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CULTURAL SPACE OF CREATIVE INDUSTRIES

Abstract.The purpose of the work is to justify scientific
approaches to defining the essence of creative industries,
identifying ways of their functioning, and outlining specific
ways of development in the context of the television and film
industry. The author reveals the specified topic, relying on the
legislation of Ukraine and scientific works of Ukrainian and
foreign researchers. The researcher emphasizes that today’s
creative industries provide a chance to realize the intellectual
potential of the individual, to reveal creative talents and to have
a powerful influence on the cultural and artistic processes in the
modern globalized world. It is shown that creative industries
appeared in the economy and culture of Ukraine at the end of the
20th and the beginning of the 21st century and began to develop
quite quickly. This phenomenon is explained by the fact that the
foundation of creative industries is intellectual and creative
capital. This factor contributed to the interest in the development
of creative industries in the Ukrainian society, which had a high
level of unemployment. The focus of creative industries on small
businesses contributed to their rapid development in Ukraine.
The high level of interest of television in the development of
creative industries through the creation of intellectual shows and
quizzes for different age categories and with different topics is
shown. The phenomenon of modern television as a perfect
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communication system of culture, which has a wide audience, is
analyzed. It was determined that television production of such
entertainment products as intellectual shows, quizzes and
quizzes gives participants and viewers the opportunity to win
various prizes, including monetary prizes. It is clarified how
participation and victory in intellectual games has a positive
effect on the further fate of the heroes of television projects. The
specifics of promoting creative industries by means of
cinematography are covered. It is indicated that the production
of a film related to the popularization of intellectual games gave
an opportunity to enrich not only the producers of the film, but
also the performers.

The researcher used an interdisciplinary approach in
revealing the topic. During the research, historical and cultural,
generalizing and systemic methods were applied. This made it
possible to highlight the essence of creative industries and
consider their functioning in the context of the television and
film industries. The author established that the development of
creative industries in Ukraine requires state protectionism,
consistent adaptation of foreign experience, in particular, in the
field of production and distribution of screen products.

Key words: culture, creative industries, directing,
creative product, cinematography, television, intellectual games,
quizzes, creative potential.

Introduction. In today’s globalized world, a special
place belongs to creative industries. Today, the problem, at least
in Ukraine, of defining the essence of creative industries, their
ways of functioning and specific development paths is extremely
important. Recently, our country successfully entered the
promising program “Creative Europe”. This gives new and
profitable vectors of development both in the field of economy
and in the field of culture and art. In our opinion, the
development of creative industries in the field of cultural and
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artistic space, in which cultural, creative and creative industries
should freely coexist, is particularly important.

Problem statement. Modern creative industries are both
an environment and a specific type of economic activity, its
specific segment. This segment is “based on intangible assets
that are difficult to measure, predict, and evaluate™ [1]. Article 1
of the Law of Ukraine “On Culture” states that the purpose of
creative industries is “the creation of added value and jobs
through cultural (artistic) and/or creative expression”, in
particular the production of the “creative product” itself — such
goods and services, which are “created/provided as a result of
cultural (artistic) and/or creative expression and have a high
added value” [12].

We believe that today’s creative industries can provide a
chance to realize the creative abilities of artists, implement
creative projects and actively influence cultural processes in
modern society. This fact proves the relevance of our research,
which is related to the study and definition of scientific
approaches to the controversial concept of “creative industries”.

Analysis of recent research and publications. The
works of the following foreign and domestic scientists are
devoted to the problems of studying the concept of “creative
industries”, its content and forms: O. Doroshenko,
T. Galakhova, D. Hartley, D. Hawkins, A. Kholodnytska,
T. Kovaleva, P. Kuk, Ya. Levytska, O. Melnychuk,
N. Podolchak, M. Proskurina, 1. Turskyi, I. Vakhovich,
O. Zasyadvovk, and others.

M. Proskurina in the article “Creative industries as an
environment of economic activity” writes that “the question of
defining the essence of the creative industry today, in the context
of Ukraine’s signing of the agreement on joining the Creative
Europe program, has become not only relevant, but even hot”
[10, p. 242]. T.Kovalyova believes that the analysis of the
essence of creative industries should be carried out taking into
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account all aspects of the connections between culture, art and
business. The author points out that “creative industries include
television and radio, theater and cinema, music and print
publications, advertising and computer games, architecture and
design, fashion and cultural tourism” [4, p. 40]. In the article
“Cultural and creative industries in the development of society's
culture”, the researcher writes that the final definition of the
concept “creative industries” has not yet been formed in modern
science. Avtot adds that the creative industries include
“activities of an applied nature, which are related to the creation
of objects and products (craft, design, media, television and
cinema)” [4, p. 40].

N. Podolchak and Ya. Levytska in the article “Concept
and structure of creative industries in state administration” add
interactive leisure and software to the above list of creative
industries; performing and performative arts; software and
computer services [7]. O. Zasyadvovk in the article “Cultural
creativity of event practitioners in the context of the
development of creative industries” expresses the conviction
that “creative industries are the result of the interaction of the
creative class with the social environment, economy,
management, the sphere of cultural, artistic, leisure, etc.” [13,
p- 39].

In our opinion, the growth of scientific interest in
creative industries in Ukraine indicates the need to “study
international experience and the possibilities of its
implementation in domestic practice” [3, p. 152], in particular,
by means of television and cinematography.

The purpose of the article. Determination of scientific
approaches to the study of creative industries in Ukraine through
the analysis of the production of a cultural and artistic product
by means of screen arts.
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Presentation of the main research material. It is known
that creative industries began to enter the economy and culture
of Ukraine at the turn of the 20" century and the beginning of
the 21% century. Creative industries are based on “creative and
intellectual capital” [2, p. 9]. They are specific activities based
on intelligence and knowledge. This activity, in particular, is
aimed at the field of art, but it is not localized only in it. In
addition, creative activity is aimed at obtaining “profit from
trade and intellectual property rights; tangible products and
intangible intellectual or artistic services with creative content
and economic value” [2, p. 10].

At the legislative level in Ukraine, the definition of the
term “creative industries” was recorded only in 2018. This fact
did not prevent the active development of this segment of the
economy and culture in our country. We would like to make an
assumption that in Ukraine (at the beginning of the 20" century)
creative industries began to actively develop because they
contributed to reducing the number of unemployed people in the
post-Soviet society. Creative industries contributed to the self-
employment of the population. The key value of creative
industries has become author's ideas and initiatives that were
able to bring income and ensure a decent standard of living. So,
for example, “green tourism” made it possible for the rural
population of Ukraine to live well.

At the beginning of the 20" century, creative industries
in Ukraine were mainly aimed not at large, but at small
businesses. People who entered the sphere of creative industries
developed international cooperation (organization and holding
of various festivals and clusters). People who were included in
the sphere of creative industries could overcome the borders
between states, use the geographical and ethnic uniqueness of
towns and cities. Creative industries improved the standard of
living of the population. This was done by strengthening the
“economic, tourist, social, humanitarian and spiritual potential”
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[3, p. 152]. Even today, creative industries provide an
opportunity to closely connect artistic assets and scientific
developments, using high creative potential and digital
technologies, to expand communication channels, in particular,
by means of modern television.

Today, television is a powerful source of various forms
and genres of audiovisual information. It has the ability to spread
quickly and reach very large audiences. Viewers have a very
high level of trust in television. At the same time, television is a
powerful tool for influencing mass consciousness. It is a
universal means of transformation of the traditional system of
spiritual production, which is connected with the promotion of
value attitudes, worldview stereotypes and behavior models.

The development of creative industries since the
beginning of the 2000° has had an active impact on world
(especially Ukrainian) television. Television is a kind of screen
art. It is not only a means of mass information, but also a unique
type of creativity. Television can broadcast at a distance a wide
range of the artist’s impressions of life. These life impressions
are presented to the audience in various genres, they are
aesthetically transformed by artists. The specific structure of the
television product organizes all its components into a system
that creates a unique, integrated image of the world — a kind of
carrier of a certain aesthetic concept of reality.

We will remind that today television is a powerful
producer of artistic and informational content in the system of
creative industries. It is not only a means of mass video
information, but also a specific type of art that can transmit
screen works at great speed over a considerable distance. These
works are the director’s impressions of life, which have been
aesthetically transformed many times [8].

O. Zernetska points out that television is “a perfect
communication system of culture with a potentially unlimited
audience and the possibility of unforced penetration into any
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social microstructure”. The author is convinced that “this
communication system without obstacles overcomes state
borders, avoids ethnic conflict barriers and intended for the
transmission of a huge array of important cultural information -
socio-political, scientific, artistic.” The researcher concludes
that television takes an active part in encouraging the mass
audience to “total aesthetic experience and creative assimilation
of the phenomena of the displayed reality” [14, p. 21] .

A. Novak and A. Medvedeva investigate the problems of
development and functioning of creative industries in the
modern television space. In the article “Factors of the popularity
of entertainment shows on television”, these researchers note
that the management of TV channels mainly focuses on
entertainment programs with a fairly high rating. It is in such
projects that the largest funds are invested. The authors write that
managers of television channels “take into account the air time
of a certain audience, after 18:00 the channels put in the program
those programs that reach the largest audience”. Researchers
indicate that television channels prefer the production of family
shows, which are intended for viewing by an adult and youth
audience. The researchers believe that “when children are at
school, pensioners and housewives stay at home, so shows about
everyday life, cooking, dramas, etc. are shown for them. In the
morning, families cook and eat, so the airwaves at that time are
busy with cooking shows”. Scientists add that, in addition to the
broadcast time, the topic of a particular program is an important
factor. Television managers take into account that different
viewers are interested in different topics. After all, “teenagers
will not watch cooking shows, and pensioners watch programs
about modern music”. In the course of scientific research,
scientists single out the following most popular entertainment
television programs: “talk shows, cooking shows, reincarnation
shows, secular chronicles, music programs, humorous programs,
game shows”. In conclusion, the authors indicate that “all types
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of entertainment shows are created to satisfy a certain category
of viewers; cooking shows created for housewives and cooking
lovers; game shows — for teenagers; comedy shows — for all
generations; secular chronicles mainly for lovers of fashion and
social life; reincarnation show for young people”.

Today, the rapid development of creative industries in
the television sphere shows that a special place in this process
belongs to specific entertainment programs.

These programs produce intellectual games, quizzes and
shows. Let’s call this entertainment television production. This
is an intellectual game “The First Million”. This is a domestic
analogue of the world-popular television game “Who Wants to
Be a Millionaire?”. Today it has been removed from Ukrainian
airwaves. This is a youth intellectual show “LG-Eureka”. This
show became the winner of the prestigious national award
“Teletriumph”. This is an intellectual children’s show “The
Smartest”. This show is a Ukrainian adaptation of the British
television project “Britain’s Brainiest Kid”. This is the
Ukrainian television version of the team intellectual show
“What? Where? When?”. At one time, this show was produced
by the TV channels “Inter”, “Ukraine”, “K1”, “ICTV”, “UA:
First”, “1+1” (all three intelligence shows have been removed
from Ukrainian airwaves today).

Today, the New Channel of Ukrainian Television
produces the quiz show “Who’s on Top”, which is an original
adaptation of the show “Battle of the Sexes” of the television
company “Talpa”. The quiz show “Who’s on top” includes a
variety of contests, quizzes and competitive games. The long-
term production of the listed intellectual games and quizzes on
Ukrainian television confirms the effectiveness of coexistence
and “the relationship between creative and cultural industries”
and reveals the interrelationships of “art, culture and economy”
[10, p. 242].
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It will be recalled that already in the middle of the 20™
century, both in the European and American cultural space, the
ideas of creating such popular television projects as quizzes and
intellectual games were borrowed from radio and adapted to the
consumer cultural and artistic market by managers and
producers of the television industry. Television directors
adapted the experience of radio directors by applying screen
means of expression. At the same time, we would like to point
out that the idea of a quiz comes from the word “quiz” and
translated from English means a short knowledge test, test
questions, survey, quiz, etc. The concept of quizzes in business,
marketing, entertainment, and education began to gain
popularity in Great Britain and the United States in the 19205,
rapidly spreading throughout the world.

In the early 2000° the specificity of European-style
television quizzes was introduced into Ukrainian television
content. To this day, such quizzes have a distinctive feature —
this is their certain specialization and specific focus on areas of
knowledge, subject matter, target audience. The subject of such
quizzes is clearly outlined. Sometimes such shows are built on
the principle of an intellectual duel. These shows touch upon
various vectors of scientific research, in particular, cultural ones.
They are distinguished by their interest in the searches of
modern scientists, in the latest technologies in education and
science, and try to cover a wide range of knowledge about
numerous events, dates, facts, etc. Children’s intellectual
quizzes attract mainly highly erudite schoolchildren, to whom,
usually, they try to offer rather simplified programs, but rich in
cognitive material.

Senior and middle-aged people are also actively involved
in quizzes by television managers. These programs present a
wide body of knowledge of the players, which is directly related
to the degree of intellectual development, worldview factors,
and the ability to think paradoxically both of the participants of
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the game and of the audience. This important factor undoubtedly
raises the rating of such peculiar forms of entertainment (which
take place as if in “real time”) and requires the implementation
of a state protectionist policy in relation to domestic creative
industries [10, p. 244].

We will remind that at first the managers of the domestic
TV channels carefully studied the significant foreign evidence
of the production of quiz shows and intellectual games. Later,
such a variety of cultural and artistic products were presented in
the national screen space. Thus, the Italian experience of
creating such quizzes and intelligence shows for teenagers as
“Who knows, who knows it”, “Horizons” was involved in the
search field of applied research of practitioners of the television
and film industries; the German experience of creating TV
shows for a children’s audience with the participation of the
comic group “Schobert and Black” — “7 questions and an
umbrella”.

Ukrainian TV presenters also deeply studied the British
experience of producing the student quiz show “University
Challenge”. It is interesting that both professors and students of
higher education institutions were invited to work on the jury of
this show. This show also attracted the audience with a large
number of sketches. The French and American experience of
releasing the youth intellectual games “Adventure Game” and,
accordingly, “The Winner Takes All” were also useful for
Ukrainian television broadcasters.

Ukrainian TV producers also actively analyzed the
experience and adapted the best achievements of creating TV
quizzes with the participation of celebrities to the peculiarities
of the national cultural landscape. American television had high
ratings of such programs as “Hollywood Squares”, “What Do
You Do?”, “Masquerade Night”, “Name This Tune”, “Sing
Again”, “Words and Music”. At one time, the “Red Phone” quiz
was extremely popular in Germany, in which the country’s
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media personalities tried to answer TV viewers’ telephone
questions.

French television offered the audience a quiz “Chess to
the King”. In this quiz, the stars of the theater, cinema, and
variety show moved around the studio on a giant chess board,
demonstrated their level of intelligence, and answered tricky
questions. In another French television quiz, “Three Masks,”
“stars” appeared before the audience in different guises and gave
the audience the opportunity to guess their names. French
celebrities have also been involved in original television drama
productions, such as the show, Every Day a Mystery Is
Revealed.

It is interesting that TV games, which included answers
and questions, were shown on European television every week.
In addition, the audience had to send the answers to the questions
by mail. The experience of the British television quiz “Don’t say
a word” is interesting. In this intellectual show, TV presenters
from Great Britain united famous artists, directors, and painter
into two teams. Quiz participants engaged in an intellectual duel
with rivals, answered questions, and during the broadcast, sang,
recited, danced.

Ukrainian television broadcasters also paid attention to
the study of foreign experience in producing the image of a
presenter endowed with certain qualities and characteristics.
This, in the end, gave its positive results in national television
programs. A. Borsyuk, D. Yanevskyi, O. Stupka, I. Kondratyuk,
S. Prytula became the hosts of intellectual TV games and quiz
shows on Ukrainian television, which undoubtedly influenced
the high ratings of television projects.

In the fundamental study “Cinema, television and radio
in stage art”, H. Pogrebnyak defines the above types of
television programs as those that are essentially relatively
intellectual, built on questions and answers of varying degrees
of complexity, mainly from one participant of the show. The
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author points out that such television projects seem to be aimed
at the idea of revealing the capabilities and level of intelligence
of the players, but in reality this is not the case. Spectators are
offered a kind of “theatrical spectacles played out in front of the
television audience, which contain elements of a wide variety of
genres: they have dramatic skits, sketches, musical numbers,
quizzes, etc.” [9, p. 261]. The researcher is convinced that the
more different components the director brings to such
entertainment programs, the more interesting they are for
consumers of the television product. The author clarifies that in
such entertainment programs as TV quizzes, televised
intellectual games, there should always be permanent heroes -
TV presenters. The scientist points out that “the roles of
television giants are performed by popular actors, persons
related to show business, “media personalities” or heroes of a
certain program who have become winners and have already
won prizes” [9, p. 262].

Important is the fact that the opportunity to win a cash
prize for answering questions is an extremely attractive
temptation for participants of interactive games and quizzes.
However, sometimes television channels do not even inform
participants and viewers that the so-called “interactivity” of the
screen game can cost money and exist in the video recording.
According to A. Shevchenko (former host of one of the
Ukrainian TV channels), the participants of television
interactive quizzes are “on the phone” with a certain channel for
a long time and, for example, while listening to the melody, they
remember the title of a very popular song for a long time, while
the screen flashes with numbers of cash prizes for extremely
easy tasks. It should be noted that the relative cheapness of a
game TV show only applies to production costs, and the
profitability for channels and providers (with whom they make
deals) is significant. It is important that the representatives of TV
channels always keep the exact figures of income secret, but the
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targeting of “such programs on most Ukrainian channels will
confirm this profitability” [5].

However, this does not prevent television quizzes and
intellectual shows from maintaining a steady interest in them
among a wide television audience, actively influencing the
development of creative industries in the television space. We
find confirmation of our reasoning in the article by
A. Yusypovych “Types of Ukrainian entertainment television
programs”. The author expresses his belief that “such projects
are popular because they are interesting to an audience of any
age, and the social status of the viewer does not matter, all these
aspects are important among the audience of secular
chronicles” [11].  The author of the text proves that,
demonstrating his level of knowledge and skillful mastery of the
art of oratory, “in intellectual and entertaining programs, the
viewer joins the game process. He guesses together with the
participant words, concepts, shows his competence and gets
pleasure from it” [11]. This confirms the “expediency of using a
systemic approach” [10, p. 243] in studying the role and place
of intelligence shows, TV quizzes in the development of the
television industry (as a kind of model of modern creative
industries), in particular, in Ukraine. And in addition, it
demonstrates the positive influence of such television projects
on the personal destinies of the participants.

An example of this can be the remarkable participation
and victory in the final game (winning a cash prize of $32,000)
in one of the “LG-Eureka” intelligence shows of Timur
Bedernychek, a former student of Ivan Franko Lviv National
University. We remind you that this participant clearly fulfilled
the conditions of the sponsors of the television intellectual
project. The winner of the quiz had to spend money on getting
an education at any educational institution around the world. It
is interesting that the young scientist spent the winnings not only
on studying at a prestigious foreign university, but also became
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a highly educated environmentalist. In addition, Timur
Bedernychek also “purchased the necessary equipment, reagents
and engaged in practical research aimed at improving the
environmental situation in Ukraine.” Thus, the victory in the
intellectual show completely changed the life of the former
student, who even obtained a scientific degree and defended his
thesis at the Institute of Agroecology and Nature Management
of the National Academy of Sciences of Ukraine [6].

Modern cinema should also be considered as a
component of the creative economy and an environment for the
development of creative industries. It should be noted that
filmmakers are also not aloof from the visualization on the
screen of the specifics and wide possibilities of the quiz industry.
In 2008, the adventure drama “Slumdog Millionaire” by British
and Indian filmmakers, directed by Danny Boyle and Lovely
Tandan, was released worldwide. This film was awarded eight
of the most prestigious awards of the American film academy —
“Oscar”, four “Golden Globe” prizes and became a nominee of
the annual television show MTV Movie Awards, which awards
awards to masters and their creative products in the field of
American cinema and television.

The authors of the named film tell the story of the young
hero Jamal Malik insightfully through screen means. He grew
up in one of the largest slums in India, Dharavi. The hero
unexpectedly (for a representative of the poorest sections of
India’s population) found himself on the popular television quiz
show “Kaun Banega Crorepati”. This is the Indian version of
Who Wants to Be a Millionaire? . He reached the finals of the
intellectual game, had every chance to win a cash prize of
20 million rupees.

The main idea of the creators of the film that you can get
rich with the help of intelligence became popular among
moviegoers. The main character did not show a particular desire
to get rich, but by chance he became a participant in a television
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quiz and presented his high intelligence, communication skills,
and creativity to a wide range of viewers. The behavior, actions,
and high intelligence of the hero found their admirers in the
audience. This, in particular, testifies to the close relationship
and mutual influence of the film and television industry.

We will remind that the worldwide distribution of the
film project was very successful. The film had a budget of only
15 million dollars, and the box office of the film reached 378
million dollars. Such success was evidence that the film project,
thanks to the high box office, not only paid off in full, but also
brought significant profits to film producers. In addition, the
young actors (Rubina Ali, Azharuddin Mohammed Ismail,
Tanai Chheda, Tanvi Ganesh Lonkar) who played the main roles
in the coming-of-age film received high fees from funds placed
by the project's producers in trust funds. This positive fact is a
confirmation of the need to develop creative industries by means
of cinematography and television.

Conclusions. The article clarified the definition of
“creative industries” and developed scientific approaches to its
study. The problem of the development and functioning of
creative industries in the Ukrainian and foreign cultural space
was analyzed in the context of the use of television and
cinematography. It was shown that the further development of
creative industries in Ukraine should be based on careful study,
gradual borrowing and adaptation (according to national factors,
political, economic and cultural and artistic conditions) of
positive foreign experience. The basis for the successful
functioning of creative industries in the Ukrainian cultural space
is proposed to consider the stimulation of the production and
distribution of television and film content and the active
functioning of the consumer market of audiovisual products.
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KYJbTYPHUH ITPOCTIP KPEATUBHUX IHIYCTPIA

AHoTanisg. Meroro poboTH € 0OTpYHTYBaHHS HAYKOBUX
MIIXOMIB /0 BH3HAYEHHS CYTHOCTI KPEATUBHUX I1HAYCTPIH,
BUSIBJICHHSI CHOCOOIB 1X (YHKLIOHYBaHHS Ta OKpPECICHHS
cnenu@IYHUX TUIAXIB PO3BUTKY B KOHTEKCTI Tele- 1
KIHOIHyCTpii. ABTOp PO3KPUBAE 3a3HAUCHY TEMY, CHHUPAIOYHCh
Ha 3aKOHOJABCTBO YKpaiHW Ta HAayKOBI Mpaill YKpaiHCHKUX 1
3apyODKHUX TOCHIAHUKIB. JIOCTITHUK HAroJIOIIy€e HA TOMY, 110
CHOTOJIHI KpEaTUBHI IHAYCTpil JarOTh IMIAHC peasli30ByBaTH
IHTENIEKTyaIbHI MOXJIMBOCTI OCOOMCTOCTI, pPO3KPHBATH TBOPYI
TAJaHTH 1 TOTYXHO BIUIMBATH Ha KYyJbTYPHO-MUCTEIbKI
MpoIiecy B cydacHoMy rio0arizoBaHoMy cBiTi. [TokazaHo, mo
KpeaTuBHI IHAYCTpii 3’SBWJIMCH B EKOHOMILl Ta KYJbTYpi
VYkpaian Hanpukiam XX — Ha moyaTky XXI cT. 1 moyaim g10BoJIi
IIBUJIKO PO3BUBATUCH. Takuii (PeHOMEH MOSCHIOETHCS THM, IO
MIATPYHTSIM KPEaTUBHUX 1HIYCTPIH € IHTENEKTyaJlbHUH Ta
TBOpuMii Kamitan. Lleil (¢akrtop crpusB 3aliKaBICHOCTI
PO3BUTKOM  KpEaTMBHUX  IHAYCTPIHK B  yKpaiHCBKOMY
CYCHUIbCTBI, B fAKOMYy OyB BHCOKHMH piBE€Hb 0€3pO0ITTs.
CkepoBaHICTh KpeaTUBHUX 1HIYCTPii Ha Majuii Gi3HEC cripusiia
iX MBUAKOMY pO3BUTKY B YKpaiHi. [loka3zaHo BHUCOKHUil piBeHb
3aIliKaBJICHOCTI  TejebaueHHs y  PO3BUTKY KpEaTUBHUX
1HAYCTpiil yepe3 CTBOPEHHS 1HTEIEKTYaJIIbHUX IIOY Ta KBi3iB —
JUIsL PI3HUX BIKOBHX KaTeTropiii Ta 3 PI3HOI TEMAaTHUKOIO.
[IpoananizoBaHo ()EeHOMEH CydacHOro TeneOadeHHs —sK
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JOCKOHAJIOI KOMYHIKaliiHOI CHCTEMH KyJIbTYpH, sSKa Mae
IUPOKY  ayauTopito.  Bu3HaueHo, 10  BUPOOHHUIITBO
Tene0aueHHsIM ~ Takoi  pO3BaXKalbHOI  HPOAYKMii,  sK
IHTENIEKTyalbHl 110y, KBi3M, BIKTOPUHU J1a€ MOKJIUBICTH
y4acHHKaM 1 TJsiladyaM CTaTH BOJIOAAPEM Pi3HOMAaHITHHX
MPHU3iB, 30KpeMa 1 TPOIIOBUX. 3 ICOBAHO K Y4acTh Ta IepeMora
B IHTEJIEKTyaJIbHUX Irpax MO3UTHUBHO BIUIUBAE HA IOJAAJIBILY
JIOJII0 TEepOiB TeNEeBi3IMHUX TPOEKTIB. Pokpura cnemudika
IIpOIaryBaHHs KpeaTUBHUX iHAyCTpiit 3acobamu
kiHematorpada. Bkazano, 1m0 TpoayKyBaHHA  (DUIBEMY,
OB 'S3aHOTO 3 TOMYJISPU3ALIEI0 1HTEIEKTyaIbHUX Irop JaB
MOXJIMBICTB 30araTUTUCh HE TUIBKHU MPOIIOCEPAM KIHOCTPIUKH,
a 11 BUKOHABIISIM.

VY pPO3KpPUTTI TeMH [IOCIITHUKOM OYyJI0O BUKOPHUCTAHO
MDKAUCUUIUTIHAPHUNA MiaXiA. Y XoH;i JMOCHIDKCHHS Oyiu
3aCTOCOBaHI  ICTOPUKO-KYJIBTYPHHM, y3arajJbHIOIOYHN  Ta
cucreMHHi Metoau. lle /M03BONMIO BHUCBITIMTH CYTHICTB
KpeaTHBHUX IHAYCTPid Ta PO3IMISHYTH iX (PyHKIIOHYyBaHHS B
KOHTEKCTI  TEJIeBI3IMHOI Ta KIHOIHAYCTpii. ABTOpoM OyJio
BCTaHOBJICHO, 1[0 PO3BUTOK KpEaTHMBHUX iHAYCTpiil B YKpaiHi
noTpedye AepKaBHOTO MPOTEIIOHI3MY, TOCIIIOBHOT aganTariii
3apyODKHOTO JIOCBiJly, 30KpeMa, B Taly3i BHPOOHMIITBA Ta
TUCTPHO FOITIT €eKpaHHOT MPOIYKITIT.

KawuoBi caoBa: KyibTypa, KpeaTHUBHI 1HIycCTpii,
pexXuCcypa, KpeaTuBHUIN MPOIYKT, KiHemaTorpad, TenebaueHHs,
IHTENeKTyalbHI ITpH, KBi3U, TBOPYHIA MOTEHIIIa.
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