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TBOPYECTBO U OBLIIECTBO IIOTPEBJIEHUA
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Bgeoenue. 1lenpb cTaTbyl — MOKa3aTh YBOJIOLIMIO TBOPYECTBA B YCIOBHSX OOIIECTBA MOTPEOICHUS.

Memoout. CpaBHUTENBHO-UCTOPUIECKUN METO M THAICKTHKA.

OcHogHble udeu uccne008anus, pe3yibmamol u ux 0ocysicoeHue. TPaaUIIOHHO TBOPUESCTBO ACCOIMH-
PYETCsl ¢ TeM, YTO paHee COKphITasi OT HAIKX OPraHOB YYBCTB, B OINPEICICHHOM CMBICTIC CaKpaJlbHas, CYII-
HOCTh TBOPYECTBA HAYMHACT CAMOBH3YAIH3UPOBATHCS, OOpETaTh OCsI3aeMbIc (POPMBI Yepe3 akT COTBOPEHUSI
HEYTO HOBOTO, paHee He CYIIECTBOBABILIEro Mpoiaykra. Ha MpoTspKeHHH MHOTHX CTOJICTHH OOIICCTBEHHOE
MPECTABICHHE O TOM, UTO CIIEAYeT CIUTATh TBOPUECKHM, HE MOJIBEPrajoch CYIIECTBEHHBIM U3MEHEHHUSIM U
0Ka3aJioCh YCTOUYMBBIM K CMEHSIOIINM JPYT JPYra COLHAIBHO-TIOIUTHYSCKAM CHCTEMaM — TBOPYECTBO
TPAJUIOHHO OTOXKAECTBISIIOCH C CO3MAHMEM MPEKPACHOTO, KOTOPOE MODKHO OBLIO COOTBETCTBOBATH KPH-
TEpPHsIM TAPMOHHH U ICTETUKH.

Bo3sHnukiee B pesynbrare Impuxoja HeoanOepaan3Ma OOIIeCTBO MOTPEOICHHS IIPOBO3MIIACHIIO KYJIbT
MOCTOSIHHOTO OOHOBIICHHUS M aJIalTalliH, YTO MPHBEJIO K BO3ZHUKHOBEHHIO HOBOTO THIIA YEJIOBEKA — «ILIa-
cTHIIMHOBOTO YyenoBekay (1o b. 10, Karapnuikomy). Poct nHbOpMaIMOHHBIX TEXHOJIOTHIA, B CBOIO OYepe/ib,
YCKOPSIET 3KCIIAHCHIO KYJBTYpHOM craHaapTu3aiuu. [Iporcxosiiie n3MeHeHHS 3aTPOHY/IH XapaKkTep TBOP-
YECKOro Tpyna. DKOHOMHKE TPEOYIOTCS ykKe HE eIMHHYHBIC «KPEATHBBI», CO3/IAOIINE CBOM TCHHAJBHBIC
LIeIeBPhI [[EHOW OO0JEe3HEHHBIX, MOAYAC OECIUIOAHBIX, MOMBITOK HA MPOTSHKEHHH AOJTHX JIET; HAIPOTHUB,
MPOLIECC TMPOU3BOICTBA HOBBIX «IIPOAYKTOB C H00ABICHHOW TBOPYECKOW CTOMMOCTBIOY» JOJDKEH OBITh MaK-
CHMAaJIbHO CBEPHYT BO BPEMEHH U, 00Pa3HO BBIPAKASICh, TOCTABIICH HA TIOTOK.

3axnouenue. «IToUTMHHOE» TBOPYECTBO, KaK JEATENLHOCTD, HAIPABICHHAS HA CO3IaHIE HOBOTO IPO-
JIyKTa, KOTOPBIH, HOMUMO BCEro IPOYEro, I0DKEH 001a/laTh U ONPE/IeTICHHON 00wecmaeeHHot TIONIE3HOCTBIO,
MOCTENEHHO MOIMEHSCTCS «TBOPYECKHM CYppOraToM», IIellb KOTOPOTO CBOJUTCS K MaKCHMAIIbHOMY SIaTH-
POBaHHIO ITYOJIMKH, KaK MPABHIIO, Yepe3 ane/UTMPOBaHHe K € HU3MEHHBIM HHCTHHKTAM M BJICUCHHSAM, [IPU
9TOM OOLIECTBEHHAs MOJIC3HOCTh (KaK M MHas JApyras) OCTaéTcsl BHIHECEHHOW 3a CKOOKH MTOHHMAHHUS TBOPS-
LIETO.

TMocraBieHHOE Ha PENbChl KOMMEPIHATH3AIME TBOPYECTBO Bee Oosiee u Oojiee yTpadnBaeT CBOE HC-
THUHHOE MpeIHa3HaYeHHe, PEBPAIAsch U3 0COOOTO [apa B MPOLYKT MACCOBOTO MOTPEOICHHSI.

Knrouegvie cnosa: XpeaTHBHOCTD, 00IIECTBO MOTpeOIeHNs, (prsiaHc, HHHOPMAIIMOHHBIE TEXHOIOTHH.
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Introduction. The purpose of the article is to show the evolution of creativity in the consumer society.

Methods. Comparative-historical method and dialectics.

Results. Traditionally, creativity is associated with the fact that previously hidden from our senses, in a
sense sacral, essence of creativity begins to emerge, to become tangible by creating some new, previously
non-existent product. Over the centuries, the public perception of what should be considered creative has not
undergone significant changes and has proved to be resistant to successive socio-political systems — creativi-
ty has traditionally been identified with the creation of beauty, which should meet the criteria of harmony and
aesthetics.

The society of consumption that emerged as a result of neoliberalism proclaimed the cult of constant
renewal and adaptation, which led to the emergence of a new type of man — "plasticine man" (according to
B.Yu. Kagarlitsky). The growth of information technologies, in turn, accelerates the expansion of cultural
standardization. These changes have affected the nature of creative work. The economy does not need a sin-



gle "creator" who creates his masterpieces at the cost of painful, sometimes fruitless, attempts over long
years; on the contrary, the process of production of new "products with added creative value" should be max-
imally curtailed in time and, figuratively speaking, put on stream.

Conclusion. "Genuine" creativity, as an activity aimed at creating a new product, which, among other
things, should also have a certain social utility, is gradually replaced by a "creative surrogate", the purpose of
which is to shock the public by appealing to its primitive instincts and drives, while the public utility (as well
as other) is put beyond the scope of a creator.

Creativity having been heavily commercialized is increasingly losing its true purpose, turning from a
special gift into a product of mass consumption.
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