees who work there soon find
themselves better paid jobs. Another problem
is that due to the low level of artistic and
aesthetic requirements for the arrangement of
exhibits and the formation of the museum
space, the exposition often becomes
monotonous, boring and does not arouse
interest among museum visitors. However, the
reason is often not low requirements for
expositions and not a lack of funding, but the
fact that many residents of our country do not
have the need and desire to touch the
treasures of history and culture, they have not
learned to perceive and process information,
evaluate processes and phenomena. Many of
our compatriots do not go to the museum for
years, for the most part they are from remote
cities, but even residents of large metropolitan
areas often do not feel the need for this. A
huge number of the country's inhabitants are
absolutely not interested in the masterpieces
of world art, they do not possess the necessary
knowledge to fully perceive them and have no
need to study them. Therefore, the modern
museum is undoubtedly influenced by socio-
economic factors, the peculiarities of working
with cultural values in a market economy, etc.
The development and successful activity of the
museum in the XXI century depends, first of all,
on the achievements of scientific and
technological progress and the possibility of
applying it in practice, as well as on the ability
of the museum staff to perform in museum
activities not only search and protection,
scientific and educational functions, but also
the opportunity to attract and involve visitors
during the excursion. In addition to the above,
the museum management should use various
marketing techniques in their activities. First of
all, it is necessary to determine the target
audience of the museum, and then, based on
this choose a communicative approach that
suits this audience. In addition, there are
effective modern methods that allow you to
analyze various factors of the museum and,
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based on the results of the analysis, achieve
more successful and effective functioning in
the future.

In order to improve museum affairs, the
Foundation for the Development of Culture
and Arts under the Ministry of Culture of the
Republic of Uzbekistan, together with the
British Council and Goldsmiths University (UK)
have launched a long-term program on
museum management, which opened with a
five-day course at the State Institute of Arts
and Culture of Uzbekistan.

The course is designed with an emphasis on
improving the administrative structure of
museums in Uzbekistan and improving the
quality of services for visitors. The course
program was developed based on the
experience of museum work in Great Britain. It
will include the study of international best
practice in museum management, project
management, and marketing and
communication. According to the lecturers of
the course with its theoretical format, the
material will be maximally “working” and
applicable in practice.

The course participants are specialists from
museums and departmental institutions of
Uzbekistan. Among them are representatives
of: the State Museum of Applied Arts of
Uzbekistan, the [.V.Savitsky State Museum of
Arts (Karakalpakstan), the Aibek House-
Museum, the State Museum of Art of the
Republic of Uzbekistan, as well as the Fund for
the Development of Culture and Art under the
Ministry of Culture of Uzbekistan and the State
Institute of Arts and culture of Uzbekistan.

Leading experts in the field of culture and
museum affairs became the speakers of the
first course of the “Museum Management”
program. Sylvia Lahav is a Lecturer at
Goldsmiths University in the Department of
Creative and Cultural Entrepreneurship. (Great
Britain) has many years of experience in the
field of museum management. Lectured in
France, Italy, Portugal, Slovakia and Slovenia,
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Conducts courses on Education, Interpretation
and Communication at the Art Museum, based
on her more than twenty years of experience
in five of London’s largest museums, such as:
Tate Britain, Tate Modern, the National Gallery,
the National Portrait Gallery and The V&A she
holds a diploma in fine arts from the School of
Arts, Bema Shaw (University of the Arts).

Virginia Button, director of the Falmouth
School of Art. Great Britain. Former curator at
Tate Britain, Experienced academic leader and
manager, art critic, writer, curator, teacher and
consultant, her area of expertise and interests:
contemporary art, curatorship, Art education,
local and global regional studies. Virginia will
add a curatorial dimension to the museum
management course, as well as share her
experience in managing and hosting large
cultural events.

The preliminary acquaintance of the course
speakers with the museum environment of
Uzbekistan showed that the country has great
potential for the development of the activities
of museums and galleries, as well as their role
in the development of tourism. In February
2019, the State Institute of Arts and Culture of
Uzbekistan launched the second cycle of a
long-term program on museum management,
organized by the Foundation for the
Development of Culture and Art under the
Ministry of Culture of Uzbekistan, together
with the British Council and Goldsmiths
University (UK). The third stage of the museum
management program took place in May 2019.

The training program was developed based on
the experience of museum work in Great
Britain, taking into account the specifics of
museum work in Uzbekistan. It is worth noting
that the preliminary acquaintance of the
course  speakers  with the museum
environment of Uzbekistan revealed that the
country has great potential for the
development of the activities of museums and
galleries, as well as their role in the
development of tourism.
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The curriculum includes the study of
international practice of museum
management, project management, as well as
marketing and communication. Main topics to
be studied: Reasons for visiting museums;
Expectations of visitors; Development of
audience  perception; Identifying  and
understanding potential audience and creating
a strategy focused on audience growth; The
importance of computer technology, events,
interpretation, marketing, communication. As
part of the training course, lecturers deliver
presentations based on current case studies.
Also, individual and group exercises are
conducted, which in the future students will be
able to apply in practice in their work.

Leading experts in the field of culture and
museums were the speakers of the second
year. One of them was Gerald Lidston, director
of the Institute for Creative and Cultural
Entrepreneurship,  Goldsmiths  University
(London). Dr. Gerald Lidston is the developer
of the Master’s program in Arts Administration
and Cultural Policy and co-developer of the
Master’s programs in Creative and Cultural
Entrepreneurship and Cultural Policy, Relations
and Diplomacy. For over twelve years he
worked in Vietnam on the creation of an art
management course at the University of
Culture of Hanoi with financial support from
the Ford Foundation. Received a national
medal for his contribution to the development
of the culture of Vietnam, he was the director
of the British Know-How Fund, a four-year
project in Slovakia for the UK Foreign Office to
create an art management training system.
Another speaker was Jerry Morris, who has
worked in the United Kingdom cultural sector
for 35 years, carrying out projects related to
the study of target audiences for organizations
such as the Tate Gallery, National Gallery,
British Museum, Art Institute of Chicago and
many others. Jerry is a renowned specialist in
targeting audiences for museums and galleries
in the UK and overseas and holds leadership
positions in areas such as market
segmentation, diversification and targeting.
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The course was attended by specialists from
museums and departmental institutions of
Uzbekistan: the State Museum of Applied Arts
of Uzbekistan, the State Museum of Art named
after 1.V.Savitsky (Karakalpakstan), the State
Museum of Art of Uzbekistan, as well as the
Fund for the Development of Culture and Art
under the Ministry of Culture of the Republic of
Uzbekistan and the State Institute arts and
culture of Uzbekistan.

Time and modern museums require a new type
of leader. A museum is a cultural institution, an
institution that has the task of preserving,
popularizing and passing on our cultural
heritage to future generations. This
circumstance will always require from the
management of museums specific professional
knowledge in history, archeology, art history,
ethnology and cultural studies. But the second
higher education for the full management of
the museum should cover the study of a cycle
of basic disciplines in economics, management,
marketing, sociology and tourism [2. p.7].

In the context of social transformation of
traditional museum values and guidelines for
activities, the manager of an Uzbek museum
must first of all be a strategist. Modern
financial, resource and market challenges
require him to develop a clear strategy and
policy for the existence of the museum for the
long term, coordinate its goals, identify
strengths and weaknesses assess threats and
prospects. The main task of planning in a
market economy is to ensure long-term
competitiveness and sustainable position of
the museum. In the museum business,
strategic planning is distinguished, associated
with the determination of the optimal variant
of the development of the museum based on
the study of its position in a changing world,
the formulation of its mission, the definition of
strategic goals and objectives [1. p.27].

Museums offer the following range of services:
excursions to exhibitions, lectures, watching
videos about the fine arts, traveling exhibitions
and lectures, photo and video filming in the
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halls of the museum, museum educational
programs for children and youth audiences,
presentations,  scientific and  practical
conferences, seminars, cultural -mass events
and not only. Museum lessons and lectures are
one of the promising forms of work with the
school audience and are organized with the
aim of acquiring knowledge by students
according to a specific curriculum or with the
aim of consolidating and deepening the
knowledge gained in the classroom at school

[4.p.72]

Additional museum services are any other
services that are provided by employees to
meet the demand of visitors and will require
additional efforts of the museum: access to the
funds of museum collections, scientific advice,
supplying reference information to the media
(television, print), conducting art history and
value examinations, restoration work,
organizing auctions, creative evenings and
presentations, Sunday schools of etiquette and
cultural studies for children and adolescents,
delivery separate premises for rent to other
market entities, etc. [3. p.97].

Contemporary innovative technologies in
museum business can significantly expand and
qualitatively improve the quality of museum
services in general and form new socio-cultural
needs for museum services among the
population, in particular. And this, in turn,
requires the training of highly qualified
specialists specifically in social and cultural
services, who could organize work with
museum visitors in a new way. Currently the
issue of museum management is to know its
visitors (buyers, consumers) and its potential
partners (customers, sponsors). This is an
indispensable condition for the social and
economic success of the museum, which has
embarked on the path of developing
marketing strategies and technologies. At the
same time, this does not mean that all the
activities of the museum will only go towards
the expressed desires of the public.
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Consequently, today museum service
specialists need, first of all, to use the entire
arsenal of tools: knowledge, professional
communication skills, art aimed at informing a
potential audience and advertising a museum
offer. Most importantly, it is necessary to
dispel various prejudices among a part of the
population associated with persistent ideas
that a museum is an “outdated”, “boring” and
“outdated” cultural institution.

1. Arzamastsev V.P. On the systematic
structure of the museum exposition, -
Moscow: 1990. —p. 397.

2. Bestuzhev-Lada V., Ozernaya M.
Museum in the system of culture. [/
Decorative art. 1976. No.9. -p. 7.

3. Dyachkov A.N. Social functions of the
museum: debates about the future. //
Museology. On the way to the museum of
the XXI century, [ Sat. scientific papers,
Moscow: Research Institute of Culture,
1989. —p. 196.

4. Kotler F. Fundamentals of Marketing.
Moscow: Mysl, 1992. —p. 560.

5. Lord Barry, Lord Gail D. Museum
Management. Moscow: Economics, 2002.
—p- 390.

6. Novikova G.N. Sociocultural concepts of
management in art management / G.N.
Novikova /[ Bulletin of the Moscow State
University of Culture and Arts. - 2005. - No.
2.

7. http;//www.nauki-
online.ru/muzeevedenie/

MPACT FACTOR
2021:5.562


https://doi.org/10.37547/tajmei/Volume03Issue03-01

