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Abstract

The following Senior Project was aimed in order to help the Public Union of Kyrgyz
Artists to be promoted and to become recognizable among citizens.

The UA is the non-governmental professional union which supports artists.

The Senior Project consists of a PR strategy, the main tool of which is official web-site
of the organization and web-pages in some social media, through which the web-site will be
promoted; study on the attitude of public towards Fine Arts in Kyrgyzstan in general and the
Public Union of Kyrgyz Artists, research on situation in Fine Arts in Kyrgyzstan from
different angles: from the needs and expectations of artists and needs and preferences of
potential customers.

Also there is technical description of the creating, launching and promoting the website
as a main element of PR strategy. Strategy itself consists of the situation analysis of the art-
market in Kyrgyz Republic and the UA environment, goals and tactics and the recommended
actions to achieve these goals. Research consists of scholarly studies on how social media
effect on raising the popularity of the product and awareness among public, content analysis of
examples of existing similar websites of other Central Asian countries, qualitative survey of
potential customers and in-depth interviews of artists and art-managers of local galleries.

This project aims to raise the awareness of public towards the Fine Arts and the Public
Union of Kyrgyz Artists, to support cultural development, and to raise the cultural literacy

among Kyrgyz citizens.
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Introduction

Kyrgyz professional Fine Arts was born in 1943, when the Public Union of Artists was
founded. Those times and times before 1990s Kyrgyz Republic was under Russian Empire’s
patronage in membership of Soviet Union, therefore Russian culture played determinant role
in establishment of Kyrgyz Fine Arts. Russian Fine Arts was based on academic realism; by-
turn Russian academic realism became a fundament of Kyrgyz Fine Arts. Russian school of
paintings is appreciated in worldwide Fine Arts. In Soviet times, all professional Kyrgyz
artists graduated Art institutes of Moscow and St. Petersburg.

Public Union of Kyrgyz Artists is non-governmental organization was founded in
1943, nowadays it numbers about 450 artists. This organization consists only of well-educated
and qualified artists, who fit special requirements mentioned in the regulations of the
organization.

The main goals of the Union are to satisfy spiritual and financial needs of the artists-
members, to keep and to develop Fine Arts as Kyrgyz cultural heritage, to present Kyrgyz Fine
Arts on the republic and international scene within the world art, to propagandize art heritage
outstanding artists and many others.

Fine Arts in Kyrgyzstan are not so popular even in comparison with our neighbor —
Almaty, Kazakhstan. The difference it can be defined by the quantity of art-galleries. For
example, in Bishkek is about one million 43 thousandscitizens and 5 galleries which means
that one gallery for about 208 600 citizens. In comparison, in Almaty there are 25 galleries for
one million 450 thousands citizens which equals one gallery is for about 5800.

There is not only lack of art-places in Kyrgyzstan, but even lack of information about
FA. It is not as popular as music industry or cinematography. Advertisement of galleries and
exhibitions is almost not seen on the streets. The posters of upcoming art-events are hanged
only on the doors of State Museum of FA, galleries and in the office of the UA.

Even not many citizens know about former artists or the organization of UA.

8
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In times of Soviet Period the Artists’ Union was financed and supported by
Government: Ministry of Culture placed studios at artists-members disposal, made orders on
art works, and afforded an opportunity for young and talented artists to receive master’s
degree in leading Russian Art Institutes, providing by the high grant. Those times artists have
no problems with art works sale, however after Soviet Union’s collapse, Ministry of Culture
quit supporting the Artists’ Union and they face with problem of art business. Nowadays the
lack of governmental financing is not the only problem; the problems of art-market
underdevelopment, public disinterest in arts product, public cultural illiteracy and absence of
Public Relations person in the Artists’ Union also exist.

The following Senior Project is aimed to raise public awareness of Kyrgyz FA and the

UA organization by educating and informing citizens through new technologies.
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Literature Review

There are a lot of definitions of PR, however none of them are not officially adopted.
According to Dan Gersten (2011), experienced PR practitioner, public relations is the creation,
distribution and dissemination of messaging and communications for the purpose of promoting
and fostering positive awareness, associations, imagery, perception of a person, place or thing

among a particular target audience to effect a desired behavior.

Nowadays, with the development of digital technologies, Internet became “a wondrous
means of reaching out and building communications bridges between people worldwide”.
(Gold, 1996, p.20).

For PR practitioners, Internet is a real vehicle of spreading information and influencing
people’s behavior and minds. It became the new tool for the same old process, as it was before
television, fax, radio, print media. However, because of its availability for wide audience,
Internet became the great tool of communication ever.

Web-site is very convenient, available and not so expensive mean to gain target
audience for the organization.

“If it can be determined that the corporation's publics can be effectively reached via the
Internet, the challenge is two-fold: construct and maintain the site in ways that will attract and
interest those target audiences, and promote the presence of the site in consistent fashion,
integrating it into the overall communications effort.” (Winchell, 2010, p.10)

The burst of social media in a last few years casted away the traditional media and it
became a real challenge for Public Relations writing. PR strategists and writers faced with a
problem of shifting their focus from message to audience. (Winchell, 2010, p.10).

The Internet based sources provide the opportunity to reach far more people than
journalists could ever do before, distributing press-releases. According to Ms. Winchell (2010)

it is the highest importance that public relations thus are moving forward from the silent non-

10
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conversational dead point. For the public relations, as the influential instrument, should be
driven to the interactional path of proper conversation with the customers, rather than giving
out orders and wait for them to start working.

“Anyone, from anywhere, could create and distribute content. Now, Facebook users
share more than 3.5 billion pieces of content, while popular YouTube videos can garner niore
than 100 million views. Suddenly, the conversation is going on all around you. Your brand is
being evangelized, dismissed, measured and documented in realtime online”, said Ms.
Winchell. (Winchell, 2010, p.10).

"Through social media, large groups of people are more available to PR professionals.
With some work, PR practitioners can find places where the most important people for a
campaign are already gathering. All one has to do is join the conversation". (Fernando, 2011,
10).

The word “conversation” is important in the statement above, for that it refers to the
problem of traditional press-releases that do not deal with feedbacks, and could be called
“deaf” to any type of interaction and social media, which have the option of commenting and
sharing information. This fact is very important in the sense of promoting any type of
information.

Social media is like a zone of comfort of people, place, where PR practitioners and
consumers can be on the same area, same time zone.

"Go to where the people hang out and write about them on their terms." Steve
Farnsworth, (2010) social media influencer and communications strategists, said.

If web-site of the organization would be promoted through social media, where
conversation starts, interaction begin between the organization and the customers.

“A social media-optimized online press room is wonderful for your Web-site, but the
majority of your customers is somewhere else — Twitter, Facebook. YouTube, forums or

blogs” — Winchell (2010) implies.
11
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Therefore, in order to reach more audience and be more effective and popular, web-site
has to work in common with social media.

Social media is a PR tool that you cannot control every time. (Becker, & Nelson, 2011,
p.6).

Social media always changes, that is why no one knows exactly how to take control
over it. For example, 10 years ago people used to know what is Facebook and how to deal
with it in a right way, after a while an extremely new media landscape — Twitter became
popular, so, people had to get acquainted with it also. By reason of social media is free, there
is no apparent risks for PR campaigns, however because of its changeability and fast
exploitation it can cause more sudden success, for example, the audience can be reached a lot
more that it was expected while developing of PR strategy. However, PR practitioners give
some tips for using social media as a PR tool of a company or organization. For example,
“Social media can potentially integrate with all other marketing, but be sure it aligns with
other strategies and supports business goals.” (Becker, & Nelson, 2011, p.6) The main thing is
to follow a mission and goals of your company, even in social media; create right content, do
not over-commercialize your messages, determine your events agenda, start the conversation
and get to know your public in person.

Social media can be very effective in promotion and sale of product. The main feature
of the social media in marketing is the possibility to interact with potential customers through
educating and branding.

“Social media are useful tools for connecting with clients and prospects, and like other
business initiatives, are best utilized when thoughtfully planned.” (Schlinke, & Crain, 2013, p.
85).

Different social media has different advantages; it is oriented to reach different goals.

Facebook is a good area for organization to be in touch with the audience.

12
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“Facebook is more of a social venue that is suited to showcasing the culture or
community of an organization. Facebook is the tool to use in order to define a brand and
connect more deeply on a personal level with clients and prospects.” (Schlinke, & Crain, 2013,
p. 85).

With the development of mobile using, Twitter is a network that more convenient to

get information faster.
“Twitter makes it easy to follow and learn about trending topics as they occur. While it is easy
to think of Twitter as being a source for news from far-flung places, it also allows
professionals to learn quickly about topics that are important to their clients and business
partners.” (Schlinke and Crain, 2013. p.85)

Also in virtue of Twitter is possibility to examine what people are saying about the
company and competitors are saying about them.

“Twitter lists provide an excellent way to keep tabs to spot blogger relation opportunities, and
social media releases provide visual, textual and social content is a useful format.” (Winchell,
2010, p.10).

Another new social network is Instagram, which become more and more popular. It is oriented
on visual perception of people: they share there their photos. Not enough research yet in this
field. Many museums and galleries use Instagram to share photos of exhibits they have.

The online marketing targeted all spheres of business including art business: more and
more art-galleries launch their sites in order to increase sales. Moreover, a lot of online
galleries appeared, what economized a lot of art-managers means, space and time. Artists have
an opportunity to sell their art-works through Internet without help of art-managers. They no
longer need to pay commission to art-gallery for selling art-products; they can do it themselves
without leaving me.

“The growth in online galleries has the potential to reshape the manner in which artists

reach consumers. By using the Internet, the days of packing f artwork and travelling long

13
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distances to attend art shows could become less of consideration in an artist’s overall

marketing plan” (Clarke, &Flaherty, 2002, p.146).

14
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Research Methods

According to the topic of the senior project there were chosen qualitative method,
therefore it includes in-depth interviews, content analysis and qualitativesurvey. In order to
define problems artists face with, there were conducted in-depth interviews with artists-
members of the AU, including its president. They are — NurdamirKongurbaev, ErkinSaliev,
AdisSeitaliev and TaalaiUsubaliev.

Also there was conducted non-probability probing among 100 office workers of
different organizations such as Demir Kyrgyz International Bank, IBF International
Consulting, USAID/DFID Kyrgyzstan Parliamentary Strengthening Program,Kyrgyz Concept
travel company and some workers of mass media and broadcast production sphere.

The office workers of organization mentioned above from ages 23 till 45 are considered as
potential customers of the fine arts products, because their monthly income is enoughhigher
than average monthly salary in Kyrgyzstan. (According to the National Statistics Committee
(2013), the average nominal monthly salary in Kyrgyzstan for 2013 is 10 315 KGS (about 215
USD), the average salary of workers of organizations mentioned above is more than 350 USD,
according to their workers, who preferred to stay as an anonymous sources.)

The survey aimed to define the public interest of FA in Kyrgyzstan, their awareness of
local artists and the UA.

There were conducted interviews with art-managers of five galleries located in
Bishkek. These five art-galleries are the only ones in Bishkek. The interview was pursued on
questions of popularity of the local artists’ works, attendance of the galleries, PR tools they
use in order to promote their galleries and contact the audience and others.

In addition there were made a content analysis of 5 web-sites related to fine arts of

different Central Asian countries. The aim of such content analysis is to define

necessary features, sections and vehicles for the future web-site.
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Content Analysis

Table 1. Interviews with managers of art-galleries

“Asia” “Dubovyi Park” | “Gorodok “Al Hayat” | “M” Gallery
gallery Exhibition Hall | Hudozhnikov | Gallery
” Exhibition
Hall
How often | “Before, “Since “We have just | “Every “It depends
there exhibitions September, opened our month, on financial
conducted | were 2012, exhibition hall | except four | possibilities
exhibitions | conducted exhibitions are and we have | months in and
in your regularly, conducted conducted just | summer interesting
gallery? now there is | uninterruptedly. | one exhibition | period, there | projects.”
not such a ” so far.” is conducted
necessity. at least one
We have exhibition
former There is a
exposition, branch of
where our gallery
paintings are on the Issyk-
renewed Kul Lake’s
regularly.” coast, where
we conduct
exhibitions
in summer.”
How many | “Amount of | “Thereisno a “On that “Thereisa | “It depends
people people is lot of visitors in | exhibition narrow circle | on
usually hard to our gallery.” there were of people exhibition,
visit observe. enough who visit the | artist who
exhibitions | At the people, gallery demonstrate
? average including constantly.” | s his/her
about 30 representative works.”
people of different
everyday.” Ministries,
organizations,
mass media
and others.”
How do “Before, we | “In September, | “We didn’t do | “Basically, “Print
you always when we have advertising, we make media, local
announce advertise our | started to work, | we have just | email radio
about gallery on we make and called banks, | delivery stations,

16
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exhibition? | radio and advertising, mass media, | through the | television
Do you use | television. however different Internet, and
mass Now we are | because of lack | organizations | sometimes Internet.”
media? If | well-known | financial and Ministries | we deliver
yes, which | gallery, and | opportunities, by telephone, | invitation
type of we don’t see | we ceased to do | inviting to our | cards.
mass media | necessity to | that.” exhibition.” Sometimes,
do you use? | doit.” we use
Television.”
Do youuse | “No, we do “We have a “We do not “No, wedo | “No, we do
social not use social | web-page on use social not use not use
networks in | networks.” Facebook.” networks so social social
promoting far, however | networks.” networks.”
your our web-site
gallery? is under
development.
Are the “Yes, they “Paintings of “Among “Paintings of | “It is hard to
paintings of | are popular local artists are | foreigners and | local artists | distinguish;
local artists | among not so popular: | tourists — were and are | it depends
popular? foreigners.” | paintings of yes.” in demand. on many
popular artists However, factors both
are purchased, the last 5 political and
paintings of years sales economical.
unknown artists of paintings | ”
are not decreased,
purchased.” because of
political
situation in
country.”
Which “It hard to “It is hard to say | “Customers “Some “Some
genre of define which | exactly, which from people like | people like
painting is | genre is the genres are the Kyrgyzstan classics, still life,
the most most popular | most popular post-soviet other some —
popular? one. [ think, | ones in countries avangardism | landscapes,
realism is Kyrgyzstan. purchase , the others others look
more in However paintings of surrealism. for old
demand, than | paintings of 20- | realism; It is works of our
abstractionist | 30s of the last customers something masters, the
, for century are more | from Europe | that others just
example.” popular than are more cannotbe choose
others. Social interested in | guessed.” paintings
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realism.” non-figurative suit to their

paintings.” interior.”
What is the | 400-500USD | 300-500USD 300-500USD | 250USD 100-
average 200USD
price for
painting in
your
gallery?

Table 1.The answers of art-managers of local galleries for questions oriented to define
public interest in Fine Arts, average price of painting and work with mass media.
In order to find out how often people visit galleries, how often there are conducted

exhibitions in galleries, the average price of the paintings and other important things, art-
managers of five local galleries were asked. There are brief answers in the table, detailed
answers can be found in appendixes.

Interviews with local artists

In order to find out how local artists evaluate the situation of the Fine Arts in
Kyrgyzstan, how they evaluate the awareness of citizens and which problems they face with,
there were conducted interviews with four local artists, honored painters of Kyrgyz Republic
and former members of the Artists’ Union. There were not a special list of questions, the
artists were asked to comment present situation in Fine Arts f Kyrgyzstan, and so they were in
free flow. All the interviews are presented here; to view the whole texts of the interview see
the appendixes.

AdisSeitaliev, honored artist of Kyrgyzstan, member of Artists’ Union, claims that the
majority of members of Artists’ Union administration pursue mercantilist goals. They are not
sincerely interested in promoting the organization and Fine Arts in general. Most of them are
almost an in pensionable age that’s why they pursue rank and retired pay rise. Artist states that
the organization needs well-educated manager, who would do organizational work:

“In order to move Artists’ Union forward there had to be created well-defined

strategy”.
18
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“Manager has to search for financial opportunities for conducting events, exhibitions,
to work with governmental agencies, organizations, to find partners and investors”, said Mr.
Seitaliev (personal interview, Seitaliev, 2013).

The Union has a lot of immovable property; nowadays some of this property is leased,
as a result money from the rent goes to Union’s treasury for salary. Union could earn more
money from the rent if there would be well-educated manager.

According to Mr. Seitaliev another problem of Fine Arts is that there are no art-critics
who could objectively criticize the artists and their works. Artist says that cultural literacy
among citizens can be increased through mass media, Television and social networks.

“It would be perfect, if the national radio and television station would be oriented not
only to music as it happens now, but on all of the spheres of Arts, like Russian Channel
Cultura.”

Also Mr. Seitaliev says that all exhibitions have to be conducted on a competitive base.

NurdamirKongurbaev, honored artist of Kyrgyzstan, member of Artists’ Union,
noticed several problems in Fine Arts of Kyrgyzstan. The first one is lack of education of
modern artists. In Soviet Union times all artists after studying in art-college went to Russian
Institutes, artists were supported by government, education was not only free, but students
were paid scholarship. After Soviet Union’s collapse artists ceased to go to Russia because of
high payment. Another problem is lack of working stuff such as brushes, paints, canvases and
other. Art materials are very expensive also because all of them are not produced in
Kyrgyzstan, but imported from Russia and China. One more problem of Fine Arts is that in
order to be purchased a lot of artists called for salon paintings, they create works just to satisfy
clients’ needs, and such needs, by-turn, in majority are very primitive, the level of aesthetic
taste of local art admirers is low.

“Not all of the art consumers have high art taste. For most of them painting have to fit

wallpapers, furniture, and interior in apartments” (personal interview, Kongurbaev, 2013)
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Thereby, arts becomes commercial and of a low quality.

According to Mr. Kongurbaev, the last but not the least problem of the Kyrgyz Fine
Arts is absence of art market.

“We have no art market so far, paintings are purchased only in a private way and only
from the popular artists, who’ve already became famous as salon artists. Serious art are not
always understandable by local art admirers”, added the artist.

ErkinSaliev, honored artist of Kyrgyzstan, member of presidium of Artists’ Union,
states, that in times of Soviet Union, artists had a good income provided by governmental
orders, that’s why artists had an opportunity to do a serious art. Nowadays, because of low
income and absence of governmental support, artists go to contemporary art, which is quiet
popular, and doesn’t need a special, even fundamental, base of education.

“Nowadays veritable values of arts yield pragmatism, valuation, tastelessness”
(personal interview, Saliev, 2012)

According to Mr. Saliev contemporary art is going out of vogue, traditional painting
and graphics again will be popular. He says that it is the right time to appeal to traditional
Russian school of painting.

Mr. Saliev reminds that in times f Soviet Union there was a system of supporting the
arts on the different levels: there was a governmental financing, creating conditions for
talented artists. Artists were invited to picturesque place near Moscow, where gathered artists
all over the Soviet Union. During 2 months twice a year they lived and worked there. All
charges related to accommodation were paid by government. Artists from different countries
share their opinions and techniques; they supported and helped each other.

TaalaibekUsubaliev, honored artists of Kyrgyzstan, head of the Artists’ Union, claims
that Kyrgyz artists are the strongest ones among Central Asian countries, because in times of
Soviet Union, after art-college all artists had to finish their education in Russia, because in

comparison with other Central Asian countries, there were not arts institutes in Kyrgyzstan,

20



PR STRATEGY FOR UNION OF ARTISTS

only colleges. Thereby, Russian academic realism is the fundament of Kyrgyz Fine Arts, and
Kyrgyz Artists before Soviet Union collapse got good education, that appreciated all over the
world.

According to Mr. Usubaliev, in general, the level in arts decreases by many reasons.

“Nowadays the majority of artists want to sell, that’s why they work for money, find
themselves in salon painting, thematic works are almost not drawn. In Soviet times there were
governmental orders, Artists’ Union was provided by paints, but now no one support us”.

Mr. Usubaliev finds the perspective of development of painting good. Even the
unstable political situation can be used as a feed for creating.

“Arts die when everything is fine”, concludes Mr. Usubaliev (personal interview,

Usubaliev, 2013)

Survey

Figure 1. Chart of the survey

Are you interested in Fine Arts?

7%

B I'mInterested
B I'mmore interested. ..
uI'mmore not interested. ..

B Not interested at all

Figure 1. Chart of the survey, picturing the answers on question of public interest in Fine
Arts.
On the question “Are you interested in Fine Arts?” 42 respondents (42%) answered

that they are more not interested in Fine arts, than interested, 38 respondents (38%) are “more
interested, than not interested”, 13 respondents (13%) are not interested in Fine Arts at all, and

only 7% are interested.
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Figure 2.Chart of the survey

Where do you know about Fine Arts from?

® School and University
education

¥ Books and print media

= Radio and television

= Internet

Figure 2. Chart of the survey, picturing answers on question of sources of Fine
Arts information.
As survey showed the most of respondents know about Fine Arts from school and

university education (56%), 16 respondents (16%) know about it from the Internet, 15
respondents (15%) from radio and television and 13 respondents (13%) from books and print
media.

Figure 3. Chart of the survey

Have you ever bought a painting?

B No

o Yes

Figure 3. Chart of the survey, picturing answers on question of painting purchase.

The most respondents (74%) claim that they have ever bought a painting, and 26%

have never bought it.
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Figure 4. Chart of the survey

Have you ever bought a painting of local artist?

B No

= Yes

Figure 4. Chart of the survey picturing answers on question of local painting
purchase.

More than a half (65%) of those who have ever bought a painting have bought a

paintings of local artists.

Figure 5. Chart of the survey

How often do you visit galleries or museums?
0%

B Often
= Sometimes
m Rarely

B Never

Figure 5. Chart of the survey picturing answers on question of attendance
galleries and museums.
The most respondents have ever visit museums or art galleries even once in their lives:

58% say that they visit museums and galleries rarely, 30% visit them sometimes, none of the

respondents visit such places often, and 12% never do it.
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Figure 6. Chart of the survey

Where do you get to know about art events from?

® Internet
® Print Media
m Radio and Television

® Other

Figure 6.Chart of the survey picturing answers on question of source of information
about art events

More than a half of respondents (66%) get to know about art events from the Internet,
15% - from Radio and Television, 4% from print media and 15% from other sources. 10

people out 15 say that they get to know about art events from their friends.

Figure 7. Chart of the survey

Is there enough information about art events and Fine
Artsin Kyrgyzstan or not?

4%

= Enough

= More enough. than not enough
= Morenot enough, than enough
m Not enough

m Difficult to answer

Figure 7. Chart of the survey picturing answers on question of amount of information
about art events and FA.

More than a half of respondents (54%) claim that there is “more not enough, than
enough” information about art events and Fine arts in Kyrgyzstan, 27% think that there is “not
enough” information, 7% answered that there is “more enough, than enough”, 4% claim that

there is enough information and 8% find it is difficult to evaluate such a thing.
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Figure 8. Chart of the survey

Is such an information available or not?

= Available
® Moreavailable, than not available
= Morenot available, than available

® Not available

® Difficult to answer

Figure 8. Chart of the survey picturing answers on question of availability of such
information.

More than a half of respondents (55%) find that information about art events and Fine
Arts in Kyrgyzstan is mostly available: 40% of them think that information is “more available,
than not available”, 15% think that it is available. On the same question “Is such an
information available or not” 25% of respondents answered that it is “more not available than

available”, 4% find it “not available™, and 16% couldn’t answer this question.

Figure 9. Chart of the survey

What source of information about Fine Arts is more
preferable for you?

4%

B Web-sites

= Print media

= Radio and Television
m Other

Figure 9. Chart of the survey picturing answers on question of preferable source of
getting such an information.
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Figure 10. Chart of the survey

Have you ever heard about Public Union of Kyrgyz
Artists

HYes
ENo

Figure 10. Chart of the survey picturing answers on question of awareness of Public
Union of Kyrgyz Artists

Almost a half (48%) of respondents have never heard about the Artists Union.

Figure 11. Chart of the survey

What is average obtainable price for a painting?
0%

® Less than $300
m $300-$600
= Morethan $600

Figure 11. Chart of the survey picturing answers on question of average obtainable price
for a painting.

People who think that obtainable price for a painting is less than 300 USD — 47 out of
100 respondents, other 53 think that price from 300 USD till 600 USD will be the most
appropriate for fine arts products and none of the 100 respondents do not think that painting

should be more average price should be more than 600 USD.
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Figure 12.Chart of the survey

Do you visit web-sites about Fine Arts?

mYes
ENo

Figure 12.Chart of the survey picturing answers on question of attendance art web-sites.

The overwhelming majority of respondents (90%) do not visit web-sites about Fine

Arts, and only 10% visit them.

Content analysis of web-sites

In order to choose necessary features for the web-site, there were examined 5 web-sites
about fine arts of Central Asian countries. There were chosen three web-site of Artists’ Union
of Kazakhstan, Uzbekistan and Tajikistan and two web-sites of art galleries in Kazakhstan and
Tajikistan. There were not examined none of Turkmen web-sites, because there is no web-sites

about fine arts in Turkmenistan at all.

Web-site of Arvest Art Gallery. Kazakhstan. www.arvest.kg

Web-site contains 6 main sections: about gallery, artists, exhibitions, master-classes,
press about us, contacts. On the home page there is announcements about upcoming events
and information about services which Gallery provides. Also there is a flash-gallery on the
right side of the main page with photographs of paintings and souvenirs. Also there is photo-
gallery with the following sections: paintings, graphics, sculpture, ceramics, and souvenirs,
each photograph of the art-product has the information about author, technique, size and year
of the product. Also there is a section called “Our guests”, which includes photographs of the

gallery’s visitors.
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Section “About Gallery” includes information of the main types of activities of the
gallery. Section “Artists” consists of the list of artists whose works demonstrated on the site in
alphabetic order. Also there is an artistic biography with personal photograph of each artist.
Section “Exhibitions” includes list of exhibitions which were conducted in the gallery. Section
“Master-classes” provides the information about master-classes of famous artists which take
place every week in the gallery. Section “Press about us” includes the articles about gallery
which have ever been published in mass media. Section “Contacts” includes the address and
phone numbers of the gallery. Web-site exists from 2008. All the information’s provided in
two languages: in Russian and in English.

Web-site of Arts’ Academy of Uzbekistan. Uzbekistan. www.art-academy.uz

The web-site is in three languages, however not all the material translated into each
language: some of them only in Russian, some of them only in Uzbek, the others only in
English. The web-site consists of 6 main sections: Academy, Projects, Art-works, Events,
Personalities, Blog. Academy consists of the following parts: Academy (presidential decree),
Organizations — contacts of arts’ organizations, Educational Agencies with information about
art schools, institutes and others, Management with biography of the head of Arts Academy,
Contacts with plan of location, address and phone numbers. “Projects” contains information
about upcoming exhibitions and competitions, general information about different art events.
“Art-works” contains photo-gallery of paintings. “Events” consists of calendar upcoming
events. “Personalities” consists of brief art biographies of artists. “Blog” is articles, reviews
about past events.

Web-site of Artists’ Union of Republic Kazakhstan www.shrk.kz

The web-site is in two languages: in Kazakh and in Russian. On the main page there is

information about upcoming contests, forums, festivals and other artistic events. There is three

sections such as “About Union”, “Contacts”, “News”. “About Union” contains brief
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information about organization and its regulations according to law. “Contacts” involves
address and phone numbers of organization, “News” has the same information which has the
main page — about upcoming artistic events. The web-site is divided into 4 main parts such as
“History”, “Members”, “Events”, “Administration”. “History” includes information about
history of the organization from very beginning of its foundation. “Members” includes art-
biography of each artist-member of the union with their most significant works divided by the
type of fine arts.Also web-site has small photo-gallery.
Web-site of Art Union of Tajikistan. www.artunion.tj

The web-site is in Russian Language. On the main page there are some boxes of
random information from the web-site. It is divided on 7 sections: Blog, Artists, Gallery,
History, Regulations, Literature, and Contacts. Blog include the same information that Main
page includes, different articles and announcements. Artists includes list of artists-members of
the union and their works with no biography of artist and brief information about the painting.
Gallery consists of randomly posted photographs of paintings with no information about
name, author, size, technique and others. Sections History and Literature are not available.
Contacts includes addresses and phone numbers of the organization.

Web-site of Tajik Artists. www.tajikart.com

The web-site is in English. On the main page there is an introductory letter from the
creator of project. The web-site is divided on three main sections: Gallery, Artists and
Contacts. Gallery contains photos of the Tajik artists, whose works demonstrated on the site,
with the information of author, size, technique and year of the product.A4rtists consists of art-
biography about each of 13 artists, who are presented on the web-site.

In the course of web-sites monitoring there were defined the following features which
the feature website have to include: information about the organization, its history and

missions, information about artists-members, their art biography with list of main works,
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regulations of the organization, photo-gallery of art works, news about upcoming and already

conducted artistic events.
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Discussions

In-depth interview with local artists showed that all of them found the situation with
the FA in Kyrgyzstan poor. Artists noted that the majority of problems related with the
collapse of Soviet Union. In times of Soviet Union there was well-defined system of
supporting artists by providing them by orders, full scholarships during the studying and
others. After Soviet Union’s collapse such a support from government and Ministry of Culture
ceased what affected the level of education of modern artists. Another consequence of collapse
the Soviet Union cultural system is low income and absence of huge orders, which before was
provided by the State, as a result, artists became not in demand in their majority. In order to
maintain their families and to earn money, many of artists started to paint their works to
private order. However aesthetic taste of the majority of local art-admirers is not so high,
that’s why artists have to come down to salon paintings. All of the respondents said that the
UA needs young and creative specialists, PR practitioners and managers who will change the
system of promoting and selling FA products.

Qualitative survey showed that there is almost the same amount of people who
interested in FA and people who are not interested in it.

The majority of respondents prefer to get information about FA from the Internet
through the web-sites, social media and e-mail delivery. None of the local galleries has a web-
site or web-page in social networks. A bit more than a half of respondents think that average
obtainable price for painting is 300-600 USD, the average price of painting according to art-
managers of local galleries is about 350USD. Thereby, it can be concluded, that people might
buy paintings if there were more available information about them.

Almost all of respondents answered that they do not visit web-sites, however, as |
mentioned above, they prefer to get information from the Internet, thus, it can be concluded,
that if it were web-sites in our Internet space, people would visit it. Almost the same amount

of respondents knows and do not know about the UA. The majority of respondents answered
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that there is “more than not enough” and “not enough” of information about Fine Arts in

Kyrgyzstan and art events.
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Goals and Objectives

Goal #1 — To raise the public awareness about the Public Union of Kyrgyz Artists

Goal #2 — To raise the cultural literacy of population
Objective #1 — To raise the public interest about the Kyrgyz Fine Arts and AU.
Target audience #1 — Local Internet users
Tactic #1 — Creating web-site.
Brief Description: there was created a web-site of the UA, which includes online catalog of art
works that are for sale and information about each of the artists-members. Web-site will be in
two languages: in Russian and English for local and international potential customers.
Benefits: All data about artists-members and their works will be collected in one place.
Opportunity for customers is to browse all the available pieces of arts.
Risks: no risks.

Time for completion: April 29, 2013

Objective #2 — To promote the web-site through social media

Target audience — Local social-media users

Tactic #2 — Creating a web-pages and accounts on facebook.com, twitter.com and
instagram.com

Brief description: there were created a web-pages and accounts on the social web-sites
mentioned above to spread information about the organization among masses and as a result to
get followers.

Benefits: Interaction with audience.

Risks: no risks.

Time for completion: May 20, 2013

Objective #3 — To make information of the web-site will be announced in news web-sites and

other media.
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Target audience — local internet users.

Tactic #3 — Send press-releases to local news-agencies.

Brief description: in order to grab more audience, not only social media users, but people who
only read news on the Internet, there will be send press releases in local news agencies about
the launching official web-site of Public Union of Kyrgyz Artists.

Benefits: Widening of target audience.

Risks: no risks

Time for completion: May, 20, 2013
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Results

As a result of the final project, there were made a web-site and created web-pages in
social networks such as Instagram, Twitter and Facebook.

The following website www.finearts.kg is the official one of the Public Union of
Kyrgyz Artists. For the 29" of April, 2013, web-site is still under development; however the
main features of the web-site are done. (see Appendix 4, Figure 15).

The web-site was created on the Wordpressplatform for several reasons: in comparison
with other platforms, maintain and creating web-site it is absolutely free; beginning from the
small blog it can be broaden till very large sizes; it is simple in usage even for non-
programmers and it has a wide choice of design templates.

On the left sidebar there is “News”, “Gallery”, “Artists”. “News” consists of
announcements about upcoming exhibitions, forums and master-classes, articles about past
events and contests. “Gallery” includes photographs of the paintings with brief information
about author, technique, and size of the work. “Artists” includes brief biographical information
about artists-members, each artist on the different web-page.

There are 3 categories in the center menu: “About Artists’ Union”, “Regulations”, and
“Contacts”. “About Artists’ Union” includes information about the organization, history of its
foundation and development. “Regulations” includes main points of policy of the organization
such as missions and goals of the organization, its rights and obligations, rules of membership
and how artists can enter the UA. “Contacts” includes addresses and phone numbers of
Artists’ Union itself and other organizations related to Artists’ Union and Kyrgyz Fine Arts
such as galleries, exhibition halls and museums.

For today the web-site is only in Russian, however till 20" of May it will be translated
also into English. It is expected to get at least 400 unique visitors of the web-site till May 20™,

2013. All paintings will be divided by genres.
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For July, 2013, it is expected to add one more section “Trade Exhibition”, which let
people choose paintings on the web-site and buy them. Also there will be added decorative
and applied arts and sculpture.

In order to support the web-site project, there were created profiles on the social
networks such as Instagram, Twitter, and Facebook.

Instagram account was created on 19" of April, 2013, and for now it has 200 followers
and 19 posts. (see Appendix 4, Figures 14) Twitter account was created on 28™ of April, 2013,
and it gained over 40 followers during one day.(see Appendix 4, Figures 15) Facebook
account was created also on 28" of April, 2013 and it gained over 140 “likes” during one
day.(see Appendix 4, Figures 16)

Till May 20™ 2013, it is expected to get 300 followers in Instagram profile, 200

followers on Twitter, and 300 likes on Facebook.
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Appendix 1

Questionnaire
AmHkera

JIaHHBIOMIPOCHHUK, CO3JaHHBIMBpaMKax IUIUIOMHOronpoekTa «IIuap-crparerus st
Coro3a XyI0KHUKOBY, HAIIPABJIEH Ha BBISABICHUE 3aNHTEPECOBAHHOCTU U300pa3UTEIbHBIM
uckycctBoM B Keipreizcrane. Hactosiias ankeTa siBisieTcss aHOHUMHOM, pe3ybTaThl OyayT

MCTIONB30BaHBI TOJIBKO AJIS JUTLIOMHON PaOOTHI.
1.UuTepecyetech 1 Bbl n300pa3suTenbHBIM HCKYCCTBOM?
A.]la
b. Ckopee na, yem HeT
B. Ckopee HeT, ueM na
I'. Her
Ecnu Bot omeemunu na éonpoc sapuanmamu A unu b, mo nepetioume x 3-emy 6onpocy.

2. Ecniu Bol He uHTEpecyeTech N300pa3uTeNbHBIM UCKYCCTBOM, TO YKAXKUTE IPUUUHBI

3. Otkyna Bol 3HaeTe 00 n300pa3uTeIbHOM UCKYCCTBE?
A. llIkonbHOE WIIM YHHUBEPCUTETCKOE 00pa3oBaHue
b. Kauru u newatasie CMU
B. TeneBunenue u paauo
I'. UaTepuer

4. Tloxymanu 11 Bel korna-Hu0y b KapTHUHBI?
A.Jla b. Het

5. Noxynanu nu Bel korga-HuOy1b KapTUHBI MECTHBIX XY10)KHUKOB?
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A.Jla b. Het

6. Koro u3 KpIpreI3cKuX XyA0)KHUKOB Bel 3HaeTe? (mepeunciaute)

7. Yacto nu Bel mocemiaere BICTaBKH, My3en?
A. Bcerna
b. Unorna
B. Peaxo
b. Hukorna
8. Kak BbI y3HaeTe 0 MPEeACTOSIINX BHICTABKaX U MOJOOHBIX MEPOMPHUITHSIX ?
A. UHTepHer
b. ITewatarie CMU
B. TeneBunenue u paauo
I'. dpyroe (yxaxure)

9. Kak BrI cunraere, noctato4Ho i nH(GOpMaLUU O JaHHBIX MEPONIPUATHUSAX U 00

n300pa3uTeILHOM UCKyCcCTBE B KbIpreizcTane B 1ieinom?
A. JlocTaTouHO
b. Ckopee ocTtatoyHo, 4eM HEJOCTATOYHO
B. Cxopee HenocTaTo4Ho, 4eM JOCTaTOYHO
b. Henocratouno
B. 3arpynHstoch OTBETUTH
10. Kak Bsl cunTaere, HACKOJIBKO TOCTyIHA Takasi UHGopMarus?
A. JloctynHa

b. Cxopee noctynHa, 4yeM HEJOCTYITHA
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B. Ckopee HenoCTyIHa, 4eM TOCTYITHA
I'. Hegoctynna
M. 3aTpyaHs0Ch OTBETUTH

11. Kako#t ucrounuk nHGpopmanuu 06 n300pa3uTeIbHOM UCKyccTBe It Bac Gonee

MPEANOYTUTENCH ?
A. nTepHeT-canThl
b. [Teuatnsie CMU
B. TeneBunenue u paano
I'. pyroe (ykaxure)
12. Cnprmanu nu Bel korga-uudyap o Coroze XynoxxkaukoB Keipreizcrana?
A. Jla
b. Her

13. KaKOBa, oo BameMy MHCHUIO, OITUMAJIbHAA U JOCTYITHAA CPCAHAA LICHA AJIL

KapTUHbI?
A. Menee $300
b. $300-600
B. bonee $600
14. Tlocemtaere i1 Bl caiiTel 00 n300pa3uTeabHOM UCKYCCTBE?
A. 1A (ykaxwure, Kakue)
b. HET

15. Kakue HanpaBiieHus B )kuBonucu Bac npusiekaroT?

Cmnacub6o 3a yuactue!
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Appendix 2

Bomnpocs! 1151 THTEPBBIO ¢ MEHEKEPAMU MECTHBIX rajiepen
1. Kak yacto npoxoasT BeicTaBkU B Bameit ranepee?
2. Kaxk MHOrO Jto/1eii 00BI9HO MTPUXOIUT HA BHICTABKHU?

3. Kax Br1 00bsiBisieTe o Toit uinu uHoii BeictaBke? Mcnonszyere Bot CMU? Ecnu nia, o

Kakue?

4. Hcnonb3yere 11 Bbl connanbHble CETH I TPOJBUKEHUS CBOEH

rajepen/BbICTaBOYHOTO 3aj1a’?
5. Tonp3yroTcs a1 KapTUHBI MECTHBIX XYA0KHHKOB CIIPOCOM?
6. KapTuHbl KakuX XyJ0KECTBEHHBIX HANPaBJICHUN HaHOOJIee MOIyISIPHBI?

7. KaxkoBa cpennsis 1ieHa 3a KapTuHy B Bateii ranepee?

Questions for in-depth interviews of local art-galleries
1. How often there conducted exhibitions in your gallery?
2. How many people usually visit exhibitions?

3. How do you announce about exhibition? Do you use mass media? If yes, which type of

mass media do you use?
4. Do you use social networks in promoting your gallery?
5. Are the paintings of local artists popular?
6. Which genre of painting is the most popular?

7. Which is the average price for painting in your gallery?

Transcripted interviews of local art-galleries

I'ynemupa Kamanosa, apr-meHemkep ranepen «Aszus» npu Coroze Xy10)KHUKOB
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Panbuie BhICTaBKH B Tajiepee MPOBOAWIUCH PETYIISIPHO, CEHYAC MbI PEIIMIIM, YTO TAKOU
HEOOXOJMMOCTH HET, TaK KaK 3TO AEUCTBYIOIIAsl SKCIIO3ULINA. MBI peryisapHO

OOHOBJISIEM KapTHHBI.

IIpocnenuTs, CKOJIBKO YEIOBEK IPUXOIUT B rajepero, JOBOJIBHO CI0XKHO. B cpennem
0k0J10 30 4esIoBEK B JIeHb, HO CPEIU IOCETUTEIIEH raJlepen €CTh U CTYACHTHI
XYJOXKECTBEHHOI'O YUMIIUINA, KOTOPBIE IPUXOAST HE JUIsl TOTO, YTOOBI KyIUTh

KapTHUHBI, a 1JIA TOTO, YTOOBI BJOXHOBHUTBCA pa6OTaMI/I M3TpPOB.

Panblie Mbl peryJisipHO AaBalid peKkjiaMy Ha TeleBUACHUE U paauo. Teneps, Kkorja Hac
y>Ke€ 3HaIOT, (MBI SIBIIsIEMCSl € AIMHCTBEHHOM rocyJapcTBeHHOM ranepeeii B Keipreizcrane

U caMOii 0OJIBILION) MBI TPEKPATUIIN AaBaTh PEKIaMy.
Her, conuasbabie ceTH MBI HE HCIIOIB3YEM.

Jla, 0cOOEHHO Y MHOCTPAHIIEB U y T€X, KTO YK€ 3HAKOM C U300pa3uTeIbHBIM

HCKYCCTBOM.

OueHb TpyHO OMPEACIIUTh, KAKOE HAMPABICHUE CeUac sSBIISETCS CaMbIM
nonyJsisspubIM. Ho, aymaro, 310, cCkOpee Bcero, peayin3m. AOCTPaKIUIO MOKYAIOT

peaKo.

CpenHsisi CTOMMOCTB KapTHHBI Kosieosercs ot $400-500.

KaiisipryneKa3seiOekoBa, apT-MeHemkep BbICTaBOYHOTO 3ai1a «/{y0oBsiii mapk» npu Coroze

XyI0KHUKOB

1.

C cents0ps 2012 roma BBICTaBKHU B rajepee MpoxoAsaT 6ecrnepeOoitHo.

2. Ha BbICTaBKM NPUXOJAT HE TAaK MHOTO JIIOJIC. DTO CBA3AHO C TEM, YTO MECTO, TI€

3.

pAacIoyio’KeH BHICTABOYHBIH 3a11 (B yale 1y0oBOro napka) HeBO3MOXKHO HAWTH Ha
KapTe roposia, OHO TaM IIPOCTO-HAIIPOCTO OTCYTCTBYET, & TAKKE BBUAY OTCYTCTBHS

PCKIIaMbl, MaJjio, KTO 3HACT O TOM, YTO 31CCh €CTh IraJICPCs.

J1st Takoro ropona, KaKk y Hac, JUisl CTOJIULBI, Y HAC OYE€Hb MAJIO rajepeul u

BBICTaAaBOYHBIX 3aJI0B.

[TepBoe Bpemsi, KOTIa MBI TOJIBKO HadaJld padoTaTh B CEHTAOPE, MBI JIEIaN PeKIaMy,

HO U3-3a TOTO, YTO peKiaMa TpeOyeT onpeAeTICHHbIX (PMHAHCOBBIX 3aTpart, a Coro3
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XyI0)KHUKOB — OpTraHu3aIus JOBOJBLHO O€/IHAasl, Y HAC BO3HUKAIOT TPYIHOCTH C

(MHAHCUPOBAHUEM.
Ha ¢»iicOyke 51 3aBena cTpaHuIly BHICTABOUHOTO 3aJja.

KapTuHbl MECTHBIX Xy10’)KHUKOB MOJIB3YIOTCS CIIPOCOM, HO HeOobIMM. HekoTopsie
XYJIO’)KHUKH BeCbMa BOCTpeOOBaHbI, T€, KTO HEM3BECTEH COBCEM — He BocTpeOoBaHbl. K
IpUMeEpy, y Hac IPOXOJuiIa BbICTaBKa byToprHa, MPUXOANUIO MHOTO JIIOJIEH,
MHTEPECOBAIOCH, HECMOTPS Ha TO, 4TO paboThl ByTOprH OTHOCUTENBHO HE JCIIEBbIE,

MOKYTIaTeIN Y HEr0O BCE PABHO €CTh.

OnHO3HAYHO CKa3aTh, Kakue HanpaiaeHus B KelpreizcTane 0osiee NOmyssipHbl —
Henb3sa. Ho u3 Bcex HampaBiieHUi JOBOIBHO MOMyJIsipHbI paboTsl 20-30X rr. Ipouuioro

BEKa — 9TO COL[PEATU3M.
Cpenusis 1eHa 3a kaptuHy — okojio 300-5009
XKanpimbamyp3aes, pyKOBOANUTEb BRICTABOYHOTO 3aj1a «I 0pOIOK XYI0KHUKOB

1. Ham BbicTaBOUHBIN 3a]1 OTKPBIT HEJaBHO. MBI IPOBEIH MTOKA OJHY BBICTABKY,
nocssmeHnyto 100neturo I'anapaAiiTuesa, B KOTOPOU MPUHSIINA yUacTHE
U3BECTHBIE Y HAac Xy10KHUKH, 80% 13 HUX cocTaBuin wieHbl Coro3a

XyI0KHUKOB.

2. Jlronel mpunuIo 10BOJIBHO MHOTO, OBUIM MIPEICTABUTENH PA3IMUHbIX OpraHU3alIHil,

MHUHHUCTEPCTB, npencrasurenu CMU.

3. Kak TakoByto pekiamMy MbI He Jeaid, Mbl 003BaHuBanu 6anku, CMU, paznudHbie
OpraHHU3alli, MUHUCTEPCTBA U MPUTJIAIIAINA HA OTKPHITHE BBICTABKHU.

OpranuzoBanu QypIier.

4. CouuanbHble CETH MBI IOKa HE MCIIOJIB30BANIH, ceidac B pa3paboTKe HAXOAUTCS

Hall CauT.
5. Cpenu MHOCTPAHIIEB U TYPUCTOB — J1a.

6. Honycrtum, nokynatenu u3 crpad CHI™ u Ksipreizcrana npuobperaror, B
OCHOBHOM, PEINCTUYECKUE KapTHUHBI , @ TOKynaTeau u3 EBpornbl Oosnbiie

MHTEPECyIOTCSl HEUTypaTUBHOM KUBOMUCHIO.
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7. Cpennsis iena $300-500. Te, 9T0O CTOST BHIIIE, MOKYIAIOTCS BECbMa PEIKO.

Jamup AkMaHOB, Biajienel] rajepen«Aiab-Xasam»

1. Ka)I([[LIﬁ MECSII] HpOXOI[?[T BBICTABKH. 33 HNCKIIOUYCHUCM quHpex MECAILIEB JICTHEIO
nepuoza. Y Hac ectb Ha Mccbik-Kyne 1om TBopuecTBa, r/i€ Mbl POBOJIUM
MeXIyHapOAHbIHN mieHdp. [Ipu 3ToM 1OMe TBOpUECTBa TOXKE €CTh MaJICHbKas rajepes.

XyIO’)KHUKYU MULITYT ¥ MBI Cpa3y BHIBEIIMBAECM 3TH PaOOTHI.

2. K coxanenuto, Ha BBICTABKU MPUXOAAT MOCTOSIHHBIE JIIOAU. JKUBOMHUCH — 3TO
IUTAPHOE UCKYCCTBO. U paHbllle U celiuac eCTh Y3KMU KPYT JIFOAEH, KOTOPBIX 3TO

UHTEPECYET.

3. B OCHOBHOM, JielaeM pacchUIKy 4epe3 HHTepHeT. [IpuriacurenbHble OUIETHI.

TeneBuneunue.
4. CoumanbHbIE CETU Mbl HE HCTIOJIB3YEM.

5. KapTuHbI MECTHBIX XYI0’KHUKOB I10JIb30BAJIUCH U MOJIB3YIOTCS cripocoM. OIHAaKoO, Ha
CETOAHSIIHUMN IEHb, IPOAABAEMOCTb KAPTHH PE3KO yIajla B MOCIECIHUE AT JIET, 9TO B
CBSI3U C HAllIUMU HETaTUBHBIMH COOBITUSAMU B cTpaHe. JItoau 10 cuX mop He MOTYT

IMMOBCPUTH, UTO MOXKHO CBA3BIBATH ACHBI'M B UCKYCCTBO.

6. Ha moOutensi: oqHu TI00AT KIACCUKY, APYTUE aBaHTapAU3M, CIOppeau3M. YralaTh

HCBO3MOXHO. 3I[€CI) OYCHb BA’)KHO UMS KapTHUHBI.

7. Cpennss 1ieHa 3a KapTUHY — oT 250 u BbILIE.

Mb»a3puMAKMaTKyioBa, apT-MeHepkep « anepen M»

1. DT0 3aBUCHT OT PHUHAHCOBBIX BO3MOKHOCTEH U MHTEPECHBIX IPOEKTOB. Beerna mo-
pazHoMy. B mipoiiiom rogy Mbl IpOBENU UK TEMAaTUYECKUX BBICTABOK,
MOCBAIIECHHBIX K «20netuto ["anepen M»; 1€TOM MBI TPOBENIH LIUKJI MACTEP
KJIACCOB M3BECTHBIX U 3aCITyKEHHBIX XYI0)KHUKOB, kKak Kamenckuii A, Konrypo6aes
H, Marypaumos XK, Myca6aii I', Hypmatos 1O, bexos K, UnnokentbeBa H,

Oro6aeB T, Konenosuu H, [1lumoBa X. OHM OBbLIIM HHTEPECHBI TEM, YTO Y HUX
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pa3HbIe CTUJIM, TEXHUKA UCTIOJTHEHUS, U CBOM MOJIX01 K pab0Te; OCEHbIO TIPOBEIN
MEPCOHATBHYIO BBICTABKY TypelKoil Xy 1okHuisl xemunellakepra, a Takxke C
KOHIIa HOSIOPSI 71O CETOHSIIHUX JHEH 00BsIBUIIN KOHKYPC J€TCKOTO pUCYHKa Ha
Temy: MaHac - razamu aetei, CoBMecTHO ¢ b/I® «Mmapump».
2. DT0 3aBUCUT OT MacIiITaba peKJIaMHOM JAESITEIIbBHOCTH, OT CAMOT0 XyI0KHHUKA, ITO
BCer/la MHANBUAYaIbHO. Ha mocnenHeil BIcTaBKe OBLIIO MHOTO TOCTEH € TypEIIKOTO
IIOCOJIbCTBA, UX HpI/IFJIaIHeHHBIe IocCTH, MG)KI[YHaPOIIHBIG OpFaHI/I3aHI/II/I, II0COJIBCTBA U
HalIn XYILO)KHI/IKI/I.
3. [TeuaTHble U37aHUs, MECTHOE PAINO, TEJICBUICHUE U HHTEPHET.
4. ConmanbHble CETU MBI IOKA HE UCIIOJIb3YEM.
CnoHO cKa3aTh, KaK 3TO 3aBUCUT OT Pa3HBIX (PAKTOPOB, OT IKOHOMUIECKOU U
HOJ'II/ITI/I‘-IGCKOI\/JI CTa6I/IJ'II)HOCTI/I B ICJIOM B KI)IpFI)ISCTaHe.
5. BKychl y HalmMX KJIMEHTOB pa3HbIe, KOMY-TO HPABSATCS HATIOPMOPTHI, KOMY TO
nei3axu, KTO-TO UIIET CTapble pabOoThI HAIIIMX MATPOB, & KTO-TO IMIPOCTO MPUCMATPUBALT K
CBOEMY UHTEpPbHEPY.

6. Cpemusis ieHa kapTuHbl kojeosaercs ot 100$- 2008.
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Appendix 3

In-depth interviews of artists-members of the AU

AoucCeimanuee — 3acaysyncennotii Xy0oxcnuk KP, unen Coroza Xy0orcHukos
Kuvipevizcmana.

- KakoBa, Ha Bam B3rusiz, cutyanms ¢ u300pa3urejibHbIM HCKYCCTBOM B
KbiproizcTane Ha ceroqHSIIIHUM 1eHb?

- Cutyanus B 1300pa3uTenbHOM UCKyCCTBE — cTpaHHas. CTpaHa, B KOTOPOM MbI BCe
UM, U AyMaJld, 4TO OHa OyJIeT CyIleCTBOBAaTh BEUHO, PAaCcHasach, €e OOJIbIIE HET, a
XYJOXHHMKH ocTanuchk. Kak ckazan oluH My3bIKaJIbHBI KPUTHK — POK-H-POJUT MEPTB, a
MY3bIKaHTBI )KMBBI, TAK)KE U y HAC — CTPAHbI HET, a XyAO0KHHUKH OCTAIHNCh, IO3TOMY I10
UHEPIUH — 110 TOMY, YTO OBUIO B HUX 3aJI0)KEHO B COBETCKOE BpPEeMs — CUCTeMa 00y4eHue,
CUCTEMa OTHOLIEHMsI, HeKoe cood1ecTBo, Coro3 Xy J0’KHUKOB, OHO ObLIO IpyruM. B Hame
BpeMs KalluTaju3Ma BCe MEHSETCs, a ICUXO0JIOTUs OcTaach pexkHe. CuTyanus B coro3e
OYEHb IJIaYeBHAsI, PyKOBOJACTBO HOMUHaNbHOE. HyXHO OBITH O0Jiee aKTUBHBIM, €CJIN ThI
3aHHUMaeIllb KaKylo-TO OOLIECTBEHHYIO JOKHOCTD, IyCKail 1 MaloOIUIaYMBaEMyI0, HA10
paboTtark, coolIa ¢ rOCCTPYKTYpaMu, Hy)KHO HCKaTh (PMHAHCUPOBAHHE, CTIOHCOPOB,
MEIIEHATOB, TO IOBOJIBHO TsKeJas Holla. A Ccy/s IO TOMY, YTO POUCXOAUT Y HAaC B COIO3€E —
YJIEHBI €70 KUBYT €Ile B COBETCKOM BPEMEHH. XO0Tsl HET F0C3aKa30B KaK PaHblIe, HO
OTHOIIIEHHE K CUTYAllUH, K XyJO’)KHUKaM. []axaTe mo-4epHOMY TaM HE XOTAT WJIM HE MOTYT.
OdeHp MHOTO BO3PACTHBIX PEOsIT, ¥ B IPABJICHHH, JIFOJIU TICHCUOHHOTO U TPEATIEHCHOHHOTO
BO3pacTa — JIFOJH, KOTOPbIE XOTAT MOJIy4YUTh MIOTOHbI, YETO-TO KAYT, HA YTO-TO HAJCATHCA.
OTHoueHue y HUX MepKaHTUiIbHOe. Koraa s 3amyckail 3TOT IPOEKT, s C 3TUM CTOJIKHYJICS, 5
3TO HOHSJI ¥ TENIEPh UMETH JIENI0 C COI030M 51 HE X0uy. MHOT0 HE10OBOJIBHBIX. S cunTato, 4To
IPOBOJUTH BHICTaBKY 0€3 KOHKypca — HEMHOTO HenpodeccnoHaibHo. JItobas BeICcTaBKa,
110001 pohecCHOHAIBHBINA CMOTP — OH JJOJDKEH OLIEHUBATHCS, TOJKEH IIPOBOJUTHCS
npodeccuoHaIbHbII cMOTp. Te, XyJOXKHHUKH, HE BCE, HO MHOTHE, KOTOpBIE 1Al YTO-TO
MHTEPECHOE B CBOE BPEMSI, YTO-TO MOTJIM, OHU HE TIOHUMAIOT, YTO OTCTAJIN OT BPEMEHH, KTO-
TO YTO-TO HE MOJYYWJ U3 PEMUH, U3 TUIIJIOMOB, a aMOUIIMH BE/Ib €CTh Y BCEX. XyA0KHHUK O€3

aMOUIINI — HE XYy T0KHUK.

Ha moit B3I, HYKHO IIOJTHOCTBIO MEHATH CUCTEMY COIO3a — HYKHBI MOJIOJABIC JTFOIH.

Momnonasie — oHM Takue JAOMOPOIIICHHEIC, aM6I/II_II/II/I Y HUX €CTb, HO TCX 3HaHHI>i, KaK 'y Hac,
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nosyueHHbIX B Mockse uiu B [lutepe, y Hux HeT. MUpOBO33peHHE Y HUX JIOBOJIBHO Y3KO€, Ha
OJIHOM MHTEPHETE TOXKE JaNeKO He yeaemb. CpeHero NoKoJIeHUs XyA0KHUKOB — JOBOJIBHO
MaJio ¥ OHU Pa300IICHHBIE, B COI03€ HE pa0oTal0T, pab0OTAIOT HE3aBUCHMO, IPOBOMAT KAKHE-TO
BBICTaBKHU. UTOOBI IBUTATh COI03 XYI0)KHUKOB BIIEpE]] — HYKHO BBIPA0OTATh YETKYIO
CTpaTeryio 1 IBUTATh €€, a €CIIM OHU CaMH HE XOTHAT, KaK UX 3acTaBuilb. [loaToMy Te, KTO
CUJIMT B MIPABJICHNH, OONbIIAsl YaCTh, OHU TOTOBSITCS K IEHCHH U KENAI0T MOMYyYUTh K HEll
Ha0aBKy, OHH UIIYT JIA3eHKH, 4TOOBI MOJYYUTh KAaKUE-TO OpP/ICHA U 3BaHUs. BHauane s He
MOHSUT ATOT0, KOTJIa CTOJIKHYJICS, HO IOCTENIEHHO, KOI'/1a Halps>)KEHUE BO3POCIIO, sl CTal 3TO
noHuMath. Eciiu genaTh Kakue-To MPOEKThI, TO 3TO HYKHO JIeJIaTh BHE COI03a Yyepe3 KaKue-To
HIIO, npurnamaTh HEKOTOPHIX XYJ0KHUKOB U3 COI03a, HO 0€3 y4acTHs CaMOro MpaBleHUs,
MOTOMY YTO OHH OY€Hb 3aTOPMOKECHHBIE, HE MOTYT M HE XOTST, a TaM JIOJDKHBI paboTaTh
MEHEKEPHI. XyJT0KHUK HE MOXKET PYKOBOJUTD, JJISI 3TOTO OH JIOJKEH 3a0bITh, YTO OH
XYJIOXHUK U 3aHUMATHCS YUCTO OPTaHU3AIMOHHOM pabOTON, HO B KAKOW-TO MOMEHT, OHU
BCIIOMHHAIOT, YTO OHU XYJIO’KHUKH. MeHeIKephl T0JKHBI paboTaTh, HAEMHBIE WU
noctosiHHbIE. [TyCcTh 1axke nmpeaceaareneM OCTaeTcsl XyJ0KHUK, HO 3aMIIpeicelaTeIeM WK
UCTIOJTHUTEILHBIM TUPEKTOPOM JOJIKEH OBITH TPOo(dhecCHOHATEHBIM MeHeKepoM. CoBeTCKast
CTPYKTypa B JaHHOE BpeMsi He paboTaeT, HO OHH JI0 CUX MOp KUBYT B Hel. MeHekep JOHKEeH
UCKaTh ()MHAHCOBBIE BO3MOKHOCTH /ISl IPOBEICHUS MEPOIPHUITHIA, BEICTABOK, ISl 3TOTO
HYKHO pab0oTaTh C TOCCTPYKTYpPaMH, OpraHU3aIUsIMU, ITAPTHEPOB UCKATh, ICHBI'H UCKATh. Y
COI03a €CTh HEMAJIO HEJBMKUMOCTH, 110 CPABHEHUIO C IPYTUMH OOIIECTBEHHBIMHU
OPTraHU3ALMUSIMH COI03 XY0)KHUKOB CaMbIi COCTOSATENbHBIN. Celiuac MHOTO Yero U3
HEJBM>KUMOCTH CIIA€TCS B apeH/y, U 3a CUET apeH bl Ka3Ha COl03a MOMOIHIETCS, OTKY1a UAYT
CpeIICTBa Ha 3apIiaTy pabOTHHKOB coro3a. UToO 3apabaThiBaTh eiile O0blie, elle JIy4Ile,

HYXEH MpoecCHOHANBHBIN MeHepkep. HyKHO HauMHATh ¢ KaKUX-TO MaJICHbKUH MPOEKTOB.

Ceifuac y Hac HeT cpelu XyI0KHUKOB 00CYKICHHS — PaHblIIe MTOCIIE BHICTABOK MPOBOIMINCH
00CcyXIeHus, a ¢ ceiiuac Heuero 00CyKaaTh, MHOTHE XYI0KHUKUA CKaTHIIMCh J10
KOMMEpYECKUX padoT — ¥ B pa3Mepe U B TEMATHKE, Nei3aK, HATIOPMOPT, TO, YTO XOPOIIIO
npojaetcs. Y Hac HET apT-KPUTHKOB, YECTHBIX MPSMBIX, YMHBIX CMEJBIX, Y HAC MHOTO
HCKYCCTBOBEJIOB, U HET apT-KpUTHKOB. HUKTO He XxoueT OpaTh Ha ce0s 3Ty HOIIy —

KpUTHKOBaTh. B Kyiyapax, B MaCTEpPCKUX, XyJOKHUKA HE KOPMH, Jall TOKPUTUKOBATH JPYTHUX.

COBpeMeHHI)IG BBICTABKH HY’KHO NPOBOAWUTH HE3AaBUCHUMO, C UCITOJIb30BAHHUEM HOBBIX
TEXHOJIOTHH, CPEJICTB MAacCOBOM MH(GOPMAITUH, TIPUBJICKATh KaK MOHO OoJibiie Jrojieii. PaboThl

Ha BbICTaBKaX AOJIZKHBI OBITE pa3HbIMHU.
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UYToOBI HOBBICUTH KYJIETYPHYIO TPAMOTHOCTh CPE/IM HACEJICHHUS, HY)KHO paboTaTh ¢
TeneBuaeHueM. Boobie 6b110 661 uaeansHo, ecinu 061 KTP He 6611 ObI My3bIKaIbHBIM
KaHaJIOM, KaKFM OH SIBJISIETCS ceifdac, a uTo-To Bpoje kaHana Kynbrypa, rie Oyay OCBelIeHbI
BCE BUIBI UCKYCCTBA B Hamel crpane. Hy)XHO UCTIOIB30BaTh COBPEMEHHBIC HHTCPHET
TEXHOJIOTHH — CalThI, P3cOyK. S ABIAIOCH MOTB30BATENIEM COIMATBHBIX CETEH — Ha

¢niicOyke ecTh CBOSI CTPaHUYKA.

Taanaiioex Ycyvanuee — 3acayxycennstii Xyoorxcuuk KP, npeocedamens Corsza

Xyo0oocnukoas.
- KakoBa cutyauus ¢ n300pa3urebHbIM HCKYCCTBOM HA CErOAHAIIHUIM 1eHb?

- Ecnu B3sTh LIA, TO KBIPTBI3CKHE )KUBOMUCIIBI BCET1a OBUTH CHUIIBHBIC U UMH
ocTarTcs. B coBeTckoe BpeMsi Maio TOTro, 4TO ObUIH XYJ0KECTBEHHBIC YUMIIHINA, TAKKE OBLITH
eme 1 BY 351 B Kazaxcrane u Y30ekucrane, Kya nocjiae OKOHYaHUS YUWIUIIA TOCTyNaIu. A 'y
HAC TaKOTo He ObLTO, TOATOMY YTOO MOJYUYHUTh BEICIIEe 00pa30BaHuUE, MTOCIIE YUUIIHIIA HaM
npuxoamioch exath B Cankt-IletepOypr unn MockBy. Poccuiickue BY 361 oueHb Xx0po1io
roroBiT. Ceituac Kurail B3s1MCh 32 3TO J1€710 U CBOUX CTYJIEHTOB OTIPAaBIIAIOT B MOCKBY U
[TerepOypr yuuthces. B mocnenyromneM BEITYCKHUKY BO3BpainatTcs k cede B Kutait u tam
yKe TIOJTHUMAIOT MECTHBIE KaJphl. B 11€710M, ypOBEHb HCKYCCTBA B yHAJKE, YTO B
KsIpreizcrane, To ¥ B APYyruX cTpaHax. DTOMY O4eHb MHOTO npuyuH. Celiuac OOJIBITHHCTBO
XYJI0’KHUKOB XOTSAT MPOAATh U IOSTOMY padOTalOT Ha ACHBIH, HAXOIs ce0sl B CAIOHHOM
JKUBOTIMCH, & TEMATUYECKUE pa0OThI MPAKTUYCCKU HE MUITYTCsA. MHOTHE MUIITYT TOJBKO Ha
nposaxy, a B CoBeTckoe BpeMs Obln roc3akasbl, Coro3 Xya0KHUKOB 00€CIIeunBaIn
KpacKaMmH, a ceiyac HaM HUKTO HE MOMOraeT. A Tak, eciu B3sTh LA, To Hamm Xy 105 KHUKT

Kak OBUIM Ha BCPIINHE, TAK U OCTAKOTCA.

pr,Z[HOCTI/I — HOJIMTUYECKAsI HECTAOMIBLHOCTD B peCHY6HI/IKe. briBaroT Takxke
PCIUTHUO3HBIC MOMCHTBI, KOT'Zld BCPYIOIIUC MTPUXOIAT U TOBOPAT, UYTO HCJIL35 I/1306pa)KaTI>

YCJIOBCKA, 3TO HC IO PCIIUTUM.

JIist pa3BUTHUS KBIPTBI3CKOM KMBOIMCHU HE XBATACT IPABUIIBHOIO NIPENIOAABAHUSA,
IPABUJIBHOM MOATOTOBKH CIIELUATUCTOB. IHCTUTYT, OH Kak J0M, a lomMa, B ceMbe peOeHKa
HY>KHO BOCIIUTBIBATh MPaBHIIbHO, TEM 0O0JI€€ €CIIU ThI NIPENOAaclllb, OHU TOXKE TBOU AETHU. S

CBOHUX CTYACHTOB BOCHHTLIBAKO TAK: SI TOBOPIO UM, UYTO XYJOKHUKOM OBITH OYEHD TKEIO U
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W3BECTHBIMH CTAHOBSTCS JIUIIb €AMHUIIBI, ST UM OOBSICHSIO, YTO 3TO CIIOKHO, HO €CITH BBI 3TO
BBIOPAJIH, BbI JOJDKHBI TOJIBKO paboTaTh ¥ paboTaTh, MUCaTh KAPTHHBI OT MYIIH, UCKPEHHE, HE
CTpeMsICh K U3BECTHOCTH. S| HE TOBOPIO O TEXHOJIOTHH, O 3HAHUU aHATOMHH, 3TO CaMO COOOH,
HE3aBHCHMO OT pa3Mepa U OT TeXHUKH, XYJ0KHUK JODKECH CO31aBaTh paObOTHI OT TYIIIH.
[TosTOMY 5 cUMTarO, YTO OYSHh MHOTOE 3aBUCHT OT MEeJaroruku. Mou npenojaBareinn ObUTH
XOpOIIHUE, TOATOMY sI 10 CUX TOP PUCYIO U He Opocuii. OHM MHE OOBSICHIIIN U TIOKa3aJIH, KaK
JOJKHO OBITh. A €CJIH MeJaror IIoXou, TO U CTYJAEHT OyIeT TIOX0H U y Hero He OyeT
JIOCTATOYHO JKEJIaHHSI, YTOOBI TBOPUTH YTO-TO OT AYIIH, TAK XKe KaK U B CIIOPTE, TJIe OYCHb
MHOTO€ 3aBUCHUT OT TPEHEPA, €CIIM TPEHEP IJI0XO0H, TO U CHOPTCMEH OyaeT miaoxoi. [loaromy st
CYHMTAIO, YTO TPENIOABATEIH JODKHBI BOCIIUTHIBATH CTYACHTOB, KaK CBOMX JIETCH, TOTOMY UTO
CTYJIEHTBI YyBCTBYIOT, KaK Thl K HUM OTHOCHUIIIBCS, TTIO3TOMY 51 CTapatoCch C HUMU O0IIAThCS HE
TOJILKO O MPEJMETax, HO ¥ TOBOPHUTH 00 UX JIMYHBIX MPoOIeMax, KOTOPbIE UX BOJHYIOT. S
IIBITAIOCh POCTO UX MOHSATH. S CYHMTAI0, UTO CBOKO pabOTy HYKHO JIIOOHUTH TaKKe KakK U

CEMblI0, KaK U OKPY’KaIOLIUHA MUP.

A cuuraro, 4TO MEPCIEKTHBA PA3BUTHS KUBOIUCH XOpoIIas, Tak Kak B Kelpreizcrane
MOCTOSTHHO YTO-TO MPOUCXONT, a 3TO MHILA AJIs TBOpUYECTBa. TBOPUECTBO MOTUOAET TOT/A,
Korja Bce xopoiuo. Jlomyctum, eciiu B KeIpreiscrane y kaxaoro 0yaer Bce 01aromnoiryyHo,
TOoraa BCC N HOFI/I6H€T, BC€Ib YCJIIOBCK BCECraa OTOJI’)KECH B UEM-TO HY)KI[aTI)Cﬂ. He 3p$[ FOBOpiIT,
YTO Ha TOJIOAHBIN KETYIOK XOpoIIo co3naetcs. HaunmHaroT Mo3ru paboTtaTh. A KOTZ1a €CTh
JEHBIU, OCTAIOTCA €AMHHUIIBI, KOTOpbIe paboTatoT. Ceifyac s BUXKY, YTO MHOTHE pabOTaloT
TOJILKO pajiv ICHET. A HacTosIIee UCKYCCTBO, CKOJIBKO OBl ThI He Myumiics. He 3pst roBopsT,
YTO JTIFOJM UCKYCCTBA HEMHOT'O CyMacIIeAIINe, Be/Ib, ICHCTBUTEILHO, HY)KHO OBITH
CyMacIIeIIIIM, YTO0 HU 0 YeM He AyMaTh, MPOCTO MUCATh U MUCaTh. JIFOU 3TO OICHSIT,

BUJAT, YTO 3TO BCC OT AYyIIH.

HypoamupKonzypoaes — 3acayscennutii Xyooxcnuxk Keipevizcmana, unen Corsa

Xyo0osrcnukoas.
- KakoBa cutyauus ¢ n300pa3urebHbIM HCKYCCTBOM HA CErOAHALIHUIN 1eHb?

-Hy y Hac ceityac cinoxHbIi nepuoa. Mbl 3aCcTanu COBETCKUN IEPUOJ, KOTa YUWINCH B
M3BECTHBIX MHCTUTYTaX, Takux CypukoBckuil B Mockse, uM. Pennna B JleHnnrpazne. Otu
MHCTUTYTHI JABaJIU KbIPTBI3CKUM CTYIECHTaM JaBAJI JOCTATOYHO BBICOKHI YPOBEHB

00pa3oBaHUs U OTHOIIEHHS K UCKyCcCTBY BooOIIe. K coxanennro, ¢ pa3BajioM COBETCKOTO
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COI03a, TAKUE BO3MOXKHOCTH COKPATHIHCH. [103TOMY €AMHUIIBI yYaIIuXcsi, KOTOPhIE MOTYT
OKOHYHTH YUYHIIUIIE U TO3BOJIUTH Ce0€ MOCTYMUTh B MHCTUTYT. TaKuX CTYJCHTOB CTaJIO OYCHb
MaJio, 9TO €CTECTBEHHO OTKJIA/IbIBACT OTIEUATOK Ha 00U ypoBeHb. BTOpast Tpy1HOCTD —
OpHUEHTAIVS Ha PHIHOK, KATUTATMCTUICCKHUH ITyTh PA3BUTHS, K KOTOPOMY MBI IPHUIILTH TOXKE
JIaeT OTIEYATOK Ha YPOBHE XKUBOMHCH. [I0TOMY YTO ITaBHBIM CTAaHOBUTCS BOIPOCa BKyca, a
He KauecTBa. JlomycTHM, HE BCe 3aKa3UMKHU 00JIaIal0T BBICOKUM XY/I0KECTBEHHBIM BKYCOM,
UM HPaBUTCsI, YTOOBI KAPTHHA MOIXO0IUIIA 101 000, MeOeNb B KBapTUPE, MO UHTEPHED,
TOJIKO B TOM CJIy4ae OHU MOTYT KyITUTh KapTuHY. [I03TOMy MHOTHE HaCTPOSHBI UMEHHO Ha
NPOJIaXy CBOUX paboT, TOATOMY MOCTENIEHHO IEHHOCTh HCKYCCTBA UCYE3aET, TOTOMY YTO
3aMeHsIeTCs OT TOT0, HACKOJIbKO paboTa MOKET ObITh MPUOOPETeHa. ITO YPOBEHb CATIOHHOTO
HCKYCCTBa, KPaCUBOTO MCKYCCTBA JUIS KBAPTUPBI JJII MHTEpbepa, OHO ceifvac rmpeodiagaeTt
cpenu padoT XyI0’)KHUKOB. Sl cunTaro, 3TO OTPUIATEILHBIM SIBIICHUEM, KOTOPBIE padoTaeT

MIPOTUB N300pa3UTEIHHOIO UCKYCCTBA.

XyIIO’)KHUKAM, TTPEXkKJIE BCETO, HE XBATAECT YPOBHS 00pa30BaHUS — 3TO OJHO U3 CAMBIX
SBHBIX ()aKTOPOB, KOTOPBIE Y HAC MPUCYTCTBYIOT. [Ipyroii pakTop, CymecTBYIOT POOIEMBI B
J0CTa4ye MaTepruanoB. XyJA0KeCTBEHHbIC MaTepPHaNbI ceifuac O4eHb goporue. MHorue
YAUBJIAKOTCA, IOUYECMY KApTUHBI TAKUC JOPOTrUc, a BSIb OAUH TIOOHK O€JIHIa CTOUT TpUCTa
COMOB. A Ha oHy KapTHHY HeoOxoaumo He MeHee 10 Tro6ukoB. Taxke u xonctol. Ceituac
OHH He Tpou3BoATCs B KbIpreizcTane, nx npuBo3ar u3 Poccun n Kuras, oHr TOXE SIBISIOTCS
o4eHb poporumMu. Eme ogHa npobiema B TOM, 4TO Y HAC 10 CHX IOP HE CYIIECTBYET
XYJI0’)KECTBEHHOT'O PbIHKA, KAPTUHBI MTOKYIAIOTCS TOJIBKO YaCTHBIM 00pPa3oM U TO Y U3BECTHBIX
XYIOOKHUKOB, KOTOPBIC YKC MMPOCTABUINCH KAaK CAJIOHHBIC XYOXXHUKH. Ectb Takue
XYA0KHUKH, PAOOTHI KOTOPBIX OYE€Hb HPABATCS JIOAM, X PaOOTHI MPHOOPETACMBI.
Cepbe3HOE UCKYCCTBO Y HaC HE BCET1a MOHATHO JIIOOUTENAMU KUBONUCH. Takue TpyJHOCTH U
POOJIEMBI CYIIECTBYIOT Y XYI0KHUKOB. BOT, Hampumep, Mou pabOThl B OCHOBHOM

npuoOperaroT Wi B Mockse i B [leknHe, 371eCh MEHSI HE MOTYT MPUOOPECTH.

Xyn0KHUKOM y Hac B CTpaHe, YECTHO rOBOPS, ObITh HE MEPCIEKTUBHO. ICKycCcTBO —
9TO yJeJl OTAEIbHBIX JI0EH, KOTOphIe 00JIaatoT TAJIAHTOM M JapoM oT bora, kak MHe
Ka)XeTcsl, MHOTHE JTyMaloT, YTO 3TO JI€JI0 HECEphEe3HOE, eCTh Jiena BaxkHee. /i Toro, 4To0b!
XYJOKHHMKY CTaTh YCHEIIHBIM U U3BECTHBIM, €My HY)KHO OY€Hb MHOTO paboTaTh U
IpeoIoieBaTh pa3nyHble MydeHus. He Bcerna mpuoOperatorcst paboThl, IO3TOMY JKHU3Hb
JOCTaTOYHO Tsikenasi. 51 Obl He MpU3bIBAI BCEX JETEH CTATh XyA0KHUKAMU. A JIIOOUTH

pucoBaTb MOT'yT BCC, JOCTATOYHO UHTCPECHOC xX000mu.
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IpkunCanues — 3acayxyncennslit Xy0oxcuuk KP, unen coroza xyoorxcnukos

Kuvipevizcmana.
- KakoBa cutyanus ¢ n300pa3uteIbHbIM HCKYCCTBOM HA CerOJHSAIIHNI 1eHb?

- Ceiiyac oueHb MaJo Te€X, KTO COXpaHWJ Ty IUIaHKY, KOTopas Oblia 3a/1aHa
XYJOKHUKAMU-CEMHUICCSITHUKAMU. A XyJI0)KHUKU-CEMUICCATHUKU — 3TO TPYIIIa, TUIesa,
KOTOpasi He Tymalia o 3apaboTKe, O JEHbIaxX, MOCKOJIBKY OOJbIIIast 4aCTh U3 HUX OBUTH
JIOCTAaTOYHO 00ECIeUeHBI B CHITy TOTO, YTO B COBETCKOE BpeMsl ObLIa XOPOIIasi BO3MOKHOCTb
3apabaThIBaTh 3a CYET TOCYJAPCTBEHHBIX 3aKa30B. MOJIO/IbIe XYA0KHUKHU TOTIa HETIIIOXO
3apabaThIBaIM U KIMETH BO3MOKHOCTh OT/IaBaTh ce0s skuBonucH. [locieayroriee MoKoieHue,
HBIHEIIIHEE — YTPATUIIO TOT YPOBEHb, TO OTHOIICHUE K HCKYCCTBY, UTO OBUIO paHble, OHO
ceifuac OoJee mparMaTu4yHoE, OoJee MoTpeduTeNnsCKOe. S Jymaro, 4To HelIpaBHIIbHAS
TEHJICHIIMsI HEMOTUBUPOBAHHOTO YXO/a XYI0KHUKOB B COBPEMEHHBIE BUJIbI HCKYCCTBA, TAKHE
KaK, KOHTEMIIOpapuapT, KOHIENTyallbHOE UCKYCCTBO. MHOTHE M3 HUX HE 3HAIOT TOTO, YTO Ha
CETOJHSAIIHUHI IeHb M KOHIIETITyaJIbHOE HCKYCCTBO, M KOHTEMIIOpapUapT, TJe 0co00 He
TpeOyeTCsl KaKOTO-TO OOJIBIIOTO 00pa3oBaHus, (yHIAMEHTAIBHOTO 00Pa30BaHMSI, TAKOTO,
KaKo€ IMOJTyYHJIH MBI B IICHTPAJIBHBIX By3aX, HE MOJI03PEBAIOT, YTO CeYac ATO BBIXOIUT U3
MO/TbI U BO3BPAIIIAETCS K JKUBOIIUCH, KAKKE-TO IPOTPaMMBbI, CTAHKOBBIM BHJIaM U B rpaduke, U
B )KUBOIIHCH, U B CKYJIBIITYPE, IOTOMY UYTO COBPEMEHHOE HCKYCCTBO HE IMPUKUBAETCS Ha
Halllei moyse, MOTOMY YTO HyKHa cpefa. Tak uiu nHade, 3T0 BCe BTOPUYHO WIIM TPETHUYHO.
HexoTopsie n3 HaMMX XyA0KHUKOB TEIIATCS WILTIO3USIMHU T10 TIOBOTy HOBaTOPCTBA, HO BEh
MHOTHE U3 HUX He ObUIHM Ha MMOJOOHBIX BRICTaBKaX B EBporie, Ky/la OHU MPOCTO HE MOMAIat0T
U3-32 OTCYTCTBHSI BO3MOKHOCTEH, CPEJCTB U T.J. A €Clli B Te€UeHHE OYKBaIbHO roJla-IByX
MOCETHUTb ATH SPMAPKH, I/I€ BCE MPEACTABICHO B YUCTOM BHUJIE, TO, UTO JENAeTCs 37eCh
HAIIUMH XYJOKHHUKaMH — BTOPUYHO U TPETHHUYHO. JTO BCE OTTOJIOCKH, 3TO BCE X0. B 3TOM
CMBICJIE Ceifuac CTaly OYeHb MOJIHBI KHTACKHE XYA0KHUKA. Tak Wiy nHaue, eCiid TOBOPUTH
0 reorpaduu — KbIprbI3CKOE HCKYCCTBO HE OYJIET BBIICIICHO B KaKYIO-TO OTACIbHYIO 00J1aCTh
WM HalpaBlIeHUE B €BPa3MaTCKOM KOHTHHEHTE, Bce-Taku Kopest u Kuraii 6epyT Ha cebs
JBBUHYIO JIONIO B apT-On3Hece. CHIIbHBIX MOITHBIX WHAWBHYaJIbHBIX IPOPHIBOB Y HAC HET U
He OyneT, B ONVKalIIme JIET 5 TPYTHO OJKUIATh TOTO, YTO KBIPTHI3CKUE XYTOKHUKH CIEIAI0T
KaKOM-TO rpaHMO3HBIN TPOPBIB. B TOM YmcIIe s MPUXO0ay K BBIBOIY O TOM, YTO HaM HAJlO BCE

XK€, 4TOOBI YTBCPAUTHCA KaK OTACIIBHOC CAMOCTOATCIIBHOC KBIPTBI3CKOC UCKYCCTBO, MHC
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Ka)XETCs, Hy’KHO TOBEPHYThCS Ha3zaa K uckycctBy 60, 70, 80 ronos. To, uTo ceityac
HaMETWIOCh B KUHO. JlomycTuM, B Poccun cefiac ThICS UM KMHOKAPTHH €KErOHO
BhINTycKatomuxcs Ha Teppropun CHI', korna Obina TeHaeHus obpamenus k ['onuByackomy
KHHO, ceiiyac MOHATHO, YTO 3TO TYIIMKOBasl BETBb, Aa)Ke Ha Teppuropun Poccuu, rie Ha KHHO
BblJIeJIA€TCs 0O0JIBIIOE KOJIMUYECTBO CPeACTB. Tak U 37ech, HY’KHO OCTAHOBUTHCSA U IOCMOTPETh
Hazal, Ha COBETCKOE KMHO, KOT1a, IEHCTBUTENBHO, POKJAINCH HIEAEBPHI U CENYAC OCTAIOTCS
B 30510TOM (poHIe MUpOBOH KuHemarorpaduu. Tak ke U B ©300pa3uTeIbHOM UCKyccTBE. B
COBETCKHE BPEMEHA Mbl TOBOPUJIN O LIEH3YPe, Mbl TOBOPHJIN O TEMATUYHOCTH, JJI HAC
HerpuemiiemMa Obljia TEeMaTUYHOCTh BBICTABOK, MbI JKa)kJaJId CBOOOJJHOTO MCKYCCTBa, a
HPUILTH K TOMY, YTO COBPEMEHHBIE BCTABKHU CTaJIM elle Oosiee TeMaTHYHBIMY, elle 0osee
3aBUCUMBIMU. Eciiu He LIeH3ypa B UNCTOM BH/JIE, TO BCE PABHO CEMUac Mbl IEPEKUBAEM ITall,
TaK Ha3bIBAEMBIX IIPOEKTOB, KypaTOPCKUX BBICTABOK, UTO OYEHb HEBEPHO, HAMHOTO XYKe
TEMaTUYECKHUX BBICTABOK, IJI€ B T€ BPEMEHA JIepXKaJICs O4EHb BBICOKUI MPO(heCCHOHAIBHBIX
XYJI0’KECTBEHHBIM ypoBeHb. Celiuac 3TO BCE BBIXOJIAIMBAETCS, CEHYac HCTUHHBIEC IEHHOCTU
HCKYCCTBA YCTYIAIOT MECTO ParMaTu3My, pacuery, 0e3BKyCHIIE, s TyMalo, 4To Hauboiee
BEPHBIM OyJ€T 00paTUTHCS K LIEHHOCTSIM, 3aJI0’KEHHBIM B COBETCKHE BpeMeHa. CoBETCKOE
HCKYCCTBO — BEJIMKOE UCKYCCTBO, KOTOPOT0O 00JIbIlI€ HUKOT/Aa HE OyIeT B UCTOPUH MUPOBOM
KYJITYpBbI, KOTOPOE CO BpeMeHeM Oy/1eT BOCHPUHUMATBLCS KaK Mbl ceifuac BOCIpPUHUMAEM
UCKYCCTBO JpeBHero Erumnra, koTopoe Toxe ObII0 MOCTPOCHO Ha KOCTSAX U Ha KpoBe. MHOrHe
BEJIMKHE ATIOXH PA3BUTHSA KyJIbTYPHI YeJIOBEYECTBA HE OOOILIH TaKUE BEIIH, KaK JECIIOTHS,
JUKTaTypa, KpoBb, KOCTH. HO [11s1 Hac 9TO ceffyac BEIUKHE IPUMEPBI Xy 10KECTBEHHOTO
TeHHUs, B TOM YHUCIIE U BEJIMKHE XY0KHUKHU BO3POXKIEHHs, KOTJa U OblIa 3a10KeHa cucTeMa
apT-On3Heca, KOrja XyI0JHUK BBITOJIHSII YeH-TO 3aKa3, B TOM YUCIIE€ COLUATBHBIN HITN
MOJIMTUYECKUH. XYI0KHUKU — PEMECICHHUKHU. ECIIM TOBOPUTH O COBETCKOM UCKYCCTBE. JIeT
10 Ha3az st ObL1 Ha BbIcTaBKe JlaiiHeko, Iie S OHSJ, YTO XY/I0OJIHUKOB U Ha TEPPUTOPUN
Poccuu, u Ha Teppuopun 1A, KaBkaza u [Ipubantuku, aknxxy10HUKOB, Kak J{aneko, [Tepos-
Boaxun, Konuanosckuii [Tetp. Takoro macmraba 1 Benuyus Xy 10’)KHUKOB 0oJible He OyaeT,

K COXKaJICHHUIO.

Ecnu roBoputh 0 5KMBOMUCH, TO TOBOPUTH HE B OTPBIBE OT JIPYTUX BUJOB UCKYCCTBA B
Ksipreizcrane, Mbl ceiiuac TOBOPUM O KaKOW-TO HE3aBUCUMOCTHU, O TOM, YTO HY>KHO BEPHYThCS
K KopHsM, KeIpreI3cTan pa3BuBaeTcs — KyJbTypa U T.J., MBI 3abIBaeM 0 TOM, 4To B COBETCKOE
BpeMsi ObuTH Takue nucarenu kak basnunos, [[xantomes, TokombaeB, ChABIKOEKOB,

KachiMOeKoB — OrpoMHOE KOJIMYECTBO MUcCATENEH, KOTOpbIe MUCAIN POMAaJIbl, HAPOIbl YUTAII
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9TH POMaHbl, 3T0 ObUIH (PyHIaMEHTANIbHbIE JTUTEPATYPHBIE TBOPEHUS, 51 YK€ HE TOBOPIO O
Yunruze AUTMaToBe, a rIe celyac KeIprbi3ckas auteparypa? Het Hu onHOro nucarens
ceifuac, MUIIYIIEro Ha KbIPIbI3CKOM sI3bIKE, KOTOPBIN ObI HAaIMcall pOMaH PaBHBIM TEM K€
pOMaHaM BEJIMKUX HAIIUX MUCATENEN, KOTOpble OyKBaJIbHO 2-3 rojja M1caal HOBbIE

npousBeneHus. TO jxe caMoe MPOUCXOH T U B )KUBOIHCH.

51 ObI He XO0TeN pa3JeNsTh KUBOMKUCH U KMHO, sl ObI XOTEJ, YTO BCE BUJIbI HCKYCCTBA
pPa3BUBANIUCH, B TOM YHCJIE U OaneT, U onepa, IOTOMY YTO JIs 3TOrO eCTh Bce. TOoT 3amac
npodeccruoHaIn3Ma, 3arac Xy/10’KeCTBEHHBIX Ka4eCTB, KOTOPBIE OCTAIUCh OT COBETCKOTO
coro3a, oH coxpanuics. Ceiiuac uAET MOoTeps 3TOro, UJAET CHajl, Kak KOraa-To TOHyJa
Artna"Ttuzaa, Takxke u uckycctBo Ha Tepputopun CHI™ mepexuBaeT Takoii mpouecc. Mbl 3HaeM,
yT10 B TypKMEHHHU 0TKa3alIKuCh OT Oanera, MoBeCHIIU OONBIION3aMOK Ha TeaTp Omephl U Oalera,
nockonbky Typkmen-bamm pen, yto 6aner He U1t TypkMeHoB. Ho 51 He pa3nensio ero
MHEHHE, IIOTOMY YTO B FOHOCTH 5 3aLEIUJICS 33 Pa3HbIE BUJbI UCKYCCTBA: KUBOIIUCH U
My3bIKa, IMEHHO II0O3TOMY 5 OTCJICKUBAIO BCE 3TU HANPABIICHUS], B TOM YUCIIE U HAPOJHAS
MY3BIKY U OOIIaIOCh C CAMUMHU UCHIOJTHUTENSIMU, COTPYJHIYAT C HUMU. J{71s1 MeHs ceifuac
OuYeHb OOMIHO, YTO BCE 3TO TEPSET CBOU MO3UIINH, HO S TyMaro, YTO €IIe eCTh 3TOT
noreHnuait. KoneuHo, >kMBOMMCh HE YMPET, KHHO HE YMPET, HaJICIOCh Ha KaKOH-TTHOO0 MOIBEM.
Ho mHue kaxkercs, 4TO 3HAUUTENbHBIX PHIBKOB HE Oy/1eT HU B Oajnere, HU B ONEpe, HU B
n300pa3uTeILHOM UCKYCCTBE, HU B KMHeMartorpade. S Bam ckaxy, 4TO TaKOro MpopbiBa
KBIPTBI3CKas KyJIbTypa HE CAENAET, KaK clemana 6naroaaps OAHON TNYHOCTH — YHWHTH3a
AlitmaToBa. Ceifuac HaBpsiZl JIM TaKO€ NPOoU30iieT. bynieM ropoputs Tak, 4yro YuHrus
ANTMAaTOB ObUT peAYaiiuM (PEHOMEHOM UCTOPHUH HApOAOB. S BUIET U 00IIANICsS CO MHOTUMHU
JIOJbMHU, MPEACTABUTEISIMU PA3HBIX MEHTAIMTETOB, U KaK pa3, MpobyieMa Hallero oo1ecTsa B
HauieM MeHTanuTeTe. ['0BOpAT y Hac OKOJIO IBYX COTEH JIOJJIAPOBBIX MUJUIMOHEPOB, UEMY 5
HE BEPIO, HO TaKasi CTAaTUCTHKA BCE )K€ CyIlIecTByeT. O4eHb MHOTO KPAaCUBBIX 1OPOTHX
ABTOMOOWJICH €3/IT I10 yJIUIIaM, IPUYeM 51 He BUIEN CTONbKO aaxke B llIBeiinapuu. B aTtom
MIPOSIBIISIETCS. KOMILJIEKC HETIOIHOLIEHHOCTH, 51 AyMaro. Hammm nroasam 3amamo e3auTs Ha
ManorabapuTHOM aBTO, HE TOBOPS y>Ke O MEepeIBIKEHUH Ha BENOCHUIIE e, KaK ATO JAENA0T

naneko He 6enubie mroau B LlIBeimapun.

51 BUIEn MHOTO PyCCKHX, COBPEMEHHBIX «HOBBIX» PYCCKUX, KOTOPBIE ITOCEIN HA
UCKYCCTBO, OHU MOJIFOOMIIM 3TO, OHU KOJUIEKIIMOHUPYIOT, OHU BBIMCKMBAIOT, OHU YK€ UIILYT,
OHM NIPUXOJAT B raJ€pPeU, B KOTOPBIX OHU SBJISAIOTCS IIOCTOSSHHBIMU KJIMEHTaMU, OHU HE

IIPOITYCKAarOT HA OJIHOM BBICTaBKH U 00s13aTENILHO KYIIST ABC-TPU pa6OTbI HOBBIX
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XYJI0’KkHUKOB.M 3TO IepexoIuT y HUX B CTPACTh, OHU TaK K€ CTPACTHO KOJIJICKIUOHUPYIOT

KapTHUHBI KaK KTO-TO KOJUICKIUOHUPYCET MOHCTHI NI MAapKH.

Ecnu XymosxHUK TOBOPUT 0 po0ieMax, TO Yalle BCEro 3TO HaBsI3aHHBIE TIPOOJIEMBI,
MIOTOMY YTO YTOOBI MUCATh KAPTUHBI, HYKHBI TOJIBKO KUCTH, KPACKH, XOJICT U OOJIbIIIE HUYETO.
S1 BcrmioMHHAIO TE TOJIBI, KOT/Ia Y HAC BOOOIIe HUYEro He OBLIO, MBI OBLIH, KaK TOBOPUTCSI, «TOJI
KaK COKOJI», Y Hac He OBbIJIO 1a)ke MaCTepPCKOH, TaM MPUXOIMIOCH HAXOAUTH KaKOH-TO yToJ €O
CUMTAHHBIMH KBaJ[PaTHBIMU METPAaMH, B KOTOPOM HaM yJIaBaJIOCh MUCATh OOJIbIINE KAPTHUHBI,
HACTOJIBKO OOJIBIINE, YTO UX C TPYJOM MOXHO OBUIO BBITALIUTH U3 ATOTO MOMEIIECHHS. DTH
KapTHUHBI BEICTABJUTMCH HAa KPYITHEHITNX COBETCKMX BBICTABKAX, M€YATAIN TIOTOM B )KypHaIax
II0 HCKYCCTBY, TI0 KyJIbType. 5| BCIOMHHAO Te BpeMeHa, KOT/ia Y HaC HUYero He ObLIO0, M MBI
MOTJIM CO3/1aBaTh Takue KapTUHbI. Ceiliyac MHOTO MOJIOJBIX XY I0’KHUKOB IPUXOMT B COIO3
XYJIO)KHHUKOB, KpU4ar, ObIOT IO CTONY, TpeOysi MaCTepCKy0, HUYEro He CO3/1aB, He
MIOY4acCTBOBAB B 3HAUMUTENIbHBIX BhICTaBKaxX. OH HE MOKa3ajl HUKOMY, KTO OH KaK XYIO0XHHUK, a
y’Ke MMPOCUT MacTepcKyto. [loaToMy 4TO KacaeTcsl yCIOBHA, JIFOOOH XyT0KHHK B
MHHUMAJIBHBIX YCIIOBHAX MOXET CO3/[aBaTh 3HAYUTEIILHBIC MTOJIOTHA. EqMHCTBEHHOE, UTO
MOET MEIIaeT, ¥ JyMaro, MeHs OAJIEPKAT B 9TOM MOH KOJUIETH, HABEPHOE, BCE-TaKU
CBITOCTB M 0JIaronojyyue, Korja y Xy/I0’KHHKa MPUTYIUISIOTCS YyBCTBA, HET JOCTATOUHON
MOTHUBAIMH, CTUMYJIA, CYIIIECTBYET MHOTO OTBJICKAIONINX (PaKTOPOB, CBI3aHHBIX C

HMYIIECTBOM, C JOCTATKOM, KOI'/ila CO3HAHUC HEC KOHICHTPUPYCTCA HA MOJ'IB6epTC M Ha XOJICTE.

[Ipu coBeTCKOM COI03€ CyIIECTBOBAIA CUCTEMA TOI/IEP KaHMS CKYCCTBA Ha BCEX
JTanax, HauMWHas ¢ IETCKOTro BO3pacTa, TO €CTh rOCYJapCTBEHHOE (PMHAHCUPOBAHKE, CO3/aHNE
YCJIOBHH 7151 OIAPEHHBIX, TATAHTJIUBBIX XY10KHUKOB. CTUIIEHIMATCTBO. 2 T0/1a HaM IJIaTUIN
CTHUTICHIUIO PAaBHOM aCIIUPAHTCKOM 3apIuiaTe, CKOJIBKO Ja)xe MPEeroaBaTeu B IIKOJIaX He
MOJTy4alid, B TOM YHMCJIe 2 pa3a B IoJl Ha 2 MecsIa Hac npuriamand Ha CuHex, noa MoCKBOM,
Ha Oepery o3epa, e HaM MPeI0CTABISIIUCH K HOMEPA TOCTUHUYHEIE, U TUTaHKE, U BCE 3TO 32
rOCyAapCTBEHHBIN c4eT. MBI JOKHBI OBUTH TOJMBKO padOTaTh U HU O YeM HE AyMaTh, HU O
JIEHbIax, HA O XJie0e HacynHOM. HUKakuX OTBIIEKAIOIINX TOCTOPOHHUX (PAKTOPOB,
MPEIOCTABIISIIACH MTOJTHOCTHIO BO3MOKHOCTh OTAAThCSl UCKYCCTBY, TJI€ TPYIIIa
dbopMupoBanack U3 MOJOBIX XYIOKHHUKOB BCETO COBETCKOTO COI03a, i€ MPOUCXO0IMIa
B3aMMOOOOTalIeHNE, B3aUMONONHUTKA. JTa ObljIa O4eHb KpernKas 23 QeKTUBHAs MIKOJIa,
KOTOpas J1ajia BO3MOXXHOCTh CHJIBHO TTPOJIBUHYTHCS B UICKyccTBe. Hy 1 moTom co3gaBanuck
YCJIOBHS, CTICIIMAIbHAS KOMUCCHS OTOMpaia paboThl, KOTOPBIC TOTOM SKCIIOHUPOBAIIUCH Ha

CaMBbIX OOJIBIITHX prr[HefIH.IHX COBETCKHMX BBICTaBKaX. MBI 3acTay TaKOU nepuon —

55



PR STRATEGY FOR UNION OF ARTISTS

IEPECTPOEYHBIN — KOT/1a OU€Hb MHOT'O PalOT YK€ BHIBO3WINCH 3apy0exk, B TOM YUCIIE U Ha
IpOJaxy, Hy U JUI KAKUX-TO BBICTABOK. DTO OblJ1a OYEHb CHJIbHAsI MOILIHAS CTapTOBast
IoIaAKa. IToro He ObLIO M 3TOro HEe OyneT HU Y Hac, HU B Poccun, HU B ofHOM Apyroi
cTpane mupa. Hamm 3apyOexHbie qpy3bsa-XyJ0’)KHUKU yAUBISIOTCSA U 3aBUYIOT, KOT/1a Mbl UM

pacCKa3bIBA€CM O TaKOM OIIBITE.
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Appendix 4

Figure 13.Screenshot of web-site.

O Cowoze Xyaoxunkor  Vecras  KoHTakTsl

i

Hs npOMANKEHUN MHOIUX 6eK06 K USHD KOESHUKOS-KUPIUS08 BHAa C6a3aHA ¢ npupodoi.
Kuauwe-opma, npedmemn noscedHesHozo 00ux0da co50a6aAUCT 15 NPUPOTHDLE MAT EPUAADS,
U UMEAN KAk FYHKYUOHAADHOE npedHasHAeHWe, MaK W acmemuyeckue docmourcmea. M no

ceit denv dpesree ... Jumams daree "0 Cowse Xydoxnuros

Figure 13.Printscreen of the official web-site of the Public Union of Kyrgyz Artists.

Figure 14.Screenshot of Instagram
page.
Instogrom

finearts_kg

Coloz XyAoKHUKOB Public Union of Kyrgyz Artists. [ 19 200 209
http/fwww tacebook com/ArtUnionKG

@oTo Moanucuukn | Mognucku
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Figure 14.Screenshot of Instagram page of the Public Union of Kyrgyz Artists with
current quantity of followers.

Figure 15.Screenshot of Twitter page.
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Coto3 XynoxHukos KP

@finearts *kg * .
.ﬂoﬁpoaoanaH HeKoOMMepYyeckand opraHW3alid, OCHOEaHHAA Ha
YrieHCTBE K Oﬁl.l.{HOCTH WHTEpPECOB npoﬂ}ECCHOHaanbl}{ XYOOXKHUKOB
1 MCKYCCTBOEBEOOBE.

Kbiprbiackaa PecnyBnuka - instagram.com/finearts_kg

Figure 15.Screenshot of Twitter page of the Public Union of Kyrgyz Artists with current
quantity of followers.

Figure 16.Screenshot of Facebook

facebook  ——

Bil nyfinuKyeTe, KOMMEHTHDYETE U OTHEUZETE MOHPEBHBILEECH OT MMeHM Coro3 XYAoKHHKOE Kibiprbiza<oi Peanyfimukm — MsmennT s Ha Julie Kudaibergen

% | Coto3 XYAOMHHKOB Kbiprbl... XpoHuka ™  Ceijuac ¥ | | MNaxens agMuHuCTpaTopa

roz xyponasmos Kl Coto3 Xyaomumkos Kblpreisckoi | v Hpamiren | | 4 + |

Pecnybnuku
Hpasurtca: 140

CKyCcTBO 1 MBPKETIHT
H06poBonbHaN HEKOMMEPUECKER OPraHH3ALIA, OCHOBaHHASA Ha UNEHCTEE W 0BLWHOCTU UHTEpECos
MPODECCHOHANBHBIX XYAOHHWKOS M MCKYCCTE0EEA0E,

Moapofiee oTorpadim Hpasutca
PAZC.cebook.comiphoto.pho?fbid=139230019583547 &iset=2.13933001625...
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Figure 16.Screenshot of Facebook page of the Public Union of Kyrgyz Artists with
current quantity of Likes.
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