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COMMUNICATION ASPECTS OF SOCIO-CULTURAL
ENTREPRENEURSHIP AS A DEVELOPMENT SPHERE IN
ECONOMY OF THE FUTURE!'

The paper considers transformations in the economic subsystem of society
under the influence of social-cultural factors in connection with information and
media reality. Socio-cultural entrepreneurship in this context is a good object
for analysis. The article defines several areas of the study of socio-cultural
entrepreneurship: as a model of the future economy; as a subsystem of the
economic sphere associated with culture and art; as a part of educational
program contents. Socio-cultural entrepreneurship acquires the form of a social
system with features of self-development, which clearly shows the importance
of communication between all participants. Emphasis is placed on the need to
include communication aspects in the study and analysis of economic relations.

Keywords: socio-cultural — entrepreneurship,  production,  business,
communication model, economic relationships.
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06nacTHOro coBeTa, I. Y>Xropog,

KOMMYHUKALUOHHBIE ACNEKTbI COLIMOKYJILTYPHOIO
NPEANPUHUMATEJIbCTBA KAK COEPA PASBUTUA
OKOHOMMWKHM BYAYLLEIO

PaccmatpuBaioTcs npeobpasoBaHns B 3KOHOMUYECKOW noacucTeme obLue-
CTBa NOJL BAUSIHWEM COLMOKY/BTYPHBbIX HaKTOPOB B CBSA3U C MHOOPMALMOH-
HOM N MEANAHON peanbHOCTbIO. COLMOKYNBTYPHOE NPEANPUHUMATENBCTBO B
9TOM KOHTEKCTEe fBnseTcst 00bekToM aHanuda. OnpeneneHbl HECKONbKO Ha-
NPaBJIEHNN U3YHEHNS COLMOKYNIBTYPHOIO NPEANPUHMMATENBCTBA: Kak MOLESb
OyayLLelt 3KOHOMUKK; Kak NOACKUCTEMA 3KOHOMUYECKOIN ChEPLI, CBA3aHHas C
KY/IbTYPOW 1 NCKYCCTBOM; KaK Harnpas/ieHre B 06pa3oBaTesibHbIX Nporpammax.
CoumokynsTypHOE NpeanpuHUMaTensCTBO NprobpeTtaeT GopMy CoLmanbHO
CUCTEMBI C OCOBEHHOCTSIMM CaMOpasBUTKS, YTO HArSAHO LEMOHCTPUPYET
BaXHOCTb OOLLEHNS MeXy BCEMMN y4aCTHUKaMU. AKLEHT AenaeTcs Ha Heob-
XOAUMOCTb BKJTIOYEHUS KOMMYHUKALMOHHBIX aCNeKTOB B U3Y4EHNE U aHan3
39KOHOMUWYECKMX OTHOLLIEHWIA.

KnioueBble cnoBa: COLMOKY/ILTYPHOE NPEANPUHUMATEILCTBO, MPOU3BOA-

CTBO, BU3HeC, KOMMYHUKaUNOHHas ModeJslb, SKOHOMUYeCckmne B3anMOOTHOLLe-
HUs.

1 This work is licensed under a Creative Commons Attribution-NonCommercial-
ShareAlike 4.0 International License.
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KOMYHIKALIHI ACNEKTU COLIOKYJIbTYPHOIO
NiIANPUEMHULTBA 9K COEPA POSBUTKY EKOHOMIKU
MAMUBYTHbOIO

AKTyanbHicTb. AKTyanbHICTb PO3MsSAY KOMYHIKALLMHMX CKNaaoBUX COLLIOKYb-
TYPHOI AiSNbHOCTI, 30Kpema MiAnPUEMHULBKOI, 3yMOB/IEHAa HOBUMW YMOBaMu
XUTTS CYCMiNbCTBA. WO NOLIMPIOIOTLCS Ha BCi CPepn coLianbHOI AisnbHOCTI.
MerTa ctatTi. BCcTaHOBMTY TEHAEHLUIi TpaHChOopMaLii CoLianbHO-KYNLTYPHOro
NiNPUEMHULLTBA HA HOBOMY eTarli PO3BUTKY KyNbTypu. [010BHUM akToOpoM
3MiH BBaXa€ETbCH PO3BMTOK KOMYHiKaLi IK iHHOBALLIIHOT CMOXWBYOI LHHOCTi Y
BMPOOHNYMX NIANPUEMHULBKUX BiGHOCMHAX.

MeTtoponoris. Po3rnan po3BUTKY COLLIOKYLTYPHOrO-nianpueMHmuTBa Oa-
3YETbCS HA OCHOBI BUKOPUCTAHHS COLOKYNBTYPHOMO MiAXOAY, 3aBASKA HYOMY
BLANOCS MOB’A3aTH CY4aCHWUIA CTaH CoLianbHO-EKOHOMIYHUX GEHOMEHIB 3 piB-
HEM PO3BUTKY Cy4aCHOI KyNbTypu, Ae NPOSBASOTLCS IHTErpaLiiji TeHAeHL,
LLIO MOYMHAIOTLCA 3 EIEMEHTAPHMX CKNaO0BUX EKOHOMIKM, 30Kpema COLLIOKY/1b-
TYPHOro NiANPUEMHMLTBA.

Pe3ynbraTtu. CouiokynbTypHE NiANPUEMHULTBO HabyBae GOPMU COLLaNbHOI
cucTteMun 3 0CoBIMBOCTSMU CaMOPO3BMTKY, LLO HAOYHO MOKA3Ye BaxJIMBICTb
CNiSIKyBaHHA MiX yciMa y4acHvkamu. BogHovac yci Noka3HUKM €KOHOMIYHOI
LOiSNbHOCTI 3anexarb Bif SKOCTi B3aEMOAII y4aCHUKIB CyMiCHOI Aji. Megjanpoc-
Tip Bigirpae BaxnmBy posib y LpoMy npoueci. Chepa KynbTypy Ta COLOKY/b-
TypHa LisfIbHICTb CTBOPIOIOTb HOBI YMOBW 4151 PO3BUTKY iIHHOBALLIA BKAOYAOUM
MeJlia-TEXHONOrii B MPoLecax COLiOKyNbTYPHOrO BUPOOHMLTBA.

HoeusHa. CoujokynbTypHe nianpreMHMUTBO HabyBae $opmMu couianbHOi
cucTemMy 3 0COBIMBOCTSIMM CaMOPO3BUTKY, LLO HAOYHO MOKA3Yye BAXJIMBICTb
CMiSIKYBaHHSA MiX yCiMa y4yacHukamun. BuaHayaeTbCs TEHAEHLUIS MOCUEHHS KO-
MYHiKaLjiiH1X 3B’3KiB y cdepi COLoKyNbTYPHOrO MianpUEMHMULITBA K HEOO-
XiAHOrO enemMeHTy MainbyTHLOI eKoHOMiKM. Moaenb BUPOBHMYOT KOMYHIKaLAHOT
B3aeMOofii HabyBae GoOpMU «NOCAYrv Ang NOCAYrn» AN AOCATHEHHS CMilbHOMO
pesynerary.

MpakTuyHe 3HaYeHHs. [IPONOHYETLCS LASX NPAKTUYHOI peanisauii KoHuenwii
COLLiOKYNBTYPHOMO MiANPUEMHULTBA PO3rnaaat: 1 — aK MOAenb MakbyTHLOI
E€KOHOMIiKM, 2 — [K NiACMCTEMY EKOHOMIYHOI cepu, MOB’A3aHOI 3 KyNbTYPOIO Ta
MUCTELTBOM; 3 — Ik HaNpPsIM MiAroToBKM daxiBLiB A5 COLOKYNLTYPHOT chepu.
BucHoBkuM. [10BEPHEHHSA 10 PEMICHMLITBA MOXHA PO3NAAaTh 9K iIHHOBALLIIHWIA
HanpsiM B opraxisavii BUpoGHUY0-rocnofapchKoi AisnbHOCTI, ka NoB’s3aHa 3
HOBMMU hOpMamMm opraisadii 4isnbHOCTI B MEAIMHOMY NPOCTOPI, LLLO NPOHM3a-
HWUIA HE3NIYEHHMW HEBUOUMUMMU 3B’ A3KaMMK. Lle BUKIvKae XXOPCTKY 3aeXHICTb
BCiX BUPOOHUKIB Ik MaTepiaNibHUX, Tak i AYXOBHWX NPOAYKTIB Bif, IKOCTi KOMYHi-
KaLinHOi B3aemMogii MiXX H1MM. HoBa eKOHOMIYHA KOHLEMLISI COLLiOKYNLTYPHOrO
NiSNPUEMHULLTBA OPraHiyHO BMUCYETLCS B TEHAEHLLI, O ONUCYIOTLCS EKOHO-
Mi4YHOIO HayKOI0, @ TaKOX BiAMOBIAAE OLHL, PO KOMYHIKALiNHOT CKNaaoBOi L€
NisANbHOCTI.

Knio4oBi cnoBa: couiokybTypHe nignpueMHULTBO, BUPOOHULTBO, BI3HEC, KO-
MYHiKaLiviHa MOAes b, EKOHOMIYHI B3AEMOBIHOCUHM.
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Problem statement. Some time has passed since the emergence of
the metaphorical definition of the global society of modernity as a “global
village” (M. McLuhan). According to researchers and theorists of the
new form of socio-economic life of society, the metaphor “global village”
will become quite real, because it corresponds to the evolutionary process
of the economic forms. It was facilitated by the rapid development of
communication technologies and the formation of a new social reality —
media space. The new living conditions of society extend to all spheres of
social activity, including economy. So, the technical systems that ignore the
human who in technocratic forecasts is subordinated to the global GOOGLE
brain, is educated in GOOGLE class, and is included in the IT-structure,
where each component of the production system complements the other in
a single process to achieve one goal — to keep intact the existing system of
connections and relations between people.

Thereis aneed to consider the transformations in the economic subsystem
of society under the influence of socio-cultural factors, the main of which is
innovation and, as a consumer value, communication. The theoretical basis
for this is well represented in the works of D. Bell, W.E. Deming, P. Drucker,
P.Blenker, A. Melnik, A. Rogers, C. Spinoza, S. D. Sarasvathy, S. Venkataraman,
N. Lumana, E. Toffler, M. Castells, and others.

The main text. Economy development models discussed by scientists
and experts, one way or another, relate to the activities and communication
relations in the production subsystem of society. Suffice it to mention
the well-known economic development models by D Bell, S. McConnell,
P. Drucker, W. E. Deming. In these and other works economists gradually
abandon the traditional calculation of the material-labor component of profit
and switch to the use of intangible elements of production. One such element
is information, and more recently information has been supplemented by
knowledge (Drucker, 2001).

We should also note that traditional approaches to the calculation of
macro-economic indicators describing the well-being of countries and regions
no longer meet the requirements not only related to the so-called objective
well-being, but also don’t meet the daily needs and prospects for improving
the living conditions of people in the future (Jekabsone&Sloka, 2014). We
can assume that this is, in fact, an approximation to the implementation
of spiral models of the organization of social activities in the practical
economy and management (Deming, 2018). At the initial stage of formation
of the information society, the economy turned to the services industries,
characterized by a significantly greater cost of human capital in comparison
with material elements. The list of these industries includes education,
innovation development, information-communication services, intellectual
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services, in particular consulting, information mediation, analytics, and
marketing services. It is not by chance that the new is called information
economy or knowledge-based economy (Bukovitz, 2002). Moreover, there is
an increasing dependence of activities in some industries on the knowledge
accumulated in other industries.

In business, in the context of the new economy, the very nature of
competition between companies is changing, which already compete not
only on the basis of material and financial resources, but on the basis of
knowledge. Consumers are also changing. They purchase services and
products for their own social and psychological actualization. The service
sector, as the widest space of social interaction, is a segment of economic
activity, which has a serious impact on the formation not only of tastes, scale
and restrictive consumption trends, but also demonstrates new customer
values. Services and products are purchased in accordance with the
individual feeling of their own social identification and actualization of their
values. The latter are now determined by the existing media space which
opens some new opportunities for expressing individual creative ambitions.

Socio-cultural entrepreneurship has already been considered as an
economicand cultural phenomenon. Several areas of research and application
of cultural entrepreneurship theory in economy have been identified. It
was shown that the Eastern European tradition is mainly characterized
by the consideration of socio-cultural entrepreneurship in the context of
socio-cultural activities and its relations with the economy, the processes
of commercialization. At the same time, socio-cultural activities are related
to the sphere of culture, including show business structures: night clubs,
private cultural centers, private museums and so on. In addition, there is an
opinion that the sphere of culture, socio-cultural activities is currently one of
the least occupied business niches. It creates the basis to employees of socio-
cultural activity institutions to prepare more thoroughly for the development
of innovation and entrepreneurship in this field. The researchers note that
socio-cultural policy, socio-cultural actions, socio-cultural programs and so
on occupy more and more living and economic space. Producers of creative
products and services appeared on the market culture; new legal and ethical
activities were formed (Economy of culture, 2006). The connection of all
these aspects with the parallel development of each of them is characteristic
of the Western European tradition (Castells, 1997; van Wering, 2003).
However, the idea of socio-cultural entrepreneurship receives a deeper
justification as a future model of the economy (Sarasvathy& Venkataraman,
2011).

Socio-cultural entrepreneurship within the framework of the concept of
socio-cultural activity is understood as a type of risky professional activity,
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which is, on the one hand, an initiative, independent activity of specialists
and their associations aimed at achieving a better economic result, on the
other — serves to meet the socio-cultural needs of the person and to solve
social problems of our society (Economy of culture, 2006). Moreover,
this definition is suitable for both economic and cultural aspects of the
phenomenon.

The attractiveness of this sphere for investors and business consists in
dynamic and mass character, breadth of application of creative qualities of
managers and specialists, and fast circulation of capital. In addition, the
sphere of cultural entrepreneurship makes it to establish trusting forms of
relations with consumers. Entrepreneurship risks are determined rather
by the imperfection of the legislation and poor preparation of those who
are involved in the socio-cultural entrepreneurial process. The possibility
of creativity, implementation of personal projects, expanding the scope
of presentation of the results of activities or hobbies also attracts people.
Socio-cultural entrepreneurship can also be described as an important social
sphere that gives hope in situations of survival.

According to the available data, modern experience shows that various
types of cultural and leisure activities around the world occupy a significant
place in the economy and the organization of life of local communities,
especially we take into account the emerging trend of decentralization of
social management, especially in Europe. It should be noted that already
at the initial stage of the study, several directions in research and practical
implementation of the concept of socio-cultural entrepreneurship are
distinguished: 1 — as a model of the future economy, 2 — as a subsystem
of the economic sphere associated with culture and art; 3 — as a direction
in educational programs. The third direction integrates the first two,
presenting integrative training programs for the sphere of socio-cultural
entrepreneurship.

Socio-cultural entrepreneurship takes the form of a social system
with features of self-development, which clearly shows the importance of
communication between all participants. At the same time, all economic
performance indicators depend on the quality of interaction. Media space
plays an important role in this process. The sphere of culture and socio-
cultural activity creates new places for the development of innovation and
new technologies, including media technologies.

Similar interpretations of socio-cultural entrepreneurship shows the
need for the convergence of different approaches to its study and confirm the
importance of further study of the factors of strengthening the interaction of
participants of socio-cultural activities in the context of the conditions of its
implementation and organization.
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Actualization of communication aspects of social and cultural
entrepreneurship is also caused by the fact that information production,
which includes primarily those areas of creation of an intangible product:
science, education, art, ideology in the broad sense of the word, as well as
journalism, tourism, advertising, etc., are based on communicative forms
of interaction of participants in the process. Countries that have taken
key positions in this system are becoming leaders in the global division of
labor. It is obvious that the main resource that ensures the functioning of
these spheres is the human potential, primarily human intelligence, creative
intelligence in particular.

Communicational interaction fills the sphere of economic, industrial and
labor activities with new meanings and contents that meet the challenges
of sustainable development of society. The main economic mechanism in
the information and communication era is a universal exchange, which
involves not only market relations, but also the convergence of participants’
ideas about the quality of goods, production transparency, and the level
of interaction with the consumer. The spread of innovative activity types
corresponds to the growth of technical equipment of participants of socio-
cultural production and increase labor productivity as a response to the
real demand of the market. The change of the economy structure in favor of
services and socio-cultural entrepreneurship will occur at a rapid pace.

Conclusion. The possibilities of socio-cultural entrepreneurship are
now virtually unlimited thanks to the latest communication technologies.
In order to maintain and improve the sphere of social interaction, it is
important to understand not only the structure of the social communication
system, and properly establish social contacts, but also to be able to correlate
the communication potential of production and business with the most
important tasks of the functioning and development of social communities
and society as a whole. It seems relevant and necessary to further study
the main aspects of production and economic activity, the transformation
of which is caused by changes in the nature of social activity and, above
all, in its communication component. These aspects relate to the concept of
economic development as a sphere of social and cultural entrepreneurship.

Therefore, returning to the beginning of this material, we note that
returning to handicraft, can be considered as an innovative direction in the
organization of production and business activities, which are tied to the
new forms of organization of activities in the media space, permeated by
countless invisible connections, causing a rigid dependence of all producers
of both material and spiritual products. The new economic concept of
socio-cultural entrepreneurship matches very well the trends described by
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economic science, and also corresponds to the assessment of the role of the
communication component of activity.

Socio-cultural entrepreneurship is a manifestation of the service
activities in which each serves the other and together they create the
social product that they consume together. The evidential aspects of the
consideration of socio-cultural entrepreneurship as a prototype of a new
socio-economic structure of society and industrial activity require further
research.
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