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Abstract. Over the past decade, the art auction market in China has developed
very rapidly, forcing dramatic changes in the scope of services and organizational
structures of auction companies, resulting in dramatic changes in the relationship
between employees, leaders, and stakeholders. When the art market is undergoing
drastic changes, how dowe view and discuss the needs and construction of the auc-
tioneer’s art auction leadership? This paper explores and describes auction lead-
ership in a multi-professional collaborative environment through communication
skills, listening and feedback, and the construction of communication networks. In
order to support the establishment of a more specific concept of art auction leader-
ship, this paper uses the case ofMr. Huang Zhou’s artwork auction to analyze. This
case is relatively typical in the whole art auction industry and can well illustrate
the importance of the art auction industry. In a multi-professional collaborative
environment, establishing leadership in art auction is the key to successfully influ-
encing leadership and other professional targeted research, which will drive the
market demand for the art auction industry and increase its professional influence
and visible future value.
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1 Introduction

China is a country with a long history, its art attainments in the world’s history of
civilization are also very high value, in the past decade, China’s art auction market has
developed very rapidly. The increasing share of the art trade, as well as the increasing
number of art auction companies across China, has forced dramatic changes in the
scope of service and organizational structure of auction companies, resulting in a change
in the relationship between employees, leaders, and stakeholders [1]. The function of
the auction company has changed from the original art auction sales, gradually into
a combination of an art gallery, exhibition planning company, and financial financing
company. Such a change in nature requires auction practitioners to have a high level of
knowledge and knowledge [2]. They should not only be familiar with Chinese art history
but also have the ability to curate exhibitions and financial knowledge. However, when
the art auction market and leadership skills are in high demand, the profession remains
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poorly visible to the general public, and while we see ourselves as “good auctioneers and
cultural researchers,” most people see us as simple brokers of buying and selling [2]. To
address thismisconception, it is necessary to elaborate on the auctioneer’smost important
role, that of precise guidance [3]. The current demand in this field is for auctioneers to
be able to lead multi-disciplinary teams to design a precise process for a successful
auction. For example, a successful auction process includes the process of collecting art
from collectors for auction, holding pre-auction exhibitions of art, investment consulting
services, holding live auctions, handing over auction items, transferring art into financial
products, etc. [4]. Ordinary sales are limited to short-term transactions. In the auction
process, only rich and powerful professional skills are not enough to support the whole
complicated and precise process, but also need effective and experienced art auction
leadership [4].

Auction leadership is the auctioneer’s use of their influence and communication skills
to guide the multi-professional team to take the best approach and decisions according
to the existing resources and capabilities to complete the entire auction process [5].
The purpose of this paper is to explore and describe auction leadership in a multi-
professional collaborative environment, through communication skills, listening and
feedback, and communication network building. At the same time, it introduces the
relationship between leadership style, communication skills, and employee and customer
satisfaction, and illustrates it through the auction case of artist Huang Zhou’s works.
Part of this paper will discuss the stakeholders directly involved in building art auction
leadership, such as professional appraisers, collectors, auctioneers, curators, and auction
practitioners themselves. In order to support the establishment of amore specific concept
of art auction leadership, the cases cited in this paper are frommy 10 years of experience
in the art auction industry. These cases are relatively typical in the entire art auction
industry and can well illustrate the importance of leadership in the art auction industry.
This case encourages other auction practitioners to share their leadership examples to
promote the development of the industry. Establishing leadership in art auctions is the
key to successfully influencing leadership and other professional targeted research in a
multi-professional collaborative environment, [5] whichwill drive themarket demand of
the art auction industry and enhance its professional influence and visible future value.

2 Auction Leadership in a Multi-professional Collaborative
Environment

Auction leadership in a multi-professional cooperation environment is to use influence
and coordination ability to accurately guide multi-professional teams in the design of the
auction process, auction strategy, and final decision based on authoritative opinions in the
context of authority in multiple professional areas [5]. Chinese art auction industry, from
the basic sale of auction products and a series of current including collection consulting
services, exhibition services, and art as financial products for lending and financing.
Based on the importance of each project specialty in the whole auction process, multi-
specialty cooperation will be formed and experts and authorities will participate in each
specialty. Such a multi-professional team forms a network of relationships, which are
not hierarchical, but in practice, it is challenging for auctioneers to use leadership to
coordinate multi-disciplinary authorities and experts.
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2.1 Listen to and Understand the Opinions of Each Profession, Build a Network
and Use Fluent Communication Skills

The key to art auction leadership is to listen to and understand the opinions of every pro-
fession, build a network and use fluent communication skills [5]. It is not easy to acquire
these skills, so leaders are required to master the knowledge of each profession, guide
and coordinate teammembers in the auction process, and form effective communication
[6]. Moreover, leaders are required to carry out continuous professional development to
deal with the unexpected situation of a single profession in the team.

Listening to and understanding the opinions of a multi-professional team is essential
to the success of leading a team [6]. Leaders go from listening to asking questions, which
is a process and ability. Leaders need to actively listen and present their perspective on
the problem and ask team members to analyze and tally other relevant information to
avoid misunderstanding the problem to ensure an accurate understanding of the problem
from multiple disciplines [7]. For example, for determining the initial auction price of
a work of art, the auctioneer first needs the evaluation team to evaluate his artistic value
and background. Secondly, the financial team needs to find out similar artworks and sales
prices in the market. According to this information, the auctioneer needs to put forward
any questions that may lead to price deviation, and finally make decisions based on
this information. Understanding complex issues requires listening patience and proper
problem analysis to parse out what is important to the event [8].

Establishing and developing a network of communications is very important for
multi-professional collaborative teams to promote successful art auction leadership [9].
In a multi-professional collaborative environment, team leadership requires understand-
ing how team members fit together in the context of an auction process. In the face of
authority and experts in professional teams, coordination and respect for team members
and their knowledge is the foundation of a good cooperative relationship [9]. For exam-
ple, appraisers believe that themost historic items should be placed first in the exhibition,
while curators believe that the most marketable items should be placed. To solve this
contradiction, auctioneers should establish communication channels in the early stage,
understand the needs of each profession, make the members of each profession interact,
determine the theme of the auction based on market value, and avoid such conflicts in
the later stage. Creative advice often happens early in a team, and building a network of
interpersonal communication is critical to successful leadership [10].

For auctioneers, communication with various professionals is the best chance to
complete the auction [11]. As the leader of a team, the auctioneer can get lost in many
details, such as could not date the artwork exactly; misjudging the price of artworks, etc.
The auctioneer’s preparation before an auction is to communicate fully with a multi-
professional team and share ideas [11]. In communication, only by condensing the
information of artworks and clients in the exhibition into key points can the auction
process be truly successful [12].

2.2 The Influence of Leadership Provides Direction for the Team

Auctioneers can use these capabilities to influence and direct the work of multi-
professional teams [13]. Influence is a part of leadership and a process. After establishing
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a network, it is very important to use influence to persuade the authority and experts in a
professional team to change a certain direction. The auctioneer should try to avoid ambi-
guity when proposing changes to the team. For example, the price of the auction items
should be determined according to the opinions of the multi-professional team [13]. The
auctioneer needs to collect the opinions of customers in the exhibition, modify the price
given by the evaluation team, and give a definite price opinion. When the expectations
of multi-expertise teams for accurate advice are not fulfilled, they will feel inadequate as
leaders and the team will lack cohesion [14]. Auctioneers should pay special attention to
not being too quick to reject a team’s internal suggestions, which need to be supported
by other data or historical empirical theories. Too fast negation will cause pessimism
and weaken the respect needed for constructive cooperation [15]. A leader with strong
leadership has a good understanding of risks in different directions, avoids limitations
in choices, and influences his team to choose the best design and decision within the
scope of feasibility [16]. However, when auctioneers focus too much on the risks of
changing the proposal, they may become so resistant or pessimistic that they overlook
the advantages of the new proposal. Leaders use influence to change the team to adopt
the best strategy. By listening to and understanding the work needs of each team, while
analyzing the information of the team and sharing their ideas, they will guide the team
to produce better research and convey a creative work attitude [16].

3 Art Auction Leadership Case Analysis: Huang Zhou’s Artwork
Auction Case

The concept of art auction leadership in different environments can be illustrated through
cases. The background information covered in the case, the problems arising, and the var-
ious elements of leadership involved in solving the problems show the role of leadership
in a unified manner.

3.1 Background

On December 2nd, 2013, at the Autumn auction of Poly In Beijing, a painting named
“Jubilant Grassland” byChinese artist HuangZhouwas sold at 112millionRMBafter 35
rounds of bidding. This work of art was given to Armand Hammer, a famous American
businessman, as a state gift by Chinese leader Deng Xiaoping in 1984. The Hammer
Foundation has been trying to sell “Jubilant Grassland” and has contacted auction houses
inmainlandChinawithout success, with some experts questioning its authenticity.When
the Poly staff approached the Hammer Foundation, they heard that the painting was
already in China, sitting in the Shanghai free trade zone, with plans to sell it to China for
$300,000, but failed to close the deal. In order to auction this work successfully in the
Chinese market, the team of Beijing Poly Auction Company persuaded The Hammer
Foundation to submit this work to Beijing Poly Auction, design a reasonable auction
process, and re-enter the Chinese auction market for auction.
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3.2 Explain the Crisis in the Event, and the Important Role of Art Auction
Leadership in the Crisis

Three problems that may lead to the crisis are analyzed from the case. Firstly, the
judgment of the authenticity of the paintings. If the fake works flow into the Chinese
market, it may lead to a crisis of confidence in the auction company. Secondly, the inflow
of paintings into the Chinese market at a low price will cause the price fluctuation of Mr.
Huang Zhou’s works, which will hurt the art market. Thirdly, the painting could not be
sold in China, resulting in the loss of valuable works of art to other countries. These three
problems are interrelated, not independent. These problems require the communication
team to form strategies and establish a communication network in the process of solving
them, to form opinions and make the best final decisions [17].

The leadership of auctioneers is reflected in the fact that they can accurately guide
the team to solve problems when events and crises occur [17]. In this case, the auctioneer
did not simply analyze the information, but guided the evaluation team to correctly solve
the problem of authenticity of the painting works, and compared the appraisal results
of other institutions to raise questions and solve problems. For example, through ink
and paper identification to determine the accurate time of the painting, compared with
Mr. Huang Zhou’s other works, to determine the painting skills. The open comparison
method demonstrates the individual leadership of the auctioneer [17]. This required the
auction leadership coordination evaluation team to compare multiple works in a short
period and ensure accuracy, and the results of the analysis were accepted by the Hammer
Foundation. Art auction leadership is critical to helping the team understand the best
course of action on a multitude of issues and identify the key data needed to address the
important issues [18].

Auctioneers can demonstrate leadership in art auctions by influencing strategy or
decision-making through leadership [18]. In this case, the auctioneer seized the oppor-
tunity to formulate a plan for the return of Huang Zhou’s valuable art paintings to the
Chinese market. After completion of the appraisal, the selection of the initial auction
price involves a series of decisions that are directly related to the significant financial
risk to the organization [19]. If the initial price is too high, the works will fail to be
auctioned, and the company will pay for publicity, organization, and other expenses. If
the initial price is too low, the commission of the company will be reduced and even the
auction price of Mr. Huang Zhou’s other works of art will be affected. In this state, art
auction leadership is demonstrated by influencing stakeholders throughout the business.
Influence the exhibition team to collect accurate information about intended customers
in the exhibition process, analyze customer assets, and then accurately guide the eval-
uation team to strategically analyze the price of Huang Zhou’s other works, establish
a communication network, share information, and accurately guide the financial team
to formulate the value-added analysis report of the painting in the next 5–10 years.
Finally, the media should be used to publicize and influence the intended customers to
generate investment desire. Develop a convincing starting price based on all information
collected and analyzed. In influential multi-professional decision analysis, the results
obtained from the evaluation of accumulated data meet the demands of all stakeholders,
from the general situation to the ideal result, fully demonstrating the powerful influence
and coordination ability of auction leadership [17].
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4 Construct the Future Value of Art Auction Leadership

Auctioneers with strong leadership in art auctions are scarce resources in the future
auction industry. Building leadership in art auctions is a necessary point to enhance the
competitiveness of auction organizations in the future, and also a necessary process to
reflect the future value of auctioneers [18]. The stakeholders most interested in building
the leadership of art auctions are the shareholders of the auction company, auctioneers,
appraisers, curators, financial experts, auction consignors, collectors, and so on. The
inclusion of art auction leadership by auction agencies in their programs is a way to
reflect the future value of building art auction leadership [16]. For example, Sotheby’s
has established the Sotheby’s Institute of Art as a way to train talented artists, appraisers,
curates, or, and auctioneers. Provide knowledgeof collaborative leadership to auctioneers
through study and training. Under the attention of multiple stakeholders, auctioneers
themselves must devote more energy and actively seek guidance from others to further
develop their leadership to realize their future value.

The construction of art auction leadership is realized through long-term experience
with colleagues in various professional fields at different levels, forming tacit team coop-
eration, and effective cross-professional communication, integrating multiple skills and
researching and formulating strategies and plans for auction projects. However, the con-
struction of art auction leadership depends on the enormous changes and reconstruction
of auction institutions in the auction market. On the other hand, art auction leadership
also affects the brand-building ability of auction institutions, financial product design,
integration of multiple professional teams, academic co-construction and capital colli-
sion of art history, incremental innovation, and provides many possibilities for the future
development of the art auction industry [15].

5 Conclusion

How do we view and discuss the demand and construction of auctioneer’s art auction
leadership when the art market changes dramatically? The first thing to resolve is a
precious and invisible paradox of the profession: an auctioneer is a person who can
accurately direct multiple teams and make decisions, not a salesman. Auctioneers need
to be able to lead art auctions and have the unique ability to effectively communicate with
multiple professional teams, increase cooperative relationships with other professionals,
and have a strong influence to accurately guide team collaboration and decision-making
[20]. Making art auction leadership part of the auctioneer’s training and development,
with a greater focus on auction leadership and the basic abilities to listen, understand,
network and communicate effectively, will facilitate successful multi-professional team
collaboration and enhance the visibility and future value of the profession. The auction
case of Huang Zhou’s artworks better illustrates the way that art auction leadership
solves problems and crises in the whole auction process, as well as the leadership role in
influencing team decision-making. Among them, the use of data and theoretical support,
accurate decision-making, and dispelling the pessimism of team members, is a strong
embodiment of the leadership of art auctions [19].
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Leadership in building art auctions will drive the value and visibility of the auction
industry. Its construction needs the emerging auction market environment, the recon-
struction of organizational structure, and the accumulated experience of time so that the
art auction leadership will become a scarce resource in the future, of course, auctioneers
with excellent leadership will also become scarce human resources [20]. At the same
time, auctioneers with excellent leadership will also create amazing future value for
their auction companies. In the future, art auction leadership will be illustrated by more
cases, and more and more organizations and institutions will attach importance to and
construct it.
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