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dopmMupoBaHMe TOBapHbIX XapakTepUCTUK INYHOCTU B npouecce rnobanusauumn’

MpeacTasneHHas paboTa 3aTparvBaeT NpobnemMy BNMSHWA rmobanusaumn Ha NMYHOCTb. AKTyarbHOCTb UC-
cnepoBaHus 0BycnoBrneHa HeOBXOAMMOCTBIO OCMbICIIEHNS T106anM3npyoLLIErocs M1pa 1 NPoLLECCOoB, NPoMCcXoas-
LMX B HEM. B yacTHOCTK, aBTOp paboTbl paccMaTpuBaeT BMsSHWE rnoGanusaumnm Ha BO3HUKHOBEHWE Y JIMYHOCTM
XapaKTepucTuK ToBapa. B ctatbe oTMevaeTcs, YTo, C SKOHOMUYECKOW TOUKW 3peHus], NpoLiecc rmobanusaunm auK-
TyeT HoBble TpeboBaHVsA TNy B3aMMOAEWCTBUA MEXOY NMoAbMU U, Kak pesynbTaT, NosiBMSETCA HOBbIV TUM Tpyaa —
MHOPMAaLMOHHbIN, TUM TPyAa, OCHOBaHHbIV Ha 3HaHUW. Llenb nccnegosaHus — BbIIBUTL NPEANOCHINKA NOSABNEHUS
HOBOW MoAenu MHAMBUAYanNbHOCTU. B paboTe ncnonb3oBaHbl: CUCTEMHAs METOAOMOMMS, METOL aHamnorum, NporHo-
cTudyeckuit metog. C y4éToM MosIBMEHN HOBOTO TUMa Tpyaa aBTOPOM Gbinv onuncaHbl NPeAnockIky (hopMUpoBa-
HUSI HOBOW MOAENU MHAMBUAYANBHOCTM B YCIOBUSIX IMoGanuavpyowerocsi Mupa. B cBAsu ¢ 9TUM BO3HUKAET HOBbIN
TUN UHOMBUAYANbHOCTU, KOTOPLIA B paMKax CTaTbl Ha3biBAETCS «PbIHOYHASA NIMYHOCTbY. [aHHbIA TN UHAMBUAY-
anbHOCTY MOSHOCTLIO afanTUMpyeTcsa K NpuHUMNaM 1 TpeboBaHWAM pbiHKa. TakuM o6pa3oMm, YernoBek HauymHaeTt
BOCMPUHUMATL camoro cebst kak ToBap, Aymast O BbIrOA4HOM caMornpeseHTaLum 1 0 CBOEM ToBapHOM Buae.

Knroyeenle cnoea: rmobanunsaums, NAeHTUYHOCTb, CEPBUC, PbIHOK, UHTEPHET, OHMalH, KOMMOAMUTM3aLNA
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The Formation of Commodity Traits of a Person in the Context of Globalization'

The article is devoted to the issue of the impact of globalization on personality. The relevance of the work is
reasoned by the necessity of theoretical understanding of globalizing world. The author considers the impact of glo-
balization on the formation of commodity traits of a person. The author pays due attention to the fact that in terms
of economic context, globalization poses new requirements, both for the type of human-to — human interaction and
for new labor type, informational one. The article is aimed at the identification of the characteristics of the formation
of a new model of individuality in the context of globalization, taking into account the modern type of interaction and
new labor type. The following research methods were used: the system methodology, the method of analogy, the
prognostic method. The author tried to uncover the prerequisites for the formation of a new individuality model in

terms of globalization.
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Introduction. Nowadays, the world is un-
dergoing significant changes, both in social, cul-
tural and economic spheres. A person becomes
not just a witness of great events associated with
these changes, but as a result, he becomes an
inevitable participant in this process. In this sit-
uation, a person is trying to find immediate an-
swers to a number of specific questions: what
is modern society?; how to understand what is
happening within this society?; in which direc-
tion is this society developing? The search for
answers to the above mentioned questions is
connected with the need to understand how a
person adapts to the changes of the world in the
context of globalization.

Trying to understand the processes taking
place in the modern world, a person is faced
with such a term as “globalization” [1, p.131].
The term “globalization” is derived from the Latin
word “globus” i. e. “ball”. In French, the definition
of “global” means “universal”. This term refers
to the process that arose in the last decade of
the 20th century. This process entailed a num-
ber of social changes, the formation of a single
global market, global openness by means of the

Internet, the emergence of new information and
smart technologies, the increase in cultural rela-
tions between people. According to E. Giddens,
globalization is understood as the intensification
of social relations [13, p. 107].

Nowadays the topic of globalization is ex-
tremely relevant. Starting with the appearance
of globalization, it has provoked heated dis-
cussions in various spheres of modern society.
Discussions are devoted to such subjects as
the very nature of globalization, the period of its
occurrence, the correlation with other social pro-
cesses, and the impact of globalization on the
development of the world as a whole.

There are a number of approaches, opin-
ions to the understanding of the process of glo-
balization. However, the multitude of approach-
es does not always give a clear picture of the ho-
listic understanding of the nature of globalization
process. In order to understand this phenome-
non, it is necessary to refer to the prerequisites
that determined its occurrence. It is possible to
investigate this process with the help of two ap-
proaches. The description of these processes is
presented below.

" The research is financially supported by the Russian Foundation for Basic Research. No. 18-013-00192 “Smart technologies
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In the framework of the first approach, glo-
balization is considered as a constant process
of interaction between cultures, which gradually
changed its manifestation over time.

This process had the following historical
stages:

1) Archaic (covered pre-industrial era);

2) Prototype (XVI-XVIII centuries);

3) Modernist (after the XVIII century);

4) Postcolonial (covered the middle of the
XX century).

Here, globalization is considered as a pro-
cess of people movement and the results of
their vital activity around the world. Within this
approach, it is argued that globalization is pre-
sented by only historical integration of various
human communities.

In the context of the second approach to
the understanding of globalization, it is argued
that globalization is a phenomenon typical of
the modern world. The modern process of glo-
balization is different from previous integration
processes. For example it differs from the first
wave of integration, the interaction of the great-
est ancient cultures, such as the culture of Chi-
na, India, Greece, Persia and Palestine (the time
interval between VIII — 1l century BC); it differs
from the second wave, the era of moderniza-
tion, when the basis of historical dynamics of our
world was represented by Western civilization,
which prepared the whole world for the process,
which today is called globalization. The third
wave of the unity of mankind was a new level of
its historical development.

Supporters of this approach argue that the
correct understanding of the modern era, along
with the definition of its essential characteristics,
follows the path of the identification of differences,
rather than the search for common features with
previous stages, since every time period has its
own characteristics and has its own way of life.

Existence transformed, society turned into
a network. The relations within this network are
able to connect not only people, but also en-
tire countries: spatial and temporal boundaries
are blurred; contacts may be established from
any place in the world. “The globe of compact
time”, —in this way the modern world is described
by Ulrich Beck, a German sociologist. In different
parts of the world on this globe, the events of
different importance and significance may occur
simultaneously. The world is no longer so wide; it
has been compressed due to the markets united
through telecommunications network.

In the process of globalization, the bound-
aries between different world segments are
transformed. They become more manageable
and penetrable. Globalization is a complex mul-
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tidimensional process, since all the spheres of
human existence are exposed to this process.

Analyzing the condition of the modern
world, an American sociologist D. Bell noted that
for every historical stage there is a specific way
of human life which he calls the type of interac-
tion [11, p.30].

At the stage of pre-industrial society, human
life is represented by interaction with nature with
the help of physical force. At the industrial stage,
in the era of modernization, in a rationalized and
technical society, life is presented by the interac-
tion with transformed nature.

In post-industrial society, in the era of glo-
balization, life is represented by services aimed
at meeting those or other needs of people and
is built on the interaction of people with each
other. Here the main role is given to information
[9, p. 108]. Thus, the following types can be at-
tributed to the historical stages of interaction:
person-to-nature, person-to-machine, person-to
person.

In other words, once a person provided for
himself, cultivating land. Later, machine produc-
tion and its corresponding requirements replaced
the cultivation of land. In a post-industrial society,
the subject of labor is predominantly presented
by information. For example, bank employees
regulate cash transactions and flows, doctors
conduct dialogues with their patients, marke-
ters create images and symbols, and educators
transmit knowledge.

The amount of information and its growth
are in direct proportion to the number of employ-
ees engaged in service sector.

In the field of employment information
workers take the leading position [5, p.153].
The scope of their professional activity consists
of the use, storage and processing of informa-
tion [5, p.153]. In this regard, it is possible to
assume that in our time, the activity of infor-
mational nature implies not only the ability to
control technical means but also continuously
increase one’s own knowledge, expand person-
al baggage and be able to “pack up one’s self”
correctly [14, p. 22].

The above mentioned types of labor corre-
spond to the types of interaction: “extractive”,
“manufacturing” and “informational” [1, p. 131].

Since in postindustrial world the emphasis
is on the quality of life of an individual subject
(a person), the basis of the type of interaction
“person-to-person” is presented by high-quality
service that determines the success of this in-
teraction.

The process of changes within globalization
covers both individuals and entire communities.
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Globalization is driven by the desire to unite the
world on the basis of economic considerations,
distinguishing society as a category of consu-
mers of goods and services.

In the context of globalization, a new field
for economic relations emerges. It is determined
as an open market, a market that is ready to
transform its structures. Cultural models are
subject to progressive standardization, especial-
ly in the field of mass culture, which in its turn
leads to a gradual decrease in the significance
of traditional value orientations in the context of
marketing practices. As a result, consumer and
market patterns of behavior influence the way of
life as a whole. Around the world, there are cop-
ies of personalities that are similar to each other
in behavioral patterns, personal preferences and
value systems. An individualized consumer be-
comes the subject of a cultural community, loses
his individuality, becoming an actor of a new kind
of interaction created by technological civiliza-
tion [8, p. 1070].

The globalization process has its supporters
as well as opponents. Supporters, who are most-
ly representatives of neoliberal ideology, argue
that globalization is a positive, attractive, profit-
able and convenient phenomenon. Globalization
creates new opportunities for ordinary people
and guarantees a higher level or better quality of
life. This process contributes to economic, politi-
cal and cultural solutions typical of Western soci-
ety, uniting the world according to a single mod-
el. Opponents of globalization, who mostly have
conservative views, argue that globalization is a
crisis of morality, because the cultural unification
of the world is perceived as an evil that threatens
such values as cultural diversity.

In relation to economy, the process of glo-
balization is being criticized for exploitation,
enslavement, the destruction of such values as
people’s lives, their activities and their results.
Globalization, unifies civilization and creates su-
pranational organizations of a political or finan-
cial nature, provides new space, open market [2,
p. 186], in which the choice of one’s own identity
becomes one of the central issues in an ambi-
guous unstable modern world. Universal mobility
opens up new levels of the formation of identity,
both individual and collective.

Research methods. During the course of
the research the following methods were used:
the system methodology, the method of analogy,
the prognostic method.

Results and discussion. This part of the
article is devoted to the understanding of pre-
requisites and formation of commodity traits of
a person. During the process of globalization, a

N

person, regardless of his own desire, becomes
a citizen of the world. He may stay in his usu-
al sociocultural environment, but this does not
save him from alien influence from outside,
which plays a significant role in the formation of
his personality. As a result, an individual feels an
inner contradiction, a conflict, between the way
he sees himself and the way he is seen by soci-
ety, i. e. the expectations that society connects
with him. In 1993 Robert Jay Lifton in his book
“The Protean Self. Human Resilience in an Age
of Fragmentation” introduced the term “Protean
identity” [15, p. 214], suggesting the simultane-
ous existence of several (sometimes opposite)
Selves. The name “Protean identity” is a refer-
ence to the Greek god Proteus, who had the
ability to change [17, p. 274] and mutate.

The adjective “protean” or “proteus” means
adaptive, adaptable, changeable, fluid, unstable,
able to take on various forms, mutating.

In the process of its formation the protean
identity relies on things and objects created by
people, on existing opinion, on expectations and
needs of society. Proteus identity and protean-
ism (the process of mutation of personality) are
phenomena that have arisen in the 20th century
[6, p. 193]. R. J. Lifton connects this fact primar-
ily with the global revolutionary changes in the
functioning of information, which in its turn led
to the interpenetration of cultures, the constant
exchange of cultural values, and the ability to in-
stantly transfer information from one geo- point
of the world to another.

As it was already mentioned, in a globa-
lizing world, the main subject of labor is infor-
mation and its rational, profitable use. In infor-
mation type of labor, the basis is a high-quality
service provided by highly qualified personnel,
i. e. a service provider. This service is a marker
of qualitative interaction within the framework of
the information type of labor. Accordingly, hav-
ing an idea of the expectations of a consumer,
a service provider has the opportunity to adjust
the product offered by him that is to say his per-
sonality and the type of informational activity in
which he is involved.

The changes that a person undergoes give
the key to the understanding of not only the struc-
ture of personality, but also the hidden nature of
modern society. The type of personality based
on the principles of accumulation, enforcement,
submission and authoritarianism was developed
in the 16th century. Until the 19th century, this
type of personality was predominant. In capital-
ism, this type of personality was supplemented
with features of market nature, which later led to
the formation of market personality [9, p. 225].

1
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A market type of personality along with
other different types is studied in detail by
Erich Fromm and described in his work “Psy-
choanalysis and Ethics”. E. Fromm talks about
the market type of personality in order to focus
on the perception of a person himself as a com-
modity, a product. Perceiving himself as a com-
modity, a person sees the significance of himself
in exchange value, and not in consumer value.
Fromm uses such a term as “the market of per-
sonalities” [9, p. 232], in the field of which a per-
son undergoes the process of commoditization
(commodification), that is, the transformation of
himself into a commercial element — into a com-
modity [4, p. 731]. At this market, there are the
same principles for the evaluation of goods as
at the ordinary market. They differ only in the
assortment presented for sale: the first presents
the personalities, the second market presents
things and goods. Here, the decisive role is still
assigned to personal factor, while the ratio and
importance of human and professional charac-
teristics is constantly changing. The success of a
person is largely determined by his ability to sell
himself, show his strengths and hide his weak-
nesses, dress his person in attractive packaging
for a buyer, etc.

Self-assessment of a person also depends
on the understanding of the fact that certain abil-
ities and the ability to conscientiously perform
official functions do not guarantee success. The
success of a person also depends on winning
a competition in labor market by presenting his
personality most favorably. As a result, a person
perceives himself as a commodity. It can be said
that he simultaneously acts both as a seller and
as a thing, a commodity offered for sale. As a
result, a person begins to think about his profit-
able self-presentation and marketable condition
[10, p. 327].

The purpose of a market person is to ful-
ly adapt to market principles and requirements.
E. Fromm believes that such a person no longer
has his own Ego. This is reasoned by the fact
that a person with a market type of personality
constantly changes himself, guided by the princi-
ple, “ am the way | am attractive for a consumer”
[9, p. 240].

People willingly buy and consume a lot, but
they do not feel any attachment to purchased
goods and, as a result, easily forget about them
and acquire new ones. Comfort, fashion and
prestige are important elements for a market
person. In this case, it is possible to replace
everything: from shoes and clothes to spouses
and business partners, for such a person there
is nothing irreplaceable. The above mentioned
goal of market identity dictates its rules. This
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type of personality is distinguished by exception-
al rationality and pragmatism. Only one species
has consciousness in terms of understanding — it
is homo sapiens. Both animals and people have
manipulative intelligence (instrumental thinking).
Uncontrolled manipulative intelligence can lead
a person to self-destruction.

Manifestation of market personality in
online world.

Nowadays, online space (social networks,
online games) makes it possible not only to eas-
ily and radically change the digital packaging of
an individual, but also to turn one’s virtual image
into an instrument of economic profit [3, p.130;
12, p. 22]. An online image created by a person in
the Web does not always correspond to reality. As
a result, in an attempt to blur the differences be-
tween a real Self and an artificially created digital
image, a person modifies his personality in accor-
dance with the expectations and anticipations of
online community and his target audience. This
type of process is called the Proteus Effect.

According to one definition, the term “Pro-
teus effect” is used in order to describe a phe-
nomenon in which the behavior of an individual
changes under the influence of his image crea-
ted in online world. In other words, this term de-
scribes a situation in which a person’s behavior
and consciousness are conditioned by the per-
ception of his digital or online (virtual) identity
and the changes occurring in it [17, p. 272].

This phenomenon has attracted the atten-
tion of researchers and scientists studying the
processes of interaction between people and
modern technologies, in particular, researchers
Jeremy Bailenson and Nick Yee, the scientists of
Virtual human interaction lab, Stanford Univer-
sity. These researchers first introduced the term
“Proteus effect” in June 2007 [17, p. 272].

According to the opinion of the author the
most illustrative example of the manifestation
of this process is the use of avatars for video
games, accounts on social platforms, etc. The
simplest avatars, along with usernames, nick-
names and fully packed profiles present online
(virtual) personalities that can influence a per-
son. In some cases, people can begin to repro-
duce the characteristics of their digital self in
real life.

The Proteus effect implies that the visu-
al characteristics of an image are associated
with special behavioral stereotypes and ex-
pectations. For example, the researchers Mark
Snyder and Elizabeth Tanke note that such
physical characteristics as visual attractive-
ness and growth are often associated with the
most positive social and professional results
and achievements, and as a result, with the in-
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tegrated success of a person [16, p. 656], his
successful realization, not only professionally,
but also in all spheres of his life.

Conclusion. In the modern world, global-
ization is manifested mainly in material and eco-
nomic form, which leads to a crisis of global com-
munity in terms of its uniformity. It is reasoned by
the fact that globalization occurs in a situation of
an imbalance between technological and moral
components of human life, when scientific and
technological achievements begin to dominate
over the moral component of society, and lead
to its degradation.

In economic context, globalization is criti-
cized for exploitation, enslavement, the destruc-
tion of such values as people’s lives, their activi-
ties and results. Globalization, unifying civilization
and creating supranational organizations of a po-
litical or financial nature, opens up a new space
where the choice of one’s own identity becomes

one of the central issues in an ambiguous unsta-
ble modern world. The mobility available today to
almost everyone opens up new levels of the for-
mation of identity, both individual and collective.

Globalization leads to the changes of
personality due to the constant instability of
values, promoted at international, social and
cultural levels. Heterogeneity and instability in
social needs and expectations lead a person to
a constant marathon of change at the edge of
tradition and modernity, nature and technology,
individuality and community. In this regard the
new type of individuality occurs. In the frame-
work of this article this type of individuality is
called “market personality”. The purpose of a
market person is to fully adapt to market prin-
ciples and requirements. As a result, a person
perceives himself as a commodity and begins
to think about his profitable self-presentation
and marketable condition.
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