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Online art and culture projects have recently grown while COVID—19 has negatively affected
artistic and cultural industries. In this context, art and culture start—ups are attempting to
pioneer diverse, new, virtual forms to escape offline physical spaces. It is difficult, however, to
build well—developed business models in artistic or cultural fields due to lack of experience and
poor market size compared to other industries, and there is no systematic, theoretical or policy
basis for art start—ups in the online environment. The major goal of this study is to determine
consumers’ perceptual structure and to develop a theoretical background for describing artists
The Zaltman Metaphor
Elicitation Technique(ZMET) was used to build a consensus map that shared consumers’
perceptual structure. The study subject was “Art Sharp(#)”, the online shopping mall, which has
been supporting online art start—ups. ZMET was applied to in—depth interview with twelve

interested in building start—ups that use an online environment.

interviewees who have participated in art—based start—ups and the resulting raw data was
analyzed using NVivol2. Based on the consensus map, consumer group perceived “‘economic
effectiveness” and “efficiency” as the most important compositional concepts, and finally felt
“self—satisfaction” and “a sense of accomplishment” in relation to the research topic. The results
of the study can contribute to the creation of art—based business models that develop the most
appropriate positioning for future artistic and cultural industries.
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(figure 2) Image collage 1. (Combining images about connection and diversity from online shopping platforms)
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(Figure 4) Consensus map for online-based art startups (n=connected frequency)
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