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Chapter  64

Contemporary Art Museums’ 
Marketing Strategies:

The Case of the Istanbul 
Modern Art Museum

ABSTRACT

Contemporary art museums are significant actors in the entertainment industry, which is recreated by 
new forms of leisure time activities every day. Entertainment that is used as an important and effective 
marketing tool in contemporary art museums is also a significant formative of the new relationship 
between contemporary art museums and their visitors. Therefore, the aim of this chapter is to explore 
the relationship between art, entertainment, leisure, and museum marketing with a literature review in 
order to find answers to questions like, What is the relationship between art and entertainment? and 
Which marketing techniques are used by contemporary art organizations? In this context, the relationship 
between leisure, entertainment, and contemporary art museums is explained; afterwards, contemporary 
art museums’ marketing strategies are described in detail as the main scope of the study. Finally, as a 
case study, Istanbul Modern Art Museum’s political-economical environment and marketing strategies 
are analyzed.

INTRODUCTION

Entertainment as a leisure time activity creates an 
industry, which grows steadily. In today’s capi-
talist world leisure is defined as the time outside 
of work and is explained by the motivation of 
escaping routine. Leisure activities are associated 
with entertainment, joy, freedom and willingness, 

which come along with recreation, amusement and 
satisfaction. Thus, leisure and entertainment are 
necessities for all humans. Therefore leisure cre-
ates the entertainment industry in order to fulfill 
these needs, especially in big cities.

Today, entertainment is determined by con-
sumption, and it affects the cultural and sociologi-
cal conjuncture of societies. Cities, which resemble 
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big shopping malls, produce this industry, which 
is the combination of almost all entertainment 
activities. Meanwhile, art tries to find a position 
for itself in entertainment industry, willingly or 
not. It becomes an instrument of popular culture, 
where consumption is at the center of all activity.

In order to comprehend the relationship be-
tween art and entertainment, contemporary art 
museums are the best places to look at. Because, 
today the contemporary art museum is not just 
an exhibition place, offering amusement and 
recreation besides art; thus it can be seen inside 
the entertainment industry. Accordingly, new 
museum and exhibition practices correspond to 
the changing audience expectations. Audiences 
prefer to experience exaggerated, striking events 
and museums’ role, position and function are 
changing inevitably (Huyssen, 2012). Original 
function of the museum is being lost, and the work 
of art pushed into a secondary position while the 
new museums as pleasure places start to show 
less attention to the work of art (Stephen, 2001).

As an alternative place for leisure time activi-
ties, contemporary art museums are going to be 
reshaping their understanding of art and rela-
tionship with their visitors. The consumption of 
cultural products is based not only on the rational 
reasons like viewing a work by an important artist 
or a “must see” motivation, but also the hedonistic 
needs that derive from pleasure and self-gratifica-
tion (Lehman, 2012). Depending on the changing 
structure of museums, art industry and audiences, 
marketing of museums and art have become a 
special area in the last twenty years. This paper 
outlines the changing role of the museum and its 
relation to the entertainment sector; and defines 
the marketing strategies of contemporary art mu-
seums. It constitutes a framework of contemporary 
art museum’s marketing strategies in Turkey by 
analyzing Istanbul Modern Art Museum.

BACKGROUND

Leisure, Entertainment, and Art

Coming along with pleasure, joy and freedom; 
entertainment is a necessity for human beings 
which can be defined as an umbrella that em-
braces a wide variety of activities from going to 
movies, to cooking and painting. So, it is accurate 
that entertainment is a subjective issue and it 
takes shape by individual desires, needs, tastes, 
and hobbies. All of these entertaining activities 
are generally presumed to be leisure activities. 
Therefore, there is a strong connection between 
entertainment and leisure.

Lots of researchers, who write on leisure, 
investigate the concept in four different dimen-
sions. From the first perspective, leisure is seen 
as a situation where one is free from obligation 
(Bull, 2009), perceptual, and it includes various 
qualities like enjoyment, freedom, relaxation, per-
sonal growth, social interaction (Stephen, 2001). 
The second perspective is linking the concept of 
leisure with indifference and apathy (Bull, 2009). 
The third one associates leisure with entertain-
ment, amusement and it ends up with satisfaction 
(Bull, 2009). The last perspective to the concept of 
leisure is linked to the individuals; it is subjective 
and the tendencies vary depending on the needs 
and desires (Bull, 2009). To sum up, it can be 
remarked that all of these perspectives include 
the idea of an “escape from the routine” (Bull, 
2009) and also include the idea of entertainment, 
amusement, joy, freedom and willingness. Today, 
leisure is accepted as a privilege, and leisure ac-
tivities are linked with recreation and refreshment 
(Vogel, 2007) along with entertainment. Leisure, 
the need of leisure and the satisfaction obtained 
from leisure are universal. Therefore, as Chick 
pointed out lots of leisure activities resemble each 
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