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erogHAWHNM
MKMP KaK HMKOrAa
NpUBETCTBYET
nobble
HOBLLECTBA, MUCCefoBaHMA U
OTKPbITMA. BCE B HEM KaK HMKOrAA
B3aMMOCBA3aHO. Beab CeroHs Tak nerko
HaMTW NIOBYI0 HYXKHYIO MHGOPMAaLMIO.
Bce Mbl Tenepb € NpOdMeCCNOHANBHbIM
MacCTepCTBOM OpueHTUpyemcs B CeTn n
BbLINABIMBAEM OTTYAa HEOOXOAMMbIE CBEAEHNS.
HoBoe, «ceTeBoe» NoKOJIeHME, U NOKONEHME
MunneHnyma, 1 npeablayliee, nokoneHme «636m-
Bymar — 1 Te, U Apyrue yxke cTanm akcnepTamm B
MNCNOb30BaAHUM TEXHOMNOMMIA, KaK B PeabHOM XXMN3HU,
Tak 1 B BUPTyaNbHOW cpeae. [oxoxe, HUKOraa eLle He
HbIN10 CTONBLKO BO3MOXHOCTEN A5 TOr0, YTOObL!I HAUTM MyTH
K OOCTVXKEHMIO CaMblX 3aBETHbIX Lieaer, peanm3aumm Hatmx
daHTaznm.

It’s a paradox!

The world of nowadays is the most open to any news, research and discovery.
The most interconnected ever. The one where it's easier to find any kind of
needed information. We surf the web and we fish data as expert navigators.
New Millennials and old Baby Boomers, both have become expert in
technological lives, real and virtual ones. Apparently, never before there had
been so many chance to get any kind of possible indication to achieve the most
fanciful of our dreams...
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HO Ho, rmsaaa Ha 3KpaHbl KOMMLIOTEPOB W COTOBbLIX TeNedOHOB, AyMas,
e YTO OPUTMHANbHbBI B MONCKE MHDOPMAaLMK, HA CAMOM AeNe Mbl
NOMb3yemcs NOXOXKMMM anrOpUTMAMM U 3aXOAMM HA OAVH U TOT
Ke CanT, Haxoamm Ty >ke GoTorpadumio, TOT XKe LiBET, nonajaem B
TO XK€ HACTPOeHWe, YTO U Apyrue. KKAbIM 13 HAC HAXOAMUTCS B MeHyY
CBOVIX WIIO3WIA, lyMasi, YTO OH NOPa3UTeNbHO YMEH U He MOXOX Ha

MasleHbKOrro 3KpaHa nepej Hamu.

I'M BORED--
I THINK I'LL
BECOME A

DESIGNER

But. . But, while looking on our computer and

data searches, we are driven by algorithms to
the same website, the same photo, the same
color, the same mood: each of us in our bubbl
of illusion, convinced to be fantastically smart,
each of us alone in the cone of light which
comes from the little screen in front of us.

A ckyyato, 5 dymaro, Ymo cmaxy ousatHepom

TOT aKT, 4To MbI
MCNOJb3yeM CBEepXBbICTpble
TEXHONOTUW U METOAbI
CBSA3M, HE 03HaYaeT, 4To
Mbl gaem cebe Bpems n
BO3MOXHOCTbL Kak c/ielyeT 3a4yMaTbCs, MpopaboTath Te accoumaLimm, KOTopble NPUAAoT Hallemy
MbILLINEHWIO CTOKHOCTb, FYOUHY W... Aa, AeNa0T ero No-HacTosieMy TBOpYeCKMM. Ha caMoM Aene Mbl
yTPATUAV XKeNaHMe XOTb HEMHOIO NO6bITL HaeAKHe C COBOW, C COBCTBEHHbLIMW MbIC/ISMM.

KOHe4yHo, cama no cebe TeXHONOrMsA — 3TO TOXKE MyTb K TBOPYECTBY. KOPeHb «TeXHO» NPOVNCXOANT OT
LPEBHEPEYECKOro «TEXVNY («TEXHEY), 03HAYAIOLLErO «MCKYCCTBOY, @ TaKXKe CMOCOBHOCTL A06UTLCA
ycnexa v yMeHve peLlaTb Npob/ieMbl. 3TO — HEOTbeM/IeMast XapaKTepPUCTMKA rpeyeckmnx 60ros m
H0rmHb, CNOCOBHOCTM KOTOPbIX OMMUCLIBANCH HABOPOM 3TUX «TexHer. Tak, ledecT 0bnagan HaBbIKOM
npeBpaLleHmsa MeTania B KOHKPeTHOe OpyAMe, MHCTPYMEHT AW NPefMeT: B NEePBYIO 04epe/ib, B OpyXume
HO TaKoKe Basbl, MOsACa AW YKpaLeHWsl, TO eCTb Belly, obaagatolime Kak NpakTu4eckiM CMbICI0M, Tak
1 KpacoTon. AbrHa Bbina B 3TOM CMbIC/IE BeIMYALLEN 13 BCEX: KK ee CMOCOBHOCTM K TKa4ecTsy, Tak

1 TANAHTbl BOUTENbHWLGI SBASINCH BbIPaXKEHWEM ee BeIIKOrO YMa, HO OHa TakXKe OXpaHsiia cemMerHble
napbl (Hanpumep, Oamncces v MNeHenony) uan Tex, KTo Men CMenoCTb W PeLUMMOCTb B3ATbCS 3a
«HEeBO3MOXKHOe» (Kak Mepcen, Bbilealmnin Ha 6o ¢ Meay3om ToproHon). Bce 3Tn chepbl NPUIOKEHNS
1N roBopuam 06 AQUHe Kak 0 CO3VAATENbHNULE U XPAHUTENbHNULE OTHOLLIEHWI 1 B3anMMOCBa3en. Hnutu
— Ha TKALKOM CTaHKe, yM M 3HaHWSt — Ha none BUTBbI, 3aimTta nbdbsawmx. MyapocTb 1 CNoCOBHOCTDL K
TBOPYECTBY, CBOMCTBEHHbLIE ADMHE — 3TO pPe3ynbTaT He TONbKO 061a4aHMsa OnpefeneHHbIMY 3HAHNSMM,
HO 1 yMEHWS MW pacnopsanTbCs.

What about human
creativity?

Ho kax Hacuem cnocobHocmu
K msopuecmsy?

The fact is that using superfast techno connections
doesn't necessarily mean we give our brain the time

and the space to elaborate, to create those associations religion, politics, economy

which makes our thought complex, critical deep and... yes, creative. We have lost the desire to be alone
with ourselves.

Of course, technology itself is a way to be creative: in ancient Greece, techne meant "art” and the
capacity to "do well” and solve problems. It was an intrinsic characteristic of Gods and Goddesses
who, often, where identified with their capacity of doing certain specific set of technai, like Ephestus.
His ability was to transform metal into a tool: weapon certainly, but also vases, belts and jewels,
functional and artistic at the same time. Athena was the greatest of all in this context: hers the skill
to weave and strategically fight, both of them expressions of her superior mind, but hers also

the protection of marriages (Ulysses and Penelope) and of those who were courageous and
dedicated to “impossible” tasks (like Perseus in his fight with Medusa). All of these activities
are expressions of Athena being a creator — and curator - of "relationships”. Threads on the
loom, knowledge on the battlefield, protection of the loved ones. Wisdom and Creativity
of Athena were the result not only of the possess of knowledge, but in knowing what

to do with that.

Mpo4nx, KaXKAbIN — OOMH-0AMHELlEeHEK B KOHYyCe CBeTa, ncxoadauero ot

Capa Nukkono Mayu,
aHTponosor Mofbl

Capa Mukkosno Mavum
poannack 8o GnopeHumu,
WTtanus. C1994 roaga
npenofaer UCTOPUID MOAbI
1 KOCTIOMA, KYNILTYPHYIO
AHTPOMOOM0, UCTOPUIO
MCKYCCTB, TEKCTUNbHBIX HayK

cellphone screens, thinking to be original in our | Y1 CTOPNHECKUX TEXHIK

TKa4ecTsa B MHCTUTYTax
Polimoda (®nopeHuuns),
Fashion Institute of

€ | Technology (®nopeHums)

v Ap. Kpyr Hay4HbIX
VIHTEPEeCOB CTPOUTCS BOKPYT
B3aVMOLENCTBNSA Tena u
obulecTBa Ha NPOTAXKEHWM
BeKoB. Capa lMaum TaKkxke
NPOBOAMUT UCCNIE0BAHNSA
KOCTIOMA W MOAbI Kak
BbIPAKEHMS YeN0BEYeCKMX
noTpebHoCTen Ha

Pa3HbLIX YPOBHSAX, TAKMX

KaK penuruns, NoanTmKa,
3KOHOMMKA, NOEHTUYHOCTD,
QHTPOMOOTUS, TEXHONOTNS
NT.A.

Sara Piccolo Paci, fashion
anthropologist

Born in Florence/Italy,
Sara Piccolo Paci like to
call herself a «fashion
anthropologist». Since 1994,
she has been teaching
History of Fashion and
Costumes, Cultural
Anthropology, History

of Art, Textile Sciences

and Historical Tailoring
Techniques both for
Polimoda/ Florence, and for
the Study Abroad Program
at the Fashion Institute of
Technology / Florence, which
is part of the State University
of New York, and for other
Institutions.

Her study subjects

circle mainly around the
interaction between body
and society during the
centuries. Equally prominent
is her research on costumes
and fashion as an expression
of human needs at different
stages, among them

identity, anthropology,
technology, etc.
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Ho xaxoe omHouwieHue
8cé amo umeem K Ham?

Obnactb MoAbl NpefnaraeT 6eCKOHeYHbIe BO3MOXHOCTM
[151 TBOPYECTBA: TEKCTWb, MaTepMasbl, TEXHOMOMMK, y30pbl U
uBeta.. BCé pacnonaraet K TOMy, 4TOBbLI Mbl MO CO34aBaThb
H6eckoHeYHble Bapuaumm Moaenem 1 06pasos, HO HeT! Ecain
NOSBAAETCA KAKOW-TO TPEHA, — LBET, Y30P, CTU/b, — TO B KKAOM
MarasmHe, Kak CeTeBoM, Tak 1 06bl4HOM, ByayT Npeanaratscs
04HM 1 Te e Beln. CoumanbHble CeTV MOMOratoT CO34aBaTb CNNCKM
«0COBbIX» 0BPA30B U KAKMX-TO U3IOMUHOK, U B TO XK€ BPEMS 3TO «0COB0en
- npeasaraeTcs BCem, Kak AaBHUM NOAMMCHUKAM U «4PY3bAMY, TaK 1 COBCEM
HOBbIM. VIHOrZa ke, HA06O0POT, TBOPYECKMI MOAXOA OLUMBOYHO MOHMMAETCS
KaK CO34aHVe Yero-To CTPaHHOro, MPUYYANNBOro. Ha nognyme AvsamHepb!
[EMOHCTPUPYIOT Camble HEBEPOSTHbIE 06pasbl M M3yMASIOLLME KOHLIEMLMN,
XOPOLLO 3Had, 4TO YeM Honee CTPAHHLIMY KAXKYTCS VX TBOPEHWS, YeM HonbLLe
OHM HapyLLAKOT BCE 3aKOHbI KpacoTbl, TeM 6onbLe ntoan 6yayT rOBOPUTL O HUX... 1
noKynaTb nx. HO MHOrAa AaXKe Camble 3HAMEHUTBLIe BpeHabl ByATO CaMOBAONEHHO
CO3epLatoT COBCTBEHHOE OTPAXKEHME B 3epKasie, BMECTO TOro YTOObl HAXOAUTLCS B
HaCTOsILLEM TBOPHECKOM MOMCKE, HE MOHMMAs — TO, YTO HPaBMUTCS UM, He 0b653aTeNbHO
MOHPaBUTCS BONBLUMHCTBY (HE CTOUT PyKOBOACTBOBATLCS MIOXMM BKYCOM, fAXKE eCv BaM
YTO-TO OYeHb HPaBMTCA). HacTosLLEee TBOPYECTBO AO/DKHO MOMOraTh B MOWCKE HOBbIX BAPMAHTOB
N [LOCTVDKEHWI B3aVIMHOW BbIFOALI — 3CTETUYECKM, IKOHOMUYECKM MW XOTS Bbl CUMBOIMYECKM, —
a He TONbKO POXKAATL YTO-TO «WHOOOMBLITHOEY WAV «YANBUTENLHOEN.

2
And’ what about us: In the fashion field, infinite possibilities seem to be offered to

creativity: textiles, materials, technologies, patterns, colors, and

typologies... Everything apparently suggest that we could build our
look with infinite variations, but, no: if a main trend is rising up — a color, a pattern, a style — every shop will
show the same things, both on and off line. Social media help to create lists of “special” looks and features, and,
at the same time, the same “special” is offered to old followers and newly arrived. In other cases, it seems that
creativity is misinterpreted as strangeness or “bizarre”. On the catwalk designers shows the most incredible fits
and the most amazing conceptual approaches, well aware that the more strange and transgressive, the more
people will talk about ... and buy. But sometime, even the most famous brands seems grasping more on the
mirror of their own ego, instead than searching for true creativity, misunderstanding that what they like not
always will be what the most of the commoners will like too (bad taste is always a bad choice, even when “I like
it"). Real creativity should help in finding new options and producing a mutual gain — aesthetically, economically
or at least symbolically — not just in doing something “curious” or “amazing”.

HacTosdulee TBOpYECTBO AO/IKHO MOMOraTh B MOMCKE HOBbIX
BApMaHTOB U OOCTVOKEHNIN B3aVIMHOM BbIFO4bl — 3CTETUYECKM,
3KOHOMWYECKM N XOTS Bbl CUMBOIMYECKM, — A HE TOJIbKO poOXKAaTh
YTO-TO «WIHOOOMbITHOEY KN «yONBUTENIbHOEN.

Real creativity should help in finding new options and producing a
mutual gain — aesthetically, economically or at least symbolically —
not just in doing something “curious” or “‘amazing”.
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U Oanee. o mul ysuauM 8 MHOrve KOMNaHWn CHUTAIOT, YTO €AMHCTBEHHbBIA BAPUAHT —
’ 6onee 3 pekTMBHAA CMCTeMA YA0BNETBOPEHNS NOTpebHoCTeN

nepsyro ouepeab, ecJuiu oGpamvaca K/IMEHTOB, KOFAA B CeuManbHbIX MPeaoXeHnsaX yYUTbIBAOTCS

o ) NHAMBNAYANbHbIE NPEANOYTEHNS. HO eciv NpeanaraemMas npoayKLms
K PO3HUYHOU MOpeosJie: BCe 60/1ble MPOCTO COOTBETCTBYET TOMY, HTO K/IMEHT 1 TaK yxe
3HAEeT M NPOCUT (BO3MOXHO, MOTOMY, YTO OPUEHTMPYETCS Ha TPEHARDI,
peKoMeHAALMM 1 BKYChl «3B€3») — TO A€ 34eCh MECTO TBOPYECTBY? Kak MOXEM Mbl MbICIUTL HELWAB0HHO, C/IV 33[1aeM OfIHW 1 Te
e CTaHaapTHble BOMPOChl rNo6anbHOM MNOMCKOBOW MallnHe?
CerofHsALWHMI HalW MUP YAMBUTENLHO 6OraT MHGOPMaLMel. TOHATb, Kak ee MPaBuIbHO MCMOMb30BATL M KAk TBOPYECKM MOAXOANTD
K HeM — BOT Halla HoBas 3afa4a. YTobbl 0CTaBaATLCS AEUCTBUTENLHO TBOPHECKMMU MOALMM, Mbl AO/KHBI MCKATb HOBbIE BOMPOCHI
BMECTO HeObObI4HbIX OTBETOB.
PUCK 3710yNOTPeBAEHMS TEXHONOMMSAMM, HTO BEPHO 1 A/19 MUPA MOAbI, CBA3aH C TEM, HTO OHW JIErKO NPUBOASAT HAC K HECMIOCOBHOCTU
[eNCTBUTE/IBHO MOHATL CAMMX CeBs, HALLM UCTUHHbIE XXENAHWS, APYT1X 1 CaM Hall M1p. ECIM MOS 30Ha KoMdopTa — 3T0 BCeraa
«sn, €CNIN 5 X4y YTO-TO MPOCTO NOTOMY, YTO «MHE 3TO HPaBUTCAY, EC/IN & He Byay PUCKOBATL PaAW TOrO, YTOBbI OTKPbITb HOBYIO
NepcrnekTMBY, Kak s CMOTYy BHECTM CBOV BKIAZ B Y/lyYLLUEHMe 3TOr0 MUpa? He BbIMAET M Tak, YTO MOM CTPaxm 1 yCTosBLIMECS
MHEHWS TONbKO YCUANAT camble 6OoMbLLIMe NPOBAeMbl Hallero obLecTBa, Takie Kak NoTpebuTensCcTBo, CaMOBMOBNEHHOCTL U
He3alWWLLEeHHOCTL?

More than everything else, what do we really

Many companies think that the only ﬁnd when we go retail?

answer might be a more effective system of

accomplishment of clients’ needs, by mass-customizing individual's preferences into proposals and offerings: but, if the product more
and more becomes something that the client already knows and ask for — maybe because its what the trend, the testimonial &/or
the last starlet dictate — how would any creative keep creative? How can we be able to think “outside the box" if we put standardized
keywords in the same globalized machine?

Our world is amazingly rich of information and data: how to use them, and how to be creative with all them, it's our new challenge.
To be able to be really creative, we should search for new questions not for odd answers.

The risk of the abuse of technologies, also in the fashion world, is linked to the fact that they easily drive us toward the incapacity of
really understand ourselves, our true needs, the others and the world itself. If my comfort zone is always "me”, if | want something
simply because "l like it", if | don't challenge myself with new perspective, how will | be able to give my contribution for the
betterment of this world? Wouldn't be that my self-referred fears and beliefs will only bring further some of the biggest problems of
our society, like high consumerism, egotism and insecurity?

B 3aK/1104eHMe XO4y CKasaTb — AyMato, YTOBbl COXPaHUTL CMOCOBHOCTb
K TBOPYECTBY, HY>XHO 3aHOBO Y4MTLCS 33[1aBaThb BOMPOCHI, e
ABUIasiCb OT «TEXHON» K YeSI0BEYeCKMM OTHOLLEHWSM, U,
HaKOHeLl, MOHATb, YTO HaLWW «30HbI AUCKOMdOpTa» U
eCTb Halle 6oraTcTBO. BO3MOXHO, Kak pa3 0TKas BCe
BPEMS MATW HA MOBOAY CBOErO «HPABUTCS» M YXO4 13
CeTu Koraa-HMbyab CNacyT YenoBevYeckoe TBOPHECTRO...
1 BECb MUP.

At the end, | think that being creative will
need to reconsider being able to ask,
challenging ourselves with less
“techno” and more “relationships”,
and, finally revaluing our
“discomfort” zones as a richness. /
Sometime, “disliking” and being
“off” will perhaps save our human
creativity ... and the World itself.
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