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Background and Problem

Online art market is not a hot
topic for researcher

Small scale followers -> hard to
develop distribution model

What kind of arts
What is the optimize
price




Analysis of social media user by age

Analysis of type and price of
artwork online

Deduce target
consumers’ perference

Optimal price range
and product




Methodology

®16to 24
m251t0 34
m35to 44

55 1to 64

Aution price range of Hihey (Case study)

<5000¥%

Artists Auctions
catalogues

Artfact.com 500.000  2.000 USS$25-
US$1995.00

Artnet.com 182.000 500 €29.95-€2000.00
Artprice.com 405.00 2.900 €20.00-€538.2

Young and new collector Artrecord.com 11453 62 AUDS$28.00-

AUDS$135.00

Tal'get consumer of online gal[g Iy Artvalue.com Free-€99.00



Preliminary Result

Middle — low class art Affordable
Pricing range RMB <$30,000 |

Decorative art

Church in church‘~RMB 320 I ‘ e ~R&(§n;§g' |




Thank you for your time!
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