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The purpose of the study is to identify the features of the cultural industries’ concept
formation and potential. The research methodology is based on a comprehensive approach.
The research applied general scientific and cultural methods, which promoted the detailed
reading of the “culture industries”, “creative economy”, and “cultural industries” concepts, in
particular, the method of structural and functional analysis, to consider their organisational
components; a systematic method that, by incorporating elements of interdisciplinary analysis,
has helped to determine the specificity of the development of creative industries as a holistic
phenomenon. The scientific novelty is that contemporary approaches to the study of cultural
industries have been considered; the results of foreign practice in cultural studies of cultural
(creative) industries are generalised. Conclusions. Thus, the publication of Chris Smith’s book,
Creative Britain, in 1998, was the catalyst for the transformation of the name from “cultural
industries” to “creative industries”, when the term “culture” was replaced by “creativity”. The
concept of “cultural industry”, which was associated with the arts rather than economic and
profit, was expanded to include the production of software and information content. At the
same time (1998), the concept of the creative industries came to an official definition, according
to which they are those which have a potential for wealth and job creation based on individual
creative initiatives, skill or talent. Thus, the cultural industry is an interdisciplinary, complex,
ambiguous and contradictory system that explains the existence in the research tradition, along
with the notion of “cultural industries”, alternative terms: “information industries”, “leisure
industries”, “the arts sectors”, “creative sectors”, “media industries”, “the arts sector of the
economy”, etc., and most often —“cultural industries” and “creative industries”. Whereas the
“creative industry” is based on the creative abilities of a person who, together with managers
and technologists, creates cultural goods and services.

Keywords: creative industries; culture; the arts; cultural revival; creative environment.

Introduction

Creating non-monetary value, contributing significantly to people-cen-
tred inclusive and sustainable development, the cultural and creative indus-
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tries (most scholars consider that the terms “cultural industries” and “cre-
ative industries” are more or less interchangeable) have become one of the
sectors that grow most actively in developed and developing countries, capi-
talising 2,250 billion US dollars and over 30 million jobs ( as of 2015) (CISAC,
2015, p. 5).

Accordingly, the study of the cultural industry’s potential is relevant for
unlocking and developing the general creative potential of society, improv-
ing the quality of life and providing resources to design the vision of the
future.

The analysis of research and publications has shown the considerable
interest of modern national scientists in the concept of cultural industries,
the specificity of which determines its study and analysis from the cultural,
economic and political perspectives. For example, I. Vakhovych and O. Chul
(2014) explore the theoretical backgrounds of the creative industries develop-
ment and suggest practical guidance for their regional development; N. Park-
homenko (2017) analyses the evaluation criteria for the creative industries
and development trends for the creative sectors of the economy; I. Skav-
ronska (2017) defines the role and importance of the creative industries for
Ukrainian economy; considerable attention to this issue was paid by L. Taniuk
and O. Butsenko (2004), A. Yevhrafova and N. Prokopenko (2018) and others.

The national experience in the study of the cultural industries differs sig-
nificantly from the experience of Western scholars in the much smaller num-
ber and depth of the works of the given subject. The theoretical and method-
ological backgrounds of the cultural industries in the Ukrainian scientific en-
vironment are being shaped, that it makes sense to turn to review the foreign
experience of the genesis of this type of social and cultural practice.

Purpose of the article

The purpose of the study is to reveal the features of the formation and
potential of the cultural industries in developed countries.

The research methodology is based on a comprehensive approach. The
general scientific and cultural methods are applied, which assisted to clarify
the concepts of “cultural industries”, “creative industries”, “art industries”
in particular, the method of structural and functional analysis, to consider
their organisational components; the systematic method that due to the in-
clusion of the elements of interdisciplinary analysis, has assisted to define
the specificity of the development of the creative industries as an overall
phenomenon.

The modern approaches to the study of the cultural industries in the world
practice are considered and the given sphere is comprehended as a compo-
nent of the process of preservation and development of cultural heritage in
modern society; the results of foreign practice in cultural studies of the crea-
tive industries are generalised; the social and cultural factors that cause the
formation and development of the cultural industries in the leading countries
of the world have been identified and analysed.
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Main research material

The idea that culture is a “driver and enabler of sustainable development”
that has a direct impact on human development, supplements its economic, so-
cial and ecological aspects, has obtained recognition in international programs.
In particular, The United Nations’ 2030 Agenda for Sustainable Development
states a strategy to eradicate poverty and promote sustainable development
that emphasises global citizenship, cultural diversity and intercultural dia-
logue. The new European Consensus on Development commits the European
Union to stimulate the cultural and creative industries to promote sustainable
development by designing new technologies for interaction with the private
sector. The EU strategy for international cultural relations aims at the support
of culture as a driving force for sustainable social and economic development
and intercultural dialogue. The “roadmap” of the cultural and creative sectors,
stated in the UNESCO Convention on the Protection and Promotion of the Di-
versity of Cultural Expressions, has inspired the formation of a new European
Agenda for Culture.

M. Giovinazzo emphasises that the cultural sectors cover all activities that
are based on cultural values and/or artistic and other creative expressions, re-
gardless of whether they are market-oriented, type of structure and financing.
The researcher claims that they cover the overall chain of value creation, that
is, the development, production, distribution and preservation of goods and
services that embody cultural, artistic or other creative expressions, as well as
educational and management functions (Giovinazzo & Williams, 2019, p. 3).

The foreign researchers, including D. O’Connor (2007), emphasise that it
took humanity more than fifty years to transform the concept of “culture indus-
tries” into “cultural industries” and, through “cultural industry” into “creative
industries”. Unlike this given relatively long conceptual evolutionary history,
the creative industries have received global popularisation over fifteen years.

According to D. Hesmondhalgh (2014), the nature of cultural industries is
multidisciplinary, complex, ambiguous and contradictory, which explains the
presence of alternative terms in the research tradition along with the concept
of “cultural industries” — “information industries”, “leisure industries”, “the arts
sectors”, “creative sectors”, “media industries”, “the arts sectors of the econo-
my”, etc., and most often —“cultural industries” and “creative industries” (p. 17).

The catalyst for the transformation of the name from “cultural industries”
to “creative industries” was the publication of the book “Creative Britain” in
1998 by C. Smith, Minister of Culture of Great Britain. The modern research-
ers consider some advantages of pragmatic character in this fact. For example,
A. Veinmeister refers to them:

— the replacement of the concept of “culture” in official documents, which
was associated primarily with classical art, not with economic and profit;

— expanding the volume of the concept that allowed to include design,
production of software and information content in addition to dance, fine arts
and kinds of craft activities into the cultural industries (Veinmeister & Ivanova,
2017, p. 41).
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The UK Government Department for Digital, Culture, Media and Sport has
defined the creative industries as “those industries that have their origin in
individual creativity, skill and talent, and which have a potential for wealth and
job creation through the generation and exploitation of intellectual property”.
UNESCO has defined the creative industries as industries that aim to “the cre-
ation, production and commercialization of creative contents which are intan-
gible and cultural in nature. The contents are typically protected by copyright
and they can take the form of a good or service” (UNESCO, n.d.).

The modern understanding of the creative industries is based on the prin-
ciples of the creative economy and reflects a comprehensive approach to the
development and interaction of the arts, media, cultural heritage and services
sectors (UNCTAD, 2008).

It is a well-known fact that the concept of the creative (cultural) industries
received its theoretical formulation at the end of the 20th century - the official
definition of this concept was formed in 1998. According to the modern scien-
tific space, the creative industries are defined as “those industries that have
their origin in individual creativity, skill and talent, and which have a potential
for wealth and job creation through the generation and exploitation of intellec-
tual property” (Fedotova, 2013, p. 22).

The majority of researchers include in the concept of “cultural industries”
such sectors as design, fashion, advertising, architecture, decorative arts and
crafts, museums and cultural tourism, film and video industry, multimedia and
computer games, music and sound recording, performing arts and entertain-
ment, visual arts, literature, publishing, etc. N. Fedotova (2013) emphasises the
creation and realisation of a creative product (book, film, design project, etc.)
as the main task of the creative industries, which is caused by their being at the
intersection between culture, creativity and commerce (p. 22).

According to M. Matetskaia’s (2011), opinion, the innovative processes relat-
ed to the growth of creative industries are closely intertwined with the concept
of “creativity” (creative potential), which is defined at the modern stage as the
process of generation of ideas, their development and transformation into val-
ues, and includes qualities, which a person usually associates with innovation,
entrepreneurship and the art of the birth of new ideas from their emergence to
the stage of realisation in values. Accordingly, the creative industries involve the
realisation of a creative and intellectual resource in a “creative product” (p. 199).

The creative industries are based on the creative abilities of a person who
creates cultural goods and services together with managers and technologists —
works of the creative industry become part of the musical atmosphere in a gal-
lery or a salon, interior; consumables, passion and experience of a large number
of people; the very possibility of going beyond creativity (in the process of re-
alisation of creative skill, a work manifests itself as a result of creativity, which
is most often available directly at the moment of performance or intended for
viewing by a small audience) for the sake of creativity generates the effect of
the cultural industry.

Being in the mainstream of the mass culture, the creative industries influ-
ence on the expansion of the boundaries of professional and folk art, embod-
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ying the most progressive models of production techniques, they make elitist
serial and give individual features to the mass product.

According to O. Zelentsova (2008), the creative industries are a synthet-
ic phenomenon that has combined economics, culture and social policy, that
is, they have three types of contradictory activities, in particular free search
for artists, focused on high spiritual, aesthetic and human values; a pragmatic
business initiative focused on the value of personal and corporate profit; state
and regional governance oriented on the values of strengthening and develop-
ment of the nation, country and territory (p. 3).

Taking into account the speed of development of innovative technologies
and the emergence of a variety of creative products, which influence signifi-
cantly on the definition of industries that are included into the concept of “cre-
ative industries”, researchers pay their attention to the lack of expediency of
their approved single list. The characteristic features of the creative industry
include:

— reproduction of cultural technologies and products (as a defining feature);
application of knowledge as the main means of production;

— unpredictable nature of the consumer value of cultural products;

— awide range of fields of use and interdisciplinary;

— the spread of creative freelance (this is the activities of people of the
creative professions, such as actors, directors, scriptwriters, journalists, pho-
tographers, etc., regardless of the official employers);

— the orientation of the industry mainly on local production and con-
sumption, that is concerned with national cultural identity (limited interna-
tionalisation);

— interaction of three types of activity — the creation of cultural values,
profit gain and formation of management structure;

— the complex nature of the results of the activities of cultural industries,
which is manifested in a combination of production and observation, the blur-
ring of the boundaries of classical art;

— consumption as a cultural product not of goods but services;

— the satisfaction of existent need and formation of new demands, forms
and styles of consumption at the same time;

— intellectual component and a creative start in the process of sublima-
tion of cultural and business practices;

— minor impact on the ecological state of the territory in comparison
with classical industries (for example, energy and heavy industry) (Veinmeister
& Ivanova, 2017, pp. 43-44).

One of the most popular ideas among contemporary foreign researchers is
the positioning of the region as the main organizational matrix for the combi-
nation of people and jobs. Economist and philosopher R. Florida (2007) iden-
tified the important process of territorial development employing creation of
a creative environment as a sphere for the life and prosperity of creative people
(the region attracts investment through the sphere of culture) on world histo-
ry examples. According to the researcher’s opinion, professionals and the spe-
cial class, which he defines as “creative”, form a creative environment, attract
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investments, contributions, tourists, colleagues, etc., that ensure the gradual
growth of small territories (p. 32).

Thus, cultural infrastructure is a catalyst for urban development. For ex-
ample, construction of a museum allows participating in major urban develop-
ment projects and develop a new “urban brand” in the field of culture and cre-
ativity. Such projects increase the attractiveness of the city to tourists, talents
and highly skilled workers. For example, the city of Bilbao (Basque Country,
Spain) is now considered as an icon of cultural revival — the construction of the
Guggenheim Museum has contributed to the creation of more than 1,000 jobs,
and the number of visits by tourists has increased eightfold. No less important
is that the cultural industry makes cities more attractive for living, providing
centres and many activities, around which the local population creates a local
identity and satisfy their own cultural needs.

R.Florida emphasises the importance of the creation of cultural conditions,
centres of creative activity for the development of a specific place, which, after
all, become a favourable creative environment for living in it of the so-called
“creative class”, which is inherent to generate changes. Thus, the place with
a well-developed cultural and leisure sector and a creative climate in which
a person can express his ideas and implement them become a decisive factor in
the process of the region development (Florida, 2007).

Now the creative industries are a popular worldwide practice of integration
of cultural resources into the commercial environment - there occurs the syn-
thesis of cultural works with entrepreneurship, the transformation of aesthetic
categories into a market product.

N. Fedotova (2013) states that creative industries exist institutionally as small
enterprises, micro-enterprises, communities, small and medium-sized business
units, that produce creative goods and services. The researcher considers the
cultural and political and economic conditions that are created by a region or
a state, the interest of commercial structures, the presence of a certain number
of carriers of creative ideas, as well as platforms for creativity and interaction, as
a favourable context for the structuring of the creative industries (p. 22).

Conclusions

Thus, the catalyst for the transformation of the name from “cultural indus-
tries” to “creative industries” was the publication of the book “Creative Britain”
by C. Smith, Minister of Culture of Great Britain in 1998, when the replacement
of the term “culture” for “creativity” in official documents occurred. The con-
cept of “cultural industry”, which was associated with classical art rather than
economic and profit, was expanded and included the production of software
and information content. At the same time (1998), the concept of the creative
(cultural) industries came to an official definition, according to which they are
those which have a potential for wealth and job creation based on individual
creative initiatives, skill or talent.

It is a quite complicated task to define the concept of “creative industry”,
which implements the creative and intellectual resource into “creative product”.
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Thus, the cultural industry is an interdisciplinary, complex, ambiguous and
contradictory system that explains the presence of alternative terms in the re-
search tradition along with the concept of “cultural industries” — “information
industries”, “leisure industries”, “the arts sectors”, “creative sectors”, “media
industries”, “the arts sectors of the economy”, etc., and most often — “cultural
industries” and ”creative industries”. Whereas, the “creative industry” is based
on the creative abilities of a person who creates cultural goods and services
together with managers and technologists.

The study of the creative industries opens further prospects for theoreti-
cal and applied researches in the field of contemporary cultural process. The
research of the phenomenon of the creative industries and the mechanisms
involved in the process of their formation and implementation will facilitate
the establishment of intercultural and international dialogue.
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KYJIBTYPHI IHIYCTPII IK METO/J, CAMOBHPAJKEHHS
Slupko KaTepuHa BitaniiBHa

Acnipanmka,

ORCID: 0000-0002-9096-879X, yazko-katja@ukr.net,
Kuiscokutl HayioHanvHUll yHigepcumem KyJa1emypu i Mucmeyms,
Kuis, Ykpaina

MeTor0 [OOCTIIKEHHSI € BUSBJIEHHS OCOOMMBOCTEN (OpMyBaHHS Ta IOTEHIiaTy
MOHSITTS KyIbTYPHUX iHIYCTPiit. MeTomooTist JOCTiIKeHHsT 6a3y€ThCSI HA KOMIUIEKCHOMY
migxofni. 3acTOCOBAHO 3arajJbHOHAYKOBI Ta Ky/JbTYPOJOTiYHI METOAM, IO IOCHIPUSIIN
YTOYHEHHIO TOHSITh «KYJAbTYPHi iHIYCTpii», «KpeaTMBHi iHAYCTpii», «TBOpYi iHIYCTpii»,
30KpeMa, MeTOJ, CTPYKTYPHO-(QYHKIIiIOHAJIbHOTO aHaJIi3y, AJIs1 PO3IVISIAY iX OpraHisaliiiHux
CKJIaJJOBMX; CUCTEMHUIL METO/I, LII0 3aBASIKM BKJIIOUEHHIO e/IeMEeHTIB MiKIUCIUILIIHAPDHOTO
aHaJi3y TMOCHpPUSIB BU3HAUEHHIO crenudiku PpO3BUTKY KpeaTUBHUX iHAYCTpPii sK
uinicHoro eHomeHny. HaykoBa HOBM3HA IOJIATAE Y TOMY, 1[0 PO3TISHYTO Cy4YacHi miaxoau
10 BMBUEHHSI KYJAbTYPHUX iHIYCTPiii; y3araJbHEHO De3yabTaTU 3apyOiKHOI MpPaKTUKU
B KyJIbTYPOJIOTiYHOMY AOCTiI)KeHHi KyIbTYPHUX (KpeaTUBHUX) iHAyCTpilt. BucHoBKM. OTXe,
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KaTaiizaTopoM TpaHchopMallii Ha3BU 3 «KyJAbTYPHUX iHIYCTPili» HA «<KPeaTUBHI iHAyCTpii»
crasio BupaHHs y 1998 p. K. Cmitom Kuury «KpeatuBHa BpyTaHisi», Koay BimOy/1ocst 3aMillleHHS
TIOHSITTS «Ky/JbTYpa» Ha «<KpeaTUBHiCTb». [IOHSTTS «KyJIbTypHA iHAYCTPisi», 110 ACOLIiF0BAIOCS
3 KJIAaCMYHVM MUCTELITBOM, & He 3 EKOHOMIKOI0 i TPMOYTKOM, 6Y/10 PO3LIMPEHO Ta BKITIOUMIIO
BUPOOHUIITBO ITPOrPaMHOTO 3abe3neueHHs i iHdopmatiiiHoro KoHTeHTy. Tozi sk (1998 p.)
KOHIIEMIIis KpeaTMBHUX iHAYCTPiii Habyna odilifiHOro BU3HAUEHHSI, BiITOBIAHO 10 SIKOTO
1le OisSIbHICTb, IIO0 Hece B cOOi ITOTEHIIiaJl CTBOPEHHSI HOZATKOBOI BapTOCTi Ta poboumx
MiCIlb, B OCHOBIi SIKOi JieXXaTh iHOVMBiZya/JbHMII TBOPUMII ITOYATOK, HABMYKM abO TajaHT.
TakuM UMHOM, KyJIbTYpHA iHIYCTPisl — 1€ MiKAMCIUIUTIHAPHA, CKIaJHa, HeOAHO3HAUHA
Ta cylepewinBa CUCTeMa, IO MOSICHIOE HASIBHICTb Y MOCHIAHULBKIM Tpaguilii, mopsm, i3
MOHSITTSM «KYJIbTYPHi iHOYCTpii», aJlbTepHATUBHUX TEPMIiHIB: «iHbOpMaIiliHi iHIyCTPii»,
«iHAYCTpii [O3BI/IISI», «TBOPYUi CEKTOPU», «KpeaTUBHI ramnysi», «MeJiiiHi iHAyCTpii», «TBOPUi
chepu eKOHOMiKM» Ta iH., @ HailyacTille — «KpeaTUBHi iHOycTpii» Ta «TBOpuYi iHOyCTpii».
Topi sIK «KpeaTUBHA iHAYCTPis» 6a3y€ThCSI HA TBOPUMX 3IiOHOCTSIX JTIOIMHY, SIKA PA30M i3
MeHeJlkepaMy Ta TEXHOJIOTaMM CTBOPIOE KyJAbTYPHI TOBapy Ta MOCIYTH.

Knrwouosi cnosa: KpeaTUBHi iHIYCTPii; KyJAbTypa; TBOPUICTb; KYJIbTYpHE BilpOIKEHHS;
KpeaTMBHE CepeloBUIIIE.

KVJIBTYPHBIE NHAYCTPUU KAK METOI CAMOBBIPAJKEHV S
Sfuko ExatepuHa ButanbeBHa

Acnupanmka,

ORCID: 0000-0002-9096-879X, yazko-katja@ukr.net,
Kuesckuti HayuoHansHolli yHUBEpcUmem KyJavmypsl U UCKyccma,
Kues, Ykpauna

Llenbl0  MCCIEOOBAHMSI  SIBJISIETCSI  BBIIBIEHME OCOOEHHOCTel  (HopMMUpPOBaHUS
Y TIOTEHIIMaja MOHSTHUSI KYJIbTYPHBIX MHAYCTpUii. MeTOmoMIorus UccieqoBaHus 6a3upyeTcst
Ha KOMIUIEKCHOM ITomxope. IIpyMeHeHbl 0OIeHayuHble ¥ KYIbTYPOJIOIMYECKMEe METOMbI,
KOTOpbI€ CIIOCOOCTBOBAIM YTOUHEHMIO TTOHSTUI «KYIbTYPHbIE MHIYCTPUN», «KpeaTUBHAs
9KOHOMMKA», «TBOPUECKIE UHIYCTPUM», B YACTHOCTY, METOJ CTPYKTYPHO-(YHKIMOHAIBHOTO
aHa/aM3a IS pacCMOTPEHMS] UMX OpPraHM3alMMOHHBIX COCTABJSIONIMX; CUCTEMHBIV METO[,
KOTOPBIii 61arogapsi BKIIOUEHNIO 3JIEMEHTOB MEXIVCIUIUIMHAPHOIO aHaIM3a CONeiiCTBOBa
ompeneeHNIo CrieuuGUKM pa3BUTUSI KPeaTUBHbBIX MHIAYCTPUI Kak IeJI0CTHOTO (heHOMeHa.
HayyHasi HOBM3HA 3akjOyaeTcss B TOM, YTO pPacCMOTPEHbl COBpEMEHHbBbIE TTOAXOIbI
K M3YYEHMIO KYJIbTYPHBIX MHIYCTPUI; 06OOIIEHBI pe3yiIbTaThl 3apyOeskKHON IMPaKTUKU
B KY/JIbTYPOJOTMYECKOM MUCCAeJOBAaHMUM KYJAbTYPHBIX (KpPEaTMBHbBIX) MHAYCTPUIA. BbIBOIBI.
WTak, KaTajaus3aTOpoM TpaHchopMaluy Has3sBaHMUSI C <«KYIbTYPHBIX MHIYCTPUil» Ha
«KpeaTuBHasi 3KOHOMMKa» cTano usgaHue B 1998 romy K. Cmurom kuuru «KpeatusHas
bputanus», Korga NpoOM3O0NUIO 3aMelleHMe TOHSTUSI «KyJbTypa» Ha «KPeaTUBHOCTb».
[ToHsITHE «KYNIBTYpHAsI MHAYCTPUSI», aCCOLUMUPYIOIEecs: C KIacCUMUYeCKUM MCKYCCTBOM, a He
C 93KOHOMMKOJ1 ¥ TIPUOBLIBIO, OBLIO PACIIVMPEHO Y BKIOUMIIO IIPOU3BOICTBO IIPOrPAMMHOIO
obecrieueHus ¥ MHPOPMAIMOHHOIO KOHTeHTa. Toraa ske (B 1998 I.) KOHIIeMIMs KpeaTUBHbIX
VHIYCTPUIT MOMyuYnia opUIMaabHOE ONpeaeieHe, CIIACHO KOTOPOMY 3TO IeSITeTbHOCTbD,
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Hecymass B cebe TOTEHIMAA CO3[IaHMSI TOTIOTHUTENbHON CTOMMOCTM U paboumx MecCT,
B OCHOBE KOTOPOIi JIeXKaT MHANBUTYaTbHOE TBOPUECKOE HAYa/I0, HABBIKY MJIU TaJIAHT. TakuM
06pa3oM, Ky/lIbTypHasi MHIYCTPUSI — 3TO MEKAVCUMUIUIMHAPHAS, CJIOKHASI, HEOTHO3HAYHASsI
M TPOTUBOPEUYMBAS CHUCTEMAa, KOTOpas OObBSICHSIET HaauuuMe B UCCIeI0BATETbCKOM
TpaguULIVY, HAPSIAY C IOHSITUEM «KYJIbTYPHbIE MHIYCTPUM», aIbT€PHATUBHBIX TEPMUHOB:
«MH(MOPMAaLIVIOHHBIE MHIYCTPUN», KUHIYCTPUY IOCYTa», KTBOPUYECKIE CEKTOPA», KKPeaTUBHbIE
OTpacin», «<MeIqUiiHble MHAYCTPUU», «TBOpPUECKUE Chepbl SIKOHOMUKW» U JP., & Yallle BCEro
«KpeaTMBHAsI 5KOHOMUKA» U «TBOPUECKME MHIYCTpUM». TOTIa Kak «<KpeaTuBHAsT UHITYCTPUSI»
6a3MpyeTcsl Ha TBOPYECKMX CITOCOOHOCTSIX UeJI0BeKa, KOTOPBII BMeCTe ¢ MeHeKepamu
U TEXHOJIOTAMM CO3/IaeT KY/IbTYPHbIE TOBAPbI U YCIYTU.

Kntouesvle cnosa: KpeaTBHBIE WHAYCTPUU; KyJIbTypa; TBOPYECTBO; KY/IbTYPHOE
BO3POXKEeHME; KpeaTuBHasl Cpefa.
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