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Methods. The research is based on the dialectical method, which considers all economic phe-
nomena as interconnected and mutually dependent. To determine the regularities of the develop-
ment of the cultural economy, systematic and statistical analysis methods were used. Using critical
analysis and comparative methods, the scientific literature and empirical sources surrounding the
work were reviewed. Based on the current situation, a desk study was conducted, and primary and
secondary sources were processed based on data from the National Statistical Service.

Results. The research revealed the prospects and challenges of the cultural economy. Creative
industries: create film, media, design and art, create economic value and jobs. Cultural heritage:
museums, historical monuments and tourism increase local incomes. In Georgia, the cultural sector
is the gross domestic product of the economy, which directly contributes to the country's economic
growth. Employment creates professions in the creative and tourism sectors. Regional development
revitalizes local businesses and attracts visitors; the tourism development strategy is based on the
globally recognized principles of sustainable tourism development. The analysis of the development
of cultural tourism in 2025 showed that the number of visitors to museums increased by 4.5 percent
compared to the previous year and amounted to 2.0 million people. On average, 7.7 thousand visi-
tors come to one museum.

Novelty. The novelty lies in identifying the prospects and challenges of the development of
the cultural economy using the example of Georgia, based on which recommendations were devel-
oped to overcome the challenges. The conclusions and recommendations obtained because of the
study will make it possible to increase the effectiveness of the development of the cultural economy
and improve the social situation of the population.

Practical value. The practical significance of the work lies in the fact that the conclusions
and recommendations obtained because of the research can be used in the structural analysis or
modeling of the cultural economy of Georgia, in choosing a management strategy and in increasing
the efficiency of financial management. The work will be useful for those interested in researching
cultural economy issues for scientific work.

Keywords: Georgia, cultural economy, cultural tourism, perspectives, challenges, internation-
al principles, management, efficiency, employment, globalization.

Statement of problem. Culture is as old
as humanity, culture is the result of a person's
spiritual life, is an indicator of its development.
The well-known researcher of the first commu-
nity culture, E. Back in 1871, Taylor gave us a
classical definition of culture, according to
which «culture is a component of the whole,
which includes knowledge, belief, art, customs,
traditions, law, custom, and also many other
possibilities and habits» [21, Pp. 24-25]. Cul-
ture can be considered as one of the branches of
the national economy, to the extent that it does

not exist without economic resources construc-
tion buildings, appropriate technical means, fi-
nancial sources (investments, labor income,
etc.), in the process of using which economic
relations are established. Culture is one of the
most important links in the social sphere. The
social sphere is a set of enterprises, organiza-
tions, and institutions that produce, distribute,
store, and consume goods and services of so-
cial, cultural, and informational purpose to
meet the needs of the population.
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Cultural economics examines the eco-
nomic regularities and financial resources of
the cultural sphere. It combines creative indus-
tries, cultural heritage and craft markets. Its
main areas are creative industries: film, media,
design and art, which create economic value
and jobs. cultural heritage: museums, historical
monuments and tourism that increase local in-
come. Financing and markets: state budget, pri-
vate investments, sponsorship and ticket sales.
The gross domestic product of the Georgian
economy is the cultural sector, which directly
contributes to the country's economic growth.
employment creates professions in the creative
and tourism fields. Regional development revi-
talizes local businesses and attracts visitors.

Culture is a strategically important and
promising field. Without it, the economic pro-
gress of the country is not imagined. its proper
development requires protection and develop-
ment of cultural diversity. Today, the idea that
cultural diversity, and especially the cultural
heritage of ethnic and religious minorities,
should serve to promote economic growth, ex-
port and employment, and that these areas
should be strengthened, is not yet popular or
studied. For the proper development of cultural
diversity, it is necessary to make decisions
based on actual data and research in this area,
based on recent experience and new trends in
the world.

Active participation in the cultural life of
society may facilitate the integration of people
from a relatively low social category into socie-
ty. Therefore, it is necessary to provide a wide
range of cultural offers. In addition, the choice
of cultural and educational programs should be
accessible to all categories of citizens, includ-
ing women, ethnic and religious minorities,
persons with disabilities, and low-income citi-
zens. People gifted with creative talent need
special help. In different regions of Georgia,
the involvement of children, youth and women
in cultural events is the most sensitive issue,
because it is directly related to the issues of up-
bringing and education ethics of certain ethnic
or religious groups. on the one hand, mostly
women and children participate in cultural
events, but experience shows that teenage girls
and young women shy away from participating
in community cultural events. lack of infor-
mation in any field and especially in culture.

As mentioned above, cultural economy
combines creative industries and cultural herit-
age. Its main prospects are the development of
digital technologies and tourism, and the main
problems are the lack of funding and market
challenges. Cultural economy and creative in-
dustries unite sectors that transform tangible or
intangible cultural values into economic bene-
fits. The challenges of the twenty-first century
— digital transformation and global crises —
have completely changed the models of produc-
tion, distribution and consumption of cultural
products. Therefore, the correct assessment of
the economic potential of culture, the study of
its sustainable development prospects and chal-
lenges is particularly relevant today.

Within the cultural economy, four main
directions are distinguished:

1. Cultural heritage and tourism: muse-
ums, historical monuments, archaeological sites
and their role in strengthening the local econo-
my.

2. Performing and visual arts: theater,
opera, concerts, fine arts and their financing /
monetization models.

3. Audiovisual and digital media: film in-
dustry, music sector, digital platforms, video
game industry.

4. Design and creative services: architec-
ture, fashion, advertising and creative technolo-
gies. Therefore, both in the world and in Geor-
gia, the fastest growing and most important sec-
tor of the cultural economy is cultural tourism
(heritage, traditions, art), which is a real eco-
nomic income, jobs and an indicator of the re-
gion's development.

Modern tourism, as an economic event,
has an industrial form; comes to the market in
the form of tourist products and services that
cannot be collected, stored or transported.
Tourism at the same time appears as an effec-
tive means of protecting nature and cultural
heritage to the extent that these elements repre-
sent the basis of its resource base. Cultural tour-
ism is practically compatible with all branches
of agriculture and all human activities, as their
differentiation creates differences between the
potential opportunities of the recreational envi-
ronment and causes the emergence of demands
among people for staying, resting, recreation
and learning in different places of the world.
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Thus, cultural tourism is one of the lead-
ing sectors of the world economy. Its economic
role and importance are constantly increasing,
which is due to the increase in incomes of vari-
ous countries and the improvement of the
standard of living of the population. The strate-
gy for the development of tourism in Georgia is
based on the globally recognized principles of
sustainable development of tourism, its great
potential for the growth of the country's income
is undeniable, such as the large-scale possibility
of population employment; the existence of re-
serves for equalizing the level of regional eco-
nomic development, stimulating the develop-
ment of other branches of the economy, etc.
The development of cultural tourism has
achieved great success in Georgia. special at-
tention is paid to the development of tourism in
certain regions of Georgia. Various cultural in-
stitutions were rehabilitated, funding increased,
student internships increased, employment
agencies, international tourist jobs, and confer-
ences were opened.

In spite of the above-mentioned
measures, carried out or carried out, there are
global problems in the field of tourism: un-
tapped tourist resources, monotonous tours, in-
formation vacuum (absence of information
about tourist organizations), language barriers,
low level of service, shortage of professional
staff (guides), lack of visitors to the region, lack
of statistics on income from tourists in the re-
gion, accommodation facilities scarcity, weak
management, etc.

Analyses of recent papers. For some
time, there were different views on the exist-
ence of economic relations in the field of cul-
ture.

1. In the 1970s of the 20th centuries, there
was an idea that economic relations cannot take
place in this field, if no material wealth is pro-
duced,

2. In the field of culture, there are eco-
nomic relations, but they are secondary. it is
possible to reason only to the extent that culture
consumes a product created in the field of ma-
terial production.

3. In the 80s and 90s of the 20th centu-
ries, the search for new economic mechanisms
in culture began in Georgia; from the beginning
of the 90s, a market economy was established

in Georgia, which penetrated the field of cul-
ture [8, Pp. 12-20].

In 1947, the «Frankfurt School» philoso-
phers, Theodor Adorno and Max Horkheimer,
first used the term «cultural industry» in their
book «The Dialectic of Enlightenment» to de-
scribe the negative phenomenon that they re-
ferred to as the «flexibility» of popular culture
(films, radio programs, magazines, etc.) to a
standardized and mass-produced cultural prod-
uct. which, in turn, was used to achieve social
morals/passivity [13]. Horkheimer's and Ador-
no's «culture industry, despite its negative
meaning, was the first example of the economic
dimension of the product of culture. Since then,
73 years have passed, but to this day there is no
official and university-level agreed statistical
definition of the creative economy [4].

Part of the debate surrounding the defini-
tion of the economic dimension of culture may
create some ambiguity, and a person interested
in the field will come across more material on
the definition of the terms martebulobis than on
the study of the processes in the sector itself.
taking into account the current situation, the
current debate about the definition of cultural
economy and related terminology may be con-
sidered less important and often exaggerated,
however, the issue of key importance is more or
less standardized and comparable in the exist-
ence of a statistical and scientific study method
[20, Pp. 3—4]. Cultural economy, creative econ-
omy», «creative industries» are part of these
terms, word conventions, with which various
international organizations and/or states de-
scribe the economic dimension of culture and
try to introduce a scientific/standardized defini-
tion of the issue. Some definitions combine all
of the above terms in the group «culture and
creative industries, although, according to
many, there are significant differences between
them [4]. A very important issue has been
raised in the scientific literature: creative indus-
tries are moving from subsidizing the arts to
being at the center of the digital economy and
intellectual property [5, Pp. 54-65].

In addition, for people interested in the is-
sue or researchers of the cultural sector, it is
important to have an in-depth understanding of
the conceptual foundations of the development
of the term, because at first, exactly the termi-
nological change was, on the one hand, the in-
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dicator that reflected the changes at the inter-
section of culture and economy, and on the oth-
er hand, the tool that was used to break the
framework of the traditional perception of cul-
ture and creativity.

At the same time, it should be noted that
the difference between terminologies or their
change throughout history should not be per-
ceived without analyzing each country, region
or period, because it is fully based on the con-
text of that period and place, the political agen-
da and important issues for society, this would
be the reaction of the left wing of the twentieth
century — to production, if for example under
the conditions of Labor local government, the
«Greater London Council» is an attempt of cul-
ture only «individual object of pleasure» is tak-
en out of the slot.

It can be said that the path of develop-
ment of the term from the culture industry to
the culture industry and finally to the creative
industry is a clear example of the struggle be-
tween the concepts of culture and economy. art
and culture have traditionally been perceived as
concepts at the opposite pole of capitalism, but
at the same time, both art and culture were a
kind of «product» that, over time, was more
subject to the laws of «capital».

Considering the change in the context of
public and political reality, the history of the
development of the economic dimension of cul-
ture can be divided into three main periods,
namely: periods of cultural industries, cultural
industries and creative industries. It is true that
today there are not three, but many different
terms, definitions and concepts about the cul-
ture/creative economy, however, the formation
of this terminology and the concept in general
combines the most key concepts of the cultural
economy [8, Pp. 23-25].

At the beginning of the 19th century, the
term «mass society» was coined to describe the
changes in modern society because of industri-
alization. in this reality, the old European socie-
ties, which underwent significant social, demo-
graphic, economic, political and cultural trans-
formation under the influence of the industrial
or French revolutions, recognized the existence
of previously «unseen» and «unknown» -—
«common» and «lower» social strata, as a re-
sult, «mass society» became the adjective for

all those societies, in which «masses» occupied
roles previously reserved for dominant classes
or social groups [1, Pp. 1-3]. It should be noted
that «mass» and «masses» were used mainly in
a negative context for this period. among them,
he described the non-rational, emotional, and
political life of active and widespread involve-
ment of marginalized groups (Baehr, 2006),
however, at the same time, the emergence of
«masses» was considered, in some cases, as a
possible path to the process of democratization
of society [1, p.4]. The «Orange Economy»
comprises a set of interconnected activities that
transform ideas into cultural products and ser-
vices defined by intellectual property. This cat-
egorization encompasses, on the one hand, ac-
tivities within the cultural economy and crea-
tive industries and, on the other, activities that
support the creative process [3].

The 21st century and the growing expan-
sion of the digital revolution have created a
good platform for the development of creative
industries. Definitions related to the creative
economy are increasingly reflected in the coun-
try's state policy — in the form of targeted poli-
cies or the creation of special structures. Many
studies have been conducted on the role and
importance of the creative economy, and many
international documents have been -created,
which show the growing trend of the sector's
commercial potential. At the same time, many
new terms were formed to describe the eco-
nomic dimensions of culture, and this process is
still ongoing.

In Georgia, the connection between cul-
ture and the economic dimension does not have
a long history. An active discussion of this be-
gan during the development of the long-term
state strategy for culture — «Culture Strategy
2028», which was led by the Ministry of Cul-
ture and Monument Protection of Georgia, with
the support of the European Union's Eastern
Partnership Culture and Creativity Program,
and the government of Ukraine. Out of the 8
strategic directions of the document approved
in 2016, the 6th — refers to creative industries.

Every year, business, cultural and scien-
tific ties between countries and regions become
increasingly intense. In this regard, the devel-
opment of the business tourism industry is a
condition for successful business and has a sig-
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nificant impact on the development of the na-
tional economy and its integration into the
world market. In modern conditions, business
tourism in many countries has been established
as a rapidly developing economic sector, which
ensures the inflow of foreign currency, the
creation of jobs, the increase in demand for var-
ious tourist products, the development of the
economy, science, education, culture and
health. international business tourism plays an
important role in raising the ranking of a given
country and city [2, Pp. 123-130].

In accordance with the growing prospects
of the cultural economy and the challenges of
the development of the market economy, the
long-term strategy of the National Service of
Statistics [19] and the long-term strategy of the
culture [17].

The aim of the paper. In today's rapidly
changing world, against the backdrop of global
transformation and deep fundamental changes,
it is necessary to take a new approach to eco-
nomic problems, analyze them in an interdisci-
plinary context, and search for complex solu-
tions. Therefore, the aim of this article is to
conduct an in-depth analysis of modern trends
in the cultural economy in Georgia to assess the
challenges and potential related to the devel-
opment of cultural tourism, to outline the per-
spectives and strategic recommendations neces-
sary for sustainable development. To achieve
the set goal, attention is paid to the following
specific tasks: conceptual analysis of modern
scientific literature related to the economy of
culture and quantitative assessment of the eco-
nomic indicators of cultural tourism and visitor
behavior in the country based on data from the
National Statistics Service of Georgia. The arti-
cle should answer the question: what are the
determinants and challenges of the economy of
cultural tourism in Georgia.

Materials and methods. Planning the
development of culture as a social sphere is
very important for the country. It is a necessary
tool for implementing cultural policy. In the
field of preserving, developing and spreading
culture, the process of adopting a cultural de-
velopment plan is a long, thoughtful and com-
plex process (Davituliani, 79). In economics,
phases of cultural development are distin-
guished in this direction. These phases are
analysis of the state of cultural life; definition

and adoption of the concept of cultural policy;
determination of opportunities for cultural de-
velopment, selection of development indicators,
development of a plan and determination of the
instrument for its implementation; assessment
of expected results during the planning period
[7, Pp. 76-77].

As mentioned above, there are different
methods and stages of planning in the entire
economy, including in the cultural sphere.
Therefore, program-targeted planning and cul-
tural development programs should become the
main form of planning, while at the previous
stage they were an addition to traditional plans.

In a market economy system, a macroe-
conomic indicative plan is created in several
countries, which is not mandatory for the firm,
it is of an indicative nature. Economic entities
develop a business plan, which is a tool for de-
veloping the strategy and tactics of a cultural
organization [23, p.36].

Cultural tourism includes all areas of
tourism related to the popularization of the na-
tion's history, culture, ethnography, material
and spiritual heritage. The cultural tourism pro-
gram is determined by two main aspects: 1. The
economics of cultural tourism (market research,
planning, analysis) and 2. Content (forms,
types, themes, travel routes and excursions for
cognitive trips). The competitiveness of the cul-
tural tourism tourist product — a cultural tour -
directly depends on the merits of the demon-
stration object and the surrounding infrastruc-
ture, which in most cases exists around monu-
ments, as the main demonstration object. Thus,
the development of cultural tourism in Georgia
should be planned to consider the historical and
architectural merits of historical monuments
and the infrastructure surrounding them.

According to the conclusion of interna-
tional tourism experts, made by the company
«Coopers & Liebrandt», cultural tourism occu-
pies one of the main places in terms of the de-
velopment of tourism types in Georgia. The
conclusion states that the market for cultural
tourism is growing, including international fes-
tivals and art exhibitions, which should be im-
plemented by tourism organizations in close
cooperation with the Ministry of Culture. Rev-
enues from tourism will then contribute to the
preservation of cultural heritage for future gen-
erations. A similar approach is needed for pro-
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tected areas and national parks, where areas
should be allocated for tourism: walking and
hiking trails. Transport must be upgraded for
the development of cultural tourism [8, Pp. 35—
45]. In recent years, along with societal chang-
es, the demands for cultural tourism have also
increased, which poses new challenges to mu-
seums, without which the full development of
tourism is unthinkable. On the contrary, the de-
velopment of cultural tourism contributes to the
prevention and presentation of cultural heritage
- it concentrates certain financial income for the
benefit of conservation, research, education,
and the development of local infrastructure [14,
Pp. 167-168].

The scientific literature discusses the
model of cultural financing in relation to the
state. One such model is the typology of Kh.
Chartrand and S. McCaffey. Its criterion is the
role of the state, determined by political tradi-
tions.

1. The state-supporter, when the state
stimulates the financing of culture through tax-
es.

2. The state patron, when the state financ-
es culture.

3. The state-architect, when the state in-
fluences culture.

4. The state-engineer, when the state fi-
nances culture for the education and aesthetic
upbringing of the population [23, p.69]. The
second model is the typology of E. Walziger,
D. Montias, A. Glagolev. Its criteria are the fi-
nancial sources of cultural organization. Ac-
cording to this typology, there are three types of
financing: Roman, German, American. In Ro-
man-type countries, half of the allocations are
received from the central government, in Ger-
man-type countries, 80—85% — from local gov-
ernments. In American-type countries, cultural
organizations are financed by the state only 5%,
and at the expense of private contributions —
35-40% [7, p.90].

In modern conditions, there are three
main ways of financing culture: market, budg-
etary and mixed. Each of these systems has its
positive and negative sides. Financing through
market means put satisfaction of the cultural
level of individual individuals at the forefront.
Financing through budgetary funds is designed
for large social groups. Market financing is
suitable for wealthy citizens, while budgetary

financing allows the less wealthy stratum to
satisfy their cultural needs [16, p.75].

The value of cultural values or services
has special differences, since value, as an eco-
nomic category, cannot adequately determine
the aesthetic and creative quality of cultural
values. In this regard, there is a need for a pub-
lic approach to the economic value of cultural
values and services. This i1s done, for example,
by selling cultural products at a price lower
than market value (taking into account benefits
for the producer and consumer of cultural val-
ues) or at a price higher than market value (us-
ing special taxes on low-quality products),
which is aimed at reducing the demand for
mass culture products and their proposals, of-
fers [10:97]. For the analysis of the challenges
and prospects of cultural heritage, three catego-
ries of methods can be used:

1. The dialectical method, which is the
basis of any cognitive process, regardless of the
field and nature of research. Basically, dialec-
tics explains the development of processes in
nature.

2. General methods used by most scienc-
es: analysis and synthesis, induction and deduc-
tion, generalization and abstraction.

3. Private methods, which are used only
in a specific field of study, and every specific
science has its own specific method. This is the
excursion method. The requirements for the
excursion method are as follows: to reveal the
internal connections between individual events
and objects: to determine the essential and most
important in the excursion objects and events
and to concentrate all the material around it. to
connect the material to be studied with previous
studies, existing knowledge and experience.
The excursion method has two principles:

1. Studying objects on the spot, according
to their location (logical principle) and

2. Showing them in motion (motor prin-
ciple). Thus, the excursion method is a method
of transferring knowledge, the basis of which
is: visibility, demonstration and narration, mo-
tority, that is, the movement of excursionists
along a pre-planned route according to the loca-
tion of objects to study them. Based on the
above, we can conclude the following: The ba-
sis of any excursion is the excursion method of
transferring knowledge to the audience;
Demonstration and narration — the main ele-
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ments of the excursion are Movement (motori-
ty) — is one of the signs of the excursion. In to-
tal, the excursion has six signs. The methodolo-
gy of conducting an excursion is a set of meth-
odological techniques, through which the effec-
tiveness of the excursion increases.

According to international experts, do-
mestic tourism, with its indicators, exceeds in-
ternational tourism (number of tourists) by
eight to ten times. Developed countries develop
both international and domestic tourism with
equal interest and thus become even richer.
Tourism includes both vacationers and people
traveling on business trips, so when developing
a tourism product, any of their interests, which
they can spend money on, are considered. The
living standards of people are increasing (ade-
quately to income growth) and, accordingly,
their opportunities to receive tourist offers and
services are increasing. According to the analy-
sis of the International Tourism Organization,
tourism, despite serious cataclysms, will main-
tain a growth rate of 4-4.5% per year, which
indicates that the number of international tour-
ists will reach 1 billion by 2010 and 1.6 billion
by 2020 (it is interesting that the forecast for
2000 — 659 million, was fulfilled with some
«excess» — 698.8 million). By this period, tour-
ism revenues will exceed 2 trillion. The number
of mainline tourists in the total flow will be 1/4,
and domestic tourism will develop rapidly in
almost all regions [9, Pp. 315-320].

Therefore, the integrative nature of Geor-
gia's regions determines the necessity of using
approaches developed in the field of economics
and, by combining them, defining a holistic
system of approaches that will create the oppor-
tunity to objectively solve the problems of re-
gional development related to the development
of cultural tourism [12, p.4]. Indicators of the
development of the cultural economy give us an
idea of the cost of the costs and resources at
which the economic effect was achieved. The
economic effect can be expressed in terms of
volume (quantitative) indicators and final (qual-
itative) indicators [18, Pp. 72-73]. This is de-
termined by the economic analysis of profit,
which can be carried out from the position of
describing economic reality and its characteris-
tic regularities, but it can also be done from the
position of developing recommendations on the
choice of decision option [24, p.188].

Modern tourism, which has turned into a
field of international information technologies
and processes based on the widespread intro-
duction of computer technology and automa-
tion, which has created completely different
perceptions of time and space with ultra-
modern means of transport and services, re-
sponds very subtly to the processes taking place
on Earth. Accordingly, new trends, movements
and economic analysis of profits are emerging
[15, Pp. 1-12].

The goal of the «Georgian Tourism Strat-
egy 2025» is to create a roadmap that will con-
tribute to the sustainable development of tour-
ism, increase revenues and enhance the im-
portance of the sector. The task of the Georgian
government is to develop and implement a plan
that will turn the rich natural and cultural re-
sources into a world-class tourism product and
an opportunity to receive unique impressions.
This will attract more high-paying tourists from
the European Union, North America, the Mid-
dle East and Asia. Strategy Development Pro-
cess The strategy development process, with
the involvement of the World Bank, took place
over a year.

The current situation in the tourism sector
in Georgia was analyzed in detail, including
various data and conducted studies. What
should the country achieve by 2025? Based on
studies, analysis and consultations, a vision was
developed together with the working group.
How can the country achieve the desired result?
Working meetings were held to develop the
document's strategic objectives and priority ac-
tivities. Measures that ensure the maximum re-
turn on state and private investments were iden-
tified and prioritized. To achieve the set goals,
it is necessary to offer travelers a high-quality,
diverse tourism product and the best impres-
sions, which, in turn, requires focusing on the
following aspects: Georgia's rich and unique
culture (music, dance, art, history, religion, the
abundance of cultural heritage sites of interna-
tional and local importance, three of which are
included in the UNESCO «World Heritage
List», and two — in the «Intangible Cultural
Heritage List»).

As a result of the consultations, the fol-
lowing guiding principles were identified for
the implementation of the strategy: Leading
role of the private sector — tourism should be
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developed based on market trends, industry
leadership and cooperation with the govern-
ment and civil society. Full involvement of the
state — successful development of the tourism
sector requires the involvement of state authori-
ties and municipal bodies, including coordina-
tion with immigration, education, infrastruc-
ture, public safety services and other agencies.
Table 1
Number and distribution types of museums and
museum-reserves in Georgia in 2025

Rank | Museum | Quantity | Percent

1 Memorial 104 39.8%
Museum

2 Local Lore 74 28.4%
Museum,

3 Art Muse- 23 8.8 %
um

4 Museum- 13 5.0%
Reserve

5 Literary 2 0.8%
Museum

6 Other 45 17.2 %

Source: National Statistical Service of
Georgia [6, Pp. 34].

Determining the priority of markets —
Georgia's tourism development and marketing
strategy should be oriented towards attracting
and serving target markets that will bring the
highest return on investment. Built sustainabil-
ity — the development process should consider
the concept of «National Geographic Society»
— «geo-tourismy. «Geo-tourismy» 1s a type of
travel that focuses on preserving and protecting
the geographical features of a destination, in-
cluding the local environment, aesthetics, cul-
tural heritage, and the well-being of the popula-
tion. The main perspectives were set: increasing
public and private investment in tourism; im-
proving the business environment to promote
an increase in the number of visits, foreign and
local investments; attracting visitors from high-
income markets through effective marketing
and information campaigns; Stimulating do-
mestic tourism; Increasing competitiveness by

offering world-class tourism services; Creating
a unique and authentic tourism offer using natu-
ral and cultural heritage resources; Respecting,
protecting and showcasing Georgia's natural
and cultural heritage; Expanding and improving
the scale of data collection and analysis, as well
as the assessment of sector development; Estab-
lishing partnerships between the state, tourism
industry representatives, organizations and lo-
cal populations to achieve the above objectives
(17, Pp. 1-19].

In 2025, the number of visitors to muse-
ums increased by 4.5 percent compared to the
previous year and amounted to 2.0 million peo-
ple. On average, there are 7.7 thousand visitors
per museum [6, p.6].

Conclusions. As the study has shown, the
fundamental principles of the cultural economy
are unchanged, however, the mechanisms of
their application and development prospects are
constantly changing, constantly subject to revi-
sion and updating in accordance with the dy-
namic development of the field and contempo-
rary economic challenges. Based on the above,
it is important to analyze scientific works pub-
lished in Georgia and, to the extent possible, in
foreign countries, to analyze the objective
changes and new trends in the cultural econo-
my, in particular, in the reality of our country,
in the 21% century, and to present a scientific
work based on all this.

State funding of the cultural sphere, im-
plementation of macroeconomic policy and
regulation of the economic environment are the
most important criteria for the typology of na-
tional models. The modern stage of the cultural
economy is characterized by such management
methods as regulation of worker behavior, eco-
nomic levers, administrative and moral-
psychological.

Globalization, as a general phenomenon,
is represented by modern technologies, tele-
communications and transport in cultural tour-
ism. In addition, it should be considered that
the development of commercial tourism facili-
ties and services, which will be provided by the
private sector, should take into account nation-
al, regional and local ecological and socio-
economic objectives. The study of contempo-
rary challenges and prospects of the cultural
economy is based on the unity of qualitative
and quantitative analysis, where priority is giv-
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en to qualitative assessments. Economic pro-
cesses in the field of culture should be studied
both in dynamics, that is, based on data on vari-
ability over a certain period of time, and in sta-
tistics, that is, according to the state of a certain
specific moment in time. It is also worth con-
sidering that special attention should be paid
and a trend should be established to preserve
the natural environment, historical sites and
cultural traditions, increase the awareness of the
region's population towards cultural tourism,
organize information bases, and increase the
number of visitors and tourists.

The global challenges in the cultural
economy are fully reflected in the development
of individual regions of the country. Any region
of Georgia is a unique complex of natural, labor
and other production factors, which has a spe-
cial location and is provided with modern
communication means. The development of a
methodology for determining optimization and
efficiency is the main direction of improving
the economic structure of Georgia. The stability
of foreign currency plays an important role in
the development of cultural tourism. The inflow
of foreign currency — one of the ways to
strengthen the local currency is through income
from tourism, which in turn regulates inflation-
ary processes, which determines the stability of
prices for products.
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MNEPCIIEKTUBU PO3BUTKY KYJIbTYPHOI EKOHOMIKU B I'PY3II
M. JK. Kobepiosze, npoghecop, I opiticbkuti oepacasnuii ynieepcumem (I py3is)

Metoau. JlocmipkeHHS HayKoOBOi CTaTTli 0a3yeTbCs Ha [IaJeKTHUYHOMY METOl, SIKUM
pO3MiIsiiae BCl €KOHOMIYHI SIBHIA $IK B3a€EMOIIOB'sI3aHI Ta B3aemosajexHi. Jns BHU3Ha4YeHHs
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EKOHOMIKA TA MIXHAPOHI EKOHOMIYHI BIIHOCHHH (3A CIIELIAJII3ALIEIO)

3aKOHOMIPHOCTEH PO3BUTKY KYJbTYPHOI €KOHOMIKHM OyJI0 BUKOPHUCTAHO METOAM CHUCTEMATUYHOIO
Ta CTATHUCTUYHOTO aHaji3y. 3a JOMOMOIOI0 KPUTHYHOTO aHadi3y Ta MOPIBHAIBHUX METOIIB OyJio
PO3IIISIHYTO HAayKOBY JITepaTrypy Ta €MIpUYHI JpKepena, L0 OTOYyHTh poOoTy. Buxonsum 3
MOTOYHOI cuTyalii, OyJo mpoBeeHO KaOiHETHE JOCTIKEHHS Ta 00pOOJIeHO NEPBUHHI Ta BTOPUHHI
JpKepesa Ha OCHOBI JaHuX HallioHaabHOT CTaTUCTUYHOT CITYKOU.

PesyabTaTn. JlOCHiDKEHHS BUSBHIO MEPCHEKTHBH Ta BHUKJIUKUA KYJIbTYPHOI E€KOHOMIKH.
KpearuBHi 1HAyCTpii: CTBOpEHHsI KiHO, Mefia, MW3ailHy Ta MHCTEITBA, CTBOPEHHS EKOHOMIYHOI
iHHOCTI Ta poOoumx Michb. KynbpTypHa cnammmuba: My3ei, iCTOpUYHI MaM'SITKU Ta TypU3M
30UIBIIYIOTh MiclieBl noxoau. Y ['py3ii KyJabTypHUH CEKTOP € BaJJOBUM BHYTPIIIHIM MPOAYKTOM
EKOHOMIKH, KM 0€3M0CepeHbO CIPHUSIE€ EKOHOMIYHOMY 3POCTAaHHIO KpaiHU. 3aifHATICTh CTBOPIOE
npodecii B KpeaTMBHOMY Ta TYPHUCTUYHOMY CeKTopax. PerioHanbHHMH PpO3BUTOK BIJIPOAXKYE
MicuieBUid Oi3HeC Ta TPUBAONIOE BIIBIAYBauiB, CTpATErisi pPO3BUTKY Typu3My Oa3yeTbcs Ha
BCECBITHbO BU3HAHMX MPHUHLMIIAX CTAJIOrO0 PO3BUTKY TYypHU3My. AHali3 PO3BUTKY KYyJBTYPHOI'O
TypusMy y 2025 poui mokaszaB, IIO KUIBKICTh BiJIBiAyBayiB My3eiB 3pocia Ha 4,5 BincoTka
MOPIBHSAHO 3 TOMEpeaHIM pokoM 1 ckiana 2,0 minbioHa oci6. B cepenmHboMy 10 OJIHOTO MYy3er0
MPUXOAUTH 7,7 THCSUI BiJIBITyBadiB.

HoBu3na. HoBusHa nossirae y BU3HAa4eHHI NMEPCIEKTUB Ta BUKJIMKIB PO3BUTKY KyJbTYpPHOI
eKOHOMIKM Ha Tpukiaai ['pysii, Ha OCHOBI SKHX pO3pOOJIEHO pEeKOMEHAAlii MIOAO TOAOIAHHS
BUKJIMKIB. BHCHOBKM Ta pekomeHpalii, OTpUMaHi B pe3yJdbTaTi JOCHIIKEHHS, JO03BOJSATH
MiABUIIUTH €(PEKTUBHICTD PO3BUTKY KYJIBTYpHOI €KOHOMIKM Ta MOKPAIIUTH COIiaJibHE CTAHOBUILE
HACEJICHHS.

IpakTuyna 3HaYymicTh. [IpakTHYHA 3HAYYIIICTH POOOTH MOJISATAE B TOMY, 110 BUCHOBKH Ta
peKoMeHallii, OTpuMaHi B pe3yJbTaTi JAOCHIKEHHs, MOXXYTh OyTH BUKOPHUCTaHI B CTPYKTYPHOMY
aHami3i abo MOJETIOBaHHI KyJIbTYpPHOI eKoHOMiku ['pysii, y BuOOpi crTparerii ynpaBiiHHS Ta y
MiIBUIIECHHI e(eKTUBHOCTI (PIHAHCOBOTO MEHEIKMEHTy. Pobora Oyne KOpUCHOIO ISl TUX, XTO
[IKaBUTHCS TOCIIKEHHSAM UTAaHb KyJbTYPHOI €KOHOMIKH JUISI HAYKOBOT pOOOTH.

Knwuosi cnoea: I'pysis, KylnbTypHa €KOHOMiKa, KYyJbTYpHUH Typu3M, IEpCIEKTUBH,
BUKJIMKH, MDKHAPOAHI IPUHIUIHN, YIPABIIHHS, €PEKTUBHICTD, 3alHATICTD, IJ100aI3a1lis.
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