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Socio-Anthropological Dimensions of Culture: from Traumatic Consumerism
to Smart Consumption

Purpose of this study is to highlight the socio-anthropological dimensions of contemporary culture through the
prism of the transformation of consumer practices — from traumatic consumerism to smart consumption, illustrating
the transition from a compensatory to a conscious model of human existence in the globalized world. Theoretical
basis draws on the works of key philosophers who have examined consumption in socio-cultural and philosophical
contexts. Thorstein Veblen analyses conspicuous consumption as a means of social stratification and the affirmation
of status. Jean Baudrillard interprets consumption as a system of symbols that generates needs and perceptions in-
creasingly detached from actual necessities. Pierre Bourdieu emphasises the role of consumer habits in maintaining
social hierarchies and in the symbolic struggle between social groups. Zygmunt Bauman’s concept of "liquid mo-
dernity" sheds light on the growing instability and uncertainty that shape traumatic experiences in consumer society.
Richard Sennett explores how the new culture of capitalism, with its focus on flexibility and short-term goals, un-
dermines enduring values and identities. These perspectives are integrated to explain the transition from traumatic
consumerism to smart consumption. Originality. The article introduces the concept of "traumatic consumerism",
which emerges when the acquisition and use of goods and services become a compensatory mechanism in response
to personal or societal trauma — a phenomenon that intensifies during global crises such as wars, economic down-
turns, or environmental disasters. It outlines the dynamics of the shift from traumatic consumerism to smart con-
sumption as observed in the conditions of liquid modernity. Conclusions. The study examines the transformation of
consumption from a trauma-driven pattern to a model of smart consumption. Drawing on the theories of Veblen,
Baudrillard, Bourdieu, Bauman, and Sennett, it demonstrates that contemporary consumption functions as a cultural -
symbolic tool that shapes social identities and sustains hierarchies. The analysis highlights how instability and the
demands of flexibility increase consumers’ traumatic experiences, while also presenting smart consumption as a
conscious, ethical practice that fosters self-sufficiency and sustainable development.

Keywords: globalisation; human; culture of consumption; trauma; traumatic consumerism; traumatic consump-
tion; smart culture; smart consumption

Introduction

Modern people find themselves in a situation where the values underlying their existence are
undergoing transformation. Globalisation processes have led to the emergence of a consumer
society in which people suffer traumatic experiences as cogs in a system where their consumer
needs, habits and practices are determined by the production processes that have developed in
capitalist society. At the same time, new dimensions of social existence are emerging for people
who strive for conscious smart consumption, which is less oriented towards the profits of pro-
duction agglomerations and is characterised by a change in the principles of the consumption
process. The changes taking place in human consciousness and behavioural practices are deter-
mined by the complex interaction of various processes — the spiritual foundations of conscious
smart consumption, environmental problems, the pursuit of self-sufficiency and general well-
being. This aspect has not yet been thoroughly covered in the domestic philosophical and cultur-
al discourse.
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Purpose

To highlight the socio-anthropological dimensions of contemporary culture through the prism
of the transformation of consumer practices — from traumatic consumerism to smart consump-
tion, illustrating the transition from a compensatory to a conscious model of human existence in
a globalised world. This purpose is achieved through the following tasks: 1) to analyse philo-
sophical and cultural approaches to interpreting the phenomenon of consumption in the modern
globalised world; 2) to reveal the essence and socio-cultural consequences of traumatic consum-
erism as a product of the capitalist economy; 3) to outline the specifics of smart consumption and
its connection with the development of smart culture, focused on environmental friendliness, eth-
ics, social responsibility, well-being and sustainable development.

Statement of basic materials

From the point of view of economic development, the first quarter of the 21st century is a pe-
riod of decline in industrial production, which fuelled the development of consumerism. The
phenomenon of consumption in philosophical and sociocultural contexts is crucial for under-
standing contemporary philosophical anthropology. Thorstein Veblen was one of the first to put
forward the concept of conspicuous consumption, which is a means of social differentiation and
status confirmation. In his work "The Theory of the Leisure Class" (Veblen, 1899), he noted that
the acquisition and use of material goods is not only a means of satisfying needs, but also a way
of publicly confirming one’s wealth. For Veblen, human economic behaviour is not limited to
utilitarian motives, as it is linked to symbolic forms of prestige. Jean Baudrillard views con-
sumption not simply as the use of things, but as a system of signs. In his work "The Consumer
Society", he writes: "Commodities are no longer defined by their use, but rather by what they
signify. And what they signify is defined not by what they do, but by their relationship to the en-
tire system of commodities and signs” (Baudrillard, 1998, p. 27). From his point of view, the
logic of modern capitalism replaces real needs with artificially created desires, turning people
into participants in an endless game of symbolic exchange. Pierre Bourdieu analyses consump-
tion as a process of reproducing social hierarchies, emphasising that tastes, even those relating to
everyday things, are the result of social conditions and a means of symbolic struggle between
classes. In her work "Consumer Culture”, Roberta Sassatelli traces how consumption has
evolved from an economic activity into a central cultural mechanism of identity. Sassatelli de-
velops the ideas of Veblen and Bourdieu, emphasising that consumption maintains class differ-
ences even in a "mass" society. "As we have seen, acts of consumption are not only understood
through an opposition between rational and irrational action, but also through a free-
dom/oppression dichotomy™" (Sassatelli, 2007, p. 113). At the same time, she touches on the ide-
as of more conscious consumption as a social trend that can act as a counter-mechanism to hy-
per-consumption. The views of Veblen, Baudrillard, Bourdieu, and Sassatelli share a common
vision of consumption not simply as an economic transaction, but as a multi-layered socio-
cultural phenomenon that encodes social status and symbolic meaning. However, it should be
noted that these theories were formulated during a period of relative socio-economic stability,
when institutions and social norms had a longer lifespan. Instead, the beginning of the 21st cen-
tury ushered in an era of different realities: globalisation, the digital revolution and new forms of
capitalism have completely transformed the nature of social relations and, with them, the logic of
consumption. This change is most vividly described by the Polish and English philosopher and
sociologist Zygmunt Bauman, who presents the concept of "liquid modernity", in which stability
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becomes a rarity, and flexibility and constant adaptation become the key to survival. According-
ly, the consumerist attitudes that had prevailed since the mid-19th century did not begin to de-
cline on their own, but they proved to be less effective in an era of growing digitalisation, where
consumerism is taking on a different character. It can be observed that globalisation has led to
the emergence of both "traumatic consumerism" and the beginnings of smart consumption.

So, how can we describe the current situation? There are currently a number of approaches to
defining the first quarter of the 21st century. One of them was proposed by Zygmunt Bauman. He
notes that there is currently an irreversible process that affects everyone, without exception. This is
due to the further unfolding of globalisation. The thinker notes the following: "An integral part of
the globalizing processes is progressive spatial segregation, separation and exclusion™ (Bauman,
2008, p. 7). He pointed out that "liquid modernity" currently prevails. Now stability is a luxury,
unlike the period of "hard modernity" that existed for almost two centuries (until the middle of the
20th century), when social institutions — the state, the church and the family — were constant and
unchanging. People are faced with a choice, and only they can decide what will happen to them
next. Flexibility and the ability to transform are becoming the only conditions for human existence
in society. Politics has become theatrical, and many other phenomena, such as the digitalised
world, are becoming increasingly important. This is a time when the ethics of responsibility must
be developed, as all established institutions are losing their significance. This is a factor in traumat-
ic experiences, which are linked to a lack of understanding of what will happen to a person next.
The phenomenon of traumatisation in the context of consumption can be considered in terms of
socio-psychological discourse. For the most part, traumatic events include extreme situations that
threaten human life. However, researchers also identify other situations that have an impact on
people, namely situations that are described as “crisis, problematic, critical, existential, terminal,
emotionally complex life situations. A crisis situation is a situation that generates a deficit of mean-
ing in a person’s future life, as a situation of impossibility of fulfilling internal life needs (motives,
aspirations, values, etc.)" (Turynina, 2017, p. 7). Thus, we can extrapolate the influence of the digi-
tal world, the accelerated pace of life, and the excessive demands on the human psyche in terms of
living standards as factors that contribute to an increase in stressful and crisis situations. Among
these factors, in our opinion, we can highlight the "constant” changeability of circumstances and
the destruction of stable landmarks, which are characteristic of "liquid modernity". Bauman’s con-
cept of 'liquid modernity' emphasises the volatility and fragmentation of contemporary society,
where individuals are forced to constantly adapt to dynamically changing circumstances. Here we
can confidently talk about the future shock effect according to Alvin Toffler in his work "A Future
Shock" (1970), where the author defines this term as a psychological state of individuals and entire
societies, as well as a personal perception of "too much change in too short a period of time" ("Fu-
ture Shock™, 2025). According to this logic, consumption ceases to be simply a means of satisfying
basic needs and becomes a tool for preserving one’s identity in conditions of chaos. It is this aspect
that R. Sennett examines in detail in his work "The Culture of New Capitalism" (2006), demon-
strating how flexible and short-term economic structures produce a sense of disconnection from
life and provoke the need for compensatory consumption.

Richard Sennett focuses on the impact of transformations that occur in connection with the
abolition of such factors of the industrial economy as long-term employment and the existence of
established structures. Instead, in the conditions of "new" capitalism, there are changing markets,
temporary agreements and project work, which, of course, affects the conditions of human exist-
ence. Sennett views the modern economic system as one that requires people to constantly adapt:
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The first concerns time: how to manage shortterm relationships, and one-
self, while migrating from task to task, job to job, place to place. If insti-
tutions no longer provide a long-term frame, the individual may have to
improvise his or her life-narrative, or even do without any sustained
sense of self. (Sennett, 2006, p. 4)

As Sennett notes, when life breaks down into episodes, people have to invent and even im-
provise their life narrative. Material goods, brands, and lifestyles become symbolic "anchors"
that temporarily compensate for the absence of strong social ties and stable value systems. How-
ever, such compensation is short-lived and weak, which ultimately increases the need for new
acts of consumption.

Sennett points out that the corporate culture of new capitalism destroys the traditional founda-
tions of trust, loyalty and mutual devotion. As a result, people find themselves in a state of per-
manent competition, which provokes consumerism, where consumer habits are aimed not at sat-
isfying basic needs, but at demonstrating their "success™ in a symbolic competition for a place in
society. Buying things, visiting trendy establishments, and using the latest technologies become a
way to maintain a sense of self-importance, especially when other means of self-affirmation —
such as stable employment, a strong community, or a secure future — lose their relevance.

By proposing the concept of "traumatic consumerism”, we seek to combine philosophical-
cultural and psychological approaches, which will allow us to reach a new level of understanding
of this issue. "Consumers who report previously experiencing traumatic events feel anxiety while
shopping in retail environments, negatively influencing their ability to make purchase decisions"
(Waites et al., 2023, p. 1). "Traumatic consumerism™ occurs when the purchase and use of goods
and services become a compensatory mechanism in response to personal or social trauma. This is
particularly acute during global crises: wars, economic turmoil, or environmental disasters. In
such conditions, consumption ceases to be merely an economic activity and becomes a psycho-
logical way of coping with anxiety or, conversely, intensifying it. As Sarkia (2025) notes, "The
affective realist view is most optimistic about the predictive power of consumer sentiment data
on the grounds that it captures the causal role of ‘animal spirits' and willingness to spend as forc-
es for the economy" (p. 82). Thus, the economic behaviour of modern humans is shaped not by
rational needs, but by emotional states that are characteristic of cultural trauma. The ethical di-
mension of traumatic consumerism is well reflected in the concept of Yang and Cayla (2025),
who analyse how the experience of social exclusion in the sphere of consumption takes on an
emotional and political character.

Importantly, their defensiveness is not merely a rationalization of taste or
an evasion of guilt — it becomes a political and affective response to ex-
clusion, asserting the right to access, recognition, and ethical agency in

the marketplace. Their stance challenges the normative assumptions em-
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bedded in discourses of ethical consumption, which often fail to account
for the unequal distribution of choice and inclusion. (Yang & Cayla,
2025, p. 7)

This position allows us to view traumatic consumption not only as a consequence of individ-
ual experiences, but also as a symptom of structural inequality in a globalised world, where so-
cial upheaval and instability provoke emotional and economic reactions.

Erich Fromm expressed his thoughts on the prospects for the development of human society
in his work "To Have or To Be?". Fromm notes that modern people are in a crisis with many di-
mensions due to the power of corporate capital, the inertia of the majority of the population, the
inadequacy of political leadership, the threat of nuclear war, and environmental hazards such as
climate change, which could lead to famine in many countries around the world. The chances of
salvation seem slim based on business logic, but when it comes to life and death, even a small
probability of success should be considered a real possibility. When Life itself is threatened, all
measures must be taken to ensure that the "sick society" receives comprehensive therapy. Fromm
pointed out that modern people in the industrial world often seek to compensate for feelings of
helplessness and alienation through "possession” as a means of self-affirmation, and traumatic
consumerism emerges as the apogee of appropriation orientation, when the acquisition of materi-
al goods creates the illusion of control and security.

American economist and sociologist Jeremy Rifkin points out in his work "The Empathic
Civilisation" that there has been a historical development of empathy as humanity’s ability to
expand the circle of moral concern — from family and tribe to the global community. "The em-
pathic drive is the invisible hand of human history"” (Rifkin, 2010, p. 16). This idea can be seen
as a precursor to the concept of smart consumption, where purchasing decisions are based not on
impulse or status display, but on an understanding of the consequences. Rifkin emphasises that
the only way out of global crises is through the formation of a "global empathic civilisation"
where consumption is not separated from environmental and ethical responsibility.

A 2014 study by contemporary authors such as Eli Sommer of the University of Haifa and
Ayallo Ruvio of Temple University (Pennsylvania) demonstrates that traumatic consumption has
clear mechanisms of formation and manifests itself in measurable behavioural indicators. In partic-
ular, in their article, where they cited research on the consumer behaviour of Israeli residents, they
concluded that attention to material things is a factor in vulnerability. Focusing on things rather
than interpersonal relationships exacerbates the negative impact of trauma. "Highly materialistic
individuals... were more oriented to objects rather than humans"” (Somer & Ruvio, 2014, p. 435),
that is, individuals with a high level of materialistic outlook tend to focus more on objects than on
people. This orientation reduces the role of social support and increases the likelihood of develop-
ing compensatory consumer strategies. In the context "posttraumatic distress tended to exacerbate
the effect of materialism on elevating maladaptive shopping patterns™ (Somer & Ruvio, 2014,
p. 436). One of the key manifestations of traumatic consumption is shopping escapism, i.e., shop-
ping as a way to avoid experiencing unpleasant emotions. Somer and Ruvio (2014) note that escap-
ist shopping increases with the level of traumatic exposure, but this approach does not solve the
underlying problems, as the pleasure of shopping does not reduce post-traumatic distress: "The
pleasures of shopping cannot attenuate posttraumatic distress” (p. 435).

Creative Commons Attribution 4.0 International
doi: https://doi.org/10.15802/ampr.v0i28.349001 © A. M. Tormakhova, R. M. Grechkosii, 2025

32



ISSN 2227-7242 (Print), ISSN 2304-9685 (Online)
AHTponooriyHi BuMipu Ginocodpcbkux Aociipkens, 2025, Bur. 28

Anthropological Measurements of Philosophical Research, 2025, NO. 28

SOCIAL ASPECT OF HUMAN BEING

Another study conducted by the same authors — Ayallo Ruvio and Eli Somer, in collaboration
with Arik Rindfleisch from the University of Illinois College of Business — showed that material
orientation moderates the relationship between fear of death and impulsive/compulsive purchas-
es: "Materialism exhibits a significant moderating effect on the relationship between fear of own
death and compulsive [and] impulsive buying” (Ruvio et al., 2014, p. 96). The authors also em-
phasise that this effect persists primarily in people with low self-esteem, while materialism
makes bad events even worse. Based on these studies, a number of indicators for traumatic con-
sumption can be singled out, including: price sensitivity and a tendency to choose the cheapest
products even if this reduces satisfaction with the purchase; a high level of brand switching and
experimentation with new products, motivated not by innovation but by savings; impulsive and
compulsive purchases associated with emotional tension and fear of death (Ruvio et al., 2014).
Thus, social support is replaced by consumer actions.

From a philosophical and anthropological perspective, traumatic consumerism leads to a dis-
tortion of cultural values: things lose their utilitarian purpose and are transformed into psycho-
logical "prostheses” for overcoming trauma. An example of this is the phenomenon of “panic
buying" during the COVID-19 pandemic, when the mass purchase of scarce goods (from anti-
septics to food) served primarily a symbolic rather than a practical function. Similarly, in times
of war, traumatic consumerism manifests itself through the purchase of essential products and
goods, as well as alternative energy sources.

Fromm’s reasoning lies in the direction of stating the need to move away from old patterns,
such as appropriation, emphasis on profit, etc. Only by rejecting "rigid" market relations can a
new human community be established:

The realization of the new society and new Man is possible only if the
old motivations of profit, power, and intellect are replaced by new ones:
being, sharing, understanding; if the marketing character is replaced by
the productive, loving character; if cybernetic religion is replaced by a
new radical-humanistic spirit. (Fromm, 2010, p. 214)

Accordingly, new forms of consumption belonging to smart culture will also be formed. Accord-
ing to Ukrainian researchers V. Voronkova and O. Kyvliuk (2017), "smart culture is not an inde-
pendent entity: it is an element of the information culture, media culture, which is based on them and
develops them™ (p. 92). A more successful description of the essential features of smart culture is
formulated in another work: "smart-culture is a set of comfortable conditions of human existence and
development created by modern society with the help of the latest technologies in symbiosis with
scientific achievements and valuable achievements of civilization" (Levcheniuk et al., 2021, p. 190).
The authors see the basis for the functioning of smart culture in values that must be cultivated and
supported by the entire system of social institutions, which is impossible. New forms of consumption
will consist in changing the direction of human development, for which it is not important to break
away from the old, but rather to transform the direction in which the new will develop and evolve.

So what can be classified as smart consumption? In contemporary philosophical and cultural
discourse, smart consumption is viewed not only as individual economic behaviour, but as a sys-
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temic phenomenon integrated into broader social and institutional contexts. This is noted by
T. M. Skjoelsvold et al. (2021), "a concept such as 'smart consumption' needs to be considered as
embedded in broader systems... consumption is not performed by individuals, but as part of a
broader system™ (p. 8). This approach allows us to understand smart consumption as part of a
collective transformation aimed at changing production and consumption patterns. An important
ethical basis for this concept is the idea of sufficiency, developed by T. Princen (2005), who em-
phasises: "seeking enough when more is possible is both intuitive and rational... under global
ecological constraint, it is ethical”. The author emphasises that in an era when technological pro-
gress and economic development allow us to consume much more, a conscious choice in favour
of moderate consumption, rather than maximum consumption, is not a consequence of poverty or
a rejection of modern conveniences, but a well-thought-out strategy. Moderate consumption here
means satisfying basic needs without excessive depletion of resources. Prinsen emphasises that
this practice resonates with both emotional and rational motivations, namely: an inner sense that
excess often leads to unnecessary waste and loss of value, while limited resources and growing
environmental problems require strategic planning for the future. It is also clear that the influ-
ence of technology is significantly transforming consumer strategies. As noted Wang:

Consumer behavior has been mainly transformed by Artificial Intelli-
gence advancements, altering product preferences and choices, as well as
consumer perception in a digital marketplace. With the introduction of
Al-enabled product-recommendation systems, targeted advertising, and
customized content, the traditional way consumers make decisions is al-
ready changing. (Wang, 2025, p. 1)

Under such conditions, the process of independent decision-making becomes a pressing issue,
where individual selectivity is gradually combined with socio-ethical standards of responsibility.
Thus, choosing moderate consumption becomes an ethical imperative, which is no longer just a
personal choice, but a manifestation of responsibility towards other people, future generations,
etc. It is clear that the idea of smart consumption is radically different from the logic of tradition-
al consumerism, which is based on the principle of "the more, the better". Prinsen proposes a
philosophy that brings economic behaviour into line with ethical and environmental values,
combining self-restraint as a virtue (in the Stoic tradition) with a pragmatic approach that takes
global challenges into account.

Thus, smart consumption emerges as the antithesis of traumatic consumerism, offering a model
of moderate, conscious use of resources as a socially and morally justified strategy. A study by the
Finnish Innovation Fund Sitra, an independent state organisation founded by the Finnish Parlia-
ment in 1967, conducted in autumn 2017, aimed to analyse consumer habits. The report was origi-
nally intended for entrepreneurs and business developers who develop products and services. In it,
the authors clarify that smart consumption is based on a combination of personal needs and the
limitations of the planet’s ecological capacity: "Smart consumption is about thinking about both
our own needs and the earth’s carrying capacity and the sufficiency of shared resources when we
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buy goods and services" (Huumo et al., 2019, p. 6). Motivational factors behind this practice are
often driven not so much by environmental considerations as by a desire for health, time savings,
social belonging and bringing joy to loved ones. From a philosophical perspective, smart consump-
tion can be defined as a cultural and ethical practice that combines the ethics of sufficiency, indi-
vidual well-being, and a systemic focus on sustainable development.

Originality

The article introduces the concept of "traumatic consumerism", which emerges when the ac-
quisition and use of goods and services become a compensatory mechanism in response to per-
sonal or societal trauma — a phenomenon that intensifies during global crises such as wars, eco-
nomic downturns, or environmental disasters. It outlines the dynamics of the shift from traumatic
consumerism to smart consumption as observed in the conditions of liquid modernity.

Conclusions

The analysis revealed that the phenomenon of modern consumption goes far beyond the eco-
nomic sphere and is a powerful cultural and anthropological factor that determines social identi-
ties, behaviour patterns and the structure of personal values. The concepts of T. Veblen,
J. Baudrillard and P. Bourdieu show that consumption is a symbolic means of maintaining social
hierarchies and reproducing status differences, while replacing real needs with symbolic signs of
prestige and belonging. The current situation, described by Z. Bauman through the concept of
"liquid modernity"”, points to the instability of social institutions and increased uncertainty,
which, combined with the demands for flexibility described by R. Sennett, leads to the formation
of traumatic consumption experiences. In this context, people are increasingly faced with a lack
of trust, a lack of long-term guidelines and the need for constant adaptation, which causes psy-
chological exhaustion. At the same time, the search for alternatives to traumatic consumerism is
leading to the development of smart consumption practices focused on awareness, self-
sufficiency and environmental responsibility. Such consumption forms a new ethical foundation,
where the priority is not the accumulation of material goods, but a harmonious balance between
personal needs and the sustainable development of society.

We propose the Traumatic Consumption Model, which illustrates the phased dynamics of
changes in an individual’s consumer behaviour. Each stage of the model demonstrates the rela-
tionship between an individual’s internal psycho-emotional state and the external manifestations
of their economic activity. The first stage is associated with the traumatic experience of events
such as war, natural disasters or violent crime, which cause psychological shock and trigger a
chain of long-term changes in perception, emotions and behaviour. In the second stage, in re-
sponse to existential instability, there is a growing focus on material values, which become a
means of control and compensation for losses through the desire to possess things as symbols of
security. In the third stage, the individual experiences emotional and psychological exhaustion,
manifested through anxiety, fear, and a loss of meaning in life. These manifestations correlate
with PTSD symptoms and significant emotional instability, which forms the basis for destructive
forms of consumption. The fourth stage involves behavioural reactions aimed at temporarily al-
leviating the emotional state through spontaneous, impulsive purchases. Consumption becomes a
means of psychological escape. At the final stage, the individual demonstrates the possibility of
constructive transformation, with the right support and reflection, forming attitudes towards re-
sponsible consumption and reducing impulsive activity.
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Thus, the transition from traumatic consumerism to smart consumption is not only an eco-
nomic or social trend, but also a worldview transformation that changes the very foundations of
human social existence and is a response to rapid technological progress. Understanding this
process requires an interdisciplinary approach that combines philosophical, cultural and socio-
psychological dimensions.
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CouiaJlbHO-aHTPONMOJIOTIYHI BUMipH KYJbTYPH:
BiJl TPABMAaTHYHOI0 KOHCHIOMEPHU3MY /10 CMAPT-CIO:KUBAHHA

MeTa — BUCBITIUTH COIIaIbHO-aHTPOMOJIOTIYHI BUMIpH CYYacHOT KyJbTYPH Kpi3b MpU3MY TpaHCHOpMaIlii cro-
JKUBAIbKUX TPAKTHK — BiJl TPaBMAaTUYHOTO KOHCHIOMEPU3MY J0 CMapT-CIIOKHMBAHHSI, IO UIIOCTPYE MEpexia Bif
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KOMIICHCATOPHOI /10 YCBIZOMIJIEHOI MOJIEINi JIFOACHKOTO iCHYBaHHA y riiobainizoBaHoMy cBiTi. Teoperuunuii 6a3uc
crarTi 0a3yeThCs HA Mpangx KIOYOBUX (Giocodis, SKi JOCTIMHKYBAIN CIIOKUBAaHHI B COIIOKYIBTYPHOMY Ta (iro-
codcpkomy pospizax. T. BeOieH anamizye qeMOHCTpaTHBHE CHOXHBAHHSA K CIIOCIO COIIabHOTO PO3MIapyBaHHS Ta
yTBepIKeHHs mo3umii B cycminbeTsi. JK. Boapisp TpakTye cnokuBaHHS SIK HaOip CHMBOIIB, IO IMTOPOIKYIOTH TI0-
TpeOu Ta ySABIIEHHS, SKi BiLOANAIOTHCS Bin peanbHuX 1moTped. I1. Bypabe akneHTye Ha polli CIIOKUBYUX 3BHYOK Y
MiATPUMAaHHI coLiaIbHUX iepapXiil 1 cuMBoIIiUHIM 00poTHOI MK comianbHUMU Tpynamu. Konnenuis "piakoi Mozep-
Hocti" 3. bayMaHa po3’sCHIOE TIOCHIICHHS HeCTa0IIbHOCTI Ta HeBH3HAYCHOCTI SIK YAHHUKIB, IO (OPMYIOTh TpPaBMa-
TUYHHUH JIOCBI/I Y CYCHIJIbCTBI criokuBaHHs. P. CeHHEeT MociipKye BIUIMB HOBOI KYJIBTYPH KaliTajli3My, 10 pOOHUTH
aKIEHT Ha THYYKOCTI Ta KOPOTKOCTPOKOBHX IJISIX, HA PYHHYBaHHs TPUBAJIMX IIHHOCTEH Ta ineHTnuHOCTi. Li mia-
XO/IM TIOEJHYIOTHCS B IIbOMY JOCIHIKEHHI JUIS TIIyMaueHHs MEepPeXOoAy BiJ TPaBMAaTHYHOTO KOHCHIOMEPH3MY [0
cMmapT-criokuBanHs. HaykoBa HoBu3Ha. HanaHo Bu3HaueHHs SIBUINA ''TpaBMaTHYHOI'O KOHCHIOMEpU3MY', IO BH-
HHUKa€, KOJNM KYIIBISl Ta BUKOPHCTaHHSA pEUYCH Ta IOCIYTr IEPETBOPIOIOTHCS HAa KOMIICHCATOPHHN MEXaHIi3M y
BiNIOBiZlh HA 0COOMCTI 200 CYCIiNIbHI TPaBMH, SIKE€ 0OCOOIMBO TOCTPO MPOSBISIETHCA ITiJ] Yac TJI00AIbHUX KPH3: BiifH,
eKOHOMIYHHUX Herapaszis, abo exojyoriuaux nux. [IpencraBneHo qUHaMIKy 3MiHH TPaBMaTHYHOTO KOHCBIOMEPHU3IMY
Ha CMapT-CIOXXHMBAaHHS, K€ CIIOCTEPIraeThCsl B yMOBaX 'pimkoi MoxepHocTi". BucHoBKkH. B cTarTi posrimsgaeTses
TIEPETBOPCHHS CIIOKMBAHHSA, II0 PYXa€ThCs BiJl TPAaBMYIOUYOTO KOHCHIOMEPH3MY JI0 CMapT-CIIOKMBaHHA. BuKopwu-
croByroun teopii T. Bebnena, XK. Boxapisipa, I1. Bypnee, 3. baymana Ta P. CeHHeTa, TeMOHCTPY€EThCH, O CydacHe
CHOXKMBAHHSI € KyJbTYpHO-CUMBOJIIYHUM IHCTPYMEHTOM, SIKW Oyaye COIiajbHI 1IEHTHYHOCTI Ta MiATPUMYE
iepapxii. AHai3y€eThCs BIUIMB HECTA01ILHOCTI Ta BUMOT THYYKOCTI Ha 301IbIICHHS TPABMaTUYHOTO JAOCBIy CIIOKH-
BayiB, a TAKOX [IPE/CTABIICHI MEPCIEKTUBY CMapT-CIIOKUBAHHS SIK CBIIOMOi, ETUYHOI MPAKTUKH, KA CHIPUSIE CaMO-
JIOCTaTHOCTI Ta CTAJIOMY PO3BHUTKY.

Kniouosi cnosa: rnodanizalis; I0AMHA; KYJIbTypa CIIOKMBAaHHS; TPaBMa, TPaBMAaTUUHUN KOHCHIOMEPH3M; TPaB-
MaTHYHE CIOXKMBAHHS, CMapT-KyJIbTYpa; CMapT-CIIOKHBAHHS
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