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Abstract. The article highlights the peculiarities of the leisure
industry development, in particular its recreational component, in the
phenomena of mass culture of modern Ukraine. It was found that in
modern mass culture the recreational component acquires new meanings.
This is due to the orientation of Ukrainian modern cultural industries
on the mass consumer, which, in turn, leads to the emergence of new
recreational forms of leisure activities. A set of factors that determine the
essence and indicate the proximity of mass culture and the leisure industry
is the following: the implementation of maximum social communication,
the possibility of maximum replication and diversification of artifacts of
mass culture. The features inherent in modern mass culture are determined:
multiplicity, lack of a single center, heterogeneity, combination of
everything with everything. It was found that the modern recreational
infrastructure exists and develops in the communicative field of mass
media, without which the mass distribution of recreative media texts, as
well as the production would be impossible. Recreational infrastructure
of mass culture is defined as the leisure industry. The specified division
of the mentioned industry in Ukraine into three basic sectors - leisure,
entertainment and holidays is offered. It is proved that the recreational
component is present in all types of services provided by these industries,
or recreation is their main content. It is noted that in the socio-cultural life
of modern Ukraine, recreational services of the leisure industry have the
function of a socio-regulator in mass culture.

Keywords: recreation, recreational services, leisure industry, mass
culture, media culture.

Formulation of the problem. As a complex and multilevel
system, culture necessarily contains a recreational component that
affects all mass culture industries, the leisure industry, and so on.
In Ukraine, such scientific disciplines as recreational geography,
economics and nature management are sufficiently developed.
However, there is almost no scientific research on the recreational
component of the leisure industry in the phenomena of mass
culture, which is one of the brightest manifestations of public life
in modern Ukraine. It is poorly understood and not enough studied
both in terms of general cultural theory and analysis of the current
socio-cultural situation.

Recent research and publications. A large number of scien-
tific works of researchers in the field of recrealogy, studying the
causes and methods of recreational activities to create conditions
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and organize health, medical, cultural and educational
activities, is devoted to recreation as a system of ac-
tivities related to the use of free time and covering
all types of recreation (in nature, during a tourist trip,
etc.). Among those are the works of O. Gulych (I3nuv,
2011), A. Ignatenko (Menamenxo, 1989), V. Matsola
(Mayona, 1997) and others Particular attention is paid
to the work of L. Sekretova (Cexpemosa, 2013), where
the author offers a list of socio-cultural areas of leisure
activities as components or related activities of cultural
industries, as well as a study by 1. Petrova (I/lemposa,
2013) on the phenomenon of leisure in historical and
cultural dimension. The scientific developments of
M. Yaroshenko (Apowenxo, 2016) and V. Stalnaya
(Cmanvuas, 2008) were used to clarify the classifi-
cation of the spheres of the leisure and entertainment
industries. The efficiency of the use of natural recre-
ational resources in Ukraine is discussed in the work
of N. Borulko (bopynwro, 2014).

Important for the exploration of the recreational
component of the leisure industry, in particular, its
new content, were the works of representatives of the
«critical theory of mass communication» W. Benjamin
(Penvsamun, 2000) and S. Hall (Hall, 2004), who stud-
ied mass culture (media culture). The article also uses:
scientific developments of representatives of the theory
of «information society» by G. Innis (Innis, 1964) and
M. McLuhan (Maxmiosn, 2007; 2013), who combine
approaches to understanding the phenomenon of «me-
dia» as a communication technology that determines
cultural communication roles; sociological theory
of communication systems of N. Luhmann (JIyman,
2010); N. Chomsky's work (Chomsky, 1988), devoted
to the influence of the media, the advocacy function
of the model of communication that is developing to-
day; N. Negroponte's scientific research (Negroponte,
1970) on the prediction of mass digitization of the
world; and the research of J. Deleuze and F. Guattari
(Henés, I'sammapu, 2007), where the authors introduce
the concept of «rhizome» into the scientific space and
propose to study modern mass culture in the context of
the features inherent in this concept.

Scientific research of cultural, philosophical,
psychological, media orientation became the method-
ological basis of our study. Comparative, logical and
analytical methods were also used, which allowed to
consider this problem holistically.

The aim of the article is to consider the recreational
component of the leisure industry in the phenomena

of mass culture of modern Ukraine. The need to study
this component is primarily due to the evolution of
the leisure industry in the recreational sphere, because
the institutional Ukrainian system of sports and health
services was formed in the socio-cultural reality of the
Soviet Union. Over the last thirty years, it has been
reformed and modified in fundamentally different
socio-economic and political conditions, in particular,
in the context of global commercialization of all social
relations. In addition, today it is impossible to imagine
the leisure industry without the involvement of modern
mass media, which promote communication between
different segments of the population, the formation of
moral norms, values and interests inherent in society's
consumption.

Presentation of research material. The term recre-
ation means «re-creationy», «reproductiony». This effect
is achieved in different ways, but the ultimate goal is
for the individual to acquire an optimal state — physi-
cal, mental — which in 61 BC Decimus Junius Juve-
nalis described as «a healthy spirit in a healthy body».
Achieving a harmonious combination of physical and
mental components is what can be called a recreational
effect. This effect is achieved in different ways, but
there is no doubt that recreation is a social activity, as it
includes all kinds of human activity in one’s free time.

Changes in the socio-cultural space of the XXI
century, compared to the last quarter of the last cen-
tury, when the leisure industry was purely commercial,
indicate that information technologies, consumption
of media resources have become elements of every-
day life. In this context, the content of the concepts
of «recreational infrastructure» and «recreational ser-
vice» have undergone radical changes. Consequently,
the recreational effect acquires some other meanings
in mass culture, the cultural institutions of which in-
clude the leisure industry, in particular, the provision
of services for the organization of health and physical
rehabilitation. Such a significant change is due to the
focus of cultural industries on the mass consumer.

It should be noted that mass culture is distin-
guished by several factors: the implementation of
maximum social communication, the possibility of
maximum replication and diversification of artifacts
of mass culture. Due to their spreading into all spheres
of life, a set of new stereotypes of thinking, values,
norms and rules inherent in the society of consump-
tion is formed. Adherence to such a single complex
brings together mass culture and the leisure industry.
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The leisure industry provides cultural services,
the receipt of which is the implementation of a recre-
ational (hedonistic in nature) function of mass culture.
In turn, mass culture can be considered as a superstruc-
ture, the material basis of which is the leisure industry.
Thus, mass culture, as dominant in modern consumer
society, is a socio-regulator, even a quasi-religion of
the form of material civilization that humanity has
built in the XX century if the term «material civiliza-
tion» is understood as the world economy according
to F. Brodel (hpoodemw, 1997) and the tertiary sector of
which is the leisure industry among others.

Mass culture is not homogeneous, heterogeneous
and can only conditionally be considered hierarchi-
cal. According to J. Deleuze and F. Guattari ([Jezés,
T'sammapu, 2007), culture in general is a plural phe-
nomenon, a «rhizomey» (fr. la rhizome — «rhizome,
rootstock»), a rhizome of multiple horizontal relation-
ships unorganized in the hierarchy, when there is re-
jection from a rigid hierarchy of meanings that now
coexist. The concept of rhizome contains features that
are inherent in modern mass culture: plurality, lack of a
single center, heterogeneity, the combination of every-
thing with everything. Thus, the opposition «mass —
elitist» in modern society is gradually being replaced
by the «peaceful coexistence» of various, sometimes
oppositional phenomena in their discursive practices.
Based on the opinion of French researchers, we can
say that mass culture and its material embodiment —
the leisure industry — have no single paradigm at the
meta-level. There is a set of phenomena that are not
connected by a single «root» of common origin, but
coexist in the «rhizomey, which fills a plural socio-
cultural space.

It should be noted that there is no single classifi-
cation of segments of the leisure industry in the scien-
tific literature. Each of the researchers considers these
segments based on their own ideas or on the basis of
information (mostly advertising) in mass media. In
particular, L. Sekretova conducted a kind of «inven-
tory» of socio-cultural areas of leisure activities. The
researcher proposes to study the components or relat-
ed activities of cultural industries, among which she
names the leisure industry, entertainment industry, hol-
iday industry, show industry, animation industry, gam-
ing industry, computer industry, music industry, event
industry, beauty industry, fashion industry, leisure and
entertainment industry, intimate leisure industry, sports
industry, mountain ski industry, ocean industry, fast

food industry and many others (Cexpemosa, 2013).

This list, although not complete, does not claim to
be exhaustive and is based on data from various sourc-
es of information. Thus, it is devoid of systematicity,
which allows us to recognize its classification. Each of
these industries is defined by the author as an industry’,
however, we believe that this term cannot be used in
all cases. Rather, it may be a leisure industry that is in
demand for products and/or services and has a certain
level of organization.

Most of the types of «industries» listed by
L. Sekretova are one recreational service, which is
provided comprehensively until the moment of com-
pletion, that is, the termination of the service of the
recreant. Each of these services, divided into a separate
operational and procedural «chainy», can be attributed
to three types of leisure industry — recreation, en-
tertainment, holidays, where the essential differences
are noticeable in the system of recreational services.
The distinction is logically justified, because the UN
Conference on Trade and Development classified ev-
erything related to leisure as cultural industries, which
are divided into four components — cultural heritage,
art, media, functional areas. M. Yaroshenko claims that
the entertainment industry (which he does not sepa-
rate from recreation) is understood as a «functional
sphere», which includes creative services and cultural
leisure (Apowtenxo, 2016).

However, if we consider the provision by social
institutions and specialized institutions of physical rec-
reation services (treatment, rehabilitation), the sphere
of the leisure industry includes those services that pro-
vide the recreant an active form of recreation.

Active recreation, according to the classification
of V. Stalnaya (Cmanwnas, 2008), can also be under-
stood as walks in the form of communication with
nature; visiting national nature parks; visiting play-
grounds, bowling, skating rinks, amusement parks,
discos; scientific and educational recreation (cognitive
activity), etc. The recreant voluntarily, according to his
own preferences, chooses a form of recreation, which
is held outdoors or indoors.

Thus, the leisure industry includes all types of
tourism, medical and treatment recreation, it means
those that involve the use of recreational resources
and infrastructure both in the country of residence and
abroad (in the case of providing the service). These va-
rieties include the hotel industry, the industry of chil-
dren's recreation and leisure, the hospitality industry.
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In the United States, where the latter is particularly
developed, hospitality includes motels, auto courts,
bed and breakfasts hotels, dormitories, camps and car
parks, and places to eat quickly on the road. That is the
sphere of services for travelers.

Recreational resources are also among the
«pearlsy that nature has endowed Ukraine with. In
Ukraine, a significant part of the natural potential con-
sists of recreational landscapes (forest, coastal, moun-
tain), health resources (mineral waters and therapeutic
mud), nature reserves, historical and cultural areas,
etc. The second group of recreational resources are
historical and cultural, the third are socio-economic,
resources that provide production, sale and provision
of recreational services.

The following data testify to the efficiency of the
use of natural recreational resources. In Ukraine, me-
dicinal mineral waters of different chemical composi-
tion are available in almost all forest-steppe regions,
but out of 400 sources only 34 are used for balneologi-
cal purposes and industrial bottling, out of 104 known
in Ukraine deposits of therapeutic peat and silt mud
only 26 are used to treat. In Crimea, the total length
of beaches was 1160 km, or 47% of the coast, which
is enough to heal at the same time 4.1 million people.
Prior to hostilities in eastern Ukraine in 2014, there
were 3,041 sanatoriums in Ukraine, including 296 rest
homes and boarding houses, 1,940 bases and other rec-
reation institutions (bopynsxo, 2014).

The recreational infrastructure and resource base
of the Ukrainian leisure industry can only be indirectly
attributed to mass culture, although they are also used
by other segments, namely the leisure industry. An
analysis of the services provided by the leisure indus-
try shows that these services are practices of mass cul-
ture, therefore, entertaining functions (essentially he-
donistic) can be considered a practical implementation
of the functions of mass culture as such. In addition to
the fact that the entertainment industry is the imple-
mentation of a recreational function, it has been devel-
oping rapidly since the first third of the XX century as
a separate sector of the economy. This fact gives us the
right (at least to some extent artificially) to separate en-
tertainment from leisure, because the tourism, spa in-
dustries are sectors of the economy that emerged long
before the formation of mass culture (tourism, for ex-
ample, has been known since ancient times, and people
traveled «to the water» already in the XVIII century).

The basis of the entertainment industry is the

modern media culture, the technological expression
of consumerism as a system of values, ideology, even
quasi-religion, a tool for manipulating the conscious-
ness of the masses, whose meaning in life is consump-
tion, If at the end of the XIX century and further mass
culture formed and spread spontaneously, and its arti-
facts and ideologies (services) appeared as proposals
«from abovey, caused by demand «from below», then
media culture is a product of the media, representing
and reproducing the dominant ideology, forming pub-
lic opinion, tastes, needs, and therefore — the mass
consciousness. In our opinion, media culture in the
form in which it exists today is a modern manifestation
of mass culture, which differs from previous forma-
tions in the ability to impose «bottomy orienting mod-
els of social life «from abovey. Actually, that's why it
is also mass media.

Therefore, the services in the entertainment in-
dustry are specific, because they provide information,
good mood, relaxation — declining the tone of human
muscles, caused by the inner state of calm and knowl-
edge of nervous tension, disconnection from all the
surrounding problems and troubles. In this context, in
the XXI century, the ancient Roman formula for the
tranquility of «the bread and spectacle» plebs has been
updated with modern technology, and as a result, there
is a great growth in the provision of services globally,
including through the leisure industry. Of course, the
«leisure industry» is only part of the service industry.
However, every year the world market in this area is
growing rapidly.

However, the coronavirus pandemic and the re-
sulting self-isolation regime in 2020 led to a decrease
in indicators — minus 5.6% (with an average annual
growth rate of global industry before the pandemic of
2.8%). The pandemic also affected the volume of the
film industry, as cinemas closed in most countries in
March 2020. In total, the world box office may lose 5
billion US dollars by the end of the year, despite the
fact that at the peak of profitability in 2018, the global
film industry «cost» consumers 136 billion US dollars
(onbuesa, 2020).

In the last decades of the XX and the beginning of
the XXI centuries such changes have taken place, that
it is possible to state about the new quality of leisure
activities and fundamentally new forms of it, which
depend, first of all, on the use of information technolo-
gies. The technical component is becoming an integral
part of people's lives, their daily lives, which makes the
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era of post-industrial leisure different from any of the
previous eras.

The socio-cultural space of modern Ukrainian so-
ciety is determined by global trends, so today it is part
of the global telecommunications network, the main
features of which are multimedia, interactivity and
virtuality. N. Luhmann aptly noticed: what we know
about our society we know through the media. «Even
if we doubt any information, we will still be based on
it. Applying Kant's terminology, the mass media cre-
ate a transcendental illusion — the inevitable error of
reason, which arises in the realization of its dialectical
nature and arises as a result of the mind beyond the
experimental application of categories. In any case, it
is a constructed reality» (Jlyman, 2010, C. 27).

This «constructed reality» is heterogeneous and
is a matrix of subcultures — a multicomponent for-
mation. Each of the components has its prehistory,
generic properties and place in the overall system of
recreational services of the leisure industry. These sub-
cultures exist in different formats of consumption of
a cultural product, but the media form is common to
most of them. Services provided on the Internet, televi-
sion networks, listening to the radio, etc. give the va-
cationer the opportunity to receive media products for
a fee or as a result of direct use free of charge. Such
services on a global scale and in the Ukrainian socio-
cultural space include: Internet access, Internet adver-
tising, pay-TV, television advertising, radio broadcast-
ing, outdoor advertising, publishing of newspapers and
magazines, business information (B2B), OTT Service.

Considering the socio-cultural space in which the
modern Ukrainian is, it is necessary to note the full
integration of his cultural and spiritual life into the
world entertainment industry in its highest technologi-
cal manifestation — the media space. There are no re-
strictions on access to global social and other networks
(services). Despite the fact that only 52% of Ukraini-
ans have access to the Internet, they are in the networks
not less than citizens of other countries — almost sev-
en hours a day (a study by WedreSocial). Moreover,
according to Mediakix, teenagers use networks (first
of all, social platforms) for up to 9 hours a day, and
60% of the time spent in networks is using mobile de-
vices (smartphones). Of course, the average figures are
much lower (taking into account all segments of the
population) — 2 hours (116 minutes), but they are as
much as 5 years and 4 months of human life.

Satisfying leisure needs with the exclusive con-

sumption of information and entertainment content is a
social problem on a global scale. In Ukrainian society,
these needs are met not only in a passive mode — on
the Internet, by watching TV programs, movies and
others. Since Ukraine is a part of the post-Soviet space,
on the one hand, it is the heir of the cultural matrix
of totalitarianism, on the other hand, it is integrated
into the world mass culture and, accordingly, the me-
dia space. Hence, the multilayered, multidimensional,
cultural needs are caused by the multilayered nature of
society, which looks like a heterogeneous system con-
sisting of people of different ages, different educations,
different interests and values.

Multi-layeredness leads to a situation that can be
considered a conflict of generations (to some extent,
because there is no open confrontation in Ukraine,
rather, there is a coexistence of worldviews and ways
of life of different generations). However, all genera-
tions are united by a common attitude to the cultural
needs and values formed by the previous socio-eco-
nomic formation — to sports, concerts, opera, digital,
dance and other performances (public spectacles), to
the activities of libraries, archives, museums, botanical
gardens, zoos, nature reserves. It should be noted that
in Ukraine 53 nature reserves have the status of na-
tional nature parks, in each city there are cultural parks
(sometimes not one), there are 6 zoological parks of
national importance and 5 of local importance, circus
performances take place in 20 stationary and at least
8 mobile circuses, there are (according to data from
2018) 117 working theaters — 4 in state ownership and
16 in municipal and communal.

In addition to the above-mentioned, the average
Ukrainian has the opportunity to use bookmaking ser-
vices, participate in lotteries, watch sports, especially
football, as well as visit entertainment venues (night-
clubs, discos, etc.). Considering these types of recre-
ational services as an industry, we first consider it as
a system of institutions that provide these services,
conditionally grouped into a single industry called the
«industry of holidays», without separating theatrical,
concert and socio-cultural activities.

The leisure industry also includes the music, dance
and fashion industries, as the modern format of these
industries means that they function primarily as media
cultures. These industries are developing in the media
environment, but operate not only in the field of com-
munication services (it means in the systems of infor-
mation dissemination and production sales on all types
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of media), but also directly in the field of public spec-
tacles and entertainment — the industry of holidays.

The industry of holidays. The world industry of
holidays is organized by commercial structures, which
are called event companies, and activities — by event
management. These institutions are the organizers of
music concerts, festivals, some sporting events, exhi-
bitions and conferences and more. The sources of in-
come for event companies are both sponsorship and
ticket sales. The pandemic has had a significant impact
on the industry of holidays: as for March 2020, the in-
dustry lost 16.5 billion US dollars.

The Ukrainian event market has been developing
dynamically since the country gained independence
and on the eve of the pandemic, it reached an annual
turnover of UAH 2 billion. About 250 thousand peo-
ple, 50 rather large companies and 1.5 thousand small
ones work in this sphere. Losses in 2020 amounted to
almost UAH 1 billion, the pandemic put the industry
on the brink of survival. These companies include the
organizers of concert activities, most of which have
been operating since the Soviet period, 23 philharmon-
ics, 8 touring and concert and 5 concert and pop as-
sociations. Concerts and tours are also organized by
professional creative groups, it means those persons
who, according to the Law of Ukraine «On Touring
Events in Ukraine» have the right to be tour organizers.

Regarding the socio-cultural life of Ukraine, it
should be noted a significant number of institutions,
left mostly inherited from the previous socio-economic
formation, and in which cultures, houses of creativity,
houses of teachers, doctors, agronomists, scientists,
tourists and more work. In addition to the above-men-
tioned, recreational facilities also include collective
accommodation — hotels, motels, hostels, campsites
and parking lots for caravans and trailers, dormitories
for visitors, in fact, the entire network, defined as the
hotel industry and / or the hospitality industry.

An overview of the Ukrainian leisure industry will
be incomplete if we ignore the domestic fashion indus-
try. The world industry is quite clearly segmented, and
the vertical segmentation corresponds to the «canons»
of mass culture — from the kitsch level to the mass
market of fashion clothing / footwear («fast fashiony),
and above the «pyramid» there is haute couture. Haute
couture is a media culture with all its attributes, mythol-
ogy, which is a vivid manifestation of consumerism and
the quintessence of the values of a consumer society.

Like other leisure industries, the global fashion

industry has slowed a little bit in 2019, but the market
is expected to recover in 2023. These data are provided
by experts on the current trends in the development of
«fast fashion» — retail chains of the largest «playersy in
the market (a total of 24 brands), which have their own
lines of ready-made clothing and footwear. According
to other data, the total capitalization of the global fash-
ion industry exceeds the telecommunications and is es-
timated at 3 trillion US dollars of annual sales.

In 2017, the market of domestic women's cloth-
ing in Ukraine was estimated at approximately UAH
8.66 billion, and the bulk of Ukrainian production is
focused on export markets. There are currently 6,000
textile factories in Ukraine. About 600 Ukrainian fash-
ion designers retail their own brands and collections,
of which almost 200 designers are regular participants
in fashion weeks in different countries. Ukrainian
Fashion Week is the most successful of similar Eastern
European cultural events.

We take into consideration only generalized indi-
cators of the development of industries, leisure, enter-
tainment, holidays, which give an idea of the scale of
the phenomena. There are many areas of business re-
lated to the leisure industry, but statistics on production
volumes are not able to properly assess the services
provided by entrepreneurs, especially as recreational
services.

In our opinion, the services of the leisure industry
differ from the services provided by other sectors of
the tertiary sector, the ultimate goal of their provision
(rest, rehabilitation, entertainment, relaxation, etc.),
while the means of achieving the goal may be different
and do not always indicate this goal. For example, in
the mass segment of the fashion industry the main goal
is to meet one of the fundamental needs of human ex-
istence — in clothes, shoes, but the end effect of buy-
ing fashionable products is aesthetic — joy, sometimes
euphoric, from a well-chosen stylish outfit. That is why
shopping is one of the most common forms of enter-
tainment and not only for women. Recreational influ-
ence is only a component of the general phenomenon,
but it is meaningful.

The absence of a single paradigm does not mean
the absence of common properties, features, norms,
dominant functions in different subcultural phenom-
ena. Despite the fact that each phenomenon has its
own, sometimes unique, infrastructure, resource base,
its own specific services, etc., certain components are
contained in the service systems of each of the sub-
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cultures of industry. One of such components of any
subculture of the leisure sphere is music, because even
indifferent to each other or «hostile» (countercultural)
seedlings of «rhizome» contain to a greater or lesser
extent a musical component. Without music, it is dif-
ficult to imagine the media, the film industry, any kind
of entertainment, leisure, holidays and no cultural
event at all. In our opinion, this statement is axiomatic,
because the release of TV or radio news is now accom-
panied by a musical sound.

Thus, it is the total presence of music as a socio-
cultural phenomenon in all aspects of human social life
that defines the music industry as a central element of
modern mass culture. Purely industry is the production
and distribution of music stocks, as well as festivals
and concerts.

According to the International Federation of the
Phonographic Industry (IFPI), in 2020 there was re-
corded a steady increase in revenue, observed for the
fifth year in a row (regardless of the pandemic). Total
revenue was 20.2 billion US dollars, and more than
half of the income of commercial participants («record
labels») received from streaming (OTT) services such
as Spotify, Amazon, AppleMusic. The number of users
of paid streaming services reached 341 million peo-
ple, which is 34% more than in 2018. However, CDs
and vinyl records account for only one-fifth of sales.
Experts believe that these trends are not related to the
coronavirus pandemic.

The state of the world dance industry as a sepa-
rate industry that unites dance training industry has
been significantly affected by the pandemic. Analysts
distinguish between professional choreographic art
and the structures that organize (produce) it, combin-
ing them into a single concept of «dance companies»,
and dance studios or fine art schools. The Ukrainian
dance industry is closely connected with the music
industry. This connection has emerged and strength-
ened over the centuries, continuing the unique musical
and dance direction of choreographic art, which has
no analogues in terms of mass distribution in popular
culture. Dance music today remains a mainstay in the
global entertainment industry and is briefly defined as
dance-music. This simple definition hides a new con-
figuration, if we compare it to the previous, in which
the musical and choreographic components are equal
and functionally complement each other, creating a
synergistic effect. The first and most noticeable dif-
ference is the focus on fundamentally new rhythmic

accents and metrorhythmic formulas, which can be
without exaggeration declared a rhythmic revolution,
the so-called groove, which has a recreational effect.
The special groove of rhythms created the conditions
for the emergence of recreational choreography — a
functionally new, compared to previous, area of leisure
industry and social life of mankind, which is extremely
promising in our time and requires separate research.

Conclusions. The presence of a system-forming
recreational component in the phenomena of mass
culture is one of the reasons for the process of
transformation of the functions of traditional culture in
the XX — early XXI century in masculine functions.
They are based on hedonistic relativism, which
ultimately determines the cultural model realized in
other artifacts and value systems that are based on
tradition, but fill it with new meanings.

It was found that in modern mass culture, which
includes cultural institutions and the leisure industry, the
recreational component acquires new meanings. This
is due to the orientation of Ukrainian modern cultural
industries on the mass consumer, which, in turn, leads
to the emergence of new recreational forms of leisure
activities, dependent primarily on the use of information
technology. A set of factors that determine the essence
and indicate the proximity of mass culture and the
leisure industry are the following: the implementation
of maximum social communication, the possibility of
maximum replication and diversification of artifacts of
mass culture. Based on the theory of J. Deleuze and
F. Guattari (/Jenés, Teammapu, 2007) on culture as a
plural phenomenon, «rhizomey, the features inherent
in modern mass culture are identified: multiplicity, lack
of a single center, heterogeneity, combining everything
with everything.

Recreational infrastructure of mass culture is
defined as the leisure industry. The specified division
of the specified industry into three basic sectors —
leisure, entertainment and holidays is offered. It is
proved that the recreational component is present
in all types of services provided by these industries,
or recreation is their main content. Thus, services
provided in the leisure industry are recreational,
consumers are recreants, and the provision system
is a system of recreational services. Recreational
services are becoming a kind of social practice that
helps to restore energy consumption and health in two
forms — passive and active, which allows to explore
the recreational component of the leisure industry as a
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culture of mental recreation and rehabilitation (passive
form) and culture of physical development, support
and renewing (active form).

It is proposed to consider the leisure industry
as a system of recreational services provided in
the socio-cultural space, as well as a matrix of
subcultures — a multicomponent entity that has a
predominantly media form. Thus, every subcultural
phenomenon of the leisure industry functions mainly
(but not exclusively) as media culture. Consequently,
the modern recreational infrastructure is a media
culture that ensures the functioning of the information
environment, without which the mass distribution of
recreational media texts, as well as the production and
distribution of relevant images would be impossible.
This infrastructure can exist and develop only in the
communicative field of mass media. Of course, the
media does not replace clubs, cinemas, «live» concerts
and theater performances, stadiums, travel, etc.,
but most of the free time a person spends in online
communication in the Internet, which informs him,
teaches, entertains, politically engages, and, most

importantly, allows him to communicate on social
networks.

Ukrainian socio-cultural space is integrated into
the world leisure industry. Analysis of the recreational
component of the leisure industry in the mass culture
of modern Ukraine revealed that consumers of this
industry are people of different ages, so Ukrainian
society looks like a heterogeneous system, which
has no acute conflict between generations, typical of
the second half of last century. Regardless of social,
cultural and age differences, the recreational effect
is achieved through sublimation of desires, instincts,
creating a pragmatic background for information
assimilation, lack of significant efforts to assimilate
information, lack of significant efforts to assimilate
and/or familiarize with specialized knowledge,
removal of psycho-emotional load etc.

Thus, the proposed culturological analysis of
the recreational component of the leisure industry in
the phenomena of mass culture of modern Ukraine
is relevant today and may be of interest to other
researchers in this field.

IpumiTkn:

1 According to Sekretova, «the concept of “industry” in the XXI century is used in all spheres of social production, where there are

technologies (it means the basis for industrial development), including metallurgy, tourism, food production, cinematography, etc.»

(Cexpemosa, 2013).

References:

Benjamin, V. (2000). Ozarenija [IIlumination]. Moscow: Martis. (in Russian)

Borulko, N. (2014). Suchasnyi stan ta perspektyvy rozvytku sanatorno-kurortnoho kompleksu Ukrainy [Modern state
and prospects of development of the sanatorium and resort complex of Ukraine]. Visnyk Skhidnoukrainskoho
natsionalnoho universytetu imeni V. Dalia, 8 (15), 10-15. (in Ukrainian)

Brodel, F. (1997). Materialna tsyvilizatsiia, ekonomika i kapitaliz [Material civilization, economics and capitalism]. Kyiv:

Osnovy. (in Ukrainian)

Chomsky, N., & Herman, E. (1988). Manufacturing consent: the political economy of the mass media. Panthon Books.
Retrieved from https://www.goodreads.com/book/show/12617. Manufacturing_Consent
Deljoz, N., & Gvattari, F. (2007). Anti-Jedip: kapitalizm i shizofrenija [Anti-Oedipus: capitalism and schizophrenia].

Yekaterinburg: U-faktorija. (in Russian)

Dolbnieva, D. V. (2020). Vplyv COVID-19 na ekonomiku krain svitu [The Injection of COVID-19 into the economy of
the country]. Problemy ekonomiky. 1(43). 20-26. DOI: https://doi.org/10.32983/2222-0712-2020-1-20-26 (in

Ukrainian)

Hulych, O. (2011). Rehionalni rekreatsiino-turystychni kompleksy: problemy i perspektyvy rozvytku [Regional recreational
and tourist complexes: problems and prospects of development]. Ekonomist, (5), 41-43. (in Ukrainian)



ISSN 2311-9489. KVIIBTVPOJIOITYHA IVMKA. 2022, Ne22

Ignatenko, A. N. (1989). Rekreacionnye territorial'nye sistemy: nauchnye osnovy razvitija i funkcionirovanija: uchebnoe
posobie [Recreational territorial systems: scientific foundations of development and functioning: textbook]. Kyiv:
UMK VO pri Minvuze USSR. (in Russian)

Ilin, A. N. (2011). Massovaja kul'tura i subkul'tury sovremennogo obshhestva [Mass culture and subcultures of modern
society. Social sciences and modernity]. Obshhestvennye nauki i sovremennost', (4), 167-176. (in Russian)

Innis, H. A. (1964). The Bias of Communication. Toronto: Univerity of Toronto Press.

Kononenko, O. V. (2013). Masova kultura v dyskursi postmodernu [Mass culture in postmodern discourse]. Visnyk
Natsionalnoho aviatsiinoho universytetu. Filosofiia. Kulturolohiia, (1), 144-148. (in Ukrainian)

Luman, N. (2010). Realnist mas-media [The reality of the media]. Kyiv: TsVP. (in Ukrainian)

Makljujen, M. (2007). Ponimanie media: vneshnie rasshirenija cheloveka [Understanding media: external extensions of a
person]. Moscow: Kuchkovo pole. (in Russian)

Makljujen, M. (2013). Galaktika Gutenberga. Stanovlenie cheloveka pechatajushhego [Gutenberg galaxy. Becoming a
typist]. Moscow: Gaudeamus. (in Russian)

Matsola, V. 1. (1997). Rekreatsiino-turystychnyi kompleks Ukrainy [Recreational and tourist complex of Ukraine]. Lviv.
NAN Ukrainy, Instytut rehionalnykh doslidzhen. (in Ukrainian)

Negroponte, N. (1970). The architecture machine: towards a more human environment. Cambridge, Mass.: MIT Press.
Retrieved from https://direct.mit.edu/books/book/5049/The-Architecture-Machine-Toward-a-More-Human/. DOI:
https://doi.org/10.7551/mitpress/8269.001.0001

Oleksiuk, H. V., Anhelko, 1. V., & Samotii, N. S. (2020). Ivent-industriia: rozvytok ta problemy v Ukraini [Event industry:
development and problems in Ukraine]. Rehionalna ekonomika, (3), 120-130. (in Ukrainian)

Payne, H. (2020). Dance movement therapy: theory, research and practice. Routledge. Retrieved from https://www.
Researchgate.net/publication/347695224 Dance Movement

Petrova, 1. V. (2013). Leisure in historical and cultural measurement. Doctor sciences dissertation (Culturology). National
Institute of Culture and Arts, Kyiv. (in Ukrainian)

Proctor, J. (2004). Stuart Hall. Routledge critical thinker. London, New York. Routledge Taylor & Francis Group

Sekretova, L. V. (2013) Industriya dosuga: social’no-kul'turnyj aspect: Social'no-kul'turnaya deyatel'nost’ v usloviyah
modernizacii Rossii. Proceedings of the Conference. St. Petersburg, 24-25 January, 2013, (pp. 47-55). St.
Petersburg: St. Petersburg State Institute of Culture (in Russian)

Stalnaya, V. (2008). Voprosy klassifikacii v industrii razvlechenij. [Classification questions in the entertainment industry].
Prakticheskij marketing. (9), 17-23. (in Russian)

Varava, A. (2019, January 21). Ukraine in fashion: can Ukrainian designers translate a growing international reputation
into global sales success? Business Ukraine. Retrieved from: https://www.bunews.com.ua/economy/iem/ukrainian-
fashion-industry

Yaroshenko, N. N. (2017). Industriya razvlechenij v prostranstve sovremennyh kul'turnyh praktik [ Entertainment Industry in
the space of modern cultural practices]. Mezhdunarodnyj zhurnal issledovanij kul'tury, 1 (26), 112—122. (in Russian).

Jliteparypa:

Benpsimun, B. (2000). O3apenus. Mocksa: Maptic.

Bopymeko, H. (2014). Cy4acHuii cTaH Ta MEpPCTIIEKTUBH PO3BUTKY CAHATOPHO-KYPOPTHOTO KOMILIEKCY YKpaiHu. BicHuk
Cxionoykpaincvkoeo HayionanbHo2o yHigepcumemy im. B. lans, 8 (15), 10-15.

Bpozmens, ®. (1997). Mamepianvha yuginizayis, exonomixa i kanimanizm. Kuis: OCHOBHL.

Dy, O. (2011). PerioHanpHi pekpeamiiiHO-TypHCTHYHI KOMIUIEKCH: POOIEMH 1 TIePCTIEKTHBH PO3BHUTKY. Exoromicm, 5,
41-43.

Henés, H., & I'sarrapu, @. (2007). Awmu—30un: kanumanusm u wuzogpenus. Exarepundypr: V-dakropus.

Hon6resa, /1. B. (2020). Brmme COVID-19 Ha exoHOMIKY KpaiH cBity. [Ipo6remu exornomixu, 1(43), 20-26. DOI: https://doi.
org/10.32983/2222-0712-2020-1-20-26

Urnarenxo, A. H. (1989). Pexpeayuonnvie meppumopuanshoie cucnemsl: HAyyHble OCHOBbL PA38UMUA U OYHKYUOHUPOBAHUA:
yuebroe nocooue. Knes: YMK BO npu Munsyze YCCP.


https://www.routledge.com/search?author=James Procter

ISSN 2311-9489. THE CULTUROLOGY IDEAS. 2022, Ne22 NINA DIDENKO

Wneun, A. H. (2011). MaccoBas kymsTypa U CyOKYIBTYpHl COBpEMEHHOTo oOmiectBa. OQOwecmsenHvle HAyKU U
cospemennocmo, 4, 167-176.

Kononetxko, O. B. (2013). Macosa ky/IsTypa B IMCKYpCi IOCTMOIEPHY. Bichux HayionanbHozo agiayitinozo yrisepcumenty.
@inocoghis. Kynemyponoeis, 1, 144-148.

Jlyman, H. (2010). Peansricms mac-media. Kuis: LIBIL.

Maxktoss, M. (2007). llonumanue medua: snewnue pacutupenus yenogexa. Mocksa: Kyukoso mone.

Maxmosn, M. (2013). laraxmuxa [ymenbepea. Cmanoenenue yenosexa neuamaioueo. Mocksa: ['ayneamyc.

Marnona, B. L. (1997). Pekpeayitino-mypucmuunuii komniexc Ykpainu. JIpBiB. HAH Vkpaixu, [HCTHTYT perioHanbHHX
JIOCITiJDKEHb.

Onexkciok, I. B., Anrenko, 1. B., & Cawmoriit, H. C. (2020). IBenT-iHaycTpisi: pO3BUTOK Ta MpodaeMu B YkpaiHi. Pecionanvha
exornomika, 3, 120-130.

ITerpoga, 1. B. (2013). JI03BiIs B iCTOPUKO-KYIBTYPHOMY BUMIpi. JJucepmayis na 3000ymms HayKo02o chiyneHs 00Kmopa
kynvnyponoeii. KniBchkuil HallioHANbHUN YHIBEPCUTET KYJIBTYpH i MUCTENTB, KuiB.

Cexperona, JI. B. (2013). Wuayctpust gocyra: COUMATbHO-KYIBTYpHBIH actekT. CoyuansHo-KyibmypHas 0esmenbHoCHb
8 ycnoguax moodepruzayuu Poccuu. COOpHUK cTaTell MO MaTepuajaM BCEPOCCHIICKON HayqHO-TIPaKTHYECKOM
koH(epenuuy, 24-25 susaps 2013 . Cankr-IletepOyprekuii TocyiapCTBEHHBIH HHCTHTYT KYJBTYpbI, 47-55.

CransHas, B. A. (2008). Bompocs! knaccudpukaluy B MHAYCTPUH pasBieueHuil. [lpaxmuyeckuil mapkemune, 9, 17-23.

Slpomenko, H. H. (2017). UuxycTpus pa3BiedeHuii B pOCTPAHCTBE COBPEMEHHBIX KYJIBTYPHBIX IPAKTHK. MedicoyHapoouuiii
JHcypHan uccredosanuil Kyiomypet, 1 (26), 112-122.

Chomsky, N., & Herman, E. (1988). Manufacturing Consent: The Political Economy of the Mass Media. Panthon Books.
Retrieved from https://www.goodreads.com/book/show/12617 Manufacturing_Consent

Innis, H. A. (1964). The Bias of Communication. Toronto: Univerity of Toronto Press.

Negroponte, N. (1970). The Architecture Machine: Towards a More Human Environment. Cambridge, Mass.: MIT Press.
Retrieved from https://direct.mit.edu/books/book/5049/The-Architecture-Machine-Toward-a-More-Human/. DOI:
https://doi.org/10.7551/mitpress/8269.001.0001

Payne, H. (2020). Dance movement therapy: theory, research and practice. Routledge. Retrieved from https://www.
Researchgate.net/publication/347695224 Dance Movement

Proctor, J. (2004). Stuart Hall. Routledge critical thinker. London, New York. Routledge Taylor & Francis Group.

Varava, A. (2019, January 21). Ukraine in fashion: can Ukrainian designers translate a growing international reputation into global
sales success? Business Ukraine. Retrieved from https://www.bunews.com.ua/economy/iem/ukrainian-fashion-industry

Hioenko Hina Onexcanopiena
Pexpeauiiinuii KOMnoHeHT iHAYCTPii 103BiNIs B ABMIIAX MACOBOI KYJILTYPH cy4acHoi YKpaiHu

Anomayia. Y cTaTTi BACBITICHO 0COOIMBOCTI PO3BUTKY IHIYCTPIi O3B, 30KpeMa HOTO peKpeaniifHoro KOMIIOHEHTY,
y SBHIIAX MAcOBOi KYIBTYpPH Cy4acHOI YKpaiHu. 3’sICOBaHO, IO B CyYacHii MacOBiH KyNbTypi peKpeariiHiii KOMIIOHEHT
HaOyBae HOBHX 3MICTOBHHMX 3HaueHb. Lle MOB’S3aHO 3 Opi€HTALIEI0 YKPAIHCBKUX CYYacHHX KyIBTYPHHX IHAYCTpiH Ha
MacoBOTO CII0KHBAYa, 110, CBOEI0 YEPTOI0, IPU3BOAKTE 10 BAHNKHEHHS HOBUX PeKpealliifHux (hopM J03BUIIEBOT AISIIBHOCTI.
PosrnsHyTo KOMIUIEKE (pakTOpiB, MO BU3HAYAIOTH CYTHICTH Ta BKA3YIOTh HA ONM3BKICTH MAcOBOi KYJBTYpH # iHAYCTpii
TO3BUDIS: peaizamis MaKCHMAITbHOI COMiaTbHOT KOMYHIKAIIii, MOKITHBOCTI MAKCHMATFHOTO THPAXKYBAHHS Ta TUBEpCH(piKarlii
apre(akTiB MacoBOi KyNbTYpH. BU3HAYeHO pucH, MpUTaMaHHI Cy4acHiii MacoBii KyJbTypi: MHOXHHHICTb, BiJICYTHICTH
€IIMHOTO TIEHTPY, HEONHOPIIHICTh, TTOETHAHHS BCHOTO 3i BCIM. 3’COBaHO, MO CydacHa peKpealiiiHa iH(ppacTpyKTypa
PO3BUBAETHCS HAa KOMYHIKaTHBHHUX 3aca/iaX MacMenia, 0e3 KX MacoBe TMOMMPEHHS PEKPEATHBHAUX MEIIaTeKCTiB, a TAKOXK
ixHe BUpOOHHUITBO Oymo O HeMOXIMBHM. PekpearrifiHa iH(ppacTpykTypa MacoBOi KYIBTYpH BH3HAYAETHCA SAK iHIYCTpIs
TO3BUDIA. 3alpONOHOBAHO YTOYHEHMH MOMUT 3a3HaYeHOl iHAycTpil B YKpaiHi Ha TP OCHOBHI CEKTOPH — BIITIOYHHKY,
posBar i cBsita. JloBeseHo, o peKpeaniiHuii KOMIOHEHT HasBHUH B YCIX BHAAX MOCIYT, AKi HANAIOTHCSA MU IHIYCTPisAMH,
abo pekpearis cKIagae IXHil OCHOBHHMI 3MiCT. Bif3Ha4eHO, M0 B COMIOKYIETYPHOMY JKHTTi CyJacHOi YKpaiHu peKpeaniiii
TOCIYTH iHIYCTpii TO3BLIISA BUKOHYIOTH (DYHKIIIIO COIIOPETYIATOPa B MACOBIH KYIBTYPI.

Knrouogi crosa: pexpealis, pekpeaniifii moCIyrH, iHAyCTPis TO3BULILL, MACOBa KYIBTYpa, MEIiaKylbTypa.
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