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Aesthetics as a tool and inspiration
Aesthetic capitalism research in the era of cultural creativity and fashion

Brigitte Biehl (Biehl-Missal)
( SRH Hochschule der popul&en Kinste hdpk )

Abstract:

This article is a speech at the International Symposium on "Contemporary
Aesthetics and Anthropology: Fashion Studies™ jointly organized by the College of
Media and International Culture of Zhejiang University and Zhejiang University of
Media and Communications. Professor Brigitte Biehl points out that since the
emergence of the creative culture industry in the new century, economics, aesthetics
and art have been closely integrated. Therefore, she attempts to use the management
methods of the economic field to study aesthetics and explore the aesthetic economy
that is both in terms of art and aesthetics. She believes that the aesthetic economy
includes all aspects of the aesthetical economy, including not only the works of art
and artists, but also the fashion industry and all other creative industries, as well as
those traditional industries that have formed a strong aesthetic tendency and can
trigger perceptual cognition and emotion.
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management science; aesthetic manipulation; aesthetic economy; atmosphere



