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Abstract. The article deals with the prereg-
uisites and generalizes approaches to defining
the concept of “creative economy”; on the theo-
retical basis and practices of creative economy
in leading countries of the world an internals
and the main principles of its development are
identified; genesis of the concept of creative
economy is considered; goals, policies, imple-
mentation practices in countries around the
world are systematized. The position of Ukraine
and other countries of the world in the ranking
of the global index of creativity are character-
ized; features of the creative industry in Ukraine
are revealed; index of activity of the creative
industry of Ukraine is calculated, which indi-
cates a stable tendency of its development. Po-
tentials of digital technologies, in particular,
artificial intelligence, augmented and virtual
reality, blockchain technology, to the transfor-
mation of creative economy are grounded.

Keywords: creativity, creative economy,
creative industries, creative capital, the index of
creativity, index of activity of creative industry,
digital technology.

AHHOTaNUsA. B cmamve ucciedosanvt npeo-
noCuLIKU U 0000ueHbl N0OX00bL K ONPEOeIeHUIO
NOHAMUSL «KPeAmUBHas IKOHOMUKAY; HA OCHO8e
meopemuyeckux Noa0MdCeHb U NPAKMUKu Kpea-
MUBHOU IKOHOMUKU 8 8e0YWUX CMPAHAX MUpda
8bIAGNEHO UHMEPHAIUU U BUSHAYEHO OCHOGHbIE
NPUHYUNBL ee PA38UmMusl, PACCMOMPEHO 2eHe3)
KOHYenyuu KpeamueHot dKOHOMUKU, CUCeMa-
MU3UPOBAHBL Yeau, NOIUMUKY, NPAKMUK)Y pea-
AU3aYUYU 8 CMpaHax Mupda, oxapakmepuzoeano
NnO3UYUI0 CMpan mupa u Ykpaunvl 8 petimunee
21006anbH020 UHOeKca KpeamusHOCmu; pac-
Kpblmo 0COOEeHHOCMU KPeamugHou UHOYCmpuu
6 Ykpaune; paccuuman xosgguyuenm axmus-
HOCMU KpeamueHOU UHOYCmpuu YKpauwwl, Ko-
mopwill  ceudemenbcmeyem 00 YCMOUUUBou
meHOeHYuU ee pazeumusi, 0O0CHOBAHHO NOMEH-
YUAIbHBIE 803MONCHOCU YUDPOBLIX MEXHOO-
2Utl, 8 YACMHOCMU, UCKYCCMEEHHO20 UHMEN-
JIleKma, pacutupenHou u 6UPmMyaibHol peanbHo-
cmu, mexrHono2uu OJI0K4eliH, K mpancgopmayuu
KpeamueHoU 3KOHOMUKU.

KuroueBble ciaoBa: xkpeamugsnocmu, Kpea-
MUBHAS IKOHOMUKA, KpeamueHvle UHOYCMpU,
KpeamusHblil Kanumal, UHOeKC KpeamueHoCmu,
UHOEKC AKMUBHOCMU KpeamueHOU UHOYCmpUuu,
yughposvie mexHono02UU.
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Introduction. In the twenty-first cen-
tury, socio-economic systems demon-
strate an evolutionary transformation due
to the spread of innovation, digital tech-
nology and high-tech products, as well as
the rise in importance of intellectual
capital. In such a post-industrial econom-
Ic space, the evolutionary economy of the
creative industries or the creative econo-
my is becoming increasingly important.
For a long time, the dynamics of consoli-
dation of innovations and economy pre-
vailed in market models. The creative
industries did not fit into such models;
for the most part they were viewed
through the lens of cultural heritage and
individual creativity, supported by state
protectionism, normative and institution-
al means as a separate sector; did not re-
ceive a proper assessment of their ability
to become self-important, in order. The
post-industrial paradigm opens a new
perspective on the creative economy, in
particular, its contribution to the dynam-
ics of the innovation system, the potential
ability to generate and stimulate creative
ideas, realizing and disseminating them
as innovations in socio-cultural and eco-
nomic systems. It should be noted that
the spread of digitalization trends in all
sectors of the economy has intensified
the process of the disappearance of indi-
vidual and / or replacement of a sustaina-
ble list of professions in favor of those
where the main competences are based
on creativity. The creativity of human
capital reveals additional opportunities
for economic, innovative and technologi-
cal development. Therefore, along with
external effects, such as the formation of
humanistic values, personal and national
identity, emotional intelligence, the main
economic value of the creative economy

Is its ability to be a powerful sector of the
national economy and one of the drivers
of economic growth along with science
and technology.

Literature Review and Problem
Statement. Theoretical and methodolog-
ical foundations of the formation of the
model of post-industrial development of
socio-economic systems, as well as the
scientific substantiation of the emergence
of the phenomenon of creative economy,
were paid considerable attention by for-
eign and domestic scientists, in particu-
lar: S. Archierev, D. Bell, T. Bozhidar-
nik, P. Bourdieu, M. Castels, A. Chu-
khno, V. Dementyev, P. Drucker, F. Fu-
kuyama, A. Galchinsky, V. Geyets, A.
Gritsenko, J. Hawkins, D. Hesmondonds,
P. Leonenko, M. Matthews, J. Potts, V.
Savchuk, V. Seminozhenko, A. J. Scott,
V. Tarasevich, E. Toffler, D. Trosby, N.
Vasylik, Y. Zaitsev, M. Zgurovsky et al.
Along with the formation of the theoreti-
cal basis for the development of creative
economics, a separate area of applied
research was the development of scien-
tific and methodological approaches to
measuring and assessing the level of
growth of creative industries and creative
capital. So it is worth noting the scien-
tific works of such researchers as G.
Brown, R. Florida, J. Hagle, D. Himes,
C. Landry, J. Shapiro, Y. Sotnikova and
others. At the same time, the dynamics of
transformational changes in the econom-
ic environment, varying degrees of read-
iness and the perception of the creative
economy as a driver of growth at the lev-
el of individual countries of the world
necessitate further scientific research.

The purpose of the research is to
identify the prerequisites and generalize
the theoretical foundations of the emer-
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gence and formation of creative econo-
my, to study the state of creative econo-
my on the index "technology-talents-
tolerance™ in the countries of the world,
as well as in Ukraine, evaluation of the
activity of the domestic creative industry.

Results of the Research. The origins
of the creative economy phenomenon lie
in the scientific basis of post-industrial
theory and the pluralism of the scientific
points of view of its founders, in particu-
lar, D. Bell [1], M. Castels [2], B.
Lundwall [3], E. Toffler [4]. The scien-
tists unanimously recognized knowledge
as the result of intellectual work and a
source of innovation, emphasizing in this
aspect the importance of cultural and
value priorities, among which empha-
sized the importance of the development
of social institutions, the value system,
mass culture, science and education.

Not detailing the various approaches
to the interpretation of the concept of
"creative economy”, we note that they all
determine its goals, creative and intellec-
tual resource base (J. Hawkins [5, p.10],
R. Florida [6, p.13]), significance for the
main factors of production (S. Novikova
[7, p.177]), specificity of socio-economic
relations based on creative ideas and in-
novative process (O. Stepanov and M.
Savina[8, p.6]).

The study of theoretical foundations
and practices of creative economy in the
leading countries of the world revealed
the following internals of its develop-
ment: 1) formation of new socio-
economic or material-economic relations
between creative entities and / or classi-
cal economic agents; 2) key factors and

sustainable interconnection and interplay
between them — human capital, innova-
tion, investment, market demand and an
effective management system, digital
technologies, that change the forms of
creation, distribution and sale of creative
economy products; 3) structural ele-
ments: creative entities capable of gener-
ating creative ideas; objects in the form
of the potential of a creative idea realized
In creative products, a creative environ-
ment for generating ideas, creative tech-
nologies for creating and commercializ-
Ing a creative product.

In our opinion, the creative economy
is based on the following principles:

- versatility in creativity; freedom of
expression and attitude to the creative
idea;

- unlimited creative resources and
intellectual and creative capital for eco-
nomic development;

- convergence of science and art,
creativity and innovation;

- productivity — the ability to create
a highly intellectual and creative product
of work, which acquires new features —
individual participation of creative per-
sonality in economic processes, orienta-
tion to knowledge, professionalism, crea-
tivity, information and digital competen-
cies, and intellectual property becomes
the main value.

Defining the creative economy as a
driver of development, the countries of
the world consider it an important com-
ponent of economic policy and imple-
ment it through national, regional and
local strategies (Table 1).
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Table 1

Characteristic of economic policy of creative economy

of some countries of the world

Document name,

Country year of adoption Basic principles, tasks, results The role of government
South Creative Economy distribution in the society of "cre- | support for new types of fair
Korea Action Plan and ative imagination"; cross-industry | competition organization;

Creative Economy convergence; created new con- financing models; fair regula-
Ecosystem Building | vergence products and services; tion; protection of intellectual
Measures (2013) new “creative" quality for sus- property

tainable growth

Japan Cool Japan Strategy | stimulating the profitability of promotion of creative think-
(2010) potential growth areas (anima- ing, investment in intangible

tion, content, fashion, food and assets, elimination of cultural
tourism) closure, etc.

Singapore Creative Industries | creation the  economy  of | creation an institutional base,
Development knowledge, educating a work- | investing in the creative and
Strategy (2002) force capable of creating high | ICT sectors, stimulating de-

value-added products, creating a | mand and new markets, etc.
"talent network", transforming it

into an information and intellec-

tual and multimedia international

hub, full accessibility and use of

ICT (free of charge).

Australia Australia's New In- recognition of the importance of | creating a creative environ-
dustries Strategy of | the creative industries, education | ment through legal, political
21st Century (2008), | and investment; national broad- and fiscal strategies, support-
Creative Australia band network for the economic ing public-private partner-
(2013) development ships, ensuring productive

synergies of communications,
IT and arts

Source: formed by the authors on the basis of [14, 15]

In the EU,

creative economics is

The assessment of the level of creativi-

understood to mean “an industry based
on individual and collective creativity,
skill and talent. The creative economy is
able to shape well-being and working
places through the creation and use of
intellectual  property, and creative
personalities occupy a central place in
these processes”[9]. The Creative Europe
Program (2014-2020), that was adopted
in the EU, envisages supporting the cul-
tural, creative and audiovisual sectors.
We see that the creative economy is real-
ized through the unification and devel-
opment of creative industries.

ty of the countries of the world is carried
out on the basis of a global index of crea-
tivity, which is integral of three indica-
tors - technology, talents, tolerance
(“3T”). In particular, in the 2015 ranking,
the leader in the Top 10 was Australia
(0.97), and the last in the top ten were the
Netherlands (0.889).

For example, the UK was ranked 12th
in the rating of 0.881. In 2018, employ-
ment in the creative economy rose to
2.04 million people (6.2% of the total
employed population against 5.2% in
2011), and the share of GDP is almost
10% (£ 102bn) and 14.6% of GVA. Ex-
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ports of creative services account for
11% of total UK services [11].

The creative economy sector of Esto-
nia (33th place in rating - 0.625), whose
spheres are architecture, audiovisual art,
design, visual arts, publishing, cultural
heritage, art, entertainment software, mu-
sic, advertising, in 2015-2016 numbered
30,681 thousand people (4.8% of the to-
tal employed population), 9 098 enter-
prises and institutions (11.6% of the total
number of enterprises), which have gen-
erated a total income of EUR 1 481 mil-
lion (2.9% of GDP) [9].

Ukraine has taken 45th position out of
139 with a rating of 0.518, indicators of
“technology - talents — tolerance” make
43, 24, 105 respectively, so the most
problematic is the indicator of tolerance.
But if we compare its position on the
sub-index “talents”, it is equal to 24, the
best values were shown by Spain (19),
Great Britain (20), Ireland (21), Latvia
and Sweden - 22. The share of the crea-
tive industries sector in the GDP of

Ukraine is 4.4% (UAH 105 billion), em-
ploying about 460 thousand people.
Ukraine is a member of several interna-
tional programs such as Culture and Cre-
ativity: EU and Eastern Partnership
(2015-2018), Creative Europe (2014-
2020), Culture Bridges (2017-2020) and
Creative Spark [10].

Based on the research by Yu.V. Sot-
nikova, an assessment of the level of cre-
ativity of the regions of Ukraine in 2016
by the index "3T" was carried out (Table
2). The clustering of Ukrainian regions
showed that under-creativity regions ac-
counted for 46% (11 regions) and leaders
- 8.3% (2 regions) [12].

Ukraine's creative industry covers 12
industries. In 2018, compared to 2013, it
generated 3.86% (UAH 97 billion) of
value added versus 2.97% (UAH 30.8
billion), the number of economic entities
— 175 thousand (9.5% of the total num-
ber) against 97 thousand (5.6%), em-
ployed workers — 309.5 thousand (3.6%)
against 252.3 thousand (2.5%) [13].

Table 2

Assessment of the level of creativity of Ukrainian regions

Indicator

Regions that are in the Top 3

Talent Index

Creative class index

Kharkiv, Dnipropetrovsk, Kiev

Index of human capital and scientific talent

Kharkiv, Dnipropetrovsk, Lviv

Technology Index

Index of investment in science

Kharkiv, Dnipropetrovsk, Rivne

Innovation Index

Kharkiv, Cherkasy, Poltava

Tolerance Index

Value Index

Dnepropetrovsk, Ternopil, Sumy

Self-expression index

Kharkiv, Dnipropetrovsk, Kiev

Source: formed by the authors on the basis of [12]

To determine the spread of the creative
economy in Ukraine, we calculate the
activity factor of the creative industry by
the following formula:

KCI = {/SVA=PC+SBE «SE , (1)

where, SVA is the share of value add-
ed created by the creative industry; PC —
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the share of personnel costs involved in
the creative economy; SBE — the propor-
tion of entities; SE — the share of em-
ployed in the creative industry.

Activity index is measured on a scale
from 1 to 10, where a value of up to 4
points indicates a lack of development,
from 4 to 6 points - a stable development,
and more than 6 points — an active devel-
opment of the creative industry.
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The dynamics of the calculated index
of activity of the creative industry of
Ukraine shows that it had insufficient
activity during 2013-2016 (Fig. 1). But
since 2017, the values of index have been
characterized by a steady upward trend,
indicating that the creative industry has a
steady upward trend.

4304

4,078

3.677

2016 2017 2018

Fig. 1 Dynamics of the Ukrainian creative industry by activity factor
Source: author's own calculation

Dissemination of digital technologies
is already transforming the industries of
modern economy, opening up new op-
portunities and producing legal, econom-
ic and structural problems. The creative
economy is also beyond the reach, as
digital technologies are changing the
process of creating a creative product, the
means and channels of its promotion, the
environment for forming new communi-
cation links between its producers and
consumers.

The most well-known is the technolo-
gy of virtual and augmented reality,
which expands the possibilities of visual-
ization of information — motion pictures,
animation, computer games, museum and

exhibition activity, tourist industry and
more.

Artificial intelligence technologies are
used extensively in the advertising indus-
try, allowing to automate and create dy-
namic, data-driven content, banners, ad-
vertisements that can be personalized or
customized for a particular consumer
segment, or integrated into a single, intel-
ligent city system. Artificial Intelligence
can create personalized video content
according to searches, regardless of audi-
ence size. Replacing partnerships with
digital marketing agencies comes with
machine learning. The impetus for this
transition is the desire of companies to
reduce costs and increase advertising ef-
fectiveness, increase customer base and
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sales. Machine learning has already
proven its capabilities in the music and
arts, fashion industries, journalism (news
coverage, weather forecasting, event
notes, etc.) and copywriting (writing slo-
gans, generating product descriptions)
and more. The proliferation of artificial
intelligence and machine learning in the
creative industries will continue, as they
allow to minimize routine operations,
identify trends more quickly, accelerate
the creative process, relying on the ana-
lytical processing of large amounts of
information.

Another technology that is catching
the attention of the creative industries is
blockchain technology, which is familiar
to most through bitcoin cryptocurrency.
Blockchain services allow to create and
maintain a reputation system, enter into
smart contracts, make transparent P2P
transactions, crowdfunding, dynamically
generate effective pricing and monetize
creative products, and earn a fair income.
This technology is in demand in the mu-
sic industry. Platforms like Stem (gener-
ating revenue from using music content
in YouTube, Apple Music, etc.), Bittunes
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