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I. ADVERTISING IN THE MODERN WORLD:
FORMS, MEANS, METHODS
AND TECHNOLOGIES

POJIb CPE/ICTB 3KCIIPECCUBHOI'O CMHTAKCHUCA
B PEKVJIAMHOM TEKCTE
1. 3. TanoaH Kanodudam nedazozuueckux Hayk, JoyeHm,

Hnemumym ynpasaenus, 6usHeca u npasa,
2. Pocmos-Ha-/lony, Poccusa

Summary. The article considers the role of expressive means of the ad-
vertisement message including verbal as well as nonverbal elements. Among
the verbal means of the advertisement language expressiveness titles have been
mentioned. They hold nearly all the information about the product being adver-
tised. Some rules have been revealed that are to be followed in the process of
writing an advertisement message.

Keywords: Advertisement message; expressive means; verbal expressive-
ness; titles; target audience.

PexslaMHBIE TEKCTHI, KaK MPABIJIO, OPHEHTHUPYIOTCA Ha OOmIHp-
HYI0, HO OIIPeJIeJIEHHYIO I'PYIILY JIIOJIEH, TAK HA3bIBAEMYIO «IIEJIEBYIO
ayautopuio». IIpu co3zjaHuy pexiaMbl YIMTHIBAIOTCS IIOTPeOHOCTH,
BO3MOXKHOCTH, 3aIIPOCHL M 3aWHTEPECOBAHHOCTD IEJIEBON ayAUTOPHUU
B pexyiaMmupyeMoM npozaykre. OQHUM U3 BaXKHBIX (aKTOPOB, OIpezie-
JIAIONTYX HEIIOCPEICTBEHHO TEKCT PEKJIaMbl, ABJIAIOTCA O0COGEHHOCTH
A3BIKA TOM WU WHOH IIeJIEBOI ayAUTOPHH, HA KOTOPYIO PACCUUTHI-
Baerca peksiama. OCHOBHas 3a/ladya PEKJIAMHBIX TEKCTOB — BHI3BATh
y UeJIOBEKA PEAKIIHIO, Hy KHYI0 PEKJIaMO/IaTeTi0. B GOIBITUHCTBE CITy-
YaeB 3Ta PeaKIus 3aKII0UAETCs B JKEJIAHUH MIPUOOPECTH PEKIAMUDY-
eMblii ToBap wiu yoiyry. Cnoco60M BO3EHCTBHUS PEKIAMEI SBJISAETCS
MaHUITYJIAOUS CO3HAHMEM, a 00JIaCThI0 BO3AEHCTBUSA MaHUITYJIALUH
B NIEPBYIO OYepenb ABJIAETCS SMOIMOHATbHAA cdepa demoBeka. Ilpu
obpaieHny K 3MOITUOHAIBHOH cepe YesI0BeueCKOro CO3HAHUSA B pe-
KJIaMe 4Yallie BCEero UCII0JIb3YeTCsA OLeHOYHAA JIEKCHKA, OIIYCHIBAIOINAS
sMoruu (B IOAABIISIONEM OOJIBITHHCTBE CJIydaeB — IIOJIOXKUTEIIb-
HbIE), a TaKkKe BepOasibHBIE (B TOM YHC/Ie TPadUIECKHE U CHHTAKCH-
gecKkye) U HeBepOaJbHbBIE CPEJICTBA SKCIIPECCHH, TIPUMEHIEMBIE Ta-
KHM 00pa3oM, YTOOE! BRI3BATh HEOOXOTMMYIO PEAKITHIO PEIUITHEHTA.
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A3pIk J060TO PEKIAMHOTO COOOIIEHMSA XapaKTepU3yeTcs DKC-
MPECCUBHOCTBIO, MPUBJIEKAIONIEN MOTEHITUAIBHOTO KJIMEHTA, BEI3bI-
Bas sMonuu. OCHOBHAsI YaCTh DKCIPECCUU HMPUXOAUTCA HA DKCTPa-
JIMHTBUCTHYECKHE (DAKTOPHI, TaKWE, KaK CO3JaHHE OJIarompusaTHOrO
ob6pa3a mpozykTa ¢ MOMOINBI) BU3YIH3AINH, WUCIOJIB30BaHUA OpO-
ckux nBeroB. OAHAKO SMONUMOHAJIBPHAS KAapTHHA CO3LAETCA TaKXKe
C MOMOIIHI0 CAMHX TEKCTOB PEKIAMHEIX COOGIIEHUIA.

f3pIKk pexsaMbBl — 3TO HE TOJIBKO CHCTEMa JIMHIBUCTUIECKUX
¥ SKCTPAIMHTBUCTUYECKUX CPEACTB BHIDAXKEHWH, IOAYMHAIONIIXCA,
TPEK/IE BCETO, MPABIJIAM MaCCOBOM KOMMYHHKAIUH, HO U A3BIKOBas
CTDYKTYpa, q>opMpr10n1aﬂ BOCIIDUSATHE OIPENIEJEHHOH HWH(pOpMA-
UM aTPECATOM C YIETOM COI[HOTMHTBUCTHYECKUX, TICHXOJIOTHUECKUX
¥ JINHTBOKYJIBTYPOJIOTHYECKUX OCOOEHHOCTEH TOMH SI3BIKOBOI CPEJIHI,
B KOTODO# ZaHHBIM ajjpecaT CyIIECTBYET. [JIaBHBIH NMPOAYKT PeKJa-
MBI — PEKJIAMHBIHA TEKCT JOJKEH OBITh MOHATHBIM, EMKHM, JIETKO 3a-
MOMUHAIOIINMCS, HHTPUTYIOITUM U yOeIUTETHBIM.

Cpenu BepOAIBHBIX CPEZCTB CO3JAHUSA SKCIPECCHH HEMAIOBAK-
HOE 3HAYeHNe OTBOAUTCA 3arojIOBKy PEKJIAMHOrO TeKCTa. 3aroJio-
BOK — OUY€Hb Ba’KHAA UACTh PEKJIAaMbI, B KOTOPOH COAEPKUTCA CYTh
obpalieHus ¥ IJIABHBIA apryMeHT. BaxKHOCTP 3arojioBKa 00yCJIoBJIe-
Ha emé ¥ TeM, 4T0 mpuMepHO 80 % umrartesieil IpoberawT rjiazaMu
TOJIPKO 3aT0JIOBKH, He YTpyXAasi ceGsa UTeHHeM OCHOBHOTO PeKJIaM-
HOTO Tekcra. Takum 00pa3oM, MMEHHO 3aTOJIOBOK JIOJKEH TpHU-
BJIEYb BHUMAaHME TOTPEOUTEsIA W BEI3BATH WHTEPEC, CJIE/IOBATENH-
HO, OH JI0JDKEH OBITh OPUTWHAJILHBIM U COAEPKaTh MHGPOPMAIHIO,
aKTyaJIBHYIO JJIsI IOTpebuTeis.

3aros0BKM PEeKJIaMHOT0 TEKCTa MOTYT UMETh IPAMOI WU KOC-
BEHHBIN xapakTep. Tak, 3aroJI0BKH HPAMOTO AelicTBusd, nHpopMa-
THBHBIE, HalleJIEHbI Ha LEJIeByI0 ayauTopui. TeM He MeHee, eCyIn
OHU HEJOCTATOYHO YBJIEKATEIbHBI, UNTATEJIb HE CTAHET YIIIyOaAThCA
B TEKCT peryaMbl. Takue 3aroJIOBKU MPEACTABJIAIT IIPENMyIIECTBA
TOBAapa, ONMPEAEIIAIOT €r0 KATErOPUI0. 3aroJIOBKH IPAMOTO JeHCTBUS
JleJIATCA Ha TPH TUIa:

1) coobmienne o HoBuHKe: « HoBOe pelieHne ctapoi mpobieMebI»;

2) yTBepkieHne (B ToM uncye obemanue): «Xopolas CKUAKA Ha
XOPpOIIHE JBEPU»;

3) komanza (mpocwba): «Crenmait opraHusM uwmie! ».

KocBenHbIe 3aroyioBKu xapakTepusyloTcs 0Gosee HHU3KoH u3bupa-
TEJIFHOCTBIO ¥ HHPOPMATHBHOCTEIO, HO MOTYT OBITh HE MeHee d(deKTuB-
HBIMH. DTO 3ar'0JIOBKH-IIPOBOKAIIVH, HHTPUTY, [JIABHAS UX 33/1a4a — 3a-
VHTPUTOBaTh, 3aBJIedb unTaTesis. Hanprumep: «Bbl BCE elIé KUunmaTuTe?»
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Yem 3aT0JIOBOK KOPOUE, TEM CKOPEE OH TIPUBJIEUET 3aHATOTO CBOM-
MH JIeJIaMH Y€JIOBeKa. 3aroyIoBOK J0JIKEH OBITh IIPOCTHIM, IIOHATHBIM,
JIAKOHUYHBIM, BBIPA3UTEIBHBIM X MAKCHMAJIBHO COZEPKATEILHBIM.

IIpu cocTaBIeHUH 3ar0JI0BKA UCIIOIB3YIOTCA CIEAYIOIIIE IPUEMBI
IO IIPHBJIEYEHHUIO BHUMAHUA NOTPeOUTE el HCIOIb30BaHNEe IIPIMO-
IO BOIIPOCA, a TAKIKE CTAHAAPTOB THUIIA «KAaK CAEJIATh», «KaK JTOOUTH-
cA»; MPUEM BUKTOPHUHBI: «UTO BBl 3HAETE O...», KCyMeeTe JIU BbI OTBE-
THTH HA BOIIPOC»; IPHUEM BbI30BA: «ECJIM BbI HAMIETE [EIIEBIIE — MBI
BO3MECTHM Pa3HUILY.

Bce mepeunc/IeHHBIE CPEJICTBA, COSAMHEHHBIE BOSAMHO B PEKJIAM-
HOM TeKCTe, SIBIATCS 3(PGdEKTUBHBIMI CPEJCTBAMI BO37IEHCTBUS HA
CO3HAHWE YeJIOBEKA, TTOGYKIAIOMIMIMHE €T0 K ONPEJE/IEHHBIM JCHCTBHAM.

Bub6anorpaduaeckuii cmucok
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TEXHOJIOTUH HJIII B PEKJIAMHOM JAEATEJIBHOCTHU

H. II. Ckpuryxn Kandudam sxoHomuueckux HayK,
doyenm,
0. O. Ocagayx mazucmpasm,

HayuoranvHulll yHusepcumem
nuwesvlx mexxHono2uil,
2. Kues, YxpauHna

Summary. The essence and objectives of neurolinguistic programming
(NLP) content of creation the advertising efficiency are described. Linguistic
and nonlinguistic advertising technologies of NLP is determined.

Keywords: neurolinguistic programming; advertising; audience; psychology.

HeoTbemeMoii cocTaBsAOmeil MapKETHHTA IIPEATPUATHA SIBJIA-
eTcs ero peKIaMHas JeATeIHHOCTh, Pe3yJIETaTUBHOCTh KOTOPOH Ha-
MPAMYIO 3aBUCHUT OT Ka9eCTBAa PEKJIAMHOIO IPOAYKTA. AKTYaJIbHOCTh
HCCiIe[OBaHUA OOYC/IOBJIEHA PACTYIAM HAYYHBIM M IIPUKIAJHBIM
HMHTEpEecoM K crenuduke pekIaMHOM JIeSTeIbHOCTH U HOBEIM TEXHO-
JIOTUSIM, TOBHIMIAIOIUM €€ 3(d¢eKTUBHOCTh. B mpakTike peKaMbl
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YacTO HCIOJIB3YIOT TEXHOJIOTHMH HENPOJMHTBUCTHUECKOTO MPOTPaM-
mupoBanusa. Corsacao HJITI, dyesroBex BOCIPHUHUMAET WHGOPMAIIUIO
006 OKpY’KaIoIEM MHpE, UCIOJIb3YS 3pEeHHe, CIyX, BKyC, OOOHIHUE,
ocasanue. Texnonorua HJIII nomoraer nmpefOTBPaTUTh HETAaTUBHYIO
PeaKINIo MOTPeOUTENA HA TOBAP U IPEZJIOKUTD TOBAP TaK, YTOOBI OT-
KasaThbCA OT Hero 6pU10 HeBo3MOXkHO. B pexstame HJIII mpuMeHsIOT-
s C IEJIBIO OIpeZieIeHus MPUCYIINX IeJIeBON ayAUuTOpuH PIILTPOB
BHUMAHHUA U onpe,uenéHHblx crpaTemﬁ MBIILIEHUs (COCTaB/IAIOT Me-
TAIPOrPaAMMHBIH npoqm,nb [eJIEBOH ayUTOpPHUM), a TAK)KE HCIOJIB30-
BaHUE B pekjlaMe TMPHUEMOB, ITO3BOJIAIONINX OKA3BIBATH BO3IEHCTBHE
Ha TIOTPe0UTEIS Ha YPOBHE 0ECCO3HATETBHBIX MEXAaHU3MOB TICUXUKH,

B xoze mccemoBaHuA YCTAaHOBJIEHO, UTO CYIIECTBYIOT TaKHe He-
JIMHTBUCTHYECKHE pekyiaMHble TexHoyioruu HJIII: MapkupoBKa TeK-
cTa; cyOMOJaJIbHOCTH [1, C. 154—159].

OOGIast NCHXOJIMHIBUCTUKA WCCIIEAYeT (PAaKThl U YPOBHHU A3BIKOBOTO
CO3HAHWS, KOTOPBIE XapaKTEPHBI BCEM HOCUTEJISIM IAHHOTO A3BIKA. JlocTa-
TOYHO PACHPOCTPAHEHHBIM B MAPKETHHTE fIBJIIETCA MPUMEHEHUE JIMHT-
BHUCTHYECKIX peKJIaMHBIX TexHosormii HJIII, cpefy KOTOPHIX pa3/maJyaioT
TaKOKe CJlefylolye: pedeBble mpecymrosunyy (hopMy/IMPOBKA IIPeZIo-
JKEHMI CO CMEINEHNEM aKIIEHTa C HeOOXOIMMBbIX YTBEPXKIECHII Ha AeTa-
JIA TaKUM 00pa3oM, YTO HEOOXO/MMbIE YTBEPIK/ICHHS HAYMHAIOT IO/[Pa3-
YMeBaThCA Kak caMo co00il pasyMeroleecs); OZICTPOKA TI0 IIEHHOCTAM;
CO37IaHHNE KOMILJIEKCHBIX SKBUBAJIEHTOB — OOBEMHEHHBIX JIPYT C IPYTOM
¢akToB, KOTOpBIE HE HMEIOT YETKOH MPUUNHHO-CJIENCTBEHHOMN CBA3H,
a COeMHEHHBIE TPETIOIaraeMo¥ JIOTHYECKOHM CBA3bI0; CO3ZIaHMe «MBIC-
JIEBUPYCOB» — MH(GOPMAITHIH, KOTOPAs XPAaHUTCSA B IAMATH IOTPeOUTENIEH,
¥ aBTOHOMHO PacCIIPOCTPAHSETC MEXKAY HIMH 32 CUET MX JKe YCIUIHit [2].

Texunosnoruu HJIII B ycjioBHAX COBPEMEHHOTO OM3HECA AOCTATOY-
HO OBICTPO Pa3BUBAIOTCA U BCE OOJIBIIE UCIOMB3YIOTCA KaK MOIHBIH
VHCTPYMEHT BJIVIAHUSA HA NOBeJeHUe IleyeBod ayauropun. Cuuraem,
910 Haubonbmui 3deKrT FaHHbIE TEXHOJIOTUY 00ECIEeYNBAIOT IIPH
CHCTEMHOM ¥ KOMIUJIEKCHOM MX HCIOJIb30BAHHHM B MapKETHHIOBOU
kamuanuu. Bmecre ¢ TeM cumTaem, YTO BCSA KOHOEIITHAA DPEKJIAMEI
He JI0JDKHA pa3pabaThiBaThCS MCKITIOUHTENIHHO Ha Oecco3HaTeTbHOM
acmekre Bausuus — HJIII 1o/kHO OBITH HE CTOBKO OCHOBOM peKIaM-
HOT'O TEKCTa, CKOJIBKO €€ COCTABJIAIONIIEH.

Bu6uorpaduaeckuii cmucok

1. Kaprm'riok M. I. Tekcr 3 mo3unii ICHXOJIHTBICTHYHOTO Ta CHHEPTETHYHOIO
migxozis // T'ymanitapauii BicHuk IlepesciaB-XmesnpHHIbKoro [ITY imeni
I'puropisa CxoBopozu. — 2008. — N2 g.
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2. HelipoluHrBECTHIECKOE IPOrpaMMHpoBanue B pexiaMe. — Y. 2 // Kpruios-
ckuii K. Ileuxomorma persamsl : mMoHorp. URL: http://www.ideaura.com/
psychology/neuro-linguistic_programming 2.php.

THE LANGUAGE OF TOURISM ADVERTISING
WITH THE CONCENTRATION
ON THE TEXTUAL ANALYSIS

G. S. Durdyyeva Teacher,
International Turkmen-Turkish University,
Ashgabat, Turkmenistan

Summary. To lure potential customers to buy a holiday away from home,
most marketers incorporate certain semantic and pragmatic features into their
promotional material: words and images are chosen with utmost care. The pre-
sent study is conducted in order to reveal these semantic and pragmatic features.

Keywords: tourism discourse; advertising; linguistics; semantics and prag-
matics.

To persuade people to buy the product is the main purpose of the
advertising. Among such great competition, the producer wants to
demonstrate the uniqueness of his product. He wants to differentiate
it from the rest. He is trying to find new techniques of advertisement.
Also, the advertisement texts must be more attractive and more unex-
pected. They must catch the attention of the audience and then iden-
tify the product. Copywriters create uncommon, surprising, interesting
texts with catchy slogans or phrases. The reader or listener must give it
some thought and the result is manipulation with him in order to buy
the product. Leech sets following principles of advertising texts: Atten-
tion value, Readability (by means of simple, personal, and colloquial
style), Memorability (most important in the process of advertising is to
remember the name of the product) and Selling power [11, p. 27]. The
last principle is crucial. David Ogilvy [17, p. 7] in his book says:

“I do not regard advertising as entertainment or an art form, but
as a medium of information. When I write an advertisement, I don’t
want you to tell me that you find it ‘creative’. I want you to find it so
interesting that you buy the product”.

We may identify the advertising as a type of discourse, because “it
can tell us a good deal about our own society and our own psychol-
ogy (...) Discourse is text and context together” [2, p. 2—5]. We could
analyze the whole discourse of advertising, it means “the interaction
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of all elements that participate in advertising discourse: participants,
function, substance, pictures, music, a society, paralanguage, lan-
guage, a situation, other advertising and other discourse”. Although
such analysis would be complete, it would be very difficult to elabo-
rate it in such limited space. For that reason, in this article we will
analyze the language of tourism advertising from the linguistic, espe-
cially semantic and pragmatic point of view. We will provide examples
and describe the most commonly used linguistic devices and figures of
speech in advertising printed text.

1. Semantic Analysis

Griffiths defines semantics as “the study of word meaning and
sentence meaning, abstracted away from contexts of use” [5, p. 15]. In
this article, there are very few semantic features discussed and thus
I will only initially define the terms “synonymy”, “antonymy” and “se-
mantic presupposition”.

1.1. Synonymy and Antonymy

Words that have the same meaning are called synonyms
[1, part 1]. Blake demonstrates this by providing the following exam-
ples: couch/sofa, fast/quick, hard/difficult and help/assist/aid. How-
ever, it is important to point out that one word does not necessarily
replace another. To shout “help” is not the same as to shout “assist”
[1, part 1]. Thus, the semantic meaning varies depending on the con-
text. In this example, “help” is used as an interjection, whereas “as-
sist” is a verb referring to the action of helping. Synonyms can further
differ in formality. The noun “kid” may be considered less formal in
comparison to “child”. Additionally, these synonyms may connote var-
ious images. “Kid” may arouse an image of a child much younger than
a “youngster”, or even a “minor”.

In turn, the term “antonymy” refers to binary oppositions, such
as “boring” versus “fun” [7, p. 98]. Antonyms are usually divided into
three groups: alive, but not as some grade of these or as being more
one than the other [ibid]. In other words, by asserting one of the pair,
you deny the other: “if you lose a contest then you have not won it”
[ibid]. Finally, we have converse antonyms describing oppositeness
such as “parent” versus “child”. These binary oppositions are related
to one another and cannot exist without the other [ibid]. Tourism
marketers can use antonyms to create contrast.

For example, the phrase “some things weren’t meant to be tamed”
(see Figure 7) incorporates a without the other [7, p100o]. Tourism
marketers can use antonyms to create contrast. For example, the
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phrase “some things weren’t meant to be tamed” (see Figure 7) incor-
porates a gradable antonym: less tame/more wild is achieved if the
reader travels to whatever destination is promoted.

1.2. Semantic Presupposition

Presupposition refers to the assumptions that are frequently made
by senders when they design linguistic messages [23, p. 133]: in other
words, facts that are taken for granted. Sometimes these assumptions
are wrong; nevertheless, they are made [ibid]. Yule provides the fol-
lowing sentence as an example: “When did you stop smoking?”, which
actually contains two presuppositions: the speaker firstly presupposes
that you have stopped smoking, and secondly, that you actually did
smoke to begin with [ibid]. One way of testing the presence of presup-
position is to add a negation and check whether the presupposition re-
mains true [ibid]. Consider, for example, the following two sentences:
“My horse is grey” and “My horse is not grey”. In both of these, the
presupposition that I have a horse remains true despite the meanings
being opposite.

In the above example, the meaning is found within the sentence,
thus, it exemplifies semantic presupposition. However, some authors
claim presupposition is pragmatic. In Mey’s publication, pragmatic
presupposition is defined as a “ménage a trois’ between a speaker,
the framework of his/her utterance, and an addressee” [16, p. 760].
In other words, a sender utters a sentence, which is then decoded by
the recipient who uses contextual elements in the process of doing so.
However, for the purpose of this essay, we will deal with presupposi-
tion as a semantic feature, whereas “pragmatic presupposition” will
fall under the category “implicature”.

2. Pragmatic Analysis and Context

It could be suggested that alone the literal meaning (the deno-
tation) is not important. According to Cook, pragmatics is becom-
ing more and more important, especially in advertising [3, p. 79].
This involves the associative meaning: how the reader interprets a
message due to its contextual elements [8, p. 1]. Understandably,
one cannot look at one or the other in its isolation; the pragmatic
meaning derives from the semantic meaning, in context [3, p. 79].
Linguistic and nonlinguistic context comprises paralanguage (tone,
voice, body language, typeface, letter size etc), images, pre-existing
knowledge, metaphorical elements, speech acts and so on. These all
facilitate disambiguation and help establish what words and phrases
refer to [5, p. 71. In other words, these features enable readers to un-
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derstand a message without it being explicitly said and in this fash-
ion, an image of a beautiful landscape juxtaposed to a phrase such
as “there’s nothing here” (see Figure 5) could influence a reader to
interpret this headline rather differently to what the literal definition
otherwise would provide: an empty place.

2.1. Paralanguage and Images

According to Cook, language, either written or spoken, gives rise
to two kinds of meaning at the same time. On the one side we find
that language is “perceived as ... sounds or letters (phonology and gra-
phology) ... which in turn form words [and sentences] (morphology
and grammar) which are in turn perceived as meaningful (semantics)”
[3, p. 64]. On the other hand, Cook points out that “the substance”,
such as voice, tone, body language, letter size, fonts and so on, carries
additional meaning alongside the linguistic meaning: paralinguistics
[3, p. 64]. Hence, Cook claims that human language is “characterised
as using a ‘double channel’ ” in that all utterances carry both linguistic
and paralinguistic meaning” [3, p. 72].

Paralanguage is the non-linguistic context which surrounds a literal
message, and which partly influences whether a message is successful-
ly delivered or not; it can either “reinforce or contradict the linguistic
meaning” [3, p. 71]. For example, in a face-to-face meeting between two
people it is not only the words that are uttered (the linguistic content)
that will be taken into account, but also body position, voice and tone,
body movement or even clothing (the non-linguistic content). To dem-
onstrate this, Cook gives an example of a person who is crying, utter-
ing the words: “I am not upset”. In this case the paralanguage (the cry-
ing itself) may even outweigh the linguistic content — “I am not upset”
[3, p. 71]. In written texts, such as advertisements, paralanguage con-
stitutes page and letter sizes, fonts and handwriting styles [3, p. 71],
where the latter, for instance, may help create an intimate relationship
between the sender and the receiver, as in a postcard or a personal note.
Advertising, in particular, “carries a heavy proportion of its meaning
paralinguistically” [3, p. 74]. Thus, Cook argues that language can never
be analysed without taking paralanguage into account [3, p. 73]

Bordering the area of paralanguage, we further have the occur-
rence of pictures and images. In all advertisements the impact of im-
ages has to be taken into account as well since, on occasion, these
constitute the essence of communication: sometimes in such as strong
way that language becomes secondary [3, p. 42]. Cook further stresses
the fact that, even in those advertisements where language is the dom-
inant feature of communication, it is still misleading to look at it in
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its isolation, because it works against the image either by enforcing or
contrasting the image [3, p. 42].

Even metaphors can be illustrated by using images: by the usage of
certain images certain words can be evoked [3, p. 61]. Hence, we can
view an advertisement with an image of a hill with people juxtaposed
with the phrase “there is nothing like peak hour”, creating an associa-
tion to the peak on which they are standing (see Figure 4). It must be
noted that both paralanguage and images may violate people’s expec-
tations. Thus, advertisements comprising paralanguage and images
that are not congruent with the reader’s expectations, albeit working
as an attention grabber, may cause confusion [15, p. 137]. These ex-
pectations are related to a person’s pre-existing knowledge (e. g. be-
ing aware of a destination’s certain image) or by linguistic content. In
other words, the new piece of information, such as that of an adver-
tisement, resonates with the information already stored in the read-
er's memory: pre-existing knowledge. Arguably, “information from
memory is used to interpret the new incoming sentence” [16, p. 197],
likewise, the words an image evoke. Consider for example an adver-
tisement displaying an image of a gnome promoting the destination of
Hawaii along with the phrase “the Hula is a dance best done far away
from anyone you know” (see Figure 6). It could be argued that this
new information (the picture of the gnome) does not resonate with
most people’s pre-existing knowledge (Hawaii as a destination filled
with palm trees and beaches) and thus could cause confusion.

2.2, Deixis

Deixis is considered to be “the most obvious and direct linguis-
tic reflection of the relationship between language and context”
[14, p. 65]. It is used to create contrast in advertisements by using de-
ictic words such as demonstratives “here” versus “there” and adverbs
“now” versus “then”, “today” versus “tomorrow”. Also pronouns fall
under this category — “you”, “me”, “we” etc [23, p. 130].

Deixis derives from Greek and means “pointing” [14, p. 65]. Thus
we can talk about spatial “pointing” (deixis) as in “this city”, or tem-
poral “pointing” which includes adverbs such as “right now” and verb
tenses as in “is waiting” or “take us” referring to the present. Added
to these traditional categories of deixis we can also include discourse
deixis, which incorporate words such as “furthermore” and “how-
ever”, linking paragraphs and sentences together, and social deixis
which point to the social relationship between the speaker and the ad-
dressee [14, p. 70]. It is important to remember the fact that deixis is
egocentric, in that it puts the speaker at the centre of the utterance
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[14, p. 70]. For example, an advertisement incorporating the tempo-
ral deixis “three hours”, displayed in the phrase “only three hours and
you’re in another world” (see Figure 2), is totally dependent on the
reader knowing the location of the promoted product: in what direc-
tion should one travel for three hours to reach this other world. Con-
sequently, it puts the sender in focus (Tourism New Zealand in asso-
ciation with Air New Zealand), telling the reader to fly for three hours
in the direction of New Zealand.

Personal pronouns can be used to create relevance and intimacy.
Thus, due to pronouns such as “you”, “we”, “us”, and “they” the sender
is able to either include or exclude the reader, making him or her feel
socially close or distant. Consider for example the following sentence:
“sometimes 400 yards will take us a world away” (see Figure 3). By
using the personal pronoun “us”, the sender intends to include the
reader as being part of a specific group of people. Who that group is
becomes evident when one looks at the text in its proper context. An
image of a golf course along with the text “America’s Summer Golf
Capital — Pure Michigan” (see Figure 3) clarifies the fact that the read-
er should consider him- or herself as part of a golfing community.

2.3. Speech Act Theory

Speech Act Theory has been debated by several authors and is a
wide topic. However, this essay is mostly concerned with the locution-
ary act incorporating direct and indirect speech acts, and thus this es-
say will provide only a brief explanation to the whole theory of speech
acts, drawing on the works of Verschueren and Ostman, Marcondes
De Souza Filho and the work of Récenati.

Speech act theory was first introduced by the English philosopher
Austin in 1962 and later developed by Searle in 1969 [22, p. 4]. Austin
divided speech acts into three different parts: the locutionary, the il-
locutionary and the perlocutionary act. If we start with the locutionary
act, Récanati defines this act as the act of saying (or writing), involv-
ing three things. Firstly, the phonetic act, as in the sounds we produce
when we speak. It further requires the implementation of the phatic
act: grammatical rules, structure of words, lexical choices and intona-
tion. Finally, it also involves the rhetic act: conveying a certain mean-
ing. In other words, the sender needs to have something “definite in
mind that he intends to get across” [18, p. 239].

2.4. Conversational Implicature

Implicature is a yet another term used to analyse the relationship
between the literal and the intended meaning: “the referred meaning
that is not actually said, but rather is meant . . . in addition to what is
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literally said” [6, p. 131]. In other words, “what is hinted at by an ut-
terance in its particular context” [5, p. 7]. Thus, implicature is always
present in language.

There are different types of implicature; however, the term is
mainly associated with Grice, who, in 1975, developed his theory of
conversational implicature [14, p. 223]. It later inspired Sperber and
Wilson to publish their relevance theory [14, p. 286]. We will come
back to this theory later but, for now, we shall focus on Grice’s con-
versational implicature. Marmaridou defines implicature as “infer-
ences that arise during conversation ... [and] their sources are located
outside of the organization of language” [14, p. 223]. Hence, implica-
ture is purely based on context. She demonstrates this by providing
the following example: person A: Shall we have dinner now? Person
B: Helen hasn’t come yet. As we can tell, person A is inquiring about
dinner time and not about Helen. Equally, person B is not interested
in talking about Helen, nevertheless, person B is trying to postpone
dinner due to Helen’s late arrival, possibly even cancelling the whole
event. According to Marmaridou, “these facts cannot be accounted for
in terms of the senses of the words A and B use” [14, p. 224]. Only
context in conjunction with paralanguage (body language, tone, voice)
will provide us with an answer.

In a similar fashion sentences incorporating imperatives (lack of
subject) give rise to implicature. For example, how do we know who
the words “wind down” (see Figure 8) are aimed at if there is no per-
son of reference? The inference is located outside of this sentence:
to conclude that these words are aimed at “you” is facilitated by the
contextual elements, such as the image of a female and a male which
will enable the recipient to imagine him or herself sitting by the riv-
er “winding down”. As we can tell, implicature is a pragmatic feature
which Marmaridou stresses by using a quote by Levinson: “implica-
tures ... bridge the gap between what is said and what is communi-
cated” [14, p. 224].

2.5. Relevance, Memory and Common Ground

Grice’s cooperative principles later motivated Sperber and Wilson
(1986/1995) to develop the relevance theory [14, p. 224], which is based
on the fact that “we are geared toward processing the most relevant in-
puts available” [16, p. 855]. This theory is two-sided, involving two parts:

a) the stimulus is relevant enough for the addressee to find it
worth processing;

b) the stimulus is the “most relevant one compatible with the com-
municator’s abilities and preferences” [16, p. 855].
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The latter implies that the communicator cannot go against what
he or she believes in, in order to produce an utterance [16, p. 855].

Communicators can manipulate messages knowing that the recip-
ient will select the most relevant interpretation. Thus, out of a range
of plausible interpretations, a communicator can narrow down the
search space by producing a message so that it is likely to be interpret-
ed in one particular way. This is done knowing that all interpretations
are based on personal assumptions which, in turn, are retrieved from
memory or by common ground [16, p. 116]. This common ground can
be summarized as the sum of information people assume they share
[16, p. 116], subsequently stored in memory. If people know one an-
other they “assume shared knowledge of earlier conversations and oth-
er joint experiences and, if they are talking face to face, they assume
shared knowledge of the scene around them” [16, p. 116]. Consider,
for example, the following scenario: person A catches up with an old
friend: person B. Person A then utters: “Sorry I'm late. Ralph ran off
with my shoes again”. Having uttered these words, person A assumes
two things: firstly, that person B knows who and what Ralph is: a dog.
Secondly, that person B is familiar with the fact that Ralph normally
runs of with person A’s shoes. Thus, the common ground, stored in
their memory, proposes that both person A and person B are aware of
Ralph’s existence and Ralph’s behaviour. Equally, we could argue that
the catch phrase “there’s nothing like Australia”(see Figure 4) may be
a common supposition among all Australians, however, it is most likely
not the common ground among the recipients in this research. Even-
tually, as the reader or hearer processes numerous assumptions, such
as the ones above, these will add to the common knowledge resourc-
es and form a “backdrop against which new information is processed”
[20, p. 118]. Thus, the process of interpretation involves more than just
interpreting the message expressed at the time of interpretation, such
as the message in a tourism advertisement, but also the process of add-
ing this new assumption to previous assumptions already processed.
Sperber and Wilson explain this as the “contextual effects” of a certain
assumption in a context, which is “determined by earlier acts of com-
prehension” [20, p. 118]. Therefore, we could say that when a person
looks at an advertisement for the first time, he or she will perceive and
process this new piece of information based on previous assumptions
and common ground stored in his or her memory.

2.6. Idioms and Metaphors

Idioms are phrases that have become conventionalised [9, p. 19]
and quite often they are “fixed or frozen” [9, p. 20]. Examples would
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be expressions such as “spill the beans” and “jump the gun” where
“the meaning of the whole phrase is different from the meaning, which
might be produced by interpreting the individual words in the phrase”
[9, p. 19]. However, idioms also contain metaphorical meaning, which
Knowles and Moon demonstrate by providing the reader with the
following example: “the monthly payments cost an arm and a leg”
[9, p.19]. From a metaphorical point of view, it is plausible for
the reader to decode this message “as monthly payments are high
[9, p. 19], whereas, from a literal point of view it would be impossible:
“cost an arm and a leg?”. Thus, metaphors carry dual meaning where
the metaphorical meaning constitute the non-literal meaning. For ex-
ample, the sentence “She’s a Mary Robinson” [5, p. 88] could, out of
context mean: she is a person who carries the name Mary Robinson.
Pragmatically, however, it refers to a person who, metaphorically speak-
ing, is similar, in some way, to the former Irish president Mary Robin-
son [5, p. 88]. Thus, the “metaphorical process can optionally be made
explicit with the word metaphorically” [5, p. 88], as in “somewhere we
can get lost”, metaphorically speaking (see Figure 1). Hence, it is evident
that metaphors carry dual meaning: one semantic (literal) meaning and
one pragmatic (metaphorical) meaning and thus, albeit categorised as
being a semantic feature, metaphors are also a pragmatic: it is up to the
reader to interpret the message due to the context.

We further have to distinguish metaphor from metaphorical linguis-
tic expressions. The latter are, according to Kovecses, “words or other
linguistic expressions that come from the language of the terminology
of the more concrete conceptual domain” [10, p. 4]. To demonstrate, we
can use the metaphor “Life is a journey”. A text which comprises lin-
guistic metaphorical expressions that describe life by using features as-
sociated to a journey, derive from the domain of journey, however, they
are based on the metaphor “Life is a journey” [10, p. 4]. Consequently,
the domain from which we draw the metaphorical expression (journey)
is called the source domain, whereas the domain which is described, the
one we try to understand (life), is the target domain [10, p. 4].

It is important to acknowledge the close relationship between met-
aphors and implicature. For instance, in the publication by Leezen-
berg, it is indicated that Grice views metaphors as “flouting the maxim
of quality” [12, p. 104]. He gives the following example: “you are the
cream in my coffee”. This metaphor evidently provides the reader with
a false statement if interpreted literally [12, p. 104]. A further exam-
ple of a metaphor flouting one of Grice’s maxims, albeit the maxim
of manner, is found in the following sentence: “this is the perfect es-
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cape”. If the reader would be unable to interpret what the spatial deictic
word “this” refers to, the maxim of manner would be violated since this
message is unclear (see Figure 9). Tanaka explains this as follows: “rel-
evance of a metaphor to the hearer is established by recovering an array
of implicatures” [21, p. 88]. In other words; the sender communicates
a range of implicatures (assumptions) and communication then suc-
ceeds when the receiver manages to recover some of the implicatures
within that range [21, p. 88]. Equally, we have to acknowledge the close
relationship between metaphors and memory, and metaphors and rele-
vance. For example, consider a scenario as follows: a person drives into
a small village. As he is about to enter the village he reads “welcome
to paradise” on a sign on the side of the road. The cognitive assump-
tion aroused in his mind may be that of a place of beauty, some sort of
sanctuary. However, having entered the village and experiencing that it
is nothing of the sort, this person would consequently seek some other
relevance to the concept of “paradise” in order to recover some kind of
meaning. Perhaps the village carries the name “Paradise”? If this fails,
the message would then be considered ambiguous and thus flouting,
according to the reader, the maxim of relevance.

All images are removed due to copyright considerations.

Figure 1. Kuoni “Somewhere to get Lost”
Image: two people, a male and a female, walking in front of a mosque.
Text: “A new culture to discover, a place that will take our breath away,
somewhere we can get lost, and then find ourselves again. Requested by
Alex and Victoria”

Figure 2. New Zealand “Another World”
Image: father with two children on a snowy peak in New Zealand.
Text: “Only three hours and you're in another world”

Figure 3. Pure Michigan “400 yards can take us a world away”
Image of two people walking off in the sunset on a golf couse,
carrying their golf bags.

Text: “Sometimes 400 yards can take us a world away”

Figure 4. Australia”The Road less Travelled”
Image: four people standing and sitting on the top
of a hill overlooking the ocean.
Text: “There’s nothing like peak hour on the road less travelled”

Figure 5. Montana “There’s Nothing Here”
Image: wild nature showing snowy mountain peaks in the background,
turquoise lake, pine trees, no people.
Text: “There’s nothing here. Montana — you just never know”
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Figure 6. Hawaii “The Hula is a Dance”
Image: a gnome. In the background one can see a beach.
Bold capital letters.
Text: “The hula is a dance best done far away from anyone you know”

Figure 7. Wyoming “Some Things Weren’t Meant to Be Tamed”
Images: First image showing a man fishing in a river, snowy mountain
peaks in the background.

Texts: “Some things weren’t meant to be tamed. For example, you. Roam free”

Figure 8. Murray River “Wind Down”
Image: tranquil image of a younger female and an older male fishing by a river.
Text: “The Murray River. Wind down”

Figure 9. Australia “The Perfect Escape”
Image: three people standing on a beach,
with a rainbow in the background.
Text: “Arrived wanting to get away from it all, departed,
having found the perfect escape”
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PA3PABOTKA PEKJIAMHBIX MEPOITPUATUIN
C YYETOM KM3HEHHOTI'O ITMKJIA TOBAPA

JL. I1. T'meBan Kanodudam axoHoMuMvecKux Hayk, 0oueHm,
Poccuiickoeo 2ocyoapcmeeHHO20

COYUANbHOZ20 YHUBEpCUmMemd,

Huemumym coyuanvtozo obpasosanus,

duauan e 2. Capamos, Poccus

Summary. Goods at the time of being in the market pass through some
successive stages, distinguished by sales volume, profits, customers and com-
petitors’ behavior, advertising activity. Taking into account the changes of state
of goods in the market, it is changing the marketing strategy of enterprise and
arrangements of product promotion.

Keywords: product life cycle; promotion; advertisement.

B coBpeMeHHBIX YCJIOBMAX OOOCTPEHHA KOHKYPEHTHOH GOpHOEBI
Y BBICOKHMX DHUCKOB IIpe/IITPHHIMATEILCKOH /IesTeIbHOCTH IPOU3BOM-
TeJIU OCYIIECTBJISIOT MOUCK 3G (EeKTUBHBIX MEXaHU3MOB IPOJIBIKEHUS
TOBapOB HA PHIHOK U IOAZiePKaHUA IPUOBUILHOCTH CBOero GuzHeca.
OpHUM W3 TaKUX MHCTPYMEHTOB MOXKET CTAaTh AaHIN3 JKU3HEHHOTO
IIMKJIa TOBapa KakK OTpakKeHHUe IoKa3areseil 00bEMa IpoAask 1 IPHObI-
Ji BO BpeMeHM. ITOCKOJIbKY ITOJIOXKEHUE TOBApAa HA PHIHKE IOCTOSHHO
M3MEHSAETCS, TO U CTPATErus ero IIPOBIKEHN JO/LKHA IPETEPIIEBATh
M3MeHeHNA. DTH U3MeHEeHNsA CBA3AHBI ¢ H3MEHEHUEeM MaPKETHHIOBBIX
Hesledl KOMIAHWY, Nejlell TPO/BIPKEHN TOBapa, ayAUTOPHH peKJIaM-
HOTO BO3/IeliCTBHA, HAIMYNEM U aKTHBHOCTHIO KOHKYDEHTOB, BBIZieJie-
HHEM KOHKypPEHTHOTO IIPENMYIIECTBA B PEKJIAMHEIX COOOITIEHUAX.

JKu3HEHHBIH TUKJ TIPEACTAB/IAET cO00M BpeMs HAaXOXKIEHHUS TO-
Bapa Ha puIHKe. B 3aBucHMocTH OT cienuUKU ToBapa ¥ PhIHKA KpH-
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BbI€ JKM3HEHHOTO NHKJIA MOTYT Pa3/IMUaThCSA MO CBOEH IMTPOAOJIKH-
TEJIFHOCTH U XapakTepy (TpaAumuoHHAasI, 6yM, CE30HHOCTD, BJIUSHUE
MOZIbI, HOBBIE IIOBTOPHBIE MOABEMBI, IPOBAJI, HOCTAIBIUS U JPYTHE).
Ho gamme Bcero OHU UMEIOT OZJUHAKOBYIO CTPYKTYPY, KOTOpasA OImuca-
Ha HECKOJBKUMH (hazamMu — OT uier BOSHUKHOBEHUS TOBApa, €ro pas-
paboTKH 1 BHIBEZIEHNA HA PHIHOK, /10 YBeJIUIEHNs cObITAa 1 ero cIiaja,
a IocJIe ¥ OKOHYATEJIPHOTO YXO0/Ia C PHIHKA.

Ilepexon ot opHolt daskl K APyroil IPOKUCXOIUT IUIABHO, ITO TPEDY-
€T IIOCTOAHHOIO AHAJIN3a TUHAMUKN 00BEMOB IIPOJIaXK U IpUObUIH. 1
KaK7I0# (pas3hl XapaKTepHA CBOsI CTpaTErHJecKas 1ejib, KOTopas peajii-
3yeTcsl TIOCPEACTBOM a/IalTAIi MAPKETHHTA TI0]] KOHKPETHHIE 3a7[avH.
ITpy 3TOM Ha KPHBYIO )KIU3HEHHOTO ITHKJIA GOJIBITNIOE BIMAHIE OKA3bIBa-
10T KOHKYPEHTHI H X MAaPKETUHTOBAasA M PEK/IAMHAS aKTUBHOCTE.

Kax caurraer 10. B. I'ycapoB, B IprMeHEHNN KOHIIEIIIINT KU3HEHHO-
IO IIUKJIA K PeIisIM OusHeca 3HAU€HUE MMEET «HCIIOIb30BaHNE HHHO-
BallUi M 3JIEMEHTOB SKOHOMMYECKOH AUHAMUKI» [3]. [ToaToMy BBIGOD
CTpaTeruy MpOABIDKEHIS Takke OyzieT 3aBHCceTh OT (Pa3bl UKITNIECKIX
Kosie6aHmMii, KOTOpbIE PETY/IAPHO IPOMCXOHAT B JII060H COMUAIBHO-5K0-
HOMMYECKOM CHCTEME, a TaK)Ke JAOCTYIIHOCTH IIaTEHTOB U JIMIIEH3UH Ha
HOBbIe TOBapHL. Takike BaXKHO OCYIIECTBJISATH IPOTrHO3MPOBAHKE KW3-
HEHHBIX IMKJIOB TOBApPOB, 3aMELIAIONINX JAHHBIA TOBAp B Gumkaiiimee
BpeM, B OyzymieM, a Taroke B OTHA/IEHHOH IIepCIeKTHBe.

B. JI. My3BIKaHT OTMEYAET, UTO «MAPKETOJIOTH ISl OIpeleJIeHUS
JTama KUSHEHHOTO NHKJIA WCHOJB3YIOT KJaccH(bHKaIiio TOBAapOB
B 3aBHCUMOCTH OT TEMIIOB X PRIHOYHOTO POCTA U J0JTN MPUHA/JIEXKa-
IIEro UM PBIHKA — BocToHCKad MaTpura» [4, ¢. 213].

I'. JI. barues, A. A. AslekceeB CUMTAIOT, UTO «TPUMEHEHNS METONUKN
OLIEHKH >KU3HEHHOT0 IUKJIA TOBApa B €€ KJIACCHYECKOM IIPEZCTABJICHUH,
OIMPAIOIIEMCS TOJILKO HA OIEHKY 00BhEMOB PO’k BO BPEMEHH HEBO3-
MOKHO B COBPEMEHHBIX YIOBHAX. HeoOGXOAMMO KCIOJIB30BATH JIHOO
JIFTEPHATUBHBIM BEKTOP OLEHKH, JIMO0 OMOJIHUTH (akTop 00bEMa
MPOAAK APYroil KOPPEKTHUPYIOLIeH IIepeMEeHHOM, 3aBUCUMOM WIH He-
3aBHICHMOM 110 OTHOIIEHHUIO K 00bEMY mpoAaK. ITM (GaKTOpPOM MOKET
CTaTh KPUTEPHSA CyMMAaPHO# OTPEOUTETECKOR Y/IOBJIETBOPEHHOCTH» [1].

Omnpenenenne $pasbl KUSHEHHOTO ITHKJIA TTO3BOJISIET MAPKETOJIOTY
TPaMOTHO pa3paboTaThk MPOAYKTOBYIO, COBITOBYIO, IIEHOBYIO TIOJTUTHKH,
chOpMy/IMPOBaTh TIPUOPUTETHHIE T U 33/Ia9M PEKJIaMHOM KaMIia-
HUM, pa3paboTaTh €€ cTpaTermio, BEIOpaTh 3¢hdEeKTHUBHEIE PEKIAMHEIE
CPEACTBAa Y KaHAIBI KOMMyHHUKanuu. IIpyu 5TOM psf aBTOPOB OTMeYa-
0T, YTO Ka4eCTBEHHO pa3pal0TaHHAs PEKJIAMHAS CTPATETHS ITO3BOJIUT
3¢ddeKTHBHO BO3EICTBOBATh HA CIIPOC, MEHSA MMOTPEOUTEILCKOE BOC-
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MPHUATHA ¥ [E€PeMelaTh TOBap U3 OLHOM (a3bl KHU3HEHHOIO MUK
B APYTYIO, KOTAA 5TO OyZeT BHITOHO MPOU3BOAUTEIIO [2, . 289].

PaccMOTpHM OCHOBHBIE ACIEKTHI PaspabOTKH PEKJIaMHBIX MEpPO-
MPUATANA U NPOABIZKEHHA TOBapa B 3aBHCHMOCTH OT (ha3bl €ro JKU3-
HEHHOTo nuia (tabauma).

OcHoBHBIE mapaMeETPhI, XapaKTEPUIYIOII1e (basm JKHU3HEHHOTO ITUKJIa

ITapame- Da3kl JKU3HEHHOTO [IUKJIA TOBapa
TPHI Bueapenue Pocr 3pestocTs Coag
ToBap 6a30BEIE MOZIe- | HOBBIE BapHa- muddepenu- | 6asoBbIe
JIV, YHUKAJIBHBIE | MM, yIydlleHWe | POBAHHBIHA; IO~ | MOZEJIH
cBoiicTBa KageCTBEHHBIX HCK HOBBIX cep
XapaKTEPUCTHK TIPEMEHEHVS
IlenooGOpa- | TBépaas 06o- IMHAPOKUH HAa- cpenHuiA CHIDKEHUE
30BaHMeE CHOBaHHAf IIeHA | NTa30H; leHA KaK | YPOBEHbD IfeH; CpeZIHUX IeH
(cTparerus cr0cof KOHKypeH- | IepHoaude-
«CHSITHSA CITH- 1508 CKU€e aKITHH CO
BOK»; 3HAYUTEIHHEIM
CTpaTerus Hu3- CHIDKEHHEM
KHX IIeH) e”
Accoptu- | AsiMHA OT- AKTHBHOE pac- IMHAPOKUI JUIAHA Cy>Ka-
MEHT HOCHTEJIBHO IIHpeHne eTca
HebGonbmIas
Pactmpezme- | yskue 3HAUNTEJIBHO pac- | MHPOKAsA TOP- | BEIGOpPOIHOE
JIeHue IIUPAIOTCA TOBas CeTh
KoHkypeH- | orpaHudyeHHOe | yCHIMBaeTcs, MaKCHMAJIBHASA | CHIDKAETCH,
nua KOJIMIECTBO TIPEIJIOKEHHE ocraiores
yCOBEpPILIEHCTBO- KPYIIHBIE IIPO-
BaHHBIX TOBAPOB WBBOJIITENH
IleneBas HOBaTOPBI paHHUKe MOCJIe/io- | MacCoBhle IO- | KOHCEpBa-
AyAUTOPHA BaTEIN TpebuTesnn TOPBI
Ipoasu- nenb — uHGOp- | IeJsb — KOCTH- 1eJb — Bep- [eJIb — MaK-
JKeHHe MHUPOBaHUE JKeHHe y3HaBae- HOCTb TOPTOBOI | CHMaJIbHOE
dopmupoBanue | MoctH, mpeaIo- MapkKe, yaep- yZep:KaHue
HM3BECTHOCTU YTeHHe TOPTOBOM | JKaTh OCBe- moTpeduTe-
MapKH; Mapke; JOMJIEHHOCTD JIeli U coxpa-
HMHCTPyMEH- HMHCTPYMEH- 0 KJIFOUEBBIX HEHHE YPOB-
THI — HHOD- THI — y0exa10- KOHKYDEHTHEIX | Hf 3HAHUS
MAaIMOHHEIE 1as pexiama, TIperMy1Ie- 0 TOBape; HH-
peKJIaMHbIe KaM- | dopMupOBaHHE CTBax TOBApa; CTPYMEHTHI —
MaHWUW; aKIAN JIOSJIbHOCTH, MHCTpyMeHTH — | BTL-axnuu,
IJIA TOPTOBLEB, | IpuBep:keHHOCTH, | BTL-aknum He- | pacmpoma)ku
CTHMYJIMPOBA- arpecCHBHEIE TIOCPEZICTBEHHO
HUe TPOGHBIX peKJIaMHEBIe KaM- | B MecTax
MOKYTIOK TIaHUH TIPOZAXK
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Paspabomka moeapa. dta dasa KXKN3HEHHOTO IUKJIA TOBapa
XapaKTepuayeTcss U3yueHUEM HIeU HOBOTO TOBapa, MPOBEJEHHEM
MpeLBapUTEIPHBIX MAaPKETUHTOBBIX HCCIIEZOBAHUI, OCYIIECTBIEHH-
€M ONBITHO-KOHCTPYKTOPCKUX PaGoT, 06BEMHBIMH KAMUTAIBHBIMU
BiIokeHUAMH. Ecyin ToBap mpomién anpo6anuio, TO IPHUHUMAETCSA
pelleHre O ero BHeApeHWH. PexyiaMHble yCUIud Ha JAaHHOM 3Tale
cBA3aHbI ¢ (OPMHUPOBAHUEM ¥/IIHN IOAAEPKAHHEM MO3UTHUBHOIO
MMUJ2Ka TOBAapOIIPOM3BOAUTENA IMOCPEACTBOM HMUIXKEBOH pexa-
™Mbl 1 PR-MeponpuaTuii.

BuwigedeHue HOB020 Mmo8apa Ha pulHOk. DTa Pasa XxapaKTepu3ay-
ercs HeOOMbMUM 00BEMOM peau3alii ¢ A0CTaTOYHO YMEPEHHBIM
TEMIIOM POCTa, MPUGBLIH Yalle BCETO OTCYTCTBYET M3-3a BHICOKMX HU3-
JIEPKEK TPEIBIIYIIErO 3TaNa U aKTUBHON PEKIaMHOM esITeIbHOCTH.
ITosTomy mMHOrHe HUDMEI TIPH BBIMYCKE HOBOTO TOBapa BHIOUPAIOT
CTPAaTETHI0 «CIef0BAHUA 32 JIUAEPOM>», BBIIIYCKAA TOBAPhI-MMHUTATO-
pbl. OCHOBHAs 3a7jada 5TOrO MEPHOAA — CO34aHNE PBIHKA. BHIBOAAT-
cs1 6a30Bble MOJIETH TOBapa, PEATH3anys KOTOPHIX OCYILECTBIISETCS
B HECKOJIbKHX TOPrOBHIX TOUKaX. II0CKOJIBKY IOTPEGUTENIN U TOPIO-
Bbl€ IIOCPEJHUKYU HE OCBEJJOMJIEHHI O TOBape, BAXKHO IIOCPEACTBOM
Pa3BEPHYTHIX PEKJIAMHBIX co00OmeHni mpoumHpopMupoBaTh 06 OC-
HOBHBIX XapaKTEPHUCTHKAX TOBapa, ero IpejHA3HAUeHUH, 00J1acTu
TpPUMEHEHUsA, BHIT0J[aX MpUoOpeTeHusa. Bricokas CTemeHb MOBTOPS-
€MOCTH PeKJIaMbl 3aKpEMJIsAeT B MaMIATH MOTPeOUTENS HE3HAKOMOE
Ha3BaHWE TOBapa, BHEINHWI BUJ, UMsA TPOW3BOAUTENA. AKTHBHAA
pPEeKJlaMHasi KaMIaHWS CO37]a€T HOBBIE BKYCHI M TIOBEIEHUYECKHUE
ycTaHOBKH, (opmupyeT o0pa3 ¢upmsl. OpueHTaI|A Ha TOKyIaTe-
JIeH-HOBaTOPOB. BaskHO OTC/iEXUBATh OT3BHIBBHI O TOBape, OCOOEHHO
KPDUTUYHBIE, YCTPAHATh WX NMPUUYHHBI U U3MEHATh HA IIOJIOKUTEIb-
Hble. IIpeANpUATHIO BaXKHO CTPEMUTHCA K IOJIyUYEHHIO BBICOKOM
YZIOBJIETBOPEHHOCTH OT IMOKYIIKM.

Pocm c6Hbima moeapa xapaKTepusyercs BHICOKMMH TEMIIAMHU
pocTa TIPOZaK ¥ BBIPYUKH, BCJIELCTBUE IIPUBJIEIEHUA HOBBIX ITOKY-
maTesieil K TOBapy U COBEPINEHHS IOBTOPHBIX MOKYHMOK CyILECTBY-
IOIUMH TOKyTIaTeAAMU. MapKeTHHTOBBIE YCUIUA B TIEPHOA POCTa
IpOZia’k TOBapa HaNpaBjeHBI Ha MPOJAJIEHHe 3TOH Gasbl, moaiep-
>KaHWe BXOJHBIX GaphepoB B OTPACIIb JIJISI HOBBIX YUaCTHHUKOB M JI0-
CTIDKEHME MaKCHMaJIbHO BO3MOXHOTO OXBaTa pHIHKAa. UTo OymeT
croco6eTBOBaTh KOMGMOPTHOMY CYIECTBOBAHUIO (DUPMBI Ha CTa UM
3PEJIOCTH JKU3HEHHOTO [[UKJIa TOBapa.

VBe/IMInBaeTcsa KOJIMYECTBO KOHKYPEHTOB, MPUXOAAMINX Ha PHIHOK
C YCOBEpPIIEHCTBOBAHHBIM, a 3HAYHT, GOjlee KOHKYPEHTOCHOCOGHBIM
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ToBapoM. IleHoBasA MOIUTHKA CTAHOBUTCS OJHUM W3 IIPUEMOB KOH-
KypeHTHOI GOpbOEL. PexsilaMHBIE 3aTpaThl OCTAIOTCS 3HAYUTE/IHHBI-
MM, HO IO OTHONIIEHHWIO K J0XOAaM OT Ipojaxk cHuxkawTcsd. Ilens
PEKJIaMHBIX KaMIIAaHUU — MOAAEPKUBATH YCTOMUUBHIA 00pa3 MapKu
TOBapa, ¢opMHUpPOBaTh BBICOKYI0 IPHUBEDKEHHOCTh K MapKe, CTHU-
MyJIHpOBaTh IIpHoOpeTeHue, AuddepeHnupoRaTs TOBap OT aHAJIO-
TUYHBIX TOBApOB JIPYTuX (upM. AKIEHT PEeKJIAMHOrO BO3ZJEHCTBUA
CMelIaeTcs C JUAEPOB-HOBAaTOPOB HAa MaccoBOro morpeburensa. Vc-
MOJIB3YIOTCA BCE BO3MOXKHBIE KAHANBI KOMMYHUKALUY, ¢ KOTOPHIMU
KOHTaKTUPYET IeJieBasi ay/IUTOPUA s 0OecTieueHUs JIUAEPCTBA TI0
pexJIaMHOMY ¥ MH(OPMAOHHOMY IPUCYTCTBUIO.

Ha craguu 3pesnocmu — [OCTATOYHO IPOJIOIKUTENBHOH A
MHOTHX TOBapoB — HaOJofaeTcss cTabminsanus YpOBHS TIPO-
JaK U CHIKeHUsA npubbuti. KOHKYpeHIUs JOCTUTAeT MaKCHMY-
Ma. @opMuUpyeTCA CPEeIHUH YpOBEHb IeH. PHIHOK HachimieH. s
peasn3anyuu TOBapa HCIOJb3yeTCA IMUPOKas TOproBad ceThb. Pe-
KIaMHad KaMIIaHUs HalejieHa Ha HOAJepKaHue OCBeZOMJIEHHOCTH
0 TOBape, €ro KIIOUEBHIX KOHKYPEHTHHIX NPEHMYINEeCTBAaX W IIPO-
usBoauTesnie. [lya yBenmuenuss 3GQPEKTUBHOCTH PeKJIaMHBIX BJIO-
JKEHUH ONTHMH3HUPYIOTCA KaHAJIbI KOMMYHHUKAIUH. PeKjIaMHBIA
6r0/pKeT mepepacrpesiesisiercsi B CTOPOHY yBejaudeHus (HUHAHCH-
poBanus BTL-mepompusaruii. B pexysaMHBIX COOGIIEHMSX Jeiaer-
¢ YIIOP Ha OTJIMUUTENIbHBIE TPENMYIeCTBa, AOIOJHEHNE TOBapa
HOBBIMH TIpe/ytockeHus (6osiee IuTeNbHAs TapaHTHA, YIydIleHHe
CEpBHCa, MOCTYHOCTh W T.1.). Pa3a 3peyiocTH ABJISAETCA ITHUKOM
PEKJIaMHON aKTUBHOCTH.

Kak ormeuaror I'. A. Bacunses, B. A. ITosakoB, «Ha cragum 3pe-
JIOCTH peKjIaMa IpOZoJIKaeT yOexxaaTh HMOTpeOuTesNs B JOCTOUH-
CTBax TOBapa M JJI 3TOTO KCIOJIb3YIOTCA Pa3jIudHbIe e€ BUJbI: IO -
KpeIUIIIoas, UMI/KeBasA, HAIIOMUHAIOAs pexiaMa» [2, ¢. 291].

OcyimecTBisieTcsi AeATeJIbHOCTh II0 BBIXOAY HA HOBBIE PBIHKH
cObITa, a TakKe pexjaMa HOBEIX chep HCIOJIb30BAaHUA TOBApa, pe-
KiamMa mopudukanuii ToBapa. Ecin 3TH aeiictBusa 6putn dddex-
TUBHEI, TO 3TO OTpa)kaeTcA Ha KPUBOH KU3HEHHOTO IUKJIA, KOTOpas
CMeIaeTcs BBEPX U YAJIUHSIETCSA BIPABO.

daza 3pesrocTu mepexoAuT B (aszy HacbiweHus — Mpekparre-
HHE pPOCTa TPOAAX NPHU HEKOTOPOM POCTE TPUGBUIBHOCTH, E€C/IH
KOMIaHuA oOWIach 3HAUUTESBHOTO CHIDKEHUS H3JAEPHKEK IPO-
usBogcrBa. IIpoBopuTesA arpeccHBHas peKJaMHasd KaMIaHUA, Je-
MOHCTPUPYOIasi MPEUMYIIECTBA TOBapa HMMEHHO 3TOH (UPMBEL.
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VHTeHCHBHOE peKaaMHOe BO3ZeiicTBHE OKa3BIBaeTCs Ha MOTpe6u-
TeJIeli-KOHCEePBaTOPOB.

Ha craguu cnada mocTeneHHO WIN PE3KO CHHXKAIOTCA OOBEMEI
mpojak U npubbuTh. TOPrOBHI ACCOPTHMEHT IPEACTABIECH HAaU-
6oJyiee MPOAABAEMBIMH MOZEJISAMH, HCIOJIb3YETCSA HATOMHIHAIOIIAA
pewiamMa o GBUIOM BeJHYHHU TOBapa, peKyiaMa Jjld IepeopUEeHTa-
MM MOKyIIaTeJIel Ha HOBBIM TOBap, MHPOpMAIUA O PaCIpPOgaKaX.
IMpuunzamMy cnaza NpofaXX MOTYT GBITH TEXHHYECKOE yCTapeBa-
HU€e TOBapa, BOBHUKHOBEHHE MOTPeGHOCTel B HOBHIX BBHITOJ[aX, M3-
MeHeHUEe WHCTPYMEHTOB MapKETWHTa KOHKYDEHTOB, yCTapeBaHHE
IJIaHa MapKEeTHHTa, CHIDKEHUE JIeHCTBEHHOCTH PEKJIaMHBIX Mepo-
npusTuii. [TosToMy 3aadeil TOBapOIIPOU3BOAUTENA ABJIAETCSI CBO-
€BpeMeHHOe OOHapy)XeHHe TIpOOJIEMBI W TPUHATHE aJEKBATHOTO
MAapKETHHTOBOTO PEIeHUs .

BaXHO OTMETHUTB, UYTO KOHIEMINA KU3HEHHOTO I[HKJIA TOBA-
pa dHame KCHOOJBb3YeTCA «AJIS TEOPETHUYECKOTO HMOHUMAHWA JUHA-
MukH (YHKIIMOHUPOBAHUA IPOAYKTA Ha pHIHKE» [5, c. 182]. Ilpu
NPUHATANU CTPAaTeTHYECKHUX peIleHuii B MapKeTHHre HeoOXoaum
MOCTOSIHHBIM MOHHUTODHUHT M OBICTpas peaknus Ha H3MEHEHWST BO
BHEIIHEH M BHyTpeHHeH cpezie. [Ipu 5TOM pekyiaMa BBIIOJIHAET HE
TOJIBKO SKOHOMHYECKYI) POJIb, HO M KOMMYHUKATHUBHYIO W COIY-
aJIbHO-TIICUXOJIOTUUECKYI0, KOTOPHIE TPYAHO OIEHUTH C TIOMOIIBIO
OOIIETPUHATHIX MOKa3aTeyieil. Bo BHUMaHNe OJKHBl IPHHUMATh-
ca cuenuduka HOBOTO TOBAapa M CTEMEHDH CJIOKHOCTH BOCHPHUATUS,
vHGPOPMAIUU 0 HEM, 0COOEHHOCTH TEJIEBOI ayJUTOPHUH, YPOBEHB
Pa3BUTHS DPHIHKA TOBApPOB CO CXOXKHMU MOTPEOUTEIbCKUMU CBOM-
CTBaMHU, HHTEHCUBHOCTh PEKJIAMHOTO BO3ZEICTBUA, KBATUDUKAIS
CIEUATINCTOB U ApyTHe (haKTOPHL
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IMOUCK 3PPEKTUBHBIX THCTPYMEHTOB
IMPOABIDKEHNA ITPU INTAHMPOBAHNUN CTPATETH
PA3BUTHA PBIHKA B B-2-B

0. H. 3aiikoBa Kandudam xyavmyponozuu,
doyenm,
E. A. Manax mapkemonoe,

FOnicHo-Ypanscruil
2ocydapcmeeMHblil uHcmumym,
2. Yeaabunck, Poccus

Summary. The article is devoted to the search for optimal combinations
of instruments of promotion in situations where the company is working on a
b-2-b-market selects the strategy of development of the market.

Keywords: strategy of market development; promotion; marketing commu-
nications; b-2-b-market.

B mocsiennee BpeMa poOJib CUCTEMBI MPOABIKEHUA MPOMBIIILIEH-
HBIX NPEANPUATHI 3HAUUTEJHLHO BO3PACTAET B CBA3U C YCHIEHHEM
KOHKYpPEeHTHO# 6opbOBbI 3a moTpebuTena. CylmecTBYIOIIUH apceHas
CPEJZICTB CTPEMHUTEJIFHO Pa3BUBAETCS U COBEPIIEHCTBYETCA 10 Pa3Iny-
HBIM HanpasjieHuAM. Emé HecKOJIBKO JieT Ha3aJ] KOMIIAaHUU Ha PhIHKe
B2B npuMeHsJIH NPaKTUYECKH OJUHAKOBYIO cxeMy (pOpM K HHCTDY-
MEHTOB IPOABIEKEHUsA (ydUacTHe B BHICTABKAX, MyOJIMKANUY B CIIEIH-
aJM3UPOBAHHBIX W3JJAHUAX, NIPAMAA NPOJAAXKA, MeYaTHAs peKIaMa).
CeromHa 5Ta YHUBEpCAIbHAA cxeMa He paboTaer. Y Kakmoil KoMIIa-
HUW €CTh YHUKAJIbHBIH HaOOp MHCTPYMeHTOB. JleJI0BOi PHIHOK MMe-
€T CBOIO cenu¢pUKy 1 BO MHOTOM OTJIMYAETCS OT MOTPEOUTETHCKOTO.
SHAUUTENHHYIO POJIb UTPAET IIPOoliece IIPUHATHS PELIeHUs O IOKyIKe,
a He caM IpoAyKT (yciyra). II05TOMy KOCTaTOYHO aKTyaJbHBIM SBJIA-
eTcsl BOIpoc 0 moucke 3¢p@PEeKTUBHBIX WHCTPYMEHTOB MPOJBIKEHUS
mpy BBIOOpe pas/MuHbIX cTpareruii pocra. IIpu BriGope cTpareruu
Pa3BUTHUS PHIHKA KOMIIAHUH HEOOXOAMMO TaK IUIAHHUPOBATH KOMMY-
HUKAITUOHHYIO IPOTPaMMy, UYTOOBI IPH BHIXOZIE HA HOBBIE PHIHKH CO-
XPaHUTh PENyTAHI0 HA CYLIECTBYIOIEM U B3aWMOOTHOLIEHUA C II0-
CTOAHHBFIMU KIHeHTaMu. TO eCTh JIOCTATOYHO YETKO BBIAEJIAIOTCA
TPH LeJIEBBIX CErMEHTA: CYINECTBYIONIVE U IOTEeHINAIbHEIE KIIMEHTHI
¥ KJIMEHTHI KOHKYDEHTOB.

ViMeHHO JlaHHBIE IeJIeBble ayIUTOPUY BaXKHBI /I KOMIIaHUY Ha
Ppa3HbBIX (paszax KU3HEHHOTO ITUKJIA. U OCKOIBKY B paMKaX IJIaHUDY-
emoii porpammbl UMK Gyzer oka3bIBaThCS BO3/IEHCTBIE Ha Pa3jny-
HbIE T[eJIEBBIE ay/IUTOPHUH, TO U MM KOMMYHHUKAIUU OyAyT pasiimd-
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HbI. OUeBHU/THO, UTO [/ IOCTHKEHNA PA3/IMYHBIX IeIel He00X0AuMO
VCIOJIb30BaHNE PA3HBIX MAPKETHHIOBBIX KOMMyHHKarmii. IIpuaém
BBIOOD MHCTPYMEHTAPUA JIOJDKEH OBITh OCYIIECTBIIEH € YIETOM CIEIl-
U(UKH PBIHKA, IIEJIEBOH ayIUTOPUYU, CTPATETHUECKUX U TAKTHUECKUX
JIeHICTBUI1 KOHKYPEHTOB MPEANPUATHS.

JIJIA JOCTHMZKEHHs IIOCTABJIEHHBIX IieJIel B OTHOIIEHHM 00OO3Ha-
YEHHEBIX I[eJIEBHIX ayAUTOPUH 11e1ecO00pa3HO KCIIOIb30BATh CIIEAYI0-
I1ye MapKeTHHIOBbIe KOMMYHUKAIIVN:

— bupMeHHBIH CTHIb, KOTOPBIH CIIOCOGCTBYET IIOBHIIIIEHHIO YPOB-
HS U3BECTHOCTH M Y3HABAa€MOCTH KOMIIAHUM CPEH PEATHHBIX U TIO-
TEHITUATHBHBIX KIIUEHTOB;

— TIAKET TIeYaTHOH MPO/YKIINH JI/IsI MEHEIKEPOB OT/IE/Ia TIPOAAK,
a TaKXKe 3JIEKTPOHHOH Mpe3eHTanuy IePCOHAIBHAA OPOIIopa MeHE-
’Kepa, o0pasel] KaTrajora, NIPe3eHTAINA ¢ UCIOIE30BAHUEM 3/IEMEH-
ToB uHorpaduky;

— yJacTre B BBICTABKAX JyI WH(OPMHUPOBAHNUA NOTEHIUATHBIX KU~
€HTOB O BO3MOXKHOCTSIX KOMIIQHWW, I YCTAHOBJICHWS HOBBIX CBA3EH
¥ KOHTAKTOB C IOTEHITNAJIFHBIMI KJIMEHTAMU, IIOMCKA HOBBIX IIAPTHEPOB;

— PR (11pm 3TOM BO3MOKHOCTH CBfA3€H C 0OLMIECTBEHHOCTHIO — HE
JIOJDKHBI OTPAaHMYIUBATHCA TOJIBKO MMH/KEBEIMH CTaThIMH, 3/eCh
He0OXOZMMO BBICTYIIATH C SKCIEPTHEIM MHEHHUEM Ha CTPAHUIAX CIIe-
MUAJIN3NUPOBAHHOM NMedaTH, HeOOXOAUMO TOTOBUTH CTAThU, IOCBS-
IIEHHBIE BBIMYCKAEMOMY TIPOAYKTY, KJIIOUEBHIM JaTaM U COOBITHAM
OTpacJIN ¥ KOMIIAHWH);

— pekjilaMa B CHENNAJIN3UPOBAHHBIX MEUATHHIX W3ZAHUAX W HA
vHGOPMAUOHHO-CIIPABOYHEIX TIOPTAJIAX, a TAKXKE IEeYaTHAs PeKJa-
Ma (OmHO- ¥ MHOrOCTpaHWYHBIE MaTepHaybl (KaTaJorH, OYKJIETHI,
OpOLIOPEI ¢ HOAPOGHBIM OIMCAHUEM IPEZJIONKEHU, TOBAPA, €r0 BO3-
MOXKHOCTEH, IPYTHUX YCIJIYT) U CyBEeHUPHASA TIPOIYKIIVS;

— IpsAMOI MapKeTHHT (IIOATOTOBKA MAaTEPHAJIOB IA IIEPCOHAJIb-
HOM pacchUIku MHGOPMAIUH IIOCTOSHHEIM KJINeHTaM ¥ paboTa ¢ HO-
BBIMU KJINEHTAMU.

Taxum 06pa3oM, KOMILIEKC POPM U cIIOCOOOB MPOABIKEHUA AOJI-
’K€H OOBEAWHATh U «TPASUIIMOHHBIE», U 3¢ (PEKTUBHbIE IJIS PHIHKA
b-2-b-pbIHKa HMHCTPYMEHTHI, 2 TAKXKE, HEOOXOAUMBIE /11 KOHKPETHOH
CUTyally KOMIIAHWHU (OCHOBHBIE 3JIEMEHTH 1 HOCHUTETU (PUPMEHHO-
TO CTWIA, CyBEHUPHAS MPOAYKITHUA, TIEPCOHAJILHAS PACChLIKA MHPOP-
Manu¥ KJIHEHTaM 10 HmouTe u ¢ moMombio VHTepHer). Ocoboe BHU-
MaHHe HEOOXOZMMO YAEIATh pa3paboTKe KOHBEPIeHTHON IEeYaTHOH
MPOAYKIUH, 00 beUHAIONIEN 3/IEMEHTHI U peKyiamMbl, PR, cTUMyIMpO-
BaHUA cObITa U IIPAMOI0 MapKeTHUHTa, OPHEHTHPYEMOM Kak Ha 6osee
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IIUPOKUIT KPYT BOIIPOCOB, TaK U Ha 6ojiee 3h(heKTUBHYI0 KOMMYHUKA-
THBHYIO IeATEJIBHOCTS IEPCOHAIA PH PaboTe ¢ KINEHTaAMU 1 BIIUSIO-
el Ha BHyTpudUpMeHHbIE KOMMyHUKAnuyu U ¢GOpMUpOBaHUE KOp-
MOPATUBHOH KyJIBTyphl KOMITAHHH.

HEITPAMAA PEKJIAMA
B CO®EPE TOCTUHMNYHOI'O BU3HECA

A. 3. Konagpamanimaa Cmyoenmxa 5 xypca,
Carxm-ITemepbypeckuii

20cyd0apcmeeHHbLil IKoHOMUYeCKUll yHusepcumem,

2. Canxm-ITemep6ype, Poccus

Summary. Event-marketing and BTL, along with direct advertizing and
PR are components of system of marketing communications and effective in-
struments of advance of a brand. This research tries to open functional char-
acteristics of indirect advertizing, namely to sort concept event-marketing as
one their methods of BTL communications, to understand its role in advance
of hotel services.

ords: Event-marketing; BTL communications; function of event-mar-
keting; classification of special events.

Ha ceroguammumii leHp Ha PBIHKE TOCTHHUYHBIX YCIIYT HaOJIIO-
JlaeTcsA BBICOKHMII YPOBEHb KOHKYPEHITUH, UCXOAS W3 3TOTO, IPEJ-
MPUSATHAM CJIeAyeT YJIydlllaTh HE TOJIBKO KadeCTBO IPEZOCTABJISA-
€MBIX YCJIYT, ONTUMHU3UPOBATh MPOLECCHI IPOU3BOZCTBA, CHIXKATH
ce0eCcTONMOCTh BHIILyCKaeMOU IPOAYKIIUU U YCJIYT, HO U COBEPIIEH-
CTBOBATh MapKETHHIOBYI0 IOJIHTHKY. TakuM o0Opa3oM, Ha MEPBEIi
IJIaH BHIXOJUT KOMMYHUKATHBHAS CTPATErusi TOCTHHUYHOTO IpPeA-
OpUATHSA, €€ YCOBEPIIEHCTBOBAHKE C IIOMOIIBIO IIOBHIIMIEHUS KOH-
KyPEHTOCIHOCOOHOCTH M 3axBara Gosibleii mou pbiHKa. OCHOBHBIE
yCWUJIMs HampaBjeHBI Ha NPOJBUKEHWE NPEAIpUSITHsA, 3aBOeBaHUE
BHUMAaHHSA T€JIEBOM ayANTOPHH, (HGOPMHUPOBAHUE MOJIOKUTEIHHOTO
VMU/I’Ka, ¥ B UTOTE TOJIyYeHUA HOBHIX IIOCTOSHHBIX HOTpeOUTE e
Y JIOSI/TBHEBIX KJINEHTOB.,

YcmenrHo BBICTPOEHHAsI CTPATETHs TIPOJBUIKEHUSA NPEANPUITUSL
MOMOTA€eT OTJIOXKHUTh B CO3HAHUE MOTPEOUTE IS TIO/IOKUTEJIBHBIE BIIE-
YaTJIEHNs 0 TOBApax M YCJIYraX, IOBHICUTh UX Y3HABAEMOCTh, B CBA3H
C YeM yBeJIMJaTcsA MOTpeOHOCTD B JAHHBIX YCIIYTaX,/IPOAYKTaX U IPU-
ObUIb, a TAKXKE ITOBBICUTCS PHIHOYHAS KANUTAIN3AINA KOMIAHUH.

B yci10BUAX BHICOKOI 3PEJIOCTH TOBAPHEBIX PHIHKOB, HA KOTOPHIX
TOCIOACTBYeT NOTpeOuTesNb, NPEeAIPUATHA TOCTUHUYHOTO OHM3Heca
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BBEIHYXKZIEHBI y/IeJIATh 0OJibllle BPEMEHHW MapKETHHTOBON IOJINTH-
K€, TPATUTh 3HAUUTEJIBHbIE (DMHAHCOBHIE CPE/ICTBA HAa TIPOJIBIDKE-
HU€ KOMIIAHWHW, W 3aKpEIUIEHHWE HX B CO3HAHWHM MNOTpeOUTENeH.
B cBA3M ¢ 5TUM HCCJIEOBAaHWE W HAayyHOE OOOCHOBaHUE MapKe-
THHTOBBIX IIPOEKTOB II0 IIPOABIDKEHHUIO KOMIIAHMY HMeeT G0JIbIIoe
MpPaKTUYECKOEe 3HaYEHUE.

Tak Kak ceroiHs, COBpeMEHHBIN II0TPEOUTENh OOJIBIIE pearupy-
€T Ha Te KOMMYHUKAI[Us, KOTOPbIE BBI3bIBAIOT Y HETO OIIPEZEIEHHbIE
3MOLIMHY, 3aTPATUBAIOT €r0 BHYTPEHHNE MOTUBALMY JIMIHOCTH, Map-
KETOJIOTH OTMEYAIOT 0COOYIO POJIb HEMPAMOI PeKJIaMbl B KOMMYHU-
KaTUBHOM TMOJINTHKH ipeAnpuaTtus u BTL-TexHosorn# B MapKeTHH-
re. C yBesnueHNEeM 3HAYMMOCTH ICHUXOJIOTHYECKOTO BO3ZEHCTBUSA
event-MeponpHusATHA Ha KJINEHTAa 00JIbIIOe PaCIPOCTPAaHEHHUE CPeln
KOMMYHUKAI[MOHHBIX HWHCTPYMEHTOB TNPHUOOpeTaeT COOBITHHHEBIH
MapKETHHT, KOTOPBIil OKa3bIBaeT GOJIbIIee SMONMOHATBHOE BIIMSTHIE
Ha NOTpeOuTesIsA, U MO3BOJIAET JIOHECTH IO KJIMEHTA OCHOBHEIE IICH-
HOCTH KOMIIAHWHM MOCPEJCTBOM PpAa3JIMYHBIX event-MeponpusTHIL.
CoGBITUMHEBIN MapKETHHT BCE 60JIbllle BOCTPEOOBAH B MPAKTHYECKOH
MapKeTUHTOBOH ZIeATEJIbHOCTH KOMIIAHHWH M HYKAAeTCA B HAyIHOM
000CHOBAaHMU ¥ METOAMYECKOM O0ECIIeUeHHH.

CerofHa HOHATHE «event-MapKeTHHT» aKTUBHO HCIIOJIb3yeT-
¢ B MEeX-ZyHapOIHOM Te3aypyce MpodecCHOHAIHHON KOMMYHHU-
KaIMOHHOM JieATeJlbHOCTH: event communication (auria.), event
management (auri.), communication événementielle (dbpamni.),
erlebnis marketing, event management u COOBITHITHBIE KOM-
MyHHKanuu (pyc.).

AMEPUKAHCKUH TEOPETHK U MPAKTUK COOBITUITHOTO MapKeTHHTa
Jx. TonpbiaTT OfHUM W3 MEPBBIX A ONpEZEJIeHNEe CIEeIHaTBHO-
My cOOBITHIO (1997), OOBSACHUB 5TOT TEPMHUH CJIEAYIOLTUM 00pa3oM:
«CremuanbHoe cOGBITHE IIPeACTaBIAEeT CO00 YHUKAIbHBIH MOMEHT
BpPEMEHH, BKIIOUAIOIKN B ce0s I[EPEeMOHMI0 ¥ PUTYaJl, ¥ HANpaBJie-
HO Ha yAOBJIETBOPEHUE CIENUAJIBHBIX HyKa» [2].

Ipyroe omnpepeneHue COOBITHHHOTO MAapKeTHHra  JaioT
JI. T. Tynvunsckwnii, C. B. I'epacumos, T. E. Jloxuna B paGore «Me-
HEJ[PKMEHT CIEIMAJIbHBIX COOBITHIl B cdepe KyJIbTYPHI», ABTOPHI
PaccMaTpUBAIOT COOBITHHHBIN MapKETHHT KaK CHCTEMY WHTETPHUPO-
BAHHBIX MAaPKETHHTOBBIX KOMMYHUKAITWH, KOTOpas SIBJIAETCS KOM-
IUIEKCOM MEPONPHUATHH MO MPOABUKEHUIQ MPENPUITHSA C IIOMO-
LIBIO CITEIIMAIbHBIX MEPONPHUATHIH [1].

Cy1ecTByeT HECKOJIBKO IIOAXOAO0B K KIacCU(PUKAINN CIIeIHaTb-
HBIX CO-OBITUI U CONMAIBHBIX MEPOLIPUATHH B event—MapKeTHHTe.
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Bosee mopobHyo kinaccugUKanuio mpeajIaraloT aBTOPH yues-
HOTO mocobusa « MeHeIPKMEHT CHEUATBHBIX COOBITHIT B cepe KyJib-
typhl» C. B. Tepacumos, I'. JI. Tynpuunckwuii u T. E. JIoxuna [1].

ITo mesneBomy kputepuio Mepomnpuarusa Event-mapkerunra pe-
JIATCA HA: MPa3gHOBaHMA, 00pa3oBaTeIbHbIE (TPEHUHIH, CEMUHAPBI,
MpEe3eHTaI[iuN), MAapKETHHTOBBIE CIIeNHAIbHbIE COOBITHA (IIpe3eHTa-
M IPOAYKIMH), HHTETPHPOBAHHbIE COOBITHA.

ITo KpUTEepUIO IEPHUOAUIHOCTH CIIEMHATIbHbIE COOBITUS OBIBAIOT:
€IUHOBPEMEHHBIMH, ITUKIUIHBIMU, MHOTOKPATHBIMH.

ITo cerMeHTANUM NEJIEBOH ayAUTOPUM: 3aKPBHITOE KOPHOPATHUB-
HO€e COOBITHE /I TTAPTHEPOB, COTPYTHUKOB (ceMUHADHI, KOH(pEPEH-
MWW, TPasAHUKMN), COOBITHS, OPHUEHTHPOBAHHBIE HA KOHKPETHYIO
y3kyio ayautopuio (VIP mpeseHTamuy, MEPOTIPUATHA /IJIsl TIPECCHI),
cOOBITHSA, PACCUNTAHHBIE HA KOMMYHHKAIUIO ¢ MACCOBOM ay/TUTOPU-
eli (KOHIIEPTHI, CHOPTUBHBIE MEPOIPUSITHUS).

IIpu mocTraHOBKE Lenu MpoABIRKEHUA OTensa PR-cmenmuanucram
OTKPHIBAIOTCS HEOTPaHUUEHHbIE BO3MOXKHOCTH JJIS1 KpeaTuBa. MoxK-
HO OpPraHM30BaTh NPAKTHYECKH JII060e MepOoNIpHATHE M3 CIIEKTpa
event-MapKeTHHra C HMCIIOJIb30BAHUEM BCEBO3MOXKHBIX CIIOCOOOB,
B TOM YHMCJI€ IIPU IIOMOIIM 3aXBaTHIBAIOIIEH IPOrPaMMBL, C MCIIOJIb-
30BaHHEM Pa3HOOOPA3HBIX HATPAXKIAEHHIH, C 3JIEMEHTAMH IIOY H, KO-
HEYHO Xe, ¢ ocBemmeHueM B CMU.

OcHOBHOH 3amaueil COOBITHIHOTO MapKeTHHTa ABJAeTca ¢op-
MHpPOBaHHE OOIIHOCTH, COTUAAPHOCTH U UAEHTUUYHOCTH [3].

K rraBHBIM (QyHKITHAM COOBITHHHOTO MAPKETHHTA MOXKHO OTHECTH:

1. OyHKINHU JIETUTUMANMU ¥ WHCTUTYynHOHanu3anuu. CoberTusa
CTaHOBSTCA CPEACTBOM JIETHMUTHU3ANVN ¥ WHCTUTYUTU3AINN UAEH,
0003HaYEHHBIX M APTUKYJIUPOBAHHEIX I[€HHOCTEMH.

2. Axcuosiornueckass GyHKIuA. Bce BHUIBI CIIEI[UaIbHBIX COOBI-
THH HanpapJIeHbI Ha TPAHC/IALUIO IIEHHOCTEMH.

3. OyHKIMA KyJIbTYypHON mamaTu. CHMBOJIMYECKHE JeHCTBa 3TO
c10co6 COXpaHUTh, HAKOIUTh M II0KAa3aTh OOMIECTBEHHBIA U KYJIb-
TYPHBIH OIBIT, COXPAHUTb TPAJUIUKU H IEHHOCTH OIPENEIEHHOIO
KyJIBTYPHOTO 00pasIia.

4. Oyuknusa ¢opMUpOBaHNA MyOJIUYHOTO AUCKypca. IIpu cosma-
HUY CHENUATBHOTO COOBITHA UAET OPTaHU3aMUs U «3aTYCK» TUCKYP-
ca B myOsmmuHOe MHQOpMANNOHHOE Tojie. 9To QYHKIUS Hauboaee
aKTyaJIbHA, TaK KaK KOHKYPEHIHS OCYIIECTBJIAECTCA B IyOJHIHOM
MEAUITHOM IOJIE.

5. OyHKIUA [EMOHCTPATUBHOM CUMBOJHM3anuu. llpexmpusrue
TOCTUHHYHOTO OH3Heca II0 CPeACTBaM CO3JAHHS OIpeAeTEHHOH
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CHMBOJIUKH CIOCOOHO c(OPMHUPOBATH HAEHTHIHOCTH BHYTPEHHHX
ayZIUuTOpHUIL, a TaK XK€ MOKa3aTh ce0sl BHEITHUM ayJUTOPUIM.

6. KommyHukanuoHHasa (QyHKIUS HaIpaBjJeHa Ha Iiepeja-
4y MOCJIaHHA, COOOIIEHUA OT afpecaHTa K aipecaTy W TOJIydYeHHe
o6paTHOi1 CBA3H.

7. l'egonucruueckas u pocyropaa ¢yskiuu. CBoOGomHOe Bpe-
Ms YeJI0BEKa CTAHOBUTCSA IIPUBJIEKATENBHBIM JUIA HUCIIOJIb30BAHUA
B IIeJIAX JOCTHXKEHNA KOPIIOPATHBHEIX Ieneii. CeroaHsa pasandHbie
cyopekTsl (kopmoparuu, HKO, ToproBble MapKu) IPETEHAYIOT Ha
cBOOO/THOE BpEMsI UEJIOBEKA, €70 OPTaHU3AIUI0 W HATIOJTHEHUE IO0-
CPE/ICTBOM TPUTJIAINIEHNUSA K YYACTHI0 B Pa3/JIMUHBIX CIEIHABHBIX
COOBITHAX B KOHTEKCTE CBOMX MaPKETHHTOBBIX U COITUAIBHBIX IEJIEH.

8. MapkerunroBas pyukiusa. OyHKIuS HampaBjeHa Ha JAOCTH-
skeHue neseil 3¢pHEeKTUBHOTO MO3UITMOHNPOBAHUSA U TIPOABUKEHUS
KOMMEpUECKHX W HEKOMMepUecKux cyonekToB (kommanuu, HKO,
TOPTrOBbIE MapKH, GpeHzb! U T. A.) [3].

Taxum 006pa3oM, COOBITUIHEIN MapKETHHT BBICTYIAeT Kak 3(d-
(dekTHBHOE CPEACTBO HENPAMON PpeKJIaMbl, IIPEACTABJIAEeT co00i
BaXKHBIA CTPYKTYPHBIH WHCTPYMEHT IIPOJBVKEHUA KOMIIAHUU
B cepe roCTHHHYHOrO OH3HECa, KOTOPHIM 00JaZiaeT OIpeesIEH-
HBIMH (QyHKIuAMU. BricraBkm, spmapku, GOpPyMEI, I€PEMOHUH
U JIp. MEPOTIPUATHSA IIUPOKO HCIOJB3YIOTCI BO Bcex cdepax fes-
TEJIPHOCTH BTOM cpexbl. MeponpuaTusa, HaNpaBjIeHHBIE HA TIPO-
JBMKEHNWE CaMHUX KOMIIAHWH, MOTYT OBITh KaK KpaTKHUMH, TaK
¥ JINTETFHBIMU, HOCUTH BPEMEHHEIH WU PETYJISPHBIH XapaKTep
Y CTaHOBHUTHCS OJTHOM U3 OTJINIUTEIbHBIX YEPT, OCHOBHEIM KOHKYPEHT-
HBIM IPENMYIIECTBOM.
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CKPBITAA PEKJIAMA — O/THA 13 YHUKAJIBHBIX
TEXHOJIOI'H YIIPAB/IEHUA
IIOTPEBUTEJIBCKM ITIOBEJEHUEM

A. A. ZKarapuna Cmyodenmxa 4 xkypca,
Hprymexuii 2ocydapcmeernblii yHusepcumenn,
2. Upxymck, Poccus

Summary. This article focus on the analysis of product placement. This
type of advertising is most effective at the moment. Product placement can help
to control the consumer behavior.

Keywords: product placement; the consumer society; advertisement; behavior.

«Haure o61recTBo — 061ecTBO noTpebiienus» [1, ¢. 45].

IMoTpebuTesn o6IecTBa MOTPEGIEHUS PE3KO OT/IMYAETCS OT TO-
TpebuTesei BceX MPYTHX paHee CyIecTBOBaBHIMX oOmecTB. IloTpe-
OuTeNIM HE MOTYT HAJI0JITO COCPENOTOUMUTH BHIMAaHHME HA KAKOM-TO
OJTHOM TIPEAMETE, OHM HETEPIETUBHI, OPHIBUCTH U HEIOCE/IJIHUBHI,
a TJIaBHOE — JIETKO BO30Y>K/IAI0TCA U CTOJIB K€ JIETKO TEPSIOT HHTEPEC.
KysnpTypa obmecTBa MOTpEOIEHNAA B OCHOBHOM 3aKJIIOYAETCA B TOM,
9T00BI 3a0bIBaTh, 4 He 3alIOMHHATh. TPaJUNOHHAA CBA3h MEXKAY M0~
TPeGHOCTAMU U HX YAOBJIETBOPEHUEM I€PeBOPAYMBAETCSA C HOT Ha
roJIOBy: obelaHye U OXKUAAHVE YZOBJIETBOPEHUA IPEAIIECTBYET IO~
TPEOHOCTH, KOTOPYIO 00EMAHO YIOBJIETBOPHUTD.

Ob6emanue Kaxkercsa TeM 0oJiee IPUBJIEKATEBHBIM, Y€M MEHbIIE
MbI 3HAEM O JAAHHOH NOTPeOHOCTH; NEPEKUThH BIIEYATIIEHN, O CyIie-
CTBOBaHMM KOTODHIX Thl U HE MOJIO3PEBAJT, — 5TO TAKOE YIOBOJILCTBHE,
a XOpoIIuii MoTpeOUTENbh — BCET/Ia UCKATENh TTPUKJIIOUEHI U JTI0GH-
TeNb YAOBOMLCTBUH [1, c. 45—46].

Ho asa Toro, uro6b1 HaBA3aTh TIOTEHITUAIHHOMY IOTPEOUTEITIO €T0
e TIOTpeGHOCTH, TPOU3BOTUTENIO ITHX JKEJIAHUH CJIEAYET KaueCTBEeH-
HO IIPETIOAHECTH CBOM TOBAp, IIOKa3aB €ro TAKUM 00pa30M, UTOOBI HEJIb-
351 GBUIO ZjasKe MOLYMAaTh O TOM, ITO 3T2 BEllb, BOBMOKHO, U He Hy>KHA.
VimeHHO A Takoli yZjlayHOH IIpe3eHTAlMK TOBApOB B OOLIECTBE TO-
TAJIHHOT'O IIOTpe6IeHUA U cymiecTByeT pexiama. Hac Bcex Beszie 1 Kaxk-
JIyI0 CEKyH/Iy Hamleii *Ki3HHU OKpy»KaeT pexiama. ITpocHyBmuch yrpoMm,
MBI BKJIIOYAEM TeJIEBU30P U Cpa3y BHAMM MAacCy PEKJIaMbl CKPBHITOIO
¥ TIPSMOTO XapaKTepa, 3aTeM, ye3)Kasa [0 CBOUM 7eJIaM, MbI CTAJIKHABA-
eMcs ¢ pekyiaMoii Ha GUr-6opzax Boss joporu. Ha pa6ote u joma MEL
TOTJTONIAEM WHTEPHET-PEKIIAMY, TIEPEXO/IA CO CTPAHMILy Ha CTPAHUILY
B ceTH. Pexyiama MpOHUKIIA Y3Ke BO Bee chephl Halllel KU3HENeATE b
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HOCTH, MBI HUT/IE HE OT/AbIxaeM OT He€. I1o TeJIeBUIEHUIO U HA PaIHo
€€ CTaJI0 HAaCTOJIBKO MHOTO, UTO Y2KE U He TIOHATHO, YTO Pa3/iesIsieT UTo:
610k persTaMbl QIIBMEL WK OJIOKH (GIIEMA CIUIONIHYIO PEKJIAMHYIO
nenty. OgHAaKO M3-32 CBOEH U30OBITOYHOCTH TPAAWULMOHHAS pPEKIamMa
yPKe IepecTajia BOCIPUHUMATECA IOTPEOUTEIAME BCEPHES, U JOBEpHE
K Heli 3HAUMTEJIFHO COKPATIJIOCH, IIO3TOMY CeHyac Ha JIMAHUPYIOIIHE
MO3UIUY BHIXOLUT METOZ, CKPBITOH PeKyIaMbl, BOCIIPHHUMAEMOM HaMU
Ha nofco3Hanun. CKpEITas pexaMa UCIOJIb3YeTcsl IOBCEMECTHO: MOU-
TH B KQ2KZIOM XyZA0KECTBeHHOM (IIbMe Ha MEPBbIi B3IVIAZ HE 3aMeTHO
JUIS1 3PUTEJIA MEJIBKAIOT JIOTOTHITH TOBAPOB, TOPTOBBIX MapOK, OpEH/IOB
U T. 1. Bea nosmygennast wagopMaris BU[eT Ha Hac Ha TOACO3HATE -
HOM YPOBHE, MBI JJaXKe He 3aMedaeM CHauajia Toro 3¢ dekra, KOTOPHIH
TMPOM3BO/INT Ha HAC CKPHITAasA PeKJIaMa.

TTomo6Hble «HEHABSA3YMBEIE» YIOMUHAHHS HaseBalOT product
placement — CKpBITas pekjiama, MPEICTABJIAIOMAsA cOO0 HeaKIeH-
THPOBAHHOE KCIIOJIB30BAaHHE JIOTOTHUIIA, MapKu, OpeHAa B QmibMax,
JKypHaJIaX, TB-IIOY U T. 7. VIMEHHO 3TOT cioco0 peKyIaMbl, HalpaBJIeH-
HBI Ha 3allOMHHAEMOCTb TOPIOBOH MAapKH, ABJIAETCA YHHKAJIBHOH
TEXHOJIOTHEH YIPaBJjeHHUs NOTPEOUTENIbCKAM IIOBEJEHHEM Hacee-
HUfA, BAUSIONEH HENOCPEACTBEHHO Ha Halle MOACO3HAHKE U BCTYIIa-
IOIMHM B KOHTAKT C HAIIEH IICUXUKOM.

HemanoBaxkusiM akTopom Bo3zzeiicTBua product placement Ha
CO3HAHWE TIOTPEOUTEJIEH ABMAETCA MCUXOJIOTHYECKas WAEHTH(hUKA-
IHsl JIMYHOCTHU C TEPOEM PEKJIAMEI, BEICTABJIEHHBIM B JIYJIIEM CBETE.
Surmynz Opeiis; MOHUMaI UAEHTAPUKAITAIO KAK CAMOOTOXIECTBIIE-
HHE YeJIOBEKa CO 3HAYUMOH JIMUHOCTHIO, MO 00pasiy KOTOpOil OH
CTPEMHUTCS AEHCTBOBATD.

«penTndukanus u3BecTHA B IMCUXO0AHAIN3E KaK CaMOE paHHEE
MpOABJIEHNE 3MOIMOHAJIBPHON IIPUBA3aHHOCTH K JAPYTOMY YeJIOBe-
Ky <...> upentudukanys crpeMuTcsa K cOPMUPOBAHUIO CBOero «f»
mo o6Gpasily Apyroro 4ejoBeKa, KOTOPBIHA 6epércs 3a «umean» [4].

MexaHu3M uAeHTHGUKAIVH C YBUAEHHBIM HAa DKpaHe SBJIIETCH
OJTHUM U3 KJII0YEeBBIX B mporecce 3¢dexTuBHOCTH mocIanuii product
placement. ITocytanue JOCTUTAET afipecaTa OUEHb JIETKO U HEHABAZUHU-
BO U MOTpebJIAeTcsa T0OPOBOJIbHO, 063 TeHu 3oMOupoBanma. Coobime-
HHE BOCIPUHUMAaETCA Kak MHMOPMAIHs, XapaKTepus3yIomas IpPUBHIY-
KU, BKYCHI, CTHJIb KU3HN N3BECTHOTO aKTEPA MIH €T0 TIEPCOHAXKA.

OnHa U3 COBPEMEHHBIX KOTHUTHUBHBIX TICHXOJIOTHUECKUX TEOPUH —
«TeOpHsl KyJIETUBUPOBAaHUSI» — PACCMAaTPHUBAET CHOCOOHOCTH 0GPasoB
CMU ¢dopmupoBars yHUGUIIUPOBAHHBIH B3I NOTPeOUTEIEH HA MUD.
JItopy, MHOTO BpeMEHU IPOBOASAIINE y SKPAHOB TEJIEBU30PA, CKIIOHHEI
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CUHTATh, YTO MUP MOXO0X Ha TOT, KOTOPHIIl OHU BUIAT Ha SkpaHe. Ilpu
STOM B3IJISIZT HA MUP CTAaHOBUTCA TeM 6oJiee yCpe/THEHHEBIM, YeM GoJIbie
MOBTOPEHMH OZTHOTO U TOTO JK€ MIOCIAHUSA HOJIyJaeT YeI0BEK.

«YHuduKansa OCymecTBIAETCA MOCPEACTBOM IPOIEcca KOHCTPYH-
POBaHUs, KOIZIa 3pUTENIH Y3HAIOT O «(daKrax» U3 PeaJlbHOrO MUpa, Ha-
6irofiasi MHUp, CO3AAHHBIN Ha TeJIedKpaHe. 3aTeM Ha OCHOBAHHH 3TOH
coxpaHEéHHOH MHGOPMAIHH MbI POPMHUPYEM CBOHM IIPEJICTABIIEHHA O pe-
aspHOM Mupe. Korza 5ToT CKOHCTPYHPOBAHHBIA MUP U PEAIGHBIA MIP
XOpOMIO COIJIACYIOTCA JIPYT C APYyrOM, MIMeeT MECTO fABJIEHHE De30HaHCa
1 3¢ deKT KyIHTHBUPOBAHIIS CTAHOBUTCA eImE Gosiee 3aMeTHRIM» [3].

TeopHsa «COMUAIHHOrO HAy4EHHA» TOBOPHUT O CIIOCOOHOCTH KMHO-
06pa3oB BIUATE Ha (POPMHUPOBAHNE KaK HETATUBHOTO, TAaK M MO3UTHB-
HOTO TIoBeZieHus. As0ept Banaypa noguépkusan poaxs CMU B mpo-
Ieccax COIMAJIBHOTO HAaydeHWs, B YCBOCHHE ay[UTOpUEH Mozee
MOBEZICHUS U B JayIbHEHIIIel! UMUTAaUK YBUAEHHOTO.

Kak 06pasbl TPaANIIMOHHOH PEKJIAMBI, TAK U XyZ[0’KECTBEHHAS BU-
JIeOMPOAYKILIHS C UCIoIb30BanueM product placement, crioco6HBI Ha-
VYUTD 3pUTEJIeil HOBBIM THUIIAM IIOBEZIEHUA.

«MsI 60J1e€ CKIIOHHBI YIIOZOOJISTHCA JIIOAAM, 00/IaAIOIIM BBICO-
KHM CTaTycoM, YeM TeM, KTO MMeeT HU3KUH CTaTyC, KOMIIETEHTHHIM
JIMYHOCTAM, a He HEyMeJIbIM ¥ HEKOMITETEHTHBIM, CIJIBHEIM, a He Gec-
TMIOMOIIHBIM <...> 4eM 0OJIbIlle IeHHOCTH HabJIiofaTess MpUaéT mo-
BEZIEHUIO, TEM GOJIbIIE BEPOATHOCTD, UTO OH €MY HayuHuTca» [5].

Taxk, ckpbITas pekaMa TabagHBIX KOMIAHWI MPOBOIUPYET MOJI-
POCTKOB K KypEHHUIO, KOCMETHYECKNX (PUPM HPHUyUaeT >KEeHIUH yXa-
>KHBATh 33 CBOEH KOXKeH, HCHOJb3YA BCEBO3MOXKHBIE KDeMBI. Pexiama
BO3ZICHCTBYIOT Ha NOTpeduTesnsa uepe3 ¢GOPMHPOBaHUE TOTOBHIX PO-
JIEBBIX MOZEJIEH, T/ie MPOABUTAEMBIN MPOAYKT UTPAET BEAYLIYIO POJIb
B HMHUKe Tepos ¢IIbMa WIH Telenepenayun [2].

Ha paHHOM 5Tame CKpBITasg peKiaMa 3TO YHUKAJIBHBINA COIHO-
KyJIBTYPHBIH (eHoMeH, (POPMHUDPYIOIKULA MACCOBOE CO3HAHHKE, OOII-
HOCTH JKH3HEHHBIX CTAHAAPTOB, a TaK)Ke MPUBBIYKKM U IOTPEOHOCTH
9eHOB o6miecTBa. CKpHITas pexjiaMa OTHOCHUTCA K CIIoco0aM IICHXO-
JIOTUYECKOTO BO3/IEHCTBHS, HE OCO3HABAEMOTO TOTpebuTtesem. JlaH-
HOE BOB3JIEHCTBHE OCYINECTBJISIOT He- HABA3UYHWBO M CKPHITHO, YTO HE
HATIPATAET TOTPEOUTEIS ¥ HEe BHIBHIBAET APKUX HETATHUBHBIX HMOIHIHA
B OTJIMYHE OT PEAKIUi Ha OOBIYHYIO PEKJIAMY.
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KMHEMATOI'PA® CAJIACBIHJATBI 2KACBIPBIH
KAPHAMAJIAPABIH MAHUIIY/IANNA K¥IINAJIAPDBI

III. H. Ypa36aeBa Oxvimyuwinl,
T. 2Kypeenos amvinOazvt Kasax

¥ammoix Onep AxadeMuachi,

Anamamst, Kasaxeman

Summary. Product placement in the film is so diverse, so one may pro-
mote in the movie almost all kinds of goods. And it’s unique technologies to ma-
nipulate public consciousness and buying behavior. This method of advertising
is very important in the art of selling. one may say it is also a kind of art.

Keywords: product placement; cinema; reclame.

Kapuamansiy TuiMzl omicrepiHiy 6ipi xasipri Tamma KachIpbIH
’kapHama Gosbin Tabputazel. Kumemarorpad casmachIHAA JKachl-
PBIH >kapHaMaJIapJbly adyaH TypJIUIri COHIIAJIBIK, OZIaH Tayap/IbIH
Gapsblk, TypiH Ke3fecripyre 6osambl. KuHOOGH3HECTe >KacCBIPBIH
JkKapHaMaHbIH Herisri OeJliriH asBIK-TYJIIK Tayapjapbl KypaHzsl,
O/laH COH KOCMETHKAIBIK Tayapjap apHaMajiaHazsl. COHBIMEH
KaTap aBTOKOJIKTEP, 6aHK KhI3METTepi, 3JIEKTpOHWKA MeH Oaiiia-
HBIC KYPJIAaphl, ACMAIbIC OPBIHJAPHI, KOHAK YVilnep 6aiikaychl3
TYPZAe KellTereH ’KapHaMaJIbIK TYPFbIAA KepceTutin xaTaasl. MyHzai
«balikaycpI3» jKapHaMajlapJbl PeCMH TypZie NpOJAKT-IUIeHiCMeHT
(product placement) men araitnpi. Bpeskuna O. I1. 3eprreyi GOIbIH-
ma, npoaam—nﬂeﬁcmenrrin MAaKCaThl, epesKere cai, TYTHIHYLIbUIAPFa
TayapZBIH KAKETTUIIK MaHBI3BIH TyABIPY XOHe OHEI CATBII AJIyFa Jie-
reH BIHTACHIH 0ATY. Tayap/ibl ©TKi3y yIIiH xaHfakia 6ip skaxgama ¢op-
Ma OMHJIATI TAyhIlN, OHBI CATHIN ajIyra uTepMmesey [1, ¢. 35—38]. Kasipri
Ke3Jle *KapHAMaHBIH (GYHKIIUsTAPHIH 3€PTTEYIII FaIBIMAAP KACHIPBIH
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’kapHaMaHBIH eH 0aCThl TOPT MaKCATHIH aTall KoPCeTe/i: Typa KapHa-
Ma (SFHU KapHaMaHbI XKaKChI )KarbIHAH KOPCETY), aHTIKapHaMa, KOH-
Tp2KapHaMa JKoHe e3Te TayapJapMeH 0akTayacThIK [2, c. 74]. Congaii-
aK, aJIKOTOJIBJIK iNIiMAIKTep MEH TeMeKi TayapsaphIHbIH HAPBIFEL A
Y/IKeH KapKbIHMEH ZlaMbIll, OHBI Y3ZIKCi3 jkapHaMasay ypZicke ai-
Habll Keseni. Bynbiy ce6e6i, keifbip enfepre CLIDaHBIH, TeMEKIHIH
TiKeJsiell JKapHaMaJaHybIHA THIMBIM CAJIBIHYBIHZAA. AJl OCHIHAAH Typa
JKapHaMaJiayra MyMKiHziri 6osa 6epmeiTiH Tayapsap SkpaHza Gei-
HedWIBMAED apKbUIBI «OalKaychl3» Typjle KopepMeHAEPAiH, JKabl-
CBIH OailixaTmaii KayJiam KaTajibl.

XX racwIpZibly OipiHIN 2KapTHICHIHAA TPOAAKT-IICHCMEHT KUHO
caslachlHa eHe GacTajsl. 1920 JKbUIHI Tycipiaren «'apak» dmwibMiHge
6acts keiiinkep @atTi Apbaka kepepmenre Red Crown mapkasist Mo-
TOP MaibIH «6alKaychl3» TypAe YChIHCA, 1931 HKBUIBI XKAPHIK KopreH
®pu, Jlaurteiy «M — ropog uiner youiiny» ¢uibsMiHiH kahapMaHEL
6ykin ¢ribM GaphICBIHAA CaFbl3 MIaiiHayMeH FaHa KOIMail, kamepara
carbI3gbiH Wrigley sTukeTkachiH 30 cekyHZ GoiibiHa ipi miaHmeH
KepceTeai. 1960 Kpuigapsl 'o/uTuBYATHIK npoaiocep Ainbbept Bpok-
KOJIM KMHOMH/YCTPHA CAJIACHIHAA KAPKbI TaOyAblH €H THIMZI KOJIBI
oML OCBHlI JKACHIPBIH JKapHaAMa eKeHiHe Ke3i kerexi. Hormxkecimpe
JIeM/IiK KWHO TAapUXBIH/IA €H aJIfall peT JKACHIPBHIH JKapHaMa
ayKBIMZABI TypZle Kapxbl okelreH «/Ikefimc BoHny — areHT 007»
¢bunbpMi 5KpaHra IIBIFBIN, OHBIH 6acThl KahapMaHBI MiHTEeH KOJIKTe,
KHUTEH KWiMi MeH iKeH apak-Iapar, TAMakTaHFaH MeHpaMXxaHaCHI
Jla TyTeJI ZIepJIik »KachIPBIH KapHaMaHbIH Heri3i 6oazsl.

KachIphIH JKapHAMAaHBIH €H OWiK IIBIHBIHA KETKEH KE3€H — OJI
OTKEH FACBIPABIH QO-IIbI KbUIAPEI 00siAbl. OChl KE3€HZAE TEXHU-
Ka caJachlHAA YIB! TejaedoHzap kanmai KOJAAHBICKA YCBIHBLIBIII,
OHBI JKapHaMaslay KapKbIHABI TypZe Gesiey aia 6acTazibl. 1997 KbUIbI
3KpaHra MmbIKKaH «CBATOi» GuibMiHge Nokia KOMIIaHHSCHIHBIH
yansl TenedoHAapiH GuiIbMHIH 6acThl KahapMaHZaphl KOJJaHYBI
HoTIKeciHzle TesieOHHBIH 8 MUJUIMOH JAHACHI CATBHUIBIN, KOMIIAHUSA
€HIIIiCiHe KbIPyap Kap2KbI OKeJITeH e]Ii.

Ta3mpl CycBIHZIap MeH QJIKOTOJIBAI CYCHIHAQp JKapHaMachl —
9KpaH/Ia €y Kol JKapHaMaJIaHAThIH TayapJap. AMEpUKAHABIK, aTAKTHI
Pepsi, Coca-Cola cycBIHIapBIHBIH «KACBIPHIH» KapHaMaJIaphl 1990-
BIHIIBI JKBUIAAPZAaFbl Ke3 KeJireH (uiIbMHeH kepyre Oosambl. «Ha-
3an B Oyaymnee» TPHJIOTHUACHIHBIY OipiHmmi Oestiminzme Diet Pepsi
KATHICYybIMEH OOJIFAaH caxHajgap op 30 MUHYT CaibIH KepCeTUIN
OTBIpFaH. 1092 XKBUIBI 5KpaHfa INBIKKAH «OCHOBHOM WHCTHHKT»
dbmnsminge Maiikn Jlyriaac comaaraH Oacthl KahapmaHHBIH «Jack
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Daniel’s 6osama?» geren Gip aybi3 cesi ymrin Jack Daniel’s Buckuin
veMZeHylni KoMmaHusa (WIsM eHJIpylIUiepine 1,2 MJIH JAoJUIap
skyMcaraH ekeH. HoTmxeciHge xoMmaHus ockl GpeHZi BHCKHIH KBI-
JIBIHA 6 MIUUIHMOHHAH aca CaThUIBIMFA YJIFAUTHIN, (PHIBMHIH JKapHa-
MachIHA KeTKEH KapKBICBHIH 5 ece oHAipin amsinTsl. KiuHO canacsiHAa
epekIIe KeHLUI GeJIiHill, Kell cypaHbIcKa He 6OJIaThIH Tayap aBTOKOJIIK
mapkanapsl. Pexuccepi CruBen CrmnGeprriy «Ilapk opckoro me-
pruoma» kuuochbiHaarbl Ford Explorer-ziy »KachIpbIH >KapHaMachl
aTasIFaH KeJIIKTIH CaThUIBIMBIH Ko6GeHTill, OHBIH AopexeciH apra TycrTi.
Audi aBroxounepHi TinTi «MeH po6oT» puibMmine apHaiisl Audi RSQ
MOZIeJIiH JKacall IbIFapAbl. By MapkaHBIH «KaCBIPBIH» jKapHAMaChIH
arakThl ppaHIys pexuccepi api mpoatocepi JIitok becconubiy « Takcu»
dunsMinze ne kesmecripyre 6Gonazer. MyHza TinTi ochl KeJlik MapKa-
cBl QWIBMHIH CIOXKETIH/IE ayKBIMABI POJI OiHam, cyra cajica GaTmaii-
TBIH, OTKa caica KyiMelTiH kahapman mecine aiinanazbl.

OraHABIK KHHO CAJaChIHZA [a <«KACBHIPBIH» JKapHaMasap
KapKbIHZAH JaMbin, Gesed ansin kestemi. COHFBI JKBUIAAPBI JKAPBIK,
KepreH «P030BBIH 3asAn» QHiIbMiHAe AJIMATHI KAJIACHIHAAFHl aTaKThI
TYHIi KIyOTapsl »xapHamasaHca, «Kaiipar — deMmuoH» GmibMi
TYHFaH «KachIPHIH» TypAeri xapHamanap. Kasak KuHOCBIHZA
6ipnen-6ip Gesex anraH, e3 TayapbslH THIMAL TypAe Kepcere Ginerin
OJ1 — ysUIbl TeslepoH GaitaHbIC omepaTopsaphl. Buiaiin skoHe Kcesut
GafiIaHbIC OIIepaTOPJIaphl OCHI «3KACBIPHIH» XKapHaMa YILiH ayKbIMZIBI
TYPAe KapaKbl CAJIBIN, OHBI ecejiell OHAIpi OThIp. KapHaMaHBIH
MYHJail 3KOJBI eTe THIMAI api KaHmadaa 6ip Oesrim Tayap Skpan
GeTiHzeri aTakThl KyJAbI3fapMeH Gaiianeicra Gosnansl. Kepepmen
o3iHiH CyHiKkTI akTepsepiHiy ay3blHaH COJ TayapAblH aTbIH €CTHUAI,
OHBI KOJZaHbIN, (prIbM GaphICHIHAA KYHZEJIKTI Tipmiririne kazere
JKapaThIN KyPreHiH BU3yasb/i TypZe kabbpuigaiiabl. COChIH O Tayap-
Al i3en JKypill epikci3 TypAe caTein anaasl. IIpojakT mIelicMeHTTiH
MYHZa#l JKOJIBI KHHO OHZIpyIIiIep YIIH Je TanThIpMac Kapksl 60-
sipin Tabbutansl. Ppannys pexxuccepi An Kynen o3 cyx6arsiHaa Obi-
Jai peini: «f cumraio, 4TO CKpHITAs peKjaMa — BeJIMJaiiias yrpo-
3a, CIIOCOOHAs yXKe CETO/HA YHUYTOKUTh KUHO. KpymHble KOMIaHUN
PEIIIN, YTO JIYIlie /[aBaTh JECATh-/IBA/IIIaTh MIJLIMOHOB JI0JUIADOB
¥ CMOTpETH, Kak J[>kefimca BoHyz pazbesikaer Ha MX MANIMHE W HOCUT
VX JaChl, YeM CHUMATh PEKJIAMHBIE POJIUKHU. ITO HEIPHUEMJIEMO U He-
moctotino. IToromy uro Ha TB kakabiii pekJIaMHbIH 610K Y€TKO Orpa-
HHUYEH, IMEET HaYajI0 U KOHeEI. 3puTessam coobmaior: «Ceituac Bamu
OyZyT IBITAThCA MAHUILYJIHNPOBaTh». A B GHIbME peKiaMa 3aMaCKH-
POBaHa, Bac HUKTO HU O YeM He IpeAynpexzaer» [3].
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COBPEMEHHBIE TEXHOJIOTI
PACITPOCTPAHEHM A PEKJIAMBI
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Summary. Modern marketing in the modern world. E-mail — a network
service that allows users to exchange messages or documents. Advertising — is
the marketing toolkit with which the person is found most often in the most
explicit form.

Keywords: advertisement; internet; marketing; technology; function.

Pexsama — 3TO TOT MapKETHHTOBBIII HHCTPYMEHTApPUH, C KOTO-
PBIM U€JIOBEK BCTPEUaeTcs yamie Bcero. CeroziHs pexyiaMa OKpy»Xa-
€T Hac MPAaKTUYECKHU MOoBcoy. KpymHEIe, cpefHIe U AaXKe MeJIKIe
(GUpPMEBI OCYIIIECTBSIOT CBOIO AEATENHHOCTh C WCIOJb30BAHUEM
PEKJIaMHBIX TEXHOJIOrHui. PeksaMHble OI0MKETHl KOMIIAHHM PacTyT
roJi OT rojia, Kak ¥ 00bEM PEKJIaMHOrO PHIHKA B oM [1].

Ho He Bcerza nmoHecéHHBIE pacxoAbl OKasbIBaloTcA 3P deKkTuB-
HbeIMH. I[ToTpebuTens cTaHOBUTCS BCE GOJ1ee HEBOCHPUHUMUNB K pe-
KJIaMHBIM coo0ImennaM. PexsraMHBIN Gro/ipkeT OBIBa€T MOTpPadeH
BIIyCTy10. I103TOMY PEKJIAMHBIM JIEATEIAM HEOOXOANMO TIATETHHO
IUIAHUPOBATH PEKJIAaMHYI0 KOMIIAHWIO, BEICTPAWBATH €€ B COOTBET-
CTBHU C JPYT'MMH MapKETUHTOBBIMHU PEUNIeHUAMYI KOMIIAHWUM.

OcHOBHas 11eJIb PEKJIAMBI — 3TO IOBHIIIEHUE MPOAAK KOMIIAaHHH,
POCT €€ IOXOAO0B ¥ MPHUObLIN. ATO TO, PAAH YeTr0 OOJBIIMHCTBO KOM-
TMaHu# TPUOETAIOT K yCJIyTaM PEKJIAMHEIX coobmenuii. Ho He Bcerma
MPOMCXOAUT TaK, YTO MPOPEKJIAMUPOBAJI TOBAP ¥ BBIPOCJIH JOXO/HI.
IToaTOMYy Ba>KHO TOBOPHTH O 337a49aX PeKJIaMbl, KOTOPHIE IIPUBEAYT
K pocTy zoxozmos [3].

<=




3ayjaun pexsamMsl HOPMYJIUPYIOT MO-paszHOMy, Tak ®winn Kot-
JIEp B CBOEM JiereHAapHoM yueOHnKe « OCHOBBI MapKETHHTa» IIpef-
JIOXKUJI CJIEYIOTIHE,

IlepBas 3amaua pexkjgaMbl — MHOPMATHUBHAs, TO E€CTh MOTPE-
GuTesns JOJIKEH Y3HATH O CYIIECTBOBAHWM TOBapa. PexyaMmoparens
CTaBUT INEJBI0 COOOIUTh MOTPEGUTENIO KaKy0-T1u00 MHOOPMAIIHIO
0 CBOEM TOBape, €ro MeHe, KAYECTBE WIN O MECTOHAXOXKAECHUN TOU-
KM, TJie MOXKHO npuoGpectu ToBap. NHbOpPMaTUBHYIO pEKIaMy TPH-
MEHSIOT B IEPHOJ], CTapTa MpoeKTa [2].

Bropas BaxcHas 3a7jaua pekyiaMbl — yBemieBaTesbHas. E€ 3ama-
ya — yOeZiuTh NOTPeOuTesia B TOM, UTO TOBAap JEHCTBUTENLHO 06J1a-
aeT UHTEPECYIOIUMH HX CBOMCTBAMM, UYTO OH BBITOJHO OTIHYAET-
¢ OT u3ienuii anasoroB. OUEBUIHO, YTO B COBPEMEHHBIX YCIOBUAX
y6enuTs MOTpeOuTe/Ns CTAHOBUTCSA BCE CJIOXKHEE, TaK KaK OH HEBOC-
OPUHUMYHUB K pPeKjiaMe. YBeleBaTeIbHasA 3a/1ada PEKIaMbl — TaKXKe
BaXKHasl, OTHAKO CTENEHb €€ PEIlleHUs B MOCJIEAHUE TOMbI 3aMETHO
CHIDKAETCS, U MMEHHO 37IECh Yallle BCEr0 KOMIIAHWH HE ITOJIyYatoT
OT/ZIa4M OT BJIOXKEHHBIX B PEKJIAMY CPE/ICTB. YBeIIeBaTeAbHAA PEKJIa-
Ma IpUMEeHSETCs B IepUoj (pa3bl aKTUBHOTO POCTA TOBAapa, B TIEPBOI
MOJIOBUHE €r0 KU3HEHHOro nukia [3].

TpeTssa 3a/jaua pexkiaMbl — HaloMuHaomasa. OCHOBHAA TEJh TI0-
MOOHO# pekylaMbl — HATOMHHUTH O XOPOIIIO U3BECTHOM MOTPEOUTENIO
TOBape, HAIIOMHUTH, YTO paHEee OH UM HPABUJICA U UTO MM JKeJia-
TEJIFHO CHOBA €T0 KYIUTh. E€ ciielyeT MpuMeHSTh Ha CTaIuH TIOTpe-
OUTEIbCKOM 3pesiocTH ToBapa [2].

WHorza emé roBopAT 0 4eTBEPTOI 3a/iaue peKjlaMe — O MOJIKpe-
nutenbHol. E€ 3ajjaua — y6emuth mOTpeOWTENA B HMPaBHIBHOCTH
caeJaHHOTO BhIOOpa [2].

EcrecTBeHHO, /ajiek0 He 06A3aTEBHO PeKiaMa CTaBHUT 3a1ady
JIOCTHUTHYTH KaKOM-TO OAHOM 1esu. BriBaloT cuTyamun, Koraa 3aad
HEeCKOJbKO [2].

OueBU/IHO, UTO MPUHUMAs PEMIEHHE O PeKJaMe, MapKeTOJIOT
JIOJIKEH 3HATH, HA Kako# (pase HAXOMUTCS TOBAp Ha PHIHKE, OCTH-
JKeHUe KaKoi 3a/1auu ABIgeTCA Harbosiee BayKHBIM U COOTBETCTBYIO-
UM 06pasoM CTPOUTDH PEKJIaMHBIH POJIUK.

ITostoMy MHOrve (UPMBI TpaTAT GOJIBIIOE UUCIO AEHENKHBIX
CPEZICTB Ha pa3MelleHre UMUIKEBOI pekamMbl. Kak cienyer us Ha-
3BaHUA, IMU/IXKEBas PeKJiaMa CTaBUT niepes co6oii 3aady chopmu-
PpOBaTh UMH/IK TOBApa, CAEJIATh TaK, YTOOH HHPOpMANHA O JAHHOM
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TOBape OTJIOKUJIAch B COBHAHUM MoTpebuTeseii. [IpuMepoM UMU/I-
JKEBOI peKJIaMbl CUMTAETCA TeJIEBU3UOHHAA pekaama [2].

[mobansHas wHpOpMaTH3aIysd COBPEMEHHOTO oOImecTBa IIO-
BJIeKJIa 3a co0ol mcnosb30oBaHMe WMHTEpHETa Kak KaHaja Paclpo-
CTPaHEHUA PEKJIaMBI.

HurepHeT-pexyiaMa — pekjaMa, pa3MeriaeMas B ceTu UHTepHeT,
TPEeJICTaBJIEHUE TOBAPOB, a[pECOBAHHOE MaCCOBOMY KJIMEHTY U MMe-
Iolllee XapaKTep yOexIeHud, MTaET BO3MOXKHOCTD OITIEPATUBHOTO aHa-
JIN3a ¥ KOPPEKTUPOBKHU PEKJIAMHOM KOMITaHUM [1].

KimoueBbM oT/imuneM HMHTepHeT-peKJIaMbl OT JII00OH ApyToii
€CTh BO3MOXKHOCTh OTCJIE)KHBAHUA PEKJIaAMHBIX KOHTAaKTOB. MHTEp-
HET-PEKJIaMOJIaTeJIb MOXKET OBICTPO BHOCUTH U3MEHEHUs B IEHCTBY-
IOMIYI0 PEKJIaMHYI0 KoMTaHuio. JKeraemsie AeHCTBUS TOIB30BATEA
Ha3BIBAIOTCA KOHBEPCHA.

H3mepuTh, KaKoi U3 BYX IMPEAJIOKEHHBIX BHAOB PEKJIAMBI SB-
nserca Gosee 3¢ GeKTUBHBIM, HA MPAKTHUKE JOCTATOYHO CJIOXKHO.
HNmumxeBas pexknaMa ABJIAeTcI Hanbosiee JOpOroi, BMECTE C TEM,
3¢ ¢eKT OT e€ MCIIOIb30BaHMA AJIEKO HE OUEBUAHBIN. A €Cu mpo-
JIatolias pekjiaMa okasasaach 3QGEeKTUBHOIM, 3HAUYUT Y YEJIOBEKA YKe
OBUI OWH KOHTAKT ¢ (UPMOH, CIeOBaTEIbHO, JaHHOE COOBITHE
MOYKET OTJIOKHUTBHCA B €ro IMaMATH cwibHee. KpoMe Toro, oTMeTHM,
YTO He OBIBAET B YKMCTOM BHJIE MIPOJAIOITeH W UMHAXKEBOH PEKIaMBI,
KaK TIpaBUJIO, OOJIBIMMHCTBO COOOIIEHWIH PEKJIAMHOTO XapaKTepa
pelraer 06e U3 yKa3aHHBIX 3ajiay [2].

Pemnras mocTaBjieHHBIE BBINIE 3a/ladu, peKjiaMa He TOJIBKO JO-
CTHUTAeT OCHOBHOM ITeJIM — pOCTa IOXOAOB KOMIIaHMH-PEKIaMofa-
tesna. PekslamMa — 5TO KOMILIEKCHOE SIBJIEHHE, KOTOPOE BO3/IEHCTBY-
€T Ha MHOTHE OOBEKTHI OKPY’>KAIOIIEro MHUPA, Ha caMble pas3HbIe
TPYIIIHI JIIOZEH.
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NHPOPMAITMOHHBIE TEXHOJIOTN
PEKJ/IAMDbI B BU3HECE
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Summary. In article it is spoken about problems of the Far East market
of software products for creation of high-quality advertizing.
ords: economy; business; market; advertizing; advertiser; information
technologies; software products; program technologies.

Baxxmas uepra TpaHcdopMamuu SKOHOMHKH B Poccum — mepe-
XOJ, OT 3aKPHITON S5KOHOMMYECKOM CUCTEMBI K OTKPBITOMH € ITHPOKIMU
BHEITHUMMY CBA3AMH U B3aUMOJIeCTBUAMU. JIJIT SKOHOMHUKH B TIEJIOM
3TO O3HAYAET BKJIIOUYEHUE B MUPOBOE XO3IHCTBO. OTKPHITOCTD K BHEIII-
HUM B3aUMOJEHCTBUAM BBI3BIBAET JOIOJIHUTEIBHBIE MOTPEGHOCTH
B uHGbOpPMAIMOEHOM OOMeHe C BHEITHEH cpeoi, a, CJIeZIOBATEILHO,
¥ TOTPeGHOCTh B HOBEHIIINX CPEJICTBAX CBA3U W 00paboTkK mHPOpMa-
nun. UadopmaTtuzarnusa B Poccun pa3BUBaeTCA MapaJUIeIbHO ¢ PhIHOY-
HBIMH TIPe00pa30BaHUAMH.

B moctcoBerckuii mepmon undopMmarmsanus B Poceuu 00y-
CJIOBJIEHA OOIEMHUPOBHIMH TEHIEHITUAMH 3KOHOMUYECKOTO Pa3BH-
THA, HO B eIé OOJbIeH CTeneHH — B3PHIBHBIM pocToM HHbopMa-
IMUOHHBIX IMOTPeOHOCTEHN, CBA3aHHBIM C MEPEXOAOM OT KOMAaHAHOMN
CHCTEMBI K PBIHKY.

Ecu 6paTh Bo BHUMaHUEe TYMaHUTAPHBIN TIOXOMA B ONpEEIEHUN
UHGOPMATU3AMKUY OOIIECTBA, CTAHET BIIOJIHE IMOHATHO, YTO MMEHHO
STOT JIOBOJIBHO MOIIHEIN WHCTPYMEHT, YIOBJIETBOPAIOMINE IMOTPE6-
HOCTAIM OOIIECTBA BO BceX cdepax KUBHENEATEIHLHOCTH, aKTHBHO
VCTIONI3YIOTCS OM3HECMEHAMU-DEK/IAMOATEIAMU JJIST TIOJIyJEeHUs
mpu6bLTH. CorytacHO eMy MH(GOPMAIMOHHBIE TEXHOJIOTHH PAaCCMaTpH-
BAIOTCS KaK Ba’KHAs YACTh UEJIOBEUECKOH KHU3HU, UMEIOINas 3HaUe-
HHE He TOJILKO JIJIs1 TIPOU3BOICTBA, HO ¥ /1A COMUAILHOM cdephl.

CeroHaA NpOC/IEKUBAETCS ONPEE/IEHHAA TEH/ICHIHS: YEM HOBEE
¥ COBEpIIECHHEE NpEJIaTaEMBIE TEXHOJIOTHH TIOAYM PEKJIAMBI, TEM
GONBITUI UHTEPEC OHUM BBI3OBYT Y PEKJIAMOAATENS W TeM OOJBIIHM
a3 dexT pekamMmoiaTeNh MOJMYYUT OT UX MPUMEHEHHUS.
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B oGsiacTy peksiaMbl TOBapoOB U YCJIYyT yKe pa3paboTaHsbI 10CTa-
TOUHO MNPOTPECCHBHBIE U 3(PGHEKTUBHEIE TEXHOJOTHU MHOZAYN HH-
tdopmanuu (B manHOM ciydae, peksiamsbl). Hampumep:

Texrosorusi «InDoor TV» (BHyTpeHHee TeJeBUAEHHE) — CO-
BEPIIEHCTBOBAJIACh HAa KOH(PepeHIHMH «BBICOKHMX TEXHOJIOTHII»
B CIIIA. /lamHas TeXHOJIOTHA IpeAcTapiseT coboil BHAeO-pexIa-
My B MeCTax MacCCOBOTO CKOIUIEHHS Jiofeli. 3aech u3obpaskeHne He
IUIOCKOCTHOE, a TPEXMEDPHOe, T. €. BRIXOAAINee 3a Ipeesibl SKPaHa,
Opu4EéM OHO JIETKO BOCIPHHHMMAaeTcsi NoTpebutesreM 0e3 KaKux-
0O JTOTIOJTHUTEIHHBIX CPEJCTB — HAIPUMEpP, OYKOB. TexHoIoTHA
WCIOJIB3YeTCsA TAKUMH cTpaHamu, kKak fmomus, Kurail, ®panmnus,
T'epmanus u CIIIA [7].

TexHOJIOTUST WHTEPAKTUBHOTO B3auMmopeiictBusa «Just Touch»
noaBuiacek B CIITA B Hauase 21-ro Beka. OHa NO3BOJIAET OTC/IEKHU-
BaTh [JBHXKEHUE PYK HOTPEOUTEINSI, TEM CAMbIM YIPAaBIAs QyHKIH-
AMH MEHIO, PACIOJIO’KEHHOTO Ha crnenuaiabHOM Tabsmo. Biaromaps
CBEpPXUYYBCTBUTEJIPHOM CEHCOPHOU IUIEHKE, IIOKPHIBAIOIIEH IOBEPX-
HOCTh MH(POpPMAIMOHHOro TabJio, CHCTEMa pearupyeT Ha Joboe,
Jaxke caMoe JIETKOe IIPUKOCHOBeHue. I1oTpeburess uMeeT BO3MOMK-
HOCTP JIETKO HAWTH HHTEPEeCyIOIyl ero mHGOpPMAaIuio, IPOBEPUTH
HaJIM4Me TOBapa, O3HAKOMUTLCA € IPOrpaMMoOil 3aBefieHUA, NpU
3TOM B TOJIE €TO 3PEHUS ITOCTOSHHO TTONAIa€eT JIOTOTHI PEKJIAMHPY-
emoro 6penjia. C IOMOIIBIO TaKOM CHCTEMEI JTI00asi BUTPUHA MOXKET
MPEBPATUTHCA B MOMHOMDYHKITMOHAJIBHBIN KaHaJA MpOAaXK, OyAb TO
BUTPHHA aBTOCAJIOHA, 0aHKa WK CTEH]I IMPOU3BOAUTEA HOTYPTOB.
IInpoxo ucnosbayeres B CIIIA, Kopee, EBpore [5].

Texunosorusi «Ground FX» — 3T0 cBepXCOBpeMeHHasI MHTEPaK-
THUBHAs MpOeKIus, paspaboranHas xommanueii GestureTek, KoTo-
pas MO3BOJIAET MOTPEOUTENIO He IIPOCTO HABJII0JATh 3a PEKJIaMHBIM
CIO’KETOM, HO ¥ IPUHUMATh B HEM y4acrue. IIpu noMommu crrenyuaib-
HBIX TEXHHYECKHUX YCTAHOBOK 00BEMHOE M306paKeHHe MPOEUPYET-
¢ Ha IUIOCKYIO IIOBepXHOCTh. CHCTeMa MIHOBEHHO OTpearupyer Ha
Maieiiliee ABMKEeHNe, K IPUMepY, Ha BUPTYaJIbHOM Bojie 06pas3yroT-
cfl KPyTH, BCIIOPXHET CTas ITHIL U T. 7. JlaHHAS TEXHOJIOTHUA UCIIOJh-
3yetca B EBpome, Amepuke, Poccun u HekoTopbix cTpanax CHT jis
BTL-akmuii (BeIcTaBKH, SpMapKH, IpoMoakIum) [9].

Texuomorusa «Free Format» — 5TO WUII03UA Ha TPaHU peain3-
Ma. lHHOBaITMOHHAA PeKJIaMHasA TEXHOJIOTUA OT JATCKOH KOMIIaHUU
ViZoo, cnenuamn3upyonieicss Ha BU3YIbHBIX U TOJI0TpadUuecKix
3 dexrax. OcHOBHAA OCOOEHHOCTh M I€HHOCTH JAHHOH TEXHOJIO-
rud — 310 3ddext npucyrcrBus. V3o00pakeHHs, HaXOAALIHECS
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B JIBIDKEHUY, B TIOJIHYIO BEJIMUNHY TPAHCIUPYIOTCS HA CHIEIUAIHHBIH
Mpo3pavHblil 5KpaH. B riasax mabmromarens, ¢ Kakoil ObI TOUKU OH
HE CMOTpeJ, KapTHHa NpHoOpeTaeT TPEXMEPHEIH OOGBEM U IOJIHO-
Ty, cauBaercsa ¢ ¢poHoM. Hampumep, /Ui peKaaMbl TYPUCTHUECKIX
YCIIYT MOXKHO CO3JaTh IPOEKINI0 OKeaHa U OTABIXAIOIIUX Ha IUIAKE
mopeii. ITosTomy Texmosorusi Free Format spisierca mpaeayibHOH
¥ He3aMeHHMOH I Mara3wHOB, IIPe3eHTAlNi U MapKeTHHTOBBIX
aKIM 110 IPOJBUKEHHUIO HOBBIX TOBapoB [8].

CeromHs 5TOH TEXHOJIOTHEH y»Ke BOCIIOJIBb30BAJIUCH IPOU3BOJH-
TEJI KOMIIBIOTEPHOM U GHITOBON TEXHWKH, DJINTHOH OJIEXkKEI, B OC-
HOBHOM, B flmonnu, CIIIA u Kurae. Oguako B Poccuu Free Format
Projection moka He moJiydmia ITHPOKOTO PACTIPOCTPAHEHUS B CBA3U
€ BBICOKOI1 CTOMMOCTBIO.

IIpencraBiieHHBIE TEXHOJIOTHH, KAaK y»e OBLIO CKa3aHO, IIH-
POKO HCIOJIB3YIOTCS 3a PyOeKOM, Pa3BUTHIMH CTpaHamu. IIpo-
6s1eMa ke PoccHiiCKOTO PBIHKA pPEKJIaMbl, B T. 4., 1 Ha JajpHeM
Bocroke, 3akiouaerca B TOM, YTO POCCHICKHE PeKJIaMOJATeNlH
Jla’ke He MOA03PEBAIOT O CYIeCTBOBAHUY JAHHBIX TEXHOJIOTUH, He-
CMOTpA Ha TO, YTO emé 2005 rogy Poccus mpuobpesna y co3zare-
JIed 3THX TEXHOJIOTMH IpaBa Ha MX HCIOJIb30BaHHE. MaKCUMyM,
B 4éM IIpeyCIleJI OTe4YeCTBEHHbIE€ CIENMUAIIMCTEL — 3TO HHTED-
HeT-pekIaMa [2, c. 107—109].

HHbopMaIuoHHbIE TEXHOJIOTHU PEKJIAMBI TPEOYIOT CIIOKHOM
TMO/ITOTOBKHY, OOJIBIINX IEPBOHAYAIBHBIX 3aTPAT U HAYKOEMKOMH TeX-
HUKH. Peayinu TakOBHI, UYTO MaCTEpPAMH PEKJIAMHOTO Jieia JaibHe-
ro Bocroka cerojjHsi UCHOJb3yeTCsI MUHUMAIbHBIH IPOTPAMMHBIH
Habop ZU1A CO3ZIaHUA PEKJIAMBI, KaK MPABUJIO, 3TO BEKTOPHBIE I'pa-
¢drueckue pemaxtopsi: Adobe Illustrator, Corel Draw (cospanue
rpaduku), pacrposas rpaduka: Photoshop, 3D-mozpenupoBanue:
3D Max, Flash auumanus: Adobe After Effects (co3manue annManuu
u Bujeo). Ilofo6Has cutyarusa onpezesseTcs HeCKOAbKUME (aKTo-
pPaM# — ICUXOJIOTUYECKUM, QUHAHCOBBIM, BDEMEHHBIM. A UIMEHHO —
MHEPTHOCTHIO CaMUX pabOTHHKOB, HETOTOBHOCTBIO IIpEe/IIPHHIMATE-
JIel TpaTUTh GOJIBIIYI0 CyMMy Ha IpHOOpeTeHHe HOBBIX IPOrpamMMm
¥ HeXKeJIAaHUEM OTPBHIBAThH paOOTHUKOB HA 00ydeHHe paboTe B HOBBIX
MPOTPaMMHBIX IPOAYKTAaX OT MIPOM3BOCTBEHHOTO IUKJIA.

Cerogusi moOTpeOUTENb TPeOyeT WHHOBANMEH, HOBBIX DMOITUMH
U BBITOJI, COOTBETCTBEHHO U YPOBEHb TEXHUUECKOTO OCHAIEHUS He-
06X0AMMO MOCTOSTHHO COBEPIIEHCTBOBATh. YK€ UMEIONIHECH TEXHO-
JIOTHH JJOJ’KHBI BBOAUTHCS U UCIIOJIB30BAThCA B COTHU Pa3 aKTUBHEE,
YyeM B HACTOSIIEE BPeMs.
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BHUPYCHAA PEK/IAMA B UHTEPHETE
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Summary. Viral advertising in the Internet is the modern and very ef-
fective marketing tool. Distributors of the viral advertising are the recipients of
information. For viral advertising requires unusual bright idea, online game,
unusual video, helpful or funny picture, etc.

Keywords: Viral advertising; Internet; the effectiveness of viral advertising;
Internet advertising.

Bupycnasa pexsiama B IHTEpHETE SABJISIETCA COBPEMEHHBIM U IIPU
YMeJIOM HCHOJIb30BAaHUH AO0BOJBHO 3GQPEKTUBHBIM HHCTPYMEHTOM
MapKeTHHTa.

BupycHoli pekjlaMy MM aKI[UI0 MOXKHO Ha3BaTh B TOM CJIy4ae,
eI pacIpocTpaHeHHe eé IIPOUCXOAUT OT OFHOTO IIoJIydaTesd
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K ZpyroMy 6e3 ydacTusa pekjaamMozaTesia of00HO pacpoCTPaHEHHIO
BUPYCHON MHQEKIUH, 0UeHb OBICTPO, B TEOMETPUUECKOH Mporpec-
CHU U 324aCTyI0 HEKOHTPOJIMPYEMO.

Takum 00pa3oM, pacIpOCTPAHUTEIAMU BUPYCHON peKIaMbl SB-
JIIIOTCA caMU HoJIydarenyu nHGOpManuyu — MOJIYYHB KaKOH-TO HEO-
OBIYHEBIN POJIMK, KAPTUHKY, BUZie0 (aiis, OHU CTPEMSATCH MOAECTUTh-
¢ UMU CO CBOMMH JIPY3bAMHU U 3HAKOMBIMH, a T€, B CBOIO OUepe/lb,
IepechIIaloT HHpOpMaIUIo fajble.

BupycHasa pexsaMa BO3HUKJIA €Ié 710 IOABJIEHUS WHTEPHET-
KOMMYHUKAITH, KaHAJIOM pacupocTpaHeHuda uHGOpPMAOUM B TO
BpeMs OBUIM CIIyXHW, WJIM TaK Ha3biBaeMoe «capadaHHOe pazuo»,
a taxke TpagunuorHsie CMHU. OgHako ¢ pacnpocTpaHEeHHEM HH-
TePHEeT-TeXHOJIOTUI BUDPYCHAas pekjaMa MOJIyYusia HOBBIH TOJTUOK
B pas3Butuu. ConmajbHBIE CETH W WHTEPHET-COOOIECTBA HEOOBI-
gaifHo 6y1arojaTHas M09YBa JjIA IOCEBa PeKJIAMHBIX BUPYCOB.

Tax, 1J1s BUPYCHOM pPeKJIaMbl TpebyeTcsa spKas HeoObIuHAas Hesd,
(aiiy, KOTOPHII «3amenuT» IIOJb30BaTENA WHTepHeTa. MeamaBu-
PyCOM MOXKET CTaTh OHJIAUH-IIPUJIOKEHUE, UIPa, BUAEOPOJIUK, He-
oObIUHAs, TTOJIE3HAA, CMENTHAS KaPTHUHKA U JIP.

IIpu TakoMm cmocobe mepesauu MHPOPMAIUA OUYEBUAHEI IIpe-
MMYyIIeCTBa BUPYCHOM peksaMbl. Bo-mepBhIX, m0Ib30BaTeNN JOBe-
PUTEIBHO OTHOCATCA K MHGOPMANWHN, KOTOPYI MM IIPHCIAN WJIA
MOPEKOMEHI0BaJI 3HAKOMBIi uiu Apyr. Takoi cnoco6 pacmpocrpa-
HEHHUs He OTTAJIKUBAET IOJIydaTesd pekilaMmbl. Bo-BTOpPBIX, 3aTpa-
THl Ha pacIpoCTpaHeHUe TaKoH peKaMbl CBOJATCA K HYJIIO, Tpe-
OyeTcsT TOJTBKO KauyeCTBEHHO pa3pabOTaHHBIM pEKJIaMHBIH BUPYC.
TaxuMm 0o6pa3oM, HCIOJIb30BAHHE TEXHOJIOTHMN BHPYCHOH peKJa-
MBI He3aMeHUMO A GeicTporo u 3¢ (eKTHBHOrO NMPOABUKEHUA
OpeHZIa B MacCHI.

HepmocraTkoM BUDPYCHOU peKJIaMBl fIBAfAETCS TO, YTO PaCIpO-
CTpaHeHHe BUpyca — IMPOIECcC IPAKTUUEeCKU HEKOHTPOJIMPYEMbI,
¥ JIOBOJIBHO CJIOXKHO TPEACKa3aTh CTENEHb U IVIyOMHY pacIpoCT-
paHeHus BUpyca.

Jna noBbimerns 3¢PpPEeKTUBHOCTH BHUPYCHOH PpeKJIaMBl Ke-
JIaTeJBHO TapajUIeJIbHO HCHOJB30BaTh TPAJUIWOHHBIE CIO-
coObl NIPOZBHMXKEHUSI TOBAPOB H YCJIYT — KOHTEKCTHYI0 U GaH-
HEPHYIO pexjiaMy B uHHTepHere, pekiamy B CMU u T. a. Torzma
cyMMapHas pe3yJIbTaTHBHOCTh PEKJIAMHOM KaMIIaHUY Oy/1eT MHOTO-
KpaTHO yBeJIWYeHa.
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METO/JbI OIIEHKH 9®PEKTMBHOCTH
PEK/IAMDBI B MTHTEPHETE
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mexHuyeckuil yHueepcumen,

2. Yavanosck, Poccus

Summary. This article describes the various indicators to assess the ef-
fectiveness of online advertising campaign. The formulas and draw conclusions.

Keywords: advertising effectiveness; Internet.

YTo6BI MOHATH, HACKOJIBKO 3(pDEKTUBHO (QYHKIIMOHUPYET PEKJIa-
Ma B VHTepHeTe, Hy»KHO IIOJCUUTATh COOTHOIIEHHE 3aTpPaT Ha pe-
KJIaMHYI0 KaMIIaHHUIO U €€ pe3yJIbTaTUBHOCTU. J[aHHBIe /1A aHaIu3a
MOJKHO HOJIyUIUTh U3 CJIEAYIONIUX IIOKA3aTeeH:

1. Cuérunky (OHH pa3MeIaIoTCs HEIIOCPEZCTBEHHO Ha caliTe, KaK
MPaBUJIO, B OTKPBITOM JIOCTYTIE /IJIS BCEX IIOCETHUTEIIEH);

2. Cookie-aiiner (¢aiiibl, comeprKalie PasINUHyI0 JUHAMIIE-
CKyI0 HH(POPMAIHIO, COXPAHAIOIIMECA HA KOMIIBIOTEPE I0JIb30BaTeIA);

3. Log-daiinl (daiiibl, IPOTOKOJIHUPYIOIIHE COOBITHA PA3HOTO Xa-
PaKTepa, MPOUCXO/IAIINE Ha caiiTe);

IlepBUYHBIMU II0KA3aTeJIAMH, UCIOJIb3YEMbIMH IIPH OLIEHKE ITOCEIa-
€MOCTH peKJIaMHPYeMOTO CaiTa, ABIAIOTCA XUT U X0cT. XOCT — 3TO IOJIb-
30BaTeJIb, IPOCMATPUBAIOMIME CTpaHUIEL. C YHUKAIBHBIM MOJIB30BATENIEM
accOoIUMpyeTcsl YHUKAIBHBIN [P-afjpec KOMIIbIOTEPA, ¢ KOTOPOTO BBIIIOJI-
HAETCA TOCTYIL. XUT — IPOCMOTP caifra. YHCIIo XMTOB Ha CaiiTe B AUHHUILY
BpEMEHU JAET BO3MOXKHOCTh OIIEHKH PEKJIAMHOI MOIITHOCTH CaiTa.

Hcnosb3ys 10JIy4eHHbIe TEXHHIECKHE JAHHEIE, O KOTOPHIX TOBOPH-
JIOCh BHIIIIE, YCJIOBHO MOKHO BHIIEJTUTH TPH OCHOBHBIX OOIIEIPHHSATHIX
o6o3HaueHNs Moka3aTesiei 3 (EeKTHUBHOCTH HHTEPHET-PEK/IAMEL.

1. CTR (cuHOHMM — KKa6esIbHOCTB, OT aHril. Click-Through Rate —
MOKAa3aTeJIb KINKAOEJIbHOCTH, ITO-PYCCKHA MOXKET Ha3BIBATHCSA «OTKIIH-
KOM») — OCHOBHOM MOKAa3aTeJTb 3(P(EKTHBHOCTY NHTEPHET-PEK/IAMBL:

CTR = {4KCJI0 KJIMKOB}/{4HCIIO IOKAZ0B},
I7le «KIHK» — OAHO HaxkKaTHe Ha peKJIaMHOEe COOOINEHHE, «IoKa3» —
OJTHO ITPETBABJIEHUE PEKJIAMHOTO COOOIIEHNS TTOCETUTENIO BeG-caliTa.
CTR u3mepsieTcs B MPOIEHTAaX, U SBJIAETCA BaXKHBIM IOKa3aTeseM
3} deKTUBHOCTH PabOTHI PEKJIAMHOTO COOOIITEH A,

2. CTB (Click-To-Buy ratio) — mokasarens 3¢@dekTHBHOCTH MH-
TepHEeT-PEeKJIAMbI, H3MEPAEMBIH KaK OTHOIIEHHE:

CTB = {uucio nokymnareseii}/{o6Imee YHCIO TOCETUTEIIEH.
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IToxaszarens CTB oTpakaeT KOHBEPCHIO TIOCETUTENIEH B MOKyIaTe-
JIeii, ero HHOTAA Ha3bIBAIOT K03 GUIIEeHTOM KOHBEPCHH.

3. CTI (Click-To-Interest) — mokasaresp 3PHEKTUBHOCTH MHTEP-
HeT-PEKJIaMBbl, N3MepsAEMBbIi KaK OTHOIIEHNE:

CTI = {uncio 3aMHTEPECOBAHHBIX OceTUTENEH }/{0011Iee YnCiI0
TIOCETUTEJICH }.

3auHTEPECOBAHHBIM CUUTAETCS TOT IIOCETUTEJIb CAHTa, KOTOPBIH
MPOJIMCTAJI HECKOJIBKO €ro CTPaHMII, JIUOO BEpPHYJICA CIO/la CHOBA,
b0 3aTIOMHIUT afipec caiita u GakT ero CymecTBOBaHuU .

CTR 3aBHCHT OT BHIa PEKJIAMHOI'O COOOIIEHHA U 0OCTOSTEHCTB
ero nokasa. CTB u CTI 3aBucAT OT cepBepa pexaaMozaTeid.

Bce mpuBeIéHHBIE BBIIIE MOKa3aTeTu 3¢ PEKTUBHOCTH UCCIEYIOT O~
OZIMHOYKE, COYETAIOT APYT C JAPYroM, X B COOTBETCTBHH C Pe3yJIbTATAME
aHaJIM3a BO3/IEHCTBYIOT Ha X071 pEKJIAMHOM KaMIIaHUK UHTEPHET-IIPOeKTA.
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KOMMYHUKATITMOHHAS 9®PEKTUBHOCTDH
B3AMMOJEMCTBUA X KYPHAJIMNCTUKHU, PEKJIAMBI
1 PR B KOHBEPTEHTHBIX CMHA
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Summary. This article is analyzes the indicators of communication efficiency
of interaction of journalism, advertising and PR in converged media. The author
is distinguishes and analyzes two groups of indicators: the first group includes in-
dicators communication media planning aimed at analysis of the effectiveness of
communication channel; the second group consists of the communication-specific
indicators have a psychological impact on the consciousness of a media person.

Keywords: journalism; advertising; public relations; efficiency; effectiveness
of communication.

CucreMHBIH TOAXOA K YIPaBJIEHUIO B3aHUMOJIEHCTBUEM KYp-
HaIucTHKU, pexiaMbl © PR B koHBeprenTHbix CMUW mnpepmosara-
€T TMOCTOSIHHOE YJIy4IlleHHe AAHHOro IIpolecca 4epe3 aHaINu3 €ro
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3P PEKTUBHOCTH C MOMOMIBI0 OIEHKHU TEKYIIUX U KOHEUHBIX Pe3YJIb-
TaToB. DddexkTUBHOCTD (J1aT. efficientia — eHCTBEHHBIH, TPOU3BOIU-
TEJIBHBIHA, AAIOMNEA PE3yJIbTaT) B MIMPOKOM MOHUMAHHH PAaCcCMATpHU-
BaeTcA KaK IMPOAYKTHBHOCTb UCIIOJIB30BAHHA PECYPCOB B JOCTIDKEHNU
mocrasneHHOU nenn. IIpu 31oM 3G(eKTHBHOCTS YIUTHIBAET HE TOJIBKO
PE3YJIbTaT JIeTeIbHOCTH, HO M HCCIIEZlyeT YCJIOBHUf, CTPYKTYPHO-Kade-
CTBEHHbIE M3MEHEHWd, IPU KOTOPBIX OH JOCTUrHYyT. HecMoTps Ha To,
gro ucwiezopanuio spdexruBHocTn ¢QyHKIHoHNpoBaHus CMU, me-
Juabu3Heca, KyPHAIMCTHUKY, PeKaMbl B PR IOCBAINEHHI MHOTHE pa-
60TEI 3apyOEXKHEIX M OTedecTBeHHBIX yI€HBIX (P. BappoH, B. H. Bysus,
E. JI. Bapranoga, C. B. Becesios, b. A. I'pymmus, C. M. I'ypeBuy, U. B. /la-
IbstHoBa, B. JI. MBanunkwmii, A. U. Knuvus, A. H. Marasnes, A. A. Ha-
3apoB, H. A. Hazatikun, I.T. IllemmoBa, [Ixk. Crccope U Jip.) MOXKHO
KOHCTaTHPOBATh HEZIOCTATOYHOE BHUMAaHKEe K KOMIDUIEKCHOMY CUCTEMHO-
My OAXOny oueHKH 3h¢heKTUBHOCTU B3aUMOJEHCTBIA KyPHATUCTUKH,
pexsiamel 1 PR B MesiuanipocTpaHcTBe KOHBepreHTHbIx CMI.

B kauecrBe BaKHOII IDyIIBI IIOKa3aTesiel, KOTODBIE HCIOJIB3Y-
IOTCA TIPH OLlEHKE B3aMMOZEHCTBHUA JKyPHAJINCTUKH, peKiaMbl u PR
B CMHM MOXKHO BBIZIEJINTH KOMMyHHKanuoHHEIE. IIpu paccmotpe-
HHUY JAHHOH TPYIIHI IIOKa3aTeslell YMECTHO BCIOMHHUTDH H3BECTHYIO
Mozens kKomMMmyHHKanuu . Jlaccyssia. CorsiacHO AAHHOM MOJesIH,
IporecC KOMMYHHMKAIIUK PAacCMATPUBAETCA IO Mepe OCMBICJIEHUS
BOIIPOCOB: «KTO coo0maer (KOMMYHHKATOpP) — 4YTO coobmaer (co-
obmenne) — kak (kamanm) — KoMy (pPEIUIIMeHT) — ¢ KakuM sddek-
toMm (pesysmbrar)» [5]. Ilo cyTn, Bce KOMIOHEHTHI JJAHHON MOJIEIN
MOTYT AaHAIN3UPOBATHCS ¢ TOUKU 3PEHUSA UX BJIWAHUS Ha pe3ysIbTa-
Tl KOMMyHuKanuu. OIHAaKO, Ha HAIl B3IJIAZA, 0CO00€ BO3AEHCTBHE
HAa KOMMYHHUKANNOHHYI0 3(QEKTHBHOCTh OKA3bIBAIOT HMEHHO CO-
obuieHre W KaHag KoMMyHukamuu. IIo muenmio I I1. JaBupioxa
u B. C. bo6poBckoro, «3(pdeKTHBHOCT CPEZCTB MAaCCOBO KOMMYHH-
Kanuu| — 3TO LieJIeHaIIpaBIeHHAA AeATeIbHOCTh PAIAO, TeJIeBUAEeHNS,
mmevaTy, JOCTUTAIONAA MAaKCHMAJIBHOTO OXBAaTA HACEJIEHWSI U OCTaB-
JIAIOIIAs B CO3HAHWH II€pe/iaBaeMble €10 M/IeH, CTAHOBAIIUEC B OIIpe-
JIeJIEHHOE BpeMs TOCIIO/ICTBYIOIIMMH B MHAWBHU/IYATHHOM CO3HAHUN»
[4, c. 200]. Kak mokasan amanus, B HacTosmiee BpeMa 3hdexTus-
HOCTb KOMMYHMKAITMUOHHOTO BO3JEHMCTBUS KYPHAJIHUCTUKH, pPeKJa-
Mbl ¥ PR Ha mesieByi0 ayIUTOPHUIO 3aBUCUT OT JIBYyX (PaKTOPOB: IIep-
BBIH — 0coOeHHOCTH U moka3aten CMU kak kaHayia KOMMYHUKAIIHH,
HCIIOJIB3YEMOrO I PasMEIleHHs MEeANATEKCTOB; BTOpoil — addekt
BO3ZIEHCTBUA MeAMaTeKcTa (MegMampozyKTa) Ha ayauTopuio. B co-
OTBETCTBUMY C BBIZIEJIEHHBIMH (DaKTOpaMM CEroZiHA MOXKHO BBIIEJIUTH
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TOJITPYTITIHI TIOKA3aTeNel, KOTOPhIe U OY/IyT OIIpe/ieIATh KOMMYHUKA-
nHOHHYIO 3¢ GEeKTUBHOCTD B3aUMOZEHCTBIA:

— KOMMYHHKAaIMIOHHbIE KOJIMUECTBEHHbIE IIOKa3aTeIN Meyaria-
HHUPOBaHU#A, KOTOPbIe PACCUUTHIBAIOTCA HAa OCHOBE ITapaMeTpOB Iejie-
BoO# ayzuropuu CMU;

— KOMMYHHUKAOUOHHbIE IICHXOJOTMYeCKHe IIOKA3aTel, YIUTHI-
Baomue crenuduKy OKa3pBaeMOro ICHXOJIOTHIECKOTO BO3LEHCTBUA
MeAUATEKCTa HA CO3HAHHE YeJI0OBEKA.

B KOHTeKCTe B3aMMOZEHCTBHA KYyPHAIUCTUKH, peknaMbl u PR
Cpeu CyIeCTBYIOMMNX KOMMYHUKATMOHHBIX IOKa3aTesled MemauIuia-
HHUPOBaHHUA HanboJjiee BAXKHYIO POJIb WTPAIOT: OXBAT, PEHTHUHT, OIS
ayINTOpPUH, CTOUMMOCTHBIE TIOKa3aTesnu. JlaHHbIe ToKa3aTeyin I03BO-
JIIOT B I[€JIOM OLEeHUTHh 3¢GPeKTUBHOCTh QYHKIIMOHUPOBAHNA KOH-
BepreaTHOro CMU Kak kaHasia KOMMyHUKaIMA.

OpHako ZOCTATOYHO GOJIBIIOE 3HAUEHNE IIPY IPUBJICUEHIH U yAEP-
’KaHWM BHUMAaHUSA ayJUTOPUM UTpaeT oueHka 3ddexTnBHOCTH Meaua-
Tekcra. B kauecTBe cyieyromeli IPyIIIbI TOKA3aTeIel MOXKHO BBIIEIUTE
KOMMYHHUKAIMOHHBIE (Ticrxosiormdeckre). OCHOBHOM LIeJIBI0 JaHHOM
CHCTeMBbI [OKa3aTesIell ABJIAETCA BBIBJIIEHUE OTKJIMKA CO CTOPOHBI IO-
TpeGUTEeIIA Ha KOMMYHHUKAIMIO, IIOCTPOEHHYIO € IIOMOIIBbI0 MEIATEKCTA.
Heob6x011M0 ITOAYEPKHYTh TO, YTO B JAHHOM CIydae 3(p(DEKTHBHOCTh
KOMMYHUKAITMOHHOTO BO3AECHUCTBUS ONpeZesAeTcs Ha YPOBHE IICUX0JI0-
THYECKOTO BO3/IEHCTBIS MEAMATEKCTA HA IOTPEOHTETSL.

Hccnenys BOIpochl KOMMYHUKAUOHHON 3¢ (EKTUBHOCTH B JaH-
HOM HaNpaBJIeHNH, MbI OyZieM OonupaTthesa Ha nojioxkenue B. B. Baticman
«aHAJIM3UPOBATh PE3Y/IBTATUBHOCTH CPEJCTB MAacCOBOM HMH(oOpManuu
C TOUKH 3PEeHs BO3MOXKHOCTH OFHOH YacTH 00IEeCTBa aZipecoBaTh APY-
roii yactu obIecTBa Te Wi UHBIE COOOIIEHUS B PAMKaX Pean3anun
KOMMYHUKAIHOHHBIX IPOIPAMM U PELIeHNA KOHKPETHBIX KOMMYHHKA-
IIMOHHBIX 3ama4» [1, c. 259]. CiemoBaTesIbHO, II€JIEBBIM 3JIEMEHTOM, Ha
OCHOBE KOTOPOT'O BHICTPAHBAIOTCA [IOKA3ATENN, BJISETCS COOOLIEHuE,
HaIIpaBJICHHOE HA pellleHre KOHKPETHBIX KOMMYHUKAIIMOHHBIX 33/1a4.
B xavectBe Takoro coobmienus GyZieT paccMaTpUBaTHCA MEAUATEKCT.

Bompocsl 3¢p@dexTHBHOM KOMMYHHMKAIIUKM CETOAHA HaXOMAT-
¢ B IEHTpPEe BHUMAHUA HCCIEAOBATENeH KypPHAJIUCTHUKH, PEKIaMBbl
u PR. Ilo muenuio B. B. BopomioBa «sBJssach BETBAMHU €IUHOHN OC-
HOBBI — MacCOBOHM KOMMYHUKAITUM — ITHAapoBcKad, T. €. PR (ot public
relations — CBfA3U ¢ OOMIECTBEHHOCTHIO), M JKYPHAIUCTCKAS KOMMY-
HUKAIlUd WMEIT MHOTO OOIIEro: CXOXKWe€ BO MHOTOM IIPHHITUIIEL
u dyHkuu, ¢axkTopsl 3¢ @dEKTUBHOCTH U MPUEMBI BO3ZEHCTBUA HA
ayzuropuio» [2, c. 438]. laHHOe MOJIOJKeHHe KacaeTca U PeKJIaMBblL.

o=




AddeKTIBHOCT KOMMYHHUKAITMOHHOTO BO3JEHCTBHUSA MEAHUATEKCTa
(>xypHaIHCTCKOTO, PekyaMHOro U PR) Ha mOTpeGUTENST CTAaHOBUTCA
OJHHM U3 MOKa3aTeseil OIEHKH «KyPHAINCTCKOTO MaCTEPCTBA, YPOB-
HA KBUINGUKAUH CIEUAINCTA IO CBA3AM C OOIIECTBEHHOCTBHIO»
[1, c. 259] ¥ YPOBHA KpPeaTHBHOCTH CIELHUAIUCTA II0 PEKJIAMeE.

Becbma ciiokHOI ocTaérca mpo6iieMa BBIABJICHHSA IOKa3aTeliei
addexruBHOCTH KOMMYHUKAOEHEX cdep B CMU. B sToM oTHOIIIE-
HHM HaM IpENCTaB/IsAeTCs Haubosiee MOJIHO pa3pabOTaHHBIM IOAXOL,
B. A. I'pymuHa, B KOTOPOM paccIUTHIBaeTCA 3Q(PEKTUBHOCTD KOKIOH
CTaJH MaCCOBO-KOMMYHUKAIMOHHOI IeATeTHHOCTH:

— IIeJIenoJIaTaHue — BEIABIKEHNE, (POPMYINPOBAHUE IIEJIEi;

— MOJIEJTMPOBAHME JACHCTBUTETFHOCTH WJIH IPOU3BOICTBO MHPOP-
Mallu¥ — CO3aHue Pa3HOTO poza WHGOPMAIHOHHBIX COOGIIEHMI;

— pa3MHOXEHUE U Tiepeziada nHGOopManuu — I0BeIEHUE TEKCTOB
JI0 TIOTpEeOUTEIA;

— BozgeticTBue uH(popManuu Ha norpeburess [3, ¢. 11].

CnenmoBaTenbHO, B KauyecTBE OCHOBHOIO Iokasaress 3¢dexTus-
HOCTH PacCMaTpUBAETCs JOCTIDKEHNE IIOCTaBJIEHHBIX KOMMYHUKA-
IMOHHBIX Iejieil. OgHAKO MPH PacCMOTPEHMM KOMMYHHUKAI[TOHHOMN
3 PEKTHBHOCTA BaXKHO IIOHMMAaTh, YTO OHA OyAyT MMETh KaK IIPO-
MEXXYTOYHBIH XapaKTep W OTPa’KaTh COOTBETCTBYIOINNE Pe3yJIbTaThI
BO3/IEHCTBUA MeUATEKCTa HA TOTPEOHUTENS, TaK M OKOHYATETHHBIH
PE3YJ/IbTaT, BEIPAXKAIOLTHHCA B KOHKPETHBIX aCTIEKTAaX MOBEJEHUSA TO-
TpebuTess (HanpuMep, B OTHOIIIEHUH, OIIEHKE, MHEHHUH H T. [I.).

IIpu sTOM AOCTaTOYHO MOAPOOHO HMCCIIEIOBATEIAME IPE/CTAB-
JIeHa KOMMyHUKanuoHHas 3¢ (EeKTUBHOCTE MEANATEKCTA € MO3UIUN
TEOpUHU PEKJIaMHOI0 BO3ZelicTBuA. B paMkax AaHHON TeOpUHU KIIIO-
YEBHIM SBJIAETCS PACCMOTPEHUE PA3IMYHBIX CTAAWH Ipolecca BIIU-
AHWS PEKJIAMHOTO MeAHWaTeKcTa Ha morpeburesna. B coorBercrBum
C BBIIIECKA3aHHBIM, HA HAIl B3IJIAA, Hanbojiee KOMIUIEKCHO OTpaKa-
IOT JaHHEIE II0JIOJKEHHUs, CyIeCTByIoImue nHPOPMaNUOHHbIE MOZEIN
pexsiamuoro Boaaeiicteusn (AIDA, AIDMA, ACCA u ap.), mpeacTasiisi-
IoIe OCHOBHBIE 3TAIIbl 00pabOTKH PEKIAMHOM HHPOPMAIUHU IIOTPE-
6ureneM. B pamMkax JaHHBIX MOJieJIeli TOTPEGUTENH ITOCTIEIOBATETHHO
MPOXO/IUT Uepe3 TPHU CTaJAUM JI0 MOMEHTA MPUHATHS PEMIEHUA U CO-
BEPIIIEHHUs ONPEIeIEHHBIX AelicTBril. Cpeau crasuii mporecca BIusA-
HUS PEKJIAMHOTO ME/TUAaTEKCTA MOXKHO BBIZIEIUTh:

1) IO3HABATEJILHYIO (KOTHUTHBHAA PEAKITUA), 3 UMEHHO OCBELOM-
JIEHHOCTh 00 0OBEKTE M O3HAKOMJIEHHE C €r0 XapakrepucTtukamu. Ha
3TOM YPOBHE NPECIIEAYIOTCH eI IIPUBJIEUeHNUs] BHUMAaHUA, GOpMu-
poOBaHUe OCBEAOMIEHHOCTH;
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2) 3MOIMOHAJIBHYI0 PEAKITNI0, BHIPAXKAIOMIYIOCS B HMPOSBICHUN
WHTepeca, GOpMUPOBAHUY YOEXK/IeHNA (TICMXOJIOTHYECKOH PactosIo-
’KEHHOCTH), 3aTIOMUHAHUN WH(HOPMAIUH, PEJICTABJIEHHON B MeIy-
aTeKcre U T. 1.;

3) IIOBEEHYECKYI0 PEaKIUI0, CBA3AHHYIO C Pa3jIMUYHbIMH HopMa-
MU NpOSIBJIEHHA PeakIuy Ha MeAuarekcT (HampuMep, OCyIlecTBIIe-
HHe IEpBUYHOM WK IIOBTOPHOM IOKYIIKH, IIOCEIIeHHe, 3aIIPOC U AP.).

Kax BuyiHO, K23K/1251 CTazyis MpeAIIoiaraeT peain3anyio cruernpdude-
CKUX IieJIeli B OTHOIIIEHUM NOTpeOUTes, M COOTBETCTBEHHO creruduyde-
CKHe TOKazaTel 3GdEKTHBHOCTH MeAuaBo3AeHcTBIA. CeroaHa MOYKHO
YTBEP:KAATH, UTO JAHHAS MOAEIb BO3AEHCTBUS MEAVATEKCTa HA AyAUTO-
PHIO XapaKTepHA He TOJIBKO IS PEKJIAMBI, HO U /1S )KypHAIUCTHKA U PR,

PaccmaTpuBas cucteMy B3aMMOZEHCTBHSA JKyPHAIMCTHKH, PEKJIa-
MbI 1 PR B 11aHe iepe/ilaBa€Moro COOOIEHNA, MOXKHO YCTAHOBHUTD, UTO
JIAaHHBIE CTANH TOTPEOUTEND MMPOXOANT U MPU 06pabOTKe KYPHAJIUCT-
ckux U PR-menmarekcroB. OmeHka KOMMYHHKAITMOHHON 3pdeKrTHB-
HOCTH IIpeJIIIoJIaraeT u3MepeHue moKasaresei, oTpaxaomux 3bdex-
THBHOCTh IIPOXOXKAEHHA MOTPeOUTEIEM OCHOBHBIX CTaAui 00pabOTKH
Mezuatekcra. KomMyHukanpuonsana 5¢¢eKTHBHOCTh MeauaTeKcra (c
IICHIXOJIOTHYECKOM TOUYKH 3peHHs) OyZeT XapaKTepH30BaThCA CIIELYIO-
IIVIMH [OKA3aTe/IAMH: YPOBeHb NIPUBJIEUEHNsA BHUMAHUA moTpebure-
Jei (BBICOKHM, CpefHUil, HU3KHIL), yPOBEHb HHTEPECA, 3aIIOMHUHAEMO-
CTBIO MEZITUATEKCTOB, PEAKIINEH Ha IepelaBaeMoe COOOIIEHNE U JIP.

Yto kacaeTcA MOBHINICHUS YPOBHA KOMMYHHUKAIMOHHOHN 3ddex-
TUBHOCTH BO3ZIEHCTBUS HAa MOTPEOUTEINS, TO B HACTOSINEE BPEMSA 3TO
HaXOJIUT OTPa’XeHHEe B pa3pabOTKe TEOPUN MEIUATUHTBUCTUKH, TEX-
HOJIOTHIH CO3/IaHUS KPEOJM30BAHHOTO MEAMATEKCTa, HAMPaBIEHHBIX
Ha CTUMYJIMPOBAaHWE TIO3HABATEIFHOM, SMOIMOHAJILHOMH U TOBEIEH-
YEeCKOM peakuuy mOTpebuTeid, Ha IpeocTasaeMbiii B CMU xxypHa-
JIMCTCKMH, peKjIaMHbIi U PR-MeauaTeKcr.
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I1I. SOCIAL, POLITICAL AND CULTURAL
ASPECTS OF ADVERTISING

COIIMAJTBHBIE ®YHKITUU PEKJIAMHOM
KOMMYHHUKAITN

A. H. CpipkuHa Couckamen,
Canxm-ITemepbypeckuil 2ocyoapcmeeHHblil

3KOHOMUMeCKUll YyHu8epcumema,

2. Canxm-Ilemep6ype, Poccus

Summary. The rapid development of the advertising relationship, chang-
es in the socio-economic structure, the dynamic nature of modern competitive
market will require a more scientific analysis of the socio-economic content of
advertising, its structure and social functions in the society. This study attempts
to uncover the functional characteristics of the advertising communication, as
well as to understand its role in the formation of communicative relations in
modern society.

Keywords: advertising as a social institution; social function of advertising;
classification of advertising functions; social regulation.

CraHOBJIEHNE U PAa3BUTHE PHIHOYHOH SKOHOMHUKH B COBPEMEHHOM
obIecTBe BO MHOIOM OCYIIECTBIIAETCA Giiarozapsa pexkiame. Pexiam-
Has KOMMYHHUKAIUA IPEACTAB/IAET COO0M CeroaHs COIUAIbHBIN (haK-
TOp, 0OpA30BHIBAIOLINI HOBHIN BHJ OTHOIIEeHMI B obiecrse. Ileis
3TOTO MCCJIEJIOBAHUA — DPACKDHITh CHENUGUKY H3yUeHUA CONMUATE-
HBIX QYHKIUH pekJlaMHON KOMMYyHUKAIUK., Pexylama Kak COIMaJIb-
HBIH WHCTUTYT (hOpMHUPOBaNAch AMUTENbH0. Heo6X0AuMO yTOUHHUTS,
yro B XVI-XVII Bekax BpeMsA pacnajia IeX0BOIl OpraHu3aiuu IIpo-
U3BOJICTBA 03HAMEHOBAJIOCH CTAHOBJIEHHEM DPEKJIaMBI KaK COIUAJIB-
HOTO ABJICHH, KaK 3HAUNMOM ZJIf UeJIOBEKA JACTHU COIUAIBHOM pe-
ampHOCTH. IT0 CjI0BaM HeMeUKOro conuosora u gumocoda KymabTyphbl
B. 3ombapTa, 3TO BpeM# ONpeAeaeTca KaKk «HA4ajIo pekIamsl» [2].
Pexrama Kaxk COITMaJIBHBIM HWHCTHUTYT JUIA CTPaH 3alafia HAUMHAET
OCHOBBIBATHCS JIUOIH ¢ Hauaina XX Beka, KOrJa 3Ta 00J1acTh JesTelib-
HOCTH MPEJICTABJIAETCA B KAadeCTBE YCTOMYMBOIO KOMIUIEKCA HOPM,
MPaBWWI, TEXHOJIOTHH M OPTaHU3AIMOHHBIX CTPYKTYP. Llesn e€ 3aKiio-
gajach B yHOPAAOUMBAHHUY IIpoIiecca 0Opa30BaHmsA HHANBUYAIbHBIX
TPEJICTaBJIEHNH, TPYTITIOBEIX U O0IIECTBEHHBIX 00 MACATbHON Moz
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moTpe0JIeHNd, a TaKXKe TIPEAIOKEHNH CIOCO00B BOILIONIEHUS 3TOH
MOJIEJU Il KOHKPETHOTO Y€JIOBEKa, TPYMIEI U OOIIECTBA B IEJIOM.
PexslaMa Kak COIMaJIBHBIM MHCTUTYT, TO €CTh KaK OIpeAesIeHHAA CU-
CTeMa HOPMATHBHO 3aKPEIUIEHHEBIX, JeNepCOHU(UINPOBAHHBIX PO-
JIeH U CTATyCOB, HAUWHAET COOTBETCTBOBATH CIIEAYIONTUM YCIIOBHIAM:

Bo-mepBhIX, peKjiaMa KaK COIHUAJIbHBIA MHCTUTYT O0eCIIeUHBAaET
THIHA3ALHAIO IOTPEOUTEIECKOTO IIOBEIEHHUA JIIOJEM, YTO CIIOCOOCTBYET
cTabWIbHOCTH OGILECTBEHHOM CHCTEMBIL B LIEJIOM.

BroprIM yci0BHEM MHCTUTYNUOHAIM3ANUN BBHICTYIIA€T OpPraHu3a-
IMUOHHOE 0(POPMJIEHHE COIMAIPHOTO MHCTUTYTA. IIOCKOJIBKY pekyiamMa
TpeicTaBisgeT coboii MOIIHYI0 OTPac/ib HAPOTHOTO XO3SHCTBA, TO €€
XapaKTepU3YIOT YCTOHUYHMBOCTh CTPYKTYPHI, KOMILTEKC (hOPMAaJIBHBIX
HOPM U TIPaBWJI, a TaKXke He(OpPMAaJTbHEIE IEHHOCTH, Pas3zejisieMbIe €€
wieHamu. [ sddexTuBHON PabOTHI MHCTUTYTA, CJIEYET BHEPATH
YCTaQHOBKH, CTEPEOTHUIIBI B CO3HAHNE AYAUTOPHUU C IEJIBI0 CTAHOBJIE-
HUSA IOCTOSTHIEM BHYTPEHHETO MUPA KAXKAOTO0 €€ WieHa, €ro eHHOCT-
HBIX ODHEHTALWII U OXHUAAHWH. DTO yCJIOBHE BBHIIOJIHSAETCA PeKa-
Moli: 61arogapa €€ BO3AEHCTBUIO IIPOUCXOAAT 3HAYUMBIE H3MEHEHUS
B IICHXOJIOTUYECKHUX U NOBEJEHYECKUX XapaKTePUCTUKAX AyJUTODHUH.
OpuuM u3 00A3aTENIbHBIX YCIOBHN MHCTUTYIMOHAIU3ANUY fABJIAET-
CA HAIMYKE YCTOMYUBOM COIUAIBHOM HOTPEGHOCTH B T€X PYHKIMAX,
KOTOPBIE BHITIOJIHSET COIMAJIHBIN MHCTUTYT. PekjiaMa OCyIeCTBISET
wlenyomne QYHKIUN: MPELOCTaBIAeT HHQOPMAIUIO O TOBApe, CO-
ZIeHCTBYeT aflanTalluy ¥ COITMAIN3AI[UN WHIUBU/IA, OKa3hIBAET BJIW-
SHWE Ha 9KOHOMUYECKYIO M KYJITYPHYIO cepy, CIIyKUT MHTETPAI[AN
u quddepeHnuanuy oOmECTBA.

CyIecTBYIOT HEKOTOPBIE Pa3/IMuUsA B TOJKOBAaHUU (GYHKIHI pe-
KJIaMBl U3-33 Pa3jInuuii BO B3IVIAZIAX HA STOT (QEHOMEH: OT IIPOCTO-
IO 3JIEMEHTa KOMIUIEKCA MAapKETHHTA 0 COLHMAIBHOTO WHCTHUTYTA.
B paMKkax cOIHMaJBHOTO ACHEKTAa MHOTHE aBTOPHI PYKOBOZCTBYIOTCA
onpezieJIeHHEM PeKJIAMEI U BBIZIEJISIOT €€ OCHOBHYIO QYHKITHIO, KOTO-
pas CBOOUTCA K YCIIEIIHOM II0TPEOUTEIHCKOM alalITaIliH.

Tak, oregecTtBeHHBIEe ucciaenoBaresu I'. 1. Mapuenko u U. A. Ho-
CKOB CUHMTAIOT, YTO pEKJiaMa OCYINECTBAET HOMWHATUBHYIO, 3CTe-
THYECKYI0, KOHCEPBAaTHBHYI0O W ajpecHylo ¢yHkiuuu [3]. HasbiBas
PeKJIAMUPYEMBIHl OOBEKT WIN fABJIEHUE, PEKJIaMa BHITIOJIHAET HOMU-
HaTuBHy10 (QyHKmuioo. Korza mocpeAcTBOM pekjiaMbl BHUMAHHE aK-
IEHTUPYeTCsl Ha Hanbojiee MPUATHBIX CTOPOHAX, HEIOCTATKH KOM-
MEHCUPOBAHbI WIH CIJIAXKEHBI, TO MMEET MECTO OBITh HCTETHUECKAs
¢dyuxnus. IIpu naenrndukanyuy 00beKTa U BBIJEJICHUH €TI0 U3 TPYI-
bl cebe TTo00HBIX, 3aIUTe OT PAa3MBIBAIOIIUX BIUSHUH, COXpPAaHEHUH
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VHIWBU/YaJIBHOCTH ¥ HEMOBTOPHUMOCTH PEKJIaMa OCYIIECTB/IAET KOH-
cepBaTUBHYIO (QyHKITUIO. B cyTyuae opueHTAIMN PEKIAMHON MPOIYyK-
[MY Ha OIPEZENEHHYIO ayAUTOPUIO, HA KOHKPETHYIO CUTYaIMIO B IIPO-
CTPAHCTBE U BO BPEMEHU PEKJIaMa BBHIITOIHAET aZ[PECHYI0 (QYHKIIHIO.

Ocoboe BHHMaHHE BOmpOCYy O GYHKIVAX pPEKJIaMBbl yZelsaeT
H. A. ®epopos [5]. OH BeizENAeT cnepyromye QyHKITHIN:

— IICHXOJIOTUYECKOM 3alHTHL;

— COIMAJIGHOTO TPEHHWHTA;

— CMBOJIMYECKOTO OITIO3HABAHUA.

Heobxo1uMoCTh TIepBOi 00yCJIOBJIEHA KOMITEHCAITMEN U TICHXO-
JIOTUYECKUM TMPECCHHTOM CO CTOPOHBI TPYTIN 00€3/IMUEHHBIX TOBAPOB.
Baroziaps pexsiaMme, MOXKHO CKPBITh HEJJOCTATKH KAKOTO-TO TOBAapa,
CO3/IaB Y OIIPENEIEHHOH ay/TUTOPUH COOTBETCTBYIOIIYIO CHCTEMY BIIE-
yatyieHuii. Be1Oop mokymaresis cTaHOBUTCA BEpPOAILHO WIM HE BEp-
6aJIbHO OZOOPEHHBIM CO CTOPOHBI OKPYKAIOIIHX.

OyHKIVSA COLHATBHOTO TPEHWHTa 3aKJII0YAETCS B KOPPEKTH-
POBKe U mpucnocabiuBaHuM caMoro cebs K CMBICJIy I'DyNIIOBOTO
o01eHNa yepes pekjaaMHble 06paspl. Pexyiama mpezacrasider coboii
MPOTHBOPEUYUBYIO CHCTEMY COIMIBbHO-IIOJIE3HOH JIKH, OCHOBAHHOM
Ha IPeJCTABIEHUAX UHAVUBUJIA O HEM30EIKHOCTH BBINOJIHEHNA KOH-
KPETHBIX TPYIIIOBHIX POJIEH I JOCTH)KEHHS GOJIBIIMHCTBA CBOMX
ATOMCTHUYECKUX Tesieil. OyHKIUS CHMBOJHUYECKOTO OIO3HABAHUSA
3aKJTIIOYAETCA B TOTOBHOCTH UYeJIOBEKA MOMUUHSATHCH, HE aHAIM3U-
pyd U He TPOTecTyA, GeHOMEHaM TPYIIOBOTO MOBeAeHusA. Pexnam-
HEIH TPOAYKT B JAHHOM CJyJae CHTHAJIU3UDPYET O €0 TOTOBHOCTH
K OOMIIEHWI0 W BOCHPUATHIO YCTAHOBJIEHHBIX HOPM H II€HHOCTEH
(xapwepa, ycrex, 60raTcTBo, BJIACTD U T. A.). OTCYTCTBHE TaKOH IICH-
XOJIOTHYECKOH T'OTOBHOCTH BHI3BIBAET OTTOPIKEHUE JIMYHOCTH U UH-
CTHHKTHBHYIO HEIIPUA3HB K HEH.

BrimeykasaHHble IpUMeDPHl PACKPHIBAIOT QYHKITUU, CXOAHEIE II0
CBOEMY COZIEPKAHUIO, HO PA3JIMIHBIE 110 HA3BAHUIO, U IIPEJICTABJIAIOT
Co00H IPyIIly COLUAJIBHBIX (DYHKIHH PEKJIaAMHOM KOMMYHHKAIHH.
O6GBeIUHAM SCTETHYECKYI0 QYHKIUIO U PYHKIHUIO ICUXOJIOTHMIECKOM
3ATMUTHI; aJIPECHYI0 ¥ KOMMYHWKATHBHYI0 (PYHKIHM; KOHCEPBATHB-
HYI0, KOPIIOPaTUBHYIO U (DYHKIMIO CHMBOJIMYECKOTO OIIO3HABAHUS;
TPAHCIISAIMOHHYTO U (GYHKITUIO COIIMATIBHOTO TPEHUHTA.

Iepeunciennsle QyHKIUY PEKIAMHON KOMMYHHKAIMH TPEX-
CTaBJIAIOT 000 BJIMSHWE TOTO WIN MHOTO SIBJIEHUSA Ha COIUAJILHYIO
CUCTEMY, €r0 MOCJIEACTBUA IJIA COIHAIIBHOM CHCTEMEI B IEJIOM, CO-
OUaIbHbIE (YHKINH PEKJIAMBl CBOJAATCH K OMPEJEICHUIO €€ MecTa
U POJIM B COLIMATIbHOH cucreMe [1].
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MO>KHO TPEAIOJIOKNUTD, UYTO PEKJIaMa BEICTymIaeT GakTopoM Co-
MUATBHOM PETYJIANNK TMOBEJAEHUA WHAWBUAOB M TPYIII, COCTABJISIO-
IIUX COLHMAIBHYIO CHUCTEMY, CIOCOOCTBYIOIIMM HX aZIalITAIIUU K H3-
MEHAIIINMCA YCJIOBUAM CYIIECTBOBAaHMA. Peryyianus mHOBeZeHUsA
MPOUCXOZUT 32 CUET BBINOJHEHUS KAK KOHCTPYKTUBHBIX, TaK U Jie-
CTPYKTHUBHBIX YHKIUI B OOIIECTRE.

Kak ormeuaer oreuecrBeHHBIH ¢urocodp u comumosior H. ®. Ha-
yMOBa, GaKTOPHI COMUAIBHOM PETYJIALMY II0BEAECHUA INIHOCTH MOXK-
HO TOApa3enuTh Ha (aKTOphl BHEIIHEH U BHyTPEHHEH COLMAJIbHOHN
perynanuu [4]. IlepByio Tpymily COCTABJISIOT MPUHATHIE B OOIIECTBE
HOPMBI TIOBEJIEHUS, KOTOPHle (DHUKCHUPYIOTCS B POJIEBBIX IPEJIHCA-
HUAX, 3aKOHAaX ¥ APYTUX IIPABOBHIX akTaX. Bropas rpymma BKIIOYAET
VHTEPECHI, TOTPeOHOCTH, TIEHHOCTHHIE OPMEHTANMUNU W COI[UAJIbHBIE
YCTaHOBKH. MUPOBO33pEHNE JIMIHOCTH OIPEJIE/IAET CIEKTP €€ MHTe-
pecoB. 371eCh COCPEAOTOIUBAIOTCS, TPEJIOMJISAIOTCS. OObIYAaV U TPazu-
[WH, JKU3HEHHBII ONBIT CBOH W ZPYyTUX JIIOAEH, Pas3/IMYHbIE 3HAHUSA
U T. 0. VICTOYHUKOM DETYJANMH HOBEJEHUA SABJIAETCA MOTHBALIN,
B OCHOBE KOTOPOH JI€’KAaT MOTHBALMH IIOTPEOHOCTH UeyIOBeKa, KOTO-
pHle IPeACTABIIAIOT cO00M IIOKA3aTeIb MHTEPECOB IMIHOCTH, YPDOBEHD
€8 IyXOBHOIO Pa3BUTHUA M COMUAIBHOM aganranuy. IleHHOCTHAA OpH-
eHTanus MpeJonpesiesiseT IOTPeOHOCTH JeIOBeKA.

JUist kaxmoro o0IIecTBa XapaKTepHa CBOA CUcTeMa meHHocTei. Oc-
HOBBIBAsACHh Ha OIMPE/IEIEHHBIX MOTPEOHOCTSAX U MEHHOCTAX, 00Pa30BhI-
BAlOTCA IIEHHOCTHBIE OpHMEHTAlMM Jrozei. IIporece camopery/isanun
obOHapyXuBaeT cebs B HAMEPEHUAX JIMUHOCTH MPUOOPECTH JKelaeMble
MEHHOCTH Yepe3 MPEANOITUTE/IBHBIE CPEICTBA AOCTIKEHNA. B pesysin-
TaTe JIMYHOCTh BOOPYKEHA CONUAIBHBIMH YCTAHOBKAMHU, TO €CTh TO-
TOBA K ZIEHCTBUIO B OIIPEZEJIEHHON CUTyallll KOHKPETHBIM CIIOCO60M,
VUHUTHIBas COOCTBEHHBIE OIEHKH 3HAUMMOCTH TeX JIIOZEH, ABJICHMUIA,
IIPOLIECCOB, KOTOPhle MOIYT OKa3aThCsA B IOJIE e€ felicTBusa. Pexyama
OKAa3bIBAET BJIMSAHNE HA COL[HAIbHBIE YCTAHOBKH, U KaK CJIEACTBHUE HA
JaJIbHElIIee MOBEIEHNe UHAUBUAOB IIyTéM O0eCII€YEHHUA IPEBOCXO/I-
cTBa 00beKTa pexIaMUpOBaHuA. B coBpeMeHHOM 0O0IIecTBe pexyiama
TMPOHUKAET BO Bce cdephl, OHA OKA3HIBAET BIUAHME KaK Ha MOTPeOH-
TEJIsl, HE WMEIOIET0 BOOOIE HUKAKOTO TIPEZACTABJICHUA O PEKJIaMU-
pyeMoM OOBEKTE, TaK M Ha JIOCTATOYHO MHGOPMHUPOBAaHHBIE MOTPEOH-
Tebekue Kpyru. CoBpeMeHHas PeKJIaMa arPecCUBHO BO3/IEHCTBYET Ha
moTpe0uTeeii, 3acTaBsAg NX MPHOOpETaTh TOBAp, HO, TaK Kak e (pyHK-
[OUOHUPOBAaHNE IPOUCXOAUT B OOINECTBE C OMPEAEIEHHON CHCTEMOM
COITHATBHBIX IEHHOCTEH, HOPM U yOeXKIeHH , TO BO3HUKAIOT crienudu-
yeckue (paKTOpPhI, IPOTHBOAEHCTBYIOIINE BIUSAHUIO PEKIAMEL.
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Takvm 006pa3oM, pekjlaMa IIPECTABJIAET cOOON BaKHBIM CTPYKTYP-
HBII 2JIEMEHT OOIECTBEHHOM CHCTEMEI, KOTODBIA 00JIafiaeT ompeneseH-
HbIMU (yHKIysMH. CoryiaibHbIe (QYHKIMH PEKJIAMEI CIIOCOOCTBYIOT CTa-
HOBJICHUIO M Pa3BUTHIO HOBBIX COIMATTFHO-3KOHOMUYECKHX OTHOIIEHUH.
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KAPHAMA FBIVIBIMHU TYCIHIK PETIH/JE

3. P. locmanGeToBa PhD,

B. XK. ITapugunHOoBa dunocodus masucmpi,
«Boaawax» yHueepcumemi,
KwvivLropda, Kasaxcman

Summary. Coming of advertisement into the life of society gave the op-
portunity to express opinions which are rich in content. In our changeable
world we have to criticize all the life situations and reconsider some of them.
We know century we live as century of informatization. And the basis of adver-
tisement is not only commercial information, it is also social, political, ideologi-
cal informatization too.

Keywords: information; product; socio-political education.

’KapHaMmaHbIH KOFaM eMipiHe eHyi, 0JI TypasIbl Ma3MYH/bI OiyIap
aliTyra MyMKiHAik Gepai. MbeiHa KyObIMasIb! Ke3eH GapJIblK eMipJIik
Jkarmaiylapra ChlH Ko30eH KapayAbl jKoHe Kelbip Maceseepzi kaiiTa
KapacTeIpyAbl Talan erefi. bi3 eMip cypin oTBIpFaH FachIPBIMBI3EI
«aKMapaTTaHJbIPy FACHIPHI» Zien Giemis. A xkapHAMaHBIH HeETi3i —
TeK KOMMEPLMAIBIK, akllapaT KaHa eMec, COHBIMeH Oipre XaJIbIKTHI
9JIEYMETTIK, CasfCH, U€0JIOTHUIIBIK aKIapaTTaHAbIPy 6oybinm TabbI-
snapsl. JKapHama yFBIMBIH TepPeH TyCiHy apKbLIbI 6i3 OHBIH KOFaMHBIH
SJIEYyMETTIK-CasICH IpomecTepiHZieri MaHBI3BIH AaHBIKTAH aja-
MbI3. JKapHaMaHbIH KaHZAA#H Typi 60JIMachiH, OJI ©37iriHeH KbI3MeT
eTe anMaiiael. TriMAi BIKHaT eTy VINiH IICHXOJIOTHS, MeHEeMKMEHT,
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MapKETUHT, XYPHAJMWUCTHKA, JIMHTBHCTHKa, Public Relations cpbIn-
el OiTiM caytayaphIHBIH ToXKipuOesiepiH maiimasmadrad jkeH. Casch
FBUIBIMJIAPIA, cascaTTa Ia KeHiHTi Ke3/Iepi aTaIMBIIIT MaceJIere TeK cai-
Jiay HayKaHbI Ke3eHiHze MoH Geputyze. Koram emipinze fie skapHama
JKOFaPFHI JIeHTeHIe AaMBIII, OHbIH POJTi apThin KeJteAi. COHABIKTAH JKap-
HaMa HapBIKTHIK KATBIHACTAPAAFbl KYPAl EKEHZITH YMBITAYBIMBI3
KaxeT. JKapHaMaHBIH Herisri Karuzacel — TYTHIHYIIBIFA ©HIM HeMece
KBbI3MET TypaJibl MoJliMeT Oepy »koHe o3apa OaiiylaHbIC OpHATY 60JIbII
tabbutagel. Ochl Karmailapra Kapail, >KapHaMaHbIH Herisi periHze
akmapar IeH CeHAipyZi TAaHUMBI3 [4, ¢. 564—566].

Kapaama yrbIMBIHBIH Herisi JatelHHBIH = «“reklamare” —
aiikafimay»  ericririMen  GaitameicTel.  Oxcdopn  cosziriHae
aifTeImraHzai, XV—XVI rackIpiapfia «xabapyiama» Jiell aHbIKTaIFaH
«advertise» ericriri XIX rachIpAa keHiHeH KOJaHBICKA TycTi. Poman
Tiiaepi (bpanIys, HTaMbAH, CIIAH) aTAJIMBINI TyciHikTi — «publicite»
(dp.), «publicitad» (ucrm.) ce3mepiMeH TOJNBIKTHIPCA, 6i3 OHBI «;KapHa-
Ma» el ayAapyZaMbI3.

JKapHama cayachIHZIaFBI HETIsri CyOBeKTUIEp peTiHAe >KapHa-
Ma OepyuriHi, JkapHaMa JKacayIIbIHBI, JKAPHAMa TapaTYIIbIHEL XKOHE
JKapHaMaHbl TYTBIHYIIBLIADABI aTalMbI3. AJI »KapHAMaHBIH HeTisTi
MaxcaThIHa KeJICceK, OyJI Tayapiiapzbiy Oeriiepi MeH Taparbuly mapT-
Taphl, OCHI TayapZbl OHAIPYIIi HeMece KbI3MeT KOPCETYIIi KoCimophIH
TypaJibl aKmapar 6epy 60JIbi TabbLIIa/IbI.

2KapHaMaHbBIH KOl KbIPJIBUTBIER MEH OHBIH TEPEH 3ePTTEYAI KaKeT
€TETIHAITI TypaJbl OCBI CAJIaHBI 3€PTTEYIIi AMEPUKAHJIBIK FaJIbIM
Kmon Tonkunce (Claud Hopkins) e3iHin 1923 KBUTBI KaphIK, KOPTeH
«FpUTHIME KapHaMa» aTThl eHOeriHze ka3aAsl. EH GacTBICHI O OCHI
LIBIFADMACBIHIA «KAPHAMAHBIH FHUIBIMH AoPEXKEre KeTy Ke3eHiHiH
OacTanraHABIFbI» TYPaJIbl alTags! [6].

C. 1. OxerosThiH «OpHIC TUTIHIH co3Airi» eyberinze:

«1. TyTBIHymBUIap MeH KepepMeH[epAiN HasapblH ayZjap-
Ty YLIH Typji oficTep KOJAAHY apKbUIbl TaHBIMAJIABUIBIKTHI
KaJIBIIITACTHIPATHIH Xabapsiama.

2. OcpiHzal akmapaT Herisinzae GeplreTin xabapiaHapIpy», — Ael
Kopceriyiren. CoHpiMeH Oipre, :KapHaMaHBbIH CayZaJjblK, TEATPJIBIK
’koHe JKAPHIKTHIK TypJlepi 6ap eKeHAiri Typasibl xKasblIFaH [5, c. 587].

Yrxken CoBeT DHIMKJIOMEAUACHIHA KapHaMara TOMEHJETiZiei
aHbIKTaMa Oepinmesni:

«1) TayapJapAblH TYTHIHYIOBUIBIK Oeirinepi jkoHe KbI3MeT
KOpCeTyAiH TypJepiH YCBIHBIN, OHBIH TapaTbUIYhl MEH CYDPaHBICTHI
KaJIBIITACTBIPATHIH aKmapar Typi;
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2) TynFa, yHBIM, ofe6u ImbIFApMa MeH ©Hep TypiHiH
TaHBIMAJIIBUIBIFBIH YHBIM/IACTHIPATHIH MaJliMeTTepAi Tapary [1 ]».

Kasak TimiHZE XKaphlK KepreH SHIUKJIONEeAUsANIapAa Aa Oy
YFBIMFa op TypJi aHblkTamaitap Gepinexi. Macenen, Kasak Co-
BeT DHLIMKJIONEeAHACHIHBIH Bac pemaknmusAchl 1974 XKBIJIbl YCBIHFAH
kitamra: «)XapHamMa - CHOEKTakKJab, KOHLEDT, JIEKIHUA HeMece
KepepMeHepre apHajafaH 6acka Ja MoJEHH INapajap, CIOPTTHIK
JKapBICTap, OMBIH-CAyBIKTAp Typasbl xabapaaHaspyablH 6ip Typi
[2]», — men xaspuica, «Kasax DHOUKIONEAUACHHBIH» bac pe-
JMaKIUACH 2001 XKBUIBI AaHWbIHIaraH SHIUKIOMEUIIIBIK eHOeKTe:
«KapHama, peksaMa — TayapJapAblH, KbIBMET KOPCETY/iH
TYTBIHYIIBUIBIK, KAacHeTi Typajbl akmapaT Oepy »xoHe OFaH [ie-
TeH CYPaHBICTHI Ko0OelTy MakcaThIHAA TapaTBLIATBIH XxabapyaMa;
Genriyi 6ip amamzaap, yiisiMzaap, sfebuer meH eHep IIbIFApMaJlaphl
Typasisl xa0ap Taparhin, OJIapAHl oiiriney [3]», — menm Gepinrew.
CoHbIMeH Karap, kapHama yJrinepiHiH «Ko6bsu1aHABI GaThIp»,
«MyHIBIK-3apJIbIK» 3xkoHe « OFbI3HaMa» JKbIpJIapbiH/ia 6ap eKeHAiri
TypaJIbl aUTBUIALBI.

KopbiTa aiiTkaHza, JKapHaMmMa ©3iHiH  oJIeyMeTTiK-caacHu
IpOILeCTeri peJiiH OpBIHAAY YIIiH TOMeHZeri MiHZeTTepAi OpBIHAA-
ybl Kepek: GipiHmiineH, oneyMeTTik MyAziesiep HerisiHme koramra
KQKEeTTi TYCiHIKTep MeH XaJbK TajJfaMbIH KaJIBIIITACTBIPY, THiCTi
aJIeyMeTTiK-casicl TopOHe »Kypridy; eKiHNIifieH, KOraMra KaXXeTTi
KyOBLIBICTApFa YTiTTey jkoHe >KaT KBUIBIKTap/laH CaKTaHyJbl HACH-
XaTTay; YUIiHIIZIeH, casc IpolecTep/ie OPBIH aJIbIN JKaTKaH jKaHa
KYHZBUIBIKTaDMEH aKIapaTTaHABIPY, OHBIH OPBIHAALY TacLizepiH,
Ke3eHZlepiH Tycinzipy.
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Summary. The article reveals the importance and place of contemporary
political advertisement of Kazakhstan as social phenomena. We know century
we live as century of informatization. And the basis of advertisement is not only
commercial information; it is also social, political, ideological informatization
too. Realizing concept of the advertisement we can determine the importance of
advertisement in social and political processes of society. In Kazakhstan politi-
cal advertisement an interest to daily occurrence is being actualized: an every-
day life, ordinary knowledge, ordinary consciousness, daily speech, daily behav-
ior of the person, culture of ordinary life. Coming of advertisement into the life
of society gave the opportunity to express opinions which are rich in content. In
our changeable world we have to criticize all the life situations and reconsider
some of them.
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vertising; address by the President.

“Scientific Advertising”is a book written by Claude C. Hopkins in
1923 and is cited by many advertising and marketing personalities as a
“must-read” book [4]. The modern view of political advertizing in Ka-
zakhstan is defined; firstly by its involvement in globalizing information
space of the world community, secondly the state sovereignty achieve-
ment of the republic. The political advertising is a set of information-
communicative means, material and the intellectual values elaborated
during cultural-historical development of society, favoring the formation
of public consciousness and socialization of the individuality. It involves
the culture of information transfer and the culture of its perception. The
advertisement of Kazakhstan is shaped, structured, changes its proper-
ties and parameters, becomes complicated according to the changes in its
carriers — the people, the people who unite and coordinate their interests
with each other — economical, family-household, political and spiritual.

Progress of all the activities depends on the quality of business
communications. There are many kinds of business communications:
conferences, exhibitions, seminars, briefings and interviews, round ta-
bles, business lunch and games, negotiations. According to the “Spie-
gel”, the famous German magazine from all of these kinds of business
communications we can note the advertisement which is considered
to be the “fifth power” after the mass media [5, p. 11].
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Coming of advertisement into the life of society gave the opportu-
nity to express opinions which are rich in content. In our changeable
world we have to criticize all the life situations and reconsider some of
them. We know century we live as century of informatization. And the
basis of advertisement is not only commercial information, it is also so-
cial, political, ideological informatization too. Realizing concept of the
advertisement we can determine the importance of advertisement in so-
cial and political processes of society. Any kind of advertisement cannot
work itself. To influence to people well we should use the experiences of
sciences like psychology, management, marketing, journalism, linguis-
tics, public relations. Nowadays in policy and political science matter
like this is paid attention only during the elections. In society life impor-
tance of advertisement is growing. That’s why we should remember that
the advertisement is the tool of market relations. The main principle
of advertisement is to give information about any product or service to
consumers and to communicate with them. And the basis of advertise-
ment is information and the persuasion. Generally the advertisement is
quickly being transformed field of mankind’s services.

The stem of this concept is connected with verb “reklamare — to
shout” from Latin language. The verb “advertise” was widely used in
XIX century. In XY — XYI centuries it had definition like “narration”
in Oxford dictionary. Romanic languages (French, Italian and Span-
ish) have definitions like “publicite” (fr.), “publicitad” (sp.), and we
translate it like “zharnama” (Kazakh). There are two attitudes toward
the advertisement on the West. Especially philosophy scientists and
sociologists had negative estimation. They considered that it is the
mechanism of manipulation of people’s mind. But there were scien-
tists who had positive attitudes. For example There are many opinions
about advertisement of foreign scientists in O. A. Feofanov’s book,
“Advertisement: new technologies in Russia”. There are some of them:
American scientist, Giankarlo Buzzi: “Advertising information works
for ideology and tries to join the opinion and the behaviour. It is a tool
of policy and it builds the characteristic of society. Before saying about
advertisement we should pay attention to matters about social morals
or ideology. The famous German philosophy scientist Erich Fromm
says: “Advertisement does not influence to mind, it influences to feel-
ings. As hypnosis it does not try to influence to its objects by power
of intellectual energy. There is an element of dream in advertisement
like this it causes sense of satisfaction like movies”.

“Nowadays the advertisement is not only advertisement; it became
the form of living. By means of it particular model of behaviour and
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one-way thinking set in people’s mind” said the famous philosophy
scientist Gerbert Markuze. The president of USA Calvin Coolidge said
in 1929: “Population’s demand has become by means of developing of
business. Advertisement is the factor which influence to choosing our
food and clothes, behaviour and work of all population. Sometimes
our generation cannot realize values of life without advertisement.
Advertisement is the power which takes part in mankind’s developing
and bringing up of it in another way”. Winston Churchill: “The adver-
tisement attracts the consumer necessities of people. It has set the ne-
cessity as a form of high life. The necessity appears in front of man in
form of convenient apartment, high-quality clothes and food for him
and his family”. French writer, Sent Exupery: “The power which in-
fluences with the pedagogy in pedagogical way is the advertisement”.
Canadian sociologist, Marshall Macluen: “We cannot compare the
class-room with glory, profit and authority which are achieved only by
advertisement”. American scientist, David Potter: “We can compare
the advertisement’s influence to today’s society with old institutions
like school and church”. Professor of London University Frank Ker-
moud: “Audience has changed. It is being brought up by television
and advertisement” [3, p. 22—26].

Policy and economics are in close connection. For example large
economic structures, corporations, associations influence to activities
of political power, they support certain politician and help to make his
own decisions. Also the politician should realize changes of society and
feel the market conjuncture as a businessman. That’s why the meth-
ods and technologies which used successfully in economics are used in
policy too. In his book T. Parsons showed close connection between the
policy and the economics [8, p. 306—310]. He made parallel between
the political work and work of bank. For example during the elections
candidate will give the “portion” as a bank worker. Subsequently even
electors didn’t vote for him on this election, he might make progress
on the next election. It is like a regime of a work of bank. Political ad-
vertisement was born with the policy. When the first states were born
the power realized that by means of connection with population it can
regulate everything in country. The power chose the way of influencing
to people’s mind based on information. That is why this concept is an
element of political culture and political relations. Schumpeter said in
his book “Capitalism, socialism and democracy”: As trade-unions par-
ties and politicians regulate political activities. Management of parties,
its period of advertising, psycho-technique of device and March are no
things for beauty. They are tools of political activities [10, p. 347-348].

= =
V




“The best friend of presidents” Jack Segela, one of the best special-
ists in political communications says: “Nowadays the advertisement is
not only the source of trade. It is the word of policy, social relations
and humanity”. He advises candidates and organizers of elections to
keep to his own 8 principles:

1. People vote for a person, not for party.

2. People vote for idea, not for ideology.

3. People vote for the future, not for the past.

4. People vote for social opinions, not for political ones.

5. People vote for legendary person, not for untalented one.

6. People vote for destiny, not for accustomed things.

7. People vote for victory, not for defeat.

8. People vote for values which come true, not for uncomprehen-
sible values [11, p. 68].

“Election is the dramatic art — Segela also said. — Electors vote
for certain candidate when they trust him. Political consultant should
prepare the scenario of political activity in the way which people ex-
pect. He should promise what he will be able to do, not to promise im-
possible things. But it is had better to divide everything into periods,
and in the end you are waited by one thing. That thing is your victory”.

In his book Lisovsky S. F. said that A. Deyan’s definition for word
“advertisement” is the most correct: “Advertisement is announcement
of any goods, products, company, organization, candidate, govern-
ment by means of communications” [6, p. 13]. There are typologies of
political advertisement in scientific work written by creative group of
political consulting center “Nikkollo M”.

Classification by how you receive the advertisement:

— Visual (booklets, outdoor advertisement, posters, leaflets, calendars).

— Audio (radio broadcasting).

— Audio-visual (television and movie advertisement).

A. Deyan’s classification:

— Advertisement which is used for short time with quick reaction.

— Advertisement which forms certain person and necessary temper.

M. Kern divides video advertisements into two groups:

— Video advertisements which have platform of candidate.

— Video advertisements which have slogan of candidate.

R. Joselyn’s classification:

Rhetorical type of political advertisement:

— To make popular a candidate.

— To attack to opponent.

— Answer for the attack.
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F. Kottler’s classification of political advertisement’s function:

— Informative.

— Comparative.

— Warning.

L. Devline’s classification of advertisement by its spreading:

— Ordinary, candidate’s answers to journalists and viewers.

— Negative, it tries to reduce the popularity of opponent.

— Conceptual, to tell candidate’s ideas the electors.

— “Sincere movie” or video clips of candidate’s talking to his voters.

— “Private trust”, or positive opinions and attitudes about the can-
didate said by famous people and passers-by.

— “Active candidate”, it shows the candidate’s attitude to solve im-
portant problems [2, p. 45—51].

Pushkareva G. V., the specialist in area of political management
shows four peculiarities of political advertisement. At first, interval be-
tween communicator’s activity who prepares informative product and
receiver is divided by time. At second, organizers of political campaign
cannot totally control process of producing. At third, the advertising
product is offered to receiver without any changes. At fourth, the po-
litical advertisement is never organized free of charge [9, p. 308—309].

The famous specialist in area of political advertisement, Roger
Ailes: “Descriptions of processes written in the Press, mistakes of par-
ticipants, squabbles of opponents, social opinions about the results of
electoral race are very interesting process” [7].

Nowadays it is impossible to imagine the political life without
mass media, especially without advertisement. Mass media is the con-
crete and obvious tool of power. It means the way to get the power is
to rely on the trusted mass media. Newspaper and magazines, tele-ra-
dio broadcasting, computer networks can regulate social and political
behavior, psychological hope and ways of thinking. Advertisement has
following political functions in society:

1. Informative — to get, format and spread the information about
important work of political system’s elements.

2. Educational — to give information which increases the knowl-
edge got in the objects of education.

3. Socialization — to assimilate political norms, values and exam-
ples of behavior.

4. Criticism and control — to form the thoughts and opinions in
political-social area [1, p. 67].

As we told, to execute its role in social and political processes the
advertisement must do following commitments: at first, to inoculate
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the concepts and people’s manners which society needs on the base of
social necessities, to inoculate the certain social and political behav-
ior; at second, to agitate phenomena necessary to people; at third, to
give information about values occurred in political processes, to ex-
plain the periods and ways of execution.

As we told at the beginning, specialists pay attention to the concept
of general political advertisement only during the period of elections.
However, many kinds of political advertisement like informational, agi-
tated, comparative and warning advertisements are used in mass media
every day. Political advertisement directs the ideas as itself and spreads
symbols and myths. Political advertisement works in conditions of po-
litical competition and its social ideological function is very important.
Consequently, political advertisement is foundation of strategic political
ideas and its function is to regulate the behavior of society.

Thus, the political advertisement is going through the compound,
long-lasting and evolutionary processes. These processes are often de-
termined by the developing of social processes and changing of the pur-
poses of clients (who give advertisements). Nowadays clients can rely
on voices and support by means of his financial resources. As democ-
racy is developing very deeply the role of advertisement is increasing in
making popular political figures and parties. During elections political
advertisement uses all the opportunities in the battle for the votes of
electorate. Quality of organization of political advertisement influences
to setting people’s political power. That is why we should pay attention
to research of political advertisement and to assimilate all the tools of it.
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CAACHU FBLUIBIMJAPIAFBI ZKAPHAMAHDBIH 3EPTTEJIYVI

C. B. flocmanGeToBa PhD,
B. K. ITapuauHoBa dunocogus mazucmpi,
«Boaawax» yHusepcumemi,

Kuissvuropda k., Kasaxeman

Summary. This article reveals the importance and place of contemporary
advertisement of Kazakhstan as social phenomena. At the same time the major-
ity of experts consider, that the audience of mass-media will remain the nearest
years enough passive and will not do an inquiry about improvement of quality
of analytical information, being limited with interest to current events. In Ka-
zakhstan media culture an interest to daily occurrence is being actualized: an
everyday life, ordinary knowledge, ordinary consciousness, daily speech, daily
behavior of the person, culture of ordinary life. Coming of advertisement into
the life of society gave the opportunity to express opinions which are rich in
content. In our changeable world we have to criticize all the life situations and
reconsider some of them.

Keywords: political advertisement: political product; political market.

AMEpUKaHABIK CaACH MAapKeTHHITI 3epTTeylli raJbIMAAp
«IIpesuzenTTi caTy», «cascCH Tayap», «CasCH HapbIK» CBHIHABI J9CTYPIIi
emec TyciHikrepre MoH Oepezsi. MyHzarbl 6acThl MocesieJlep MBIHA
mikipsiepre keserinzeii: «Caiiay — OyJ1 epekine caiiiay HapKbL... DJIeK-
TOPAT — «CaTyIbUIap» OepiireH HAPHIKTHIK XKAarqai/iarel caiiayna aa-
ybic Gepyre ue, aj, JIUAEPEP — «CATHIN ATYIIBLIAP» OCHI JIaybICTAP/BI
ispeHymriyiep Gosbin TabbwIazAbl. Cascu «Tayap» OesriT aHraKeMeHT
TypiHzAe yuzepAiy xapusMachl HeMece GarapaMachlH YCBHIHBII, TeK
’Kalf raHa caTyIIbl eMeC, «CaThbUIyIIbIFa» adHamagwsl» [4]. CoHBIMEH
6ipre, Crou Jlepa Bribconnsiy (Stan L—R. Wilson.): «Texipu6Gestik
’KapHaMa HAYKAHBIHA COMKeC, MAPKETHUHT TEXHHUKACHI CasCaTTa THiMi
«KOpam» WHAYCTPUACHIH KOJZAHAABL YMiTKepsepZi caObIH cekiizi
«OpaIl» oHe OHbI XJIbIKKA «CaTazbl» JieTeH IIKIpJIep OCBIFaH yKcac
MAapKETHUHITIK CTpaTerus TecTTepiHAe maigaiaHbUIaabl» [5], — Aeren
Hikipi xoFapbIia aUTBUIFAH TYKBIPBIMMEH ColiKec KeJlefi.

Backa KoOMMyHHKanusAyiap TypJepi CeKUIAi, casacu KapHa-
Maja Oesrinmi Gip ywmiTkepzi caiimayra yriTTey yIIiH >KacajaThIH
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mapasiap GarbITTaIFaH alaMAap/AbIH KaFU/alaphlH, KYHABUIBIKTAPBIH,
OarmapyiapbiH ecKepyi kaxeT. [leMek, Ke3 KeJTeH KOMMYHHKAIHsITBIK,
BIKIIAJI €Ty 6aphICHIHAA KOHBEHIIMOHAIZBIK OLUTIMHIE MaHBI3EI ©Te 30D.
BaiinaHbICTBI JKYPrisylli WIaHABIPATEIH TONMKA He KAXKETTIrlH HaKTHI
KesdeHziepZie Oineni: yCBHIHBICTADABIH TPAMMATHKAIBIK KYPBUIBIMBEL,
MapJIMHTBUCTUKAJIBIK MiHe3JeMeci, KOMMYHHKATHBTIK KAFqanijibl
KabpuUIaybI, OLTIMI KoHEe Tarbl 6ackaiapsl [1, €. 14—15].

Kaprnama OykapasblK aklapaTThIK arbIMHBIH Oeiiri Oossin Ta-
ObUTaZibl JKoHE KOFAM JArfibUIAHFAH KYH/ABUIBIKTAap, TIFaM, ASCTYD
MeH karufianapra cydeHemi. Osn KoraMHBIH MOZIepHU3AIMAIA-
HyBl MeH TpaHchopManuajaHy IIpolleciHe KaKeTTi TyciHikTepzi
KaJIBIITACTHIPYFa KATHICA IBI.

Conrbl oH xbUTZarbl Kazakcran PecmyOauKachkl KOFAMBIHBIH JIa-
MYBIH/IA SJIEyMETTiK-S5KOHOMHUKAJIBIK KYPBUIBICTBIH 2KaHapyhl, cas-
cu cyObeKTUIepZiH miKip adyaHABUIBIFEI, GYKapasblK akIapaTTBIK
OaiUtanbICTEIH e3repyl  Oalikamazpl. KemnrereH 5KOHOMUKAIIBIK
cyObekTinepaiy MyZdenepi Herisinme 6acmaces  KeIHYCKAIbI
YCHIHBIC-TKipJIeP/IiH Tek cTpaTeruaablk 6aracelH 6epin kaHa KoiiMaid,
’KaHapraH KOFaMfa Ka’KeTTi YFBIMZApAbl TypJi oficrep HerisiHze
aKmaparThl TApPaTy KaZaMbIH KaCAKTAZbl.

Pecetimik rasbiv JI. H. ®enoroBanely mikipinme: «Koram xaHa
TaJIaNTapAbIH *KAJIMBI KYHABUIBIKTaPE! MEH MaHbI3AbLIBIFBIH Ty CiHT€HE,
aJI KOFaMHBIH 9p0ip My1Ieci ThIy TajJanTapra 6efliMzesyre qaibIHBIFBIH
KOpCeTill, KOFaM MeH TYJIFAHBIH Mo/IeHH-9JIEyMETTiK KeHiCTiKTiKTi
GipikTipyzieri yMTBUIBICH FaHA, KOFAM/IAFbl MOJIEPHU3AIUAIBIK, ITPOIECTI
KopceTe ayafibl. OJIEyMeTTaHy, SKOHOMUKA KoHe CasCH FBUIBIMAPIAFhl
Kazipri anemMAik spebuerrepre cyilieHCeK, MOAEPHHU3AMMIBIK MiHesre
YMiTKep KOFaMHBIH HeTisri Tasabbl, Tal coJ Kes3jeri KoraM Myliesepi
ZyphIC el TAlKAH >KAINBIAJIAM3ATTHIK KAFAalap KyYHIAbUIBIFBIHBIH
6aCHIMIBUIBIFBIHA OAIIAHBICTHI».

Cascar meH 5KOHOMHKA Oip-6GipiMeH TBHIFbI3 GalyIAHBICKAH, ©3apa
aKpIpaMaWTHIH YFBIMAAP. MacesieH, ipi SKOHOMHMKAIBIK, KYPBUIBIMZIAD,
KOPIIOpAaIsjIap, aCCOIMAIMAIAD CasACH KyIUTep KMMBUIIAPHIHA 3CEp
ererni, Genrimi 6ip cascaTkepAi KOJIaN, OHBIH IMENTIMAEPIH OpbIHAAYFa
BIKTIAJI Kkacaiipl. COHPIMEH 0ipre, cascaTKep iCKep afiaM CEeKUIZi HaphIK
KOHBIOHKTYPACHIH Ce31HiTI, KOFaMIarbl ©3TePiCTEPI XKBLIIaM KaObLIAAYBI
tric. COHABIKTAaH 60J1ap, SKOHOMHKAZA THIMZI KOJAHBUIATBIH TYPJI
oficTep MeH TeXHOJIOTHSIAp cafdcaTra Aa Kyprisinemi. Casgcar meH
SKOHOMHKAHBIH e3apa ThIfbI3 GaittanbickiH T. ITapconc (T. Parsons) e3
enberinze Kopcerexi. O cascy KbI3MET IeH OaHK KbI3METI apachIHAAfbI
KHMBUIIAPABI KaTap JKypriszi. MacesieH, caiiay HayKaHbIHA KATbICYIIIbI
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yMiTkep GaHK KbI3MeTKepi ceKuii Oimikke «ysec» Geneni, HoTHkeciHzAe
caiUIaymibUIap OHBIH YCHIHBICTApHIH OyJI caiiaysa KoizgaMaca fja, 6aHk
JKYMBICHIHBIH, PesKIMiHe yKcac, KeJleci caiiiay HayKaHBIH/IA skoHe Gacka
IIapTTapza KoJgay Tabysl MyMKiH.

. Ulymnerepaiy «KanutamusM, COLMAIN3M >KoHE AEMOKDATHI»
eHOeTiH/Ie: «IapPTUsJIap MEH cascaTKepsiep KoCimoak, accomuaIisaIapel
CHSAKTHI casicu Oescenpimikri perreiini. ITapTusutapaer 6ackapy, OHBIH
JKapHAMAJIBIK HAyKaHbI, YPAaHAAP MEH MapINTap IICHXOTEXHUKACHI — JKaH
aceM/IiK KypaJibl eMec. Byl casgcaTTarbl KUMBUITAPABIH MoHI».

CasicaT canachIHAAFbI CASICH MAPKETHHT JKoHe MAapKETHHITIK TeXHO-
JIoTHAIap, «63 TypiHgeri «6u3Hec» «GuIocopuAChHA» YKCATBUIAIBI, Al
Jmzepep, NapTUAIAPABIH caiiay ajpl GaraapiaMaapsl TYTHIHY Tayap-
JIaphl KaTaphiHa KOChUIAZEI. Peceiitik rabv E. T'. MoposoBa casch skoHe
SKOHOMHKAJIBIK, TayapJIap APachIH/IAFEI JIThI YKCACTBIKTEI ATAM/IbI:

1) 5KOHOMUKAJIBIK >KOHE CAsICH TayapZAblH o3 HMHUIKI 6ap;

2) 6ap/bIK TayapAblH STHKETKAaChl, MapKachl (ap: cascaTkep
coliKeciHIle MapTUA apKbUIBl YCBHIHBUIA[BI, KOHCEpBAaTOp HeMmece
’KaHaIIbLI OeifHeciH KepceTei;

3) op6ip Tayapmen Oipre OHBIH <«KBI3METTIK» Garmap/iaMacsl
KOCBUIBIII CAThUIAAbI; GapJiIbIK cascaTKep cailay HayKaHbl GapbICHIH-
Ja e3iHiH TyFHIPHAMAaChIH caiijlaylIbuIap Ha3apblHA YCHIHABI,

4) 9KOHOMHUKAJTBIK JKoHE CAsICH Tayap HapBIKTa Oipziel TeXHOIOTH-
SUIADMEH «aJIFA AKBLUDKUIBI»;

5) PKOHOMMKAJIBIK JKoHe casCH TayapAbly 6ocekesecTepi 6ap;

6) TayapAbl «ajfa JKBUDKBITY» VIIIH (9KOHOMHUKAJBIK, CasfCH)
HapbhIKTa OCHl TayapAblH KeJlelleriHe OGaiJIaHBICTHI KapXKbl JKyM-
cayagsl [2, c. 64—65].

Casicm >xapHaMaHbIH OepiireH camajapbiH 0oy apKBLIBL,
JKapHaMaJIblK, HAayKaHZBI JXKYprisyre colikec KaxkeTTi xabapsiamasnap
9JIEYMETTIK MoceJIeJiep/li JKEHI Ielly 3kKoHe OalyIaHBICTHIPY/bIH
Gacka Za Typsepi Tek azaMaTTapAbl casgcaT CaXHAChIH MapKETHHITIK
TocUIZIepMeH FaHa aklapaTTaHAbIPMAi/bl, COHBIMeH 6ipre, yriT-
HACHUXaTTBIK TypZieri JKyMBUIABIPY CTPaTerHanaphbl KOJJaHBLIAZBL.
Cadcu »xkapHaMaHbIH OepilreH epekimesikTepi sKyMbIc GapbICBIHAA
KezJleceTiH MaceslesiepAi Tycinaipim, 6acka Jja cadcH TeXHOJIOTHAIap-
MeH 6aiiyIaHbICTaphIH OPHBIKTHIPA/HI [3, ¢. 183—185].

CascwH xapHaMa cadcaTneH Gipre maiizia 60JIAbL. AJIFATIKBI MeM-
JIeKeTTep KyPbUIbICBIMEH-aK, OIJIK TypreIHAapMeH OailiaHbIC Op-
HaTy apKbUIBI eJIfleTi TOpTill peTTeseTiHiH TyciHAi. Buiik azamarrap
MiHe3-KyJIKbIHA aKIapaTTap KeMeriMeH acep €Ty KOJIbIH TaHAafbl
Jemek, GyJI yYFbIM CasACH HApBIK, CAfACH MOJIEHHET JKoHe CafCH
KaTBIHACTapABIH OoJIIeri 60 IbII TabbUIab.
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Huoice2opodckuil 2ocydapecmaeeHHslil yHugepcumem

um. H. U. JTobauesckozo,

2. Husxcnuit Hoe2opoo, Poccus

Summary. Political advertising as communication with a potential vot-
ers included in the complex marketing communications. The study of political
advertising technologies allows influence on the political development, to im-
prove mutual awareness between government and society. The image of a po-
litical leader is formed with to help the effective using of political advertising
technologies.

Keywords: political advertising; political advertising technology; political
communication.

Ha ceropusamuuii aeHb B Poccuy TEXHOIOTHH peaiu3anyy MOJIu-
THYECKOM PEKJIAMbI He 0TPAbOTAHBI YETKO, B OCHOBHOM HZET KOILIKPO-
BaHUeE 3aIIaJIHBIX METOAUK.

AKTyaJIBHOCTH HCCICAOBAHUA

IIpob6sieme u3yUyeHHUA MOJTUTHIECKON PEKIAMBI IOCBAIIEHBI Pabo-
ThI OoTeuecTBeHHEIX aBTOpoB C. B. JImcoBckoro [1], I'. T. Ilouenmosa
[3] u pama apyrux uccienoBaresieil. B oTeuecTBeHHOI HCTOpHOrpa-
um HeT eAVHOTO MOAXOZA K OIPEAESIEHUIO TOJUTHYECKOH peKJa-
MbI. B wactHOCTH C. ®. JIMCOBCKUII MUIIET, YTO «OHA MPE/ICTABISIET
ofHy U3 cdep PeKIAMHOHN JAeITeTFHOCTH HapAMY ¢ SKOHOMIYECKOH,
COLIMANBHOM, 0pUANYECKOM, KOH(ECCUOHANIBHON, JIMYHOCTHOH pe-
KIaMoii, pexsIaMOH YyCIyr, MEXJIMYHOCTHBIX OTHONIEHWH U T. JI.»
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[1, c. 4]. A. JI. IllaxHOBCKUIT paccCMaTPUBAET BOMPOCH! MOIUTHYECKOMH
PEKJIaMBI KaK OMH U3 KAaHPOB MOJIUTHYECKUX TexHojoruit. OH yT-
BEPIKAAET, UTO «IHOJUTHUIECKAsA PEKjaMa fBJIIETCA COCTaBHOU 4Ya-
CTBIO, OJHUM W3 WHCTPYMEHTAJIHHBIX HNPUEMOB MOJIUTUYECKUX TEX-
HOJIOTHI, UX KAaHPOBOH PasHOBHUHOCTHIO... [losnTIUeckas pexsiama
nmocrapiisieT nHGopMaIuo (Hepegxo — IIPOBROASA €€ IMEPBUYHYIO CEK-
nuio), GopMHUpPyeT UMUK JIIOAEH, TAPTHi, BJIACTHBIX CTPYKTYP, IIPO-
rpamMm, uzei, MOJIUTHIECKHUX B3IJIAZ0B» [5, ¢. 60].

B 3amaaHoii uTepaType psaA aBTOPOB BUAAT MPAMYI0 B3aMMOC-
BA3H MEXAY MEXJIUYHOCTHBIM OOINeHneM u30upaTesieil U MOJIUTH-
YeCcKUM pe3dysbTaToM. CYHUTAIOT, YTO CTPYKTYpa OOIIEHHUS MEXAY
U30MpaTeNIIMHA UTPAET BAXKHYIO POJIb B OMPEAEIEHUN TOTO, B KaKOMH
CTENEHU OHU ONEPATUBHO MOJIyYAIOT MOJIUTUYECKYI0 NH(POpMAIHIO,
YTO B KOHEYHOM HTOTE OKA3BIBAET BJIUSHUE HA MOISPU3ANUI0 U301~
paTtesipHOTO 1Iponecca [7].

CToOUT OTMETHUTh, UTO MOJUTHYECKASA PEKIaMa OMmpeZesseT-
¢ He TOJBKO KaK Pa3HOBHZHOCTh PEKJIAMHOH JeATeIbHOCTH, HO
M KaK COCTAaBJIAIOmAas KOMIUIEKCA MapKETHHIOBHIX KOMMYHUKA-
nuii. Iesibi0 MOJIMTHYECKON peKJaaMbl Oy[er SABJATHCA peaan3a-
Ous MOCTABJIEHHBIX 3ajad: nmobexa B M30MpaTesbHONH KOMIIAHHUU
TOTO WJIM WHOTO JIUJEPa, MOJUTUIECKON IapTUH; MPOJABUKEHHE,
JI060MpoBaHNe HYXXHOTO 3aKOHOAATEJFHOTO aKTa B OpraHax ro-
CyZapcTBeHHO# BiacTu. IlosuTudeckas pekjlaMa MOXKET OCy-
HIECTBJATECS B BHJE pPEKJIAaMHOH aKIWW, HATpaBJIeHHOH Ha
ONOBEMIEHNE, O3HAKOMJIEHHWE ayAUTOPUHM C TOJUTHUECKOI ak-
nuei, KaHAUIATOM, HapTHUEH, WX B3WIAJAMH, NPEII0KEHUIMH,
MpeuMyINecTBaMu [4, c. 82].

B kauecTBe MOCpPEZHUKA MEXy KAHAWJATOM U H30UpaTesiMu
B IIOJIUTUYECKOI KOMMYHHUKAIINY BEICTyTIaeT 00pas, I UMUK I0-
JINTHKA — OJHO U3 IEHTPAJIbHBIX MMOHATUH MOJIUTUYIECKOrO MapKe-
TUHTa. UMUK IOJIUTHYECKOTo uAepa ¢GopMUpYeTCA B pe3yJibTa-
Te KOMMYHUKAIWH MEXAY MOJIUTHIYECKHUM JINJEPOM U ayJUTOpHEN
mocpezactBom CMU, u oH MoxkeT 00s1a7jaTh JIOOBIMH 3aJaHHBIMU
XapaKTEPUCTUKAMU, COOTBETCTBYIOIINMU OXKUAAHUAM JIIOEH, TIpes-
CTaBUTEJIEN pa3HBIX COIMAIBHBIX TPYII, U30UpaTeei.

DJIeKTOpaibHAA TIOJUTHYECKAs KOMMYHUKAMUSA JOKHA NMETh
CBOEro ajjpecaTa ¥ OPUEHTHPOBAaHA Ha WH/WBHU/A, KOHKPETHHIE
TPYNNEI JIIOfiei, opraHusanuu. W3ydeHHEe IMICUXOJIOTHYECKUX, CO-
OHUOKYJIBTYPHBIX OCOOEHHOCTEH WHAWBHAA KaK CyOBEKTa-00BeKTa
KOMMYHUKAIIUA HANPAMYI0 BJIMSAET HA YCIEX IOJUTHYECKOU KOM-
MyHukanuu. 1 HaoOOpOT, mosuTHYecKue TPeOGOBaHMSA, 3ampOCHI,
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WHTEPECH! U MOTPEOHOCTH WHIWBU/IOB, COMUATBHBIX TPYIII, TIOCPE-
CTBOM COBEPIIEHCTBOBAHNA KOMMYHHUKAIMHU, AOJIKHBI HaXOAHUTH
aJIeKBaTHOE OTpa’keHHE B TOJUTHUYECKOH CHCTeMe OOIecTBa M €ro
kyneType. M. Tomac B cBoux paforax oTMmeuas, uTo 3d¢eKTHBHbIE
MapKeTOJIOTH JOJDKHBI OTTAJKHBATBCA OT IOTpeOHOCTEH M Ipo-
6s1eM pa3JIMYHBIX HHTEPECOB JIHI 1 00lecCTBEHHOCTH [2, . 20—21].
Emé 500 JyieT Hazaj TeopeTHK KoMMyHuKanmuu H. Makkmapesuin
(1469—-1527) cumTaja, 9TO IJIA MOCTPOEHHA JOJITOCPOYHBIX OTHOIIE-
HHU#A (COBpEMEHHBIX MApKETHHIOBBIX B3aMMOOTHOIIEHHI) He06XO-
JIUMO TOHUMATh OCHOBHI TPAXKAAHCKOTO 001tecTBa [2].

YcnemrHass ocHoBa JI000#M MOJUTHYECKOH ILUTaTOOPMBI — 3TO
MpOCTOoe 00BACHEHUE TOTO, 3aUeM UeJIOBEK UJIET B MOJIUTUKY, KAKUX
PEe3yJITaTOB OT CBOEH JIeATEJIbHOCTH OH OXKHUAAeT. B momutmueckoi
MporpaMMe JIOJIKEH MPUCYTCTBOBATh HEKUH MPHU3BIB, KOTOPHII MO-
’KeT ObITh cHOPMYJTHPOBAH B BUAE CJIOTAaHA WIH HUAEHTHGDUIIHUPYIO-
el ¢paspl. B 3TOM Ciiydyae OH MOKET IPEBPATHTHCA B CBOEOOpPa3-
HBIH JEBU3, COIPOBOXKAAIOIIMH IIOJIUTHKA HA INPOTSKEHHWH BCel
MOJIUTUYECKOI KaphepHI.

3HaHWEe TEXHOJIOTHH MMOJIUTHYECKOH PeKJIaMbl 00YyC/IOBJIEHO CO-
BPEMEHHBIMH DEJIMSAMH U B OOJIbIIE CTEIEHH 3TO IIOHHMAaHHE
3aBHCHT OT 3aMHTEPECOBAHHOCTH CAMOro OOIMIECTBA B aZeKBaTHOM
OTOOpa’KEHUMN COMUOKYJIBTYPHOH, WHCTUTYI[MOHAJILHON U Tpodec-
CHOHAJIBHOM OCHAINEHHOCTH JIMAEPOB M Tpak/IaH.
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CAMOPEKJIAMA JINIYHOCTHU
HA ITPUMEPE KOHKYPCA KPACOTbBIL
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Summary. This article observes such actual topic as self-advertisement of
the personality: concept of self-advertisement, its purposes, tasks and features.
To add to this in article there are interesting examples of this concept from his-
tory and from our modern time.

Keywords: self-advertisement; personality.

CamopekyiaMa — 3T0 OJ[MH U3 CAMBIX PACIIPOCTPAHEHHBIX U CAMBIX
JPEBHUX BUZOB PEKJIAMHOMU JEATEIBHOCTU. 3aZjaud cCaMOpeKIaMbl MO-
IyT GBITH Pa3IMYHBL 3aHUMAACh CAMOPEKIIAMOM, YEJIOBEK CTPEMUTCS:

1. BeimesuTeea B yCJIIOBUAX KOHKYDEHITUH, KOTZA BCE JIIOAU Olle-
HUBAIOTCA KaK PaBHEIE.

2. ITokasaTh cebs B HamboJIee BHITOAHOM CBETE, CO34AaTh JOCTOM-
HBIf 06pa3, TOHPaBUTHCA OKPYIKAIOLITIM.

3. IIpeacraButh cebs Kak desoBeKa, PABHOTO IO CTATYCy TEM, KTO
IOCTHT KaKOTro-JIn60 3HAYMMOTO ycIiexa 1, BO3MOXKHO, JaXKe SABJIAETCS
3aKOHOJIATE/IEM KaKOH-/T00 COMUATBHOM HOPMBI IIOBEZIEHNA.

Kemanne ceba BHIPA3UTh M MOKAa3aTh, KAK CIUTAIOT MHOTHE (hU-
JIOCO(BI U TICUXOJIOTH, 060CTPAETCA B MOIPOCTKOBOM U I0HOIIECKOM
BO3pacre. 3/1ech MMPOABJIEHUE TAaKOH MOTHBAIUH HAaub0JIee OUEBUHO
U YaCTO MPOSIBJIAETCSA B OTKPBITOH BHI3bIBAIOIIEH (hopMe, HampuMep,
B BHJI€ KaKUX-JTN00 COLUANIBHBIX JBIDKEHWH, MUKDPOKYJIBTYP (XuI-
IH, TAHKU, POKEPHI, PEUePHl U T. /.), TEHAESHIUN JeMOHCTPATHBHO-
IO [OBeJieHus (TaTy, NUPCUHT U T. A.). 9TO CBA3aHO C I|EJIBIM PAJOM
¢daxropos. IIpexze Bcero, MOJIOAEIE JIIOAN TAKHM 06pa3oM «pelia-
I0T» IICUXOJIOTUYIECKYIO IP06IeMy NOBBIIIEHNSI CBOETO COLMATIBHOTO
craryca. UM Hy»KHO IpPHBJIEKATh K cebe BHUMAHHE U IIyOJIMYHO ze-
MOHCTPHPOBAThH CBOHU YCIEXH, HEIIOBTOPHUMOCTD, HHIUBU/IYATIHbHOCTD
¥ HezaBucuMOCTh. IOHOIIECKHiT Bo3pacT, KpOME TOTO, CBSI3aH C pe3-
KuUM obocTpeHreM ¢aKTopa MOJIOBOTO BJIEUYEHUs, a 3TO 00s3aTeNhb-
HO TIPUBOJAUT K aKTHBU3AIMM MOTHBAIUM CAMOBEIpa)keHU (camMo-
PEKJIaMBI), KeJaHUs BBIJIEJIUTECS, IPUBJIEYL K ce0e BHUMAaHUE JINI]
MPOTHUBOIIOJIOXKHOTO ITOJIa. 34eCh CAMOPEKJIaMa OUEHb YaCTO MPOSB-
JISIeTCS B YPE3MEPHO arpecCHBHOM (OpMe U IPU STOM HE BCETZa CO-
BIIAJAET C «COAepKaHueM» [2].
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Ha moii B3], TOAXOASAIINIM NIPUMEPOM CaMOPEKIAMBI SIBJIAIOT-
¢ KOHKYPCHI KPacoThl. UTo co00ii MpeicTaB/IaI0T KOHKYPCH KPacOTHI,
Y IS 9€r0 OHM Hy»KHBI? VITak, KOHKyPC KPaCcOTBI — 9TO, IIPEK/e BCe-
I'0, COPEBHOBAHMNE, B KOTOPOM OIIPEZIE/IAETCA CAaMbIi KPaCHUBEIN ydacT-
HHK. 329aCTyI0 B TAKUX KOHKypCaX yJacTHHKaM,/mam Tpebyercsa mpo-
ABWTH PA3JINIHBIE TAJIAHTHI, HHTEJUIEKT HJIH OPATOPCKOE UCKYCCTBO.

Kak mracur ucTopusA, HEPBHIM «KOHKYPCOM KPacOThI» MU IIEPBBIM
MPHMEPOM CAMOPEKJIAMBI CTAJIO COCTs3aHue TPEX 6oruHb I'epsl, Adpu-
Hbl 1 AppoauTtsl. Cyapéii onu BeiGpasu ITapuca (4esroBeka), KOTOPBIi
¥ OT/IaJI TJIaBHBIH npu3 — f1610K0 u 3BaHue IIpekpacHeiimeit — APppo-
Jaute. IMEHHO ¢ 3TOTO M Hadajyiach TpostHCkas BoiiHa. COXpaHWINCH
KOCBEHHEIE TIOZITBEPKIEHMUSA TOTO, UTO B AApeBHE# Tpoe BRIOMpa ca-
MYI0 KPaCHBYIO JIeBYIIKy VinoHa. B KIOpHW BXOAWIN HEBIBI, CKYJIb-
MITOPBI, OPATOPBI ¥ BOMHEL

Hawubosee maBHUE JOKYMEHTAIBHO MOATBEPKAEHHBIE KOHKYPCHI
kpacoTs! npouutu B Kopunde B V Beke A0 H. 3., rae npaswi Kunesnuc,
KOTOPBIH yUpeAua IPa3JHUK B YecTh OoruHU 3emuin. Camas AOCTOII-
Has IpeTeHAEHTKa ObUIa HasBaHA HOCUTEJIbHHUIIEH 30s10Ta. I'pexam
HauMHaHHE IOHPAaBIWIOCH, TOAO0OHEIE KOHKYPCHI IIPOXOAMIK B TOPOZE
AdunsI, a 10C/IE — IIOCTOAHHO M IOBCEMECTHO. OCOGEHHO IOy ISIPHEI
OBLIIM TAKKE COCTA3AaHUA Ha ocTpoBe Jlecboc B Aretickom mMope [1].

C Tex TOp Takue «COPEBHOBAHUA KPACOTHI» IPOXOAAT BCE Uarmmie
¥ Jarie, B TOM YHCJIe U CPEAN HEMPOGhECCHOHATBHBIX MOJIENEH, B Ka-
Kux-mb0 y3KOHAmpaBJIeHHHBIX cdepax mearensHocTn. Hamprimep,
B HAIIM JHU HaOHUpaeT MOIyJIIPHOCTh KOHKYPC KPAacoThHI cpefu odu-
IUAHTOK, KOTOPHIi Ha3bIBaeTcs: « COBEPIIIEHCTBO BKYyCa ».

«CoOBepIIEeHCTBO BKyCa» Ha JAHHBII MOMEHT — 3TO YK€ MacIITad-
HBIU IIPOEKT, KOHKYPC KpPacoThl cpexu odunuantok Poccuu, Kazax-
craHa u PecryOinku Benapyces. HaunHasics OH ¢ pernoHaIBHOTO KOH-
Kypca KpacoTsl B MockBe (2012 r.), HoBocubupcke (2012 r.), 3aTemMm
B Caukr-IlerepOypre (2013 r.). B xoHKypce KpacoTsl «COBEpPIIEHCTBO
BKyCa» MOTYT IPHUHATH y9acTHe IIPeJICTaBUTEJILHUIBI IIPEKPACHOTO
moJia, ABJIAIOIIAECA COTPYAHUIIAMY PEeCTOPAHHOM WHAYCTpHHU: odu-
IUAHTKH, XOCTeC, GapMEHBI, a/IMUHUCTPATOPHI, YIIPABJIAIONTHE.

Muccua koHKypca — ¢GOpMHpPOBaHIE Y MOJIOAEXKH, paboTatomei
B cektope HoReCa, crpemsieHns X mpodeccHoHATU3My, SCTETHKE
u Ppusnuueckoii xpacore. OxHa U3 OCHOBHBIX IeJiel OpPraHU3AIUOHHO-
IO KOMHTETA KOHKYPCa — HeE TPOCTO MPUCBOUTH MOOEAUTEILHUIIE TH-
Tyn1 «Mucc CoBepreHcTBO BKyca», HO U obGecreuuTh €€ JanabHeilee
JIMYHOCTHOE Pa3BUTHE U NPOG)ECCHOHATBHBIN POCT. IMEHHO mO3TOMY
€ KaKZBIM TOZIOM >KeJIAIOIIUX yJaCTBOBATh B TAKOM KOHKypCe Bcé 60iIb-
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e u OoJIbIe, JEBYIIKH XOTAT CAaMOPEaJM30BaThCs, IOKa3aTh cebs,
CBOU BHEITHUE JIAaHHBIE W TPO(eCCHOHAIbHBIE HABHIKH, IIPOPEKJIaMH-
POBaB TeM CaMbIM cebs1, a 3a0HO U 3aBEACHHE, B KOTOPOM PaboTAaIoT.

KoHkypc KpacoThl — 3TO Takoil ke special event, kax u Bce
ocTaJibHbIE: KOHGEpPEHINH, CEMHUHAPEI, IPMAaPKH, BbICTABKH M T. [,
3TO0 BCé — MepOIpHUATHSA, criocobeTRYOMME (GOPMUPOBAHHIIO U TIOJ-
IEPKAHMAI0 MMHIKA, obecneumBaioiiue OOJIBIIYIO CTEIEHb OXBaTa
IIeJIEBOM ayAUTOPHH.

C TOUKH 3peHHs] COBPEMEHHOH IICMXOJIOTHM B OCHOBE BCEX pac-
CMaTPHUBAEMBIX HAMM JIeHCTBHI YeJI0BeKa 0 CAMOBBIPAXKEHUIO U Ca-
MopeKkJlaMe, KaK U B TJTyOOKOH JPEBHOCTH, JIEIKUT BCE Ta K€ COIH-
aJibHasg MOTHBAIlNA, OPHEHTHPOBAHHOCTh HA COIMMAJIbHBIE OIEHKH.
3Iech UMEIOT MECTO KeJIaHHue OBITh He XyXKe, WIH JaXKe JIydIne Ipy-
TUX JIIOfIEH, uecToM00ue, TINecIaBUe U 3aBUCTH, KOTOPYIO B COIIH-
AJIBHO-TICUXOJIOTHUECKOH HayKe HPUHATO HAa3bIBaTh «COIHAJIBHBIM
cpaBHEHHEM». JIIOAAM HpPaBHUTCA, YTO HA HUX O0OpAIalOT BHIMAaHUE,
U IO3TOMY OHM CTpeMATCcA K 3ToMy. CompajbHble MOTHBBI MOTYT
MPEOI0JIEBATh OMOJIOTMYECKHE: BOIIPEKH TOJIOAY H JKaxKIe, HaKe
MHCTHHKTY COXPaHEHHA, HHAVBH/ MOKET JIeliCTBOBAaTh B HHTEPECAX
IPYIIEI, €CJIN IOJIydaeT BBICOKYIO OIEHKY C €€ CTOPOHEI. BecoMblit
JIMYHBIA BKJIQJ{ B JKM3Hb OOIIMHBI 060paYMBAETCA BBICOKOH COIH-
aJIbHOM KOMIIETEHITHEH HHAUBUAA» [3].

Bce camble HesaObIiBaeMble M 0Oe3yMHBIE PEKOPABI, CyTh KO-
TOPBIX — caMoOpeKjlaMa, 3aHocATca B Kuury pekopzaoB I'mmHecca
U B JIpyTHE MOA00HBIE U3MAaHHUA, YTOOB! OCTABUTD JI/IS IOTOMKOB IIPH-
Mepsl nojipakaHusa. VIMEHHO IOSTOMY TaKOe IIOHSATHE, KaK «CaMo-
peksiama», OyZieT IpUCYTCTBOBATh B HallleM oDlecTBe Beeraa. Beap
3TO0 HEOTHhEMJIEMBbIi KOMIIOHEHT KH3HH JII000T0 UesoBeKa. Y KOro-
TO JKeJIaHHE CAMOBBIPAXKATHCA MMPOXOAUT C BO3PACTOM, Y KOTO-TO OHO
M3HAYAJIbHO ¢J1a00 BBHIPA’KEHO, a KTO-TO BCIO KHU3Hb TPATUT HA TO,
yT06BI MIOKA3BIBATh CEOSI, YAUBJIATh M OCTABATHCA B HAMATH JPYTHX
JIFOJIeH HAaJ0JIr0, a, BO3MOIKHO, M HABCETAA.
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Summary. In the article the basic features of advertisement are reflected
in Russia and abroad, and also a comparative analysis over of advertisement
practices of different countries is brought.

Keywords: dvertisement; advertisement practice; advertisement business;
features of advertisement practice.

Bcé uamie peksiaMa BMENIMBAETCS B KU3Hb Y€JIOBEKA, YIIPABJISAA
UM Ha CO3HATEJIBHOM U Oecco3HaTeIbHOM YPOBHAX. Peksama Garo-
JapsA CBOeH crocOGHOCTH BIMATH Ha 00pa3 >KU3HH, TECHO CBA3aHA
C IIPOLIECCOM Pa3BUTHA UEJI0BEUYECKOro obImecTBa U ero 3KOHOMUYe-
CKOH, COIIHAJIbHOM, IOJINTHYECKOMH, KYJIbTYPHOM JKH3HBIO.

ITo Mmepe ycwieHus NPOLECCOB IIO0AIN3anUKU W HHTErpaIi
Poccuu B MHPOBOE XO3fAHCTBO, 0COOYI0 3HAYMMOCTH IOCTEMEHHO
mpuobperaoT mpobsieMbl, CBA3AaHHBIE C HAMUOHAJIBHBIMU OCOOEH-
HOCTSIMH PETHOHAJIFHBIX DPHIHKOB. B 3THX YCJIOBUAX Cpeqy BaX-
HEHIMUX KOMIIETEHIMH (UPMBI, 00eCTIeIHBAIIUX €€ KOHKYpPEH-
TOCIIOCOOHOCTE, JOCTOMHOE MECTO 3aHuMaeT cdepa peKTaMHBIX
koMMyHuKanuii. IIpoBenéM CpaBHUTEJIBHBIM aHAMINW3 POCCHUICKOMH,
aMEpPUKAHCKOH U AMOHCKOH PEKJIAMHBIX MPAaKTHUK, KOTOPHIH MO3BO-
JINT BBISIBUTh UX OTJIMUUTEBHBIE CIIOCOOHOCTH.

B CIIIA pexksama BbIIONHAET (GYHKIIUIO CTUMYJIATOPAa 3KO-
HOMH4Yeckoro pocra. Merogpl mozauu pekinambl B CIIIA oueHb
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pa3HooOpa3ubl. IIoMHMO TpafMITUOHHEIX PpEKJIaMOHOCUTEJIEH,
JIeHCTByeT U COBEPIIEHCTBYETCA CHCTEMAa IOCTOSHHEBIX CBA3EH
¢ wineHToM. KoMnanus, ofHaAsl 3amoIyuuB noTpeburens, cra-
paeTcs ero yzepaTh KakK MOKHO JIOJIbIIE, UTO pa3BHBAET KaHAJ
KOMMYHUKAIH, TEPEHOCA PeKjiaMy Ha JApPYrodl ypoBeHBH 3a/iad
U ZIpYyTOi ypOBEHb Pa3BUTHA pekjIaMHOro GusHeca. ExxemHeBHO
1000 aMepHuKaHel[ cCHabaeTcA IOJHOW MHOpMAIUEH O CKHI-
KaxX, pacupojiaskaX, AEHCTBYIOIUX KYNOHAX, NMpHU3aX U JIOTEpe-
fIX, YTO MAET PEIFHYI0 BO3MOXHOCTH SKOHOMUH JIEHET M CO3AAET
OILLyIeHNE MOCTOAHHOU 3a00Thl. AMEPUKAHCKUE NPOU3BOLUTENN
OPUAYMBIBAIOT BCE HOBble M HOBble ()OPMEI IOBHIIIEHUS JIOSIb-
HOCTHU TIOTpeOUTEsEl K TOBapaM: CHCTEMA «PEKJIAMHBIX MaKETOB»,
CHCTEMA CKHUAOK, PO3BITPHIIH, PACIPOAAKU, PEKOMEHAAIUH JIIO-
OUMBIX aKTEPOB [1].

Oco6yio posb B aMEpPHUKAHCKON pekjiamMe WUTPaloT peKIaMHbIE
TEeKCThI. MIX MHOTO3HAYHOCTh CJIYXKHUT JJISi BBITIOJIHEHWS OJHOTO
U3 TJIaBHBIX TpeOoBaHUM, — Mepefayl MaKCUMaJIBHOTO KOJIHYe-
cTBa MHGOpMAaLMN HAa MHHHMAJIBHOM OTpe3Ke Tekcra. PeHOMeH
TpaHchopManyu 3HAUEHHS CJIOB — JOBOJIBHO PaCIPOCTPAaHEHHOE
SABJICHNE B PEKJIAMHBIX TEKCTaX, CONPOBOXK/AOINEE MPUEMBI SI3BI-
KOBOTO MAaHWITyJINPOBAHUS W Pa3HOOOGpa3HbIe CIIOCOOBI MCUXOJIO-
THYECKOr0 BO3AeHcTBHA Ha moTpeOutens. Ilozo6HBIE A3BIKOBBIE
OpUEMBl aKTUBUBHUPYIOT BHUMAHWE, J€JIal0T BOCIPHUATHE TEKCTOB
PEKJIAMHBIX COOOIIEHUI Jierde 3aMOMWHAIONUMUCI, OPUTHHAIIb-
HBIMH, HHTPUTYIOIUMU [2].

B pexsaMHBIX TEKCTaX MOKET IIPOUCXOAUTH OOBITPBIBAHNE Ha-
3BaHUU peKJIaMUPYEMEBIX TOBApOB U yciryr. Hampumep:

— Maybe she’s born with it. Maybe it’s Maybelline (pexsama xoc-
MeTrueckoi mpoaykmuu «Maybelline»).

CoBnaseHus 3ByKOBOIl (JOPMEI CJI0Ba B peKJIaMe CO3ZAI0T HEOZ-
HO3HAYHOCTh, YHUKAJILHOCTD PEKJIAMHOTO TEKCTa:

— Guinness is good for you (peksiama muBa «Guinness»).

Yto kacaercs aHasm3a OCOGEHHOCTEH ATIOHCKON pEKJIaMBI, TO
TYT CJeAyeT HAYMHATH C TOTO, YTO SAMOHIBI CKJIOHHBI IPHUHUMATH
obbsAcHeHNA cobeceJHUKA, HE 3aJjaBasg BOMPOCOB, T. €. B AIIOHCKOM
obIecTBe 3a/laBa€MbI€ UYEJIOBEKY BOIPOCHI MOTYT OBITH BOCHpU-
HATHI KaK HEOBEPHE K TOBOPAIEMY. DTa 0COOEHHOCTH KYJIBTYPHI
MPOSIBJISAETCS U B pekiaMe. SINOHCKYNEe KOMIAHUY AEJIAI0T OOJIbIINi
aKIeHT He Ha ToBape, a Ha mMujke xkommanun. Korma amomckas
KOMIIaHUS 3HAMEHWTA, ATMOHI[EI HE CTaBAT MO/ COMHEHNE €€ TOBaph
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¥ YCJIYTH U, COOTBETCTBEHHO, HE UyBCTBYIOT HEOOXOAUMOCTH 33/1aBaTh
BOIIPOCHI 00 UX Ka4eCTBeE.

Tax xe B cTpaHe dopmupyercsa 60s1ee 06bEKTHBHOE OTHONIEHNE
AMIOHIIEB K PEAJIbHOM XKU3HU, K CTOMMOCTH KH3HMY, IIeHEe TOBaPOB.
Taxum 06pa3oM, pacTyuiuii panMOHAIU3M IIPOHHUKAET U B TKaHb
pewiaMbl. DTO HNPOSABIAETCA W B HACTPOEHUM AINOHCKOX MOJIO-
néxu. Mosioable SAMOHCKHE HOTpebuTenn 0oJjiee OTKPHITHI BO3-
JMIeHCTBUIO 3amafiHOM KyJBTYPHl, YeM KOTZa-Tub0 paHbIle, UTO
MOXKET TIOBJINATh HAa HU3MEHEHWE BHIA W COJIEPXKAHUA PEKIaMBI.
ITogo6HOEe 06CTOATENHCTBO MOMKET MPHUBECTH K YBEJIWUEHUIO KO-
JIMUecTBa 3alajiHOil pekJiaMbl. BMecTe ¢ TeM, caMOOBITHOCTH
U Tay0oKas TPaJUIMOHHOCTb SIMOHCKOM KYJIBTYPHl TapaHTUPYET
SATIOHCKOH peKyIaMe, KOTOPas OTPAXKAET 3Ty KyJIBTYPY, BEIXKMBAHIE
U IMponBeTaHue [4].

Eciyiz cpaBHUTH MPOTHBOOOPCTBO ANOHCKOW U AMEPUKAHCKOH pe-
KJIaMFI, TO SIIOHCKHE PEKJIAMUCTHl PACCUIUTHIBAIOT HA KPATKOCPOU-
HO€e, HO CHJIbHOE BO3JIEHCTBUE PEKJIaMbI, B OTJIMYKME OT aMepUKaH-
[eB, KOTOpBIEe 0XKUAAI0T AJIUTEIFHOTO U IIOCTOAHHOTO BO3ZEHCTBYU.
CJioraHbl IPY PEKJIAMEPOBAHUH OZHOTO U TOTO XKe ToBapa B SlmoHnu
YacTo CMEHAIOT APYT ApyTa, a B CIIIA oHE co3zjaloTes Tak, YTOOBI CO-
XpaHATH AECTBEHHOCTh KaK MOXKHO JIOJIBIIIE.

PasButne pexsamMHOrO OmM3Heca B Poccuu cTajio BO3MOMKHBIM
Gyiaroiapsi HAaKOIJIEHHOMY OIBITY MUPOBHIX pekyamojiaresneii. On-
HAaKO Ha TPaHH 20—21 CTOJIETHIH NPOM3OILI0 PEKJIAMHOE TEpeHa-
CBIIEHNE PHIHKA. PacmpocTpaHseMble MIUUIMOHHBIMH THPaXKaMU
PeKJIaMHBIE TEKCTHI (POPMUPYIOT Y ayAUTOPUH NPEICTABIEHUS O XO-
POIIEM H IJIOXOM, BHEJIPSIOT OUEPEHbIE CTEPEOTHIIBI, 3aTPArHBAOT
ueansl, 0COOEHHO y IOApAacTaiomero nokosenus. CerogHs B pe-
KIaMe MBI 4acTO BHJUM CMech 0e3JyMHOTO KONMPOBAHHSA 3amaj-
HBIX pekyiaM, UH(OpMaIys B KOTOPBIX Uallle BCETO COKPALNAETCs,
ypesaercsa TeKCT U JJIUTEJbHOCTh PEKJIAMHOTO COODIeHus, TepaeT-
cf CMBICST PEKJIAMHOTO coobmmenud [3]. Bcé gaime MHOTHUMY MOTpe-
OuTesIAMM peKJiaMa paccMaTpUBAETCS KakK JocafHad ToMexa IpH
MPOCMOTPE TEJEBU3WOHHBIX MPOTPAaMM WU UYTEHWU Ta3eThl. JTO
03HAYAeT, UTO peKjlaMa IMPEBPAIIaeTcs B aHTHPEKIaMy, a TOTpebu-
TeJIb BCE MEHBINE OOpanaeT Ha He€é BHUMAHUE, T. K. IPUBHIK K HH-
¢opmanoHHOi1 meperpyske W BCE ualle UTHOPUPYET KOMMepuec-
KHe KOMMYHHUKanuu [5].

OcobGenHocTH peryiamMHOU mpaktuku B Poccum m 3a py6Gexom
Ipe/ICTABJIEHEI B TA0JINIIE HUXKE.
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OcoGeHHOCTH pEKJIaMHOM NpakTHKu B Poccrnu u 3a pybekom

XapakTepHBIE YEPTHI

poccuiickast

aMepUKaHCKast

ANIOHCKAaA

Pycckuii u aHTyIHICKI
A3BIK

AHTIMACKUH A3BIK

SInmoHCcKWil A3BIK

ITyGnmaHOe BRIpaKe-
HUe 5MOIUH

ITy6aHOE BRIpaXKe-
HUe 5MOIIME

Crep kuBaHVE IMOIMH
Ha Iy0JmnKe

OpueHTanus Ha Ipo-
necc

KomGuaIpOBaHue Mpo-
1ecca u pesyJibTaTa

OpueHTanus Ha pe-
BYJIBTAT

OpwueHTanusa Ha 00bI-
TpbIBaHKEe 00pa30B

OpuenTanus Ha OMOP

OpueHTanus Ha 06bI-
TpEIBaHKE 00pa30B

CrpemieHue K MHOTO-
CJIOBHIO

CrpemiieHne K MHOTO-
CJIOBHIO

CrpemieHne K KpaTKo-
CTH

BaxkHOCTh Kak pe4eBo-
T0, TaK ¥ HEPEYEBOT'0
obparieHus

BaxxnocTth peueBoro
o0mmenus

BaxnocTh HEpeUueBOTO
obmenns

VHTEpec k UCTOYHHKY
uHdopManyu

HHTepec k ToMy, 9TO
CKa3aHo

WHTEpec K NCTOUYHUKY
nadopManuu

Ceromus pexsiama B Poccrn — 5To yke mar Buepéf, 1axe 1o Cpas-
HEHUIO ¢ COBCEM HEIAaBHUM mponuisiM. Kak u jiio6oit mpormece, TeCHO
CBSI3aHHBIN ¢ YKOHOMHKOH, peKjaMa B Halllell CTpaHe Pas3sBUBAETCA
TEMU K€ MyTAMH, YTO U B Pa3BUTHIX CTPaHaX. B 3TOM ecTh ompeze-
JIEHHAs BUHA PeKJIaMoZaTesieli, He YUUTHIBAIOMINX 0cOOEHHOCTEH BOC-
MPUATHA POCCHHMCKOTO I'PAXKJAHMHA. YUHUTHIBATh 5TH 0COOGEHHOCTH —
¥ eCTh OCHOBHAA 337]a4a NPV PEIIEHNH CJIOKHBIX BOIIPOCOB PEKJIAMEL.
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PEKJIAMA AJIKOT'OJII I TABAKA B COBPEMEHHOI
POCCHMU: ICTOPUA, TEOPYA U ITPAKTUKA

M. B. BoapeHKO Cmyodenmxa,
Poccuiickuil 2ocyoapcmeeHHblil

mexHo02UMecKUll YyHUBepcumem

um. K. 3. ITuoaxoeckoeo,

duauan e 2. Cmynuro, Mockoackas obaacmy, Poccus

Summary. This article provides the theoretical aspects and specificity
advertising of alcohol and tobacco products, the major issues associated with
advertising this kind of goods.

Keywords: advertisement; tobacco goods; alcoholic products.

PexylamHoe obpairenvie IpeAcTaBisgeT coboil «a/ieMeHT peKIaMHOM
KOMMYHUKATIUY, SIBJISIONIHCSA HEOCPEACTBEHHBIM HOCUTENIEM HHEPOpP-
MAITMOHHOTO ¥ SMOIVOHAILHOTO BO3/IEHCTBHSA, OKA3BIBAEMOT0 KOMMYHI-
KaTopoM Ha NoJIydaTesid. ATo NocIaHue UMeeT KOHKPeTHYIO (GopMy U TI0-
CTyIaeT K aJjpecaTy C IOMOIIBI0 KOHKPETHOTO KaHaja KOMMYHUKAITA»
[4, c. 68]. OCHOBHBIMI KOMIIOHEHTAMH DEKJIAMHOTO OOpAIlleHus SBJISA-
I0TCS TEKCT, N300pakeHre U rpaduuecKie CUMBOJIBL. TH KOMIIOHEHTEI
MOTYT IPHUCYTCTBOBATH B PEKJIAME B PATHYHBIX (JOPMaX U KOMOHHAMIAX.

IIpodeccop IlcuxosoruyecKoro HHCTUTYTa Biopu6yprckoro yHH-
Bepcutetra T. KéHur emé B 1923 roay yTBep:KAaJl, 4YTO «TOProBas
perwiaMa ecTb He YTO MHOe, KaK IUIAHOMEDHOEe BO3JElCTBUE Ha ue-
JIOBEYECKYIO IICUXHKY B IIeJIAX BBHI3BATH BOJIEBYI0 TOTOBHOCTH KYIIUTH
pexyIaMupyeMEbIi ToBap» [2, c. 107].

Poccmiickiii crerpayvicT 1o mpobyieMaM IICHXOJIOTHH PeKJIaMbI
P. MoxkmianIeB B cBoel oneHKe ImpobsieMbl emé Gosiee KaTeropmudeH:
«Pexs1aMa B 11€JI0M — 3TO BOBCE He TOJIKO MHGPOPMAITHUsA, KAK 5TO MOXKET
MoKa3aTheA cHadasa. PekslamMa — 3TO MMEHHO IICHXOJIOTWYeCKOe ITPO-
rpaMMHpOBaHUe JItoAei. Tak K Hel M Hy?>KHO OTHOCUTBCA» [3, ¢. 42].

TabauHble UBENIVA U AIKOTOJIbHBIE HATTUTKU OTHOCATCS K CIIEIU-
¢hraeckotii rpymme ToBapoB. Hu 711 KOro He ceKper, 9TO Upe3MepHOe
yrorpe6ieHre aJIKOroJIA U KypeHHe CUrapeT IIPHYHHAIOT YPOH 3/10pO-
BbIO UesioBeKa. IloaToMy pexiaMa 1moz1o6HOM IPOAYKINH BO BCEX CPeZl-
CTBax MaccoBOH uH(pOpMAIUYU CTPOrO PeryIaMeHTHUPYETCS 3aKOHOZA-
TEJILCTBOM. I'OBOpUTH, UTO peKlamMa Tabaka M aJKOrosiA He BJMfAeT Ha
yBeJIMUeHNe MPOAYK AAHHOM MPOAYKIHY, Gy/ieT, KOHEUHO, HEIPaBIIb-
HO. Biusder, emgé kak Binser. Beb «pekyiaMa — IBUTATETh TOPTOBJIH».
ST a3bl PHIHOYHON SKOHOMUKHU Mbl BOCIPHUHSIIH €Ilé 0 MOSBJIEHUS
y Hac 3TOH caMoli pHIHOYHOM 5KOHOMUKHU. OJHAKO peKJIAMHAs TEOPUs
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B OoJtee TIIyOOKOM M3JI0KEHUH YTBEPKAAET, ITO PEKJIaMa JINIIb B 2,5 %
oIydaeB MOOY>KIaeT K COBEPIIECHUIO MPHOOpETeHUsA MPOAYKIMH TOTO
WIY WHOTO BHJIA, B OCTJILHOM K€ OHA JIUIIB ITO3BOJIAET OTAATH IPel-
IoUTeHNEe KaKOU-TH00 KOHKPETHOH Mapke 5TOH HpoAykiuu. T. e. pe-
KJIaMa B OCHOBHOM o0ecrmeunBaeT BEIOOp TOProBoil Mapku, OpeHsa Ta-
6avHOI MWIN AJIKOTOJIBHOM IIPOAYKIIUY, YBEJIMUHMBASA PHIHOYHYIO JOJIIO
pexsiamoziaTesisi B CBOEM PHIHOYHOM CETMEHTe, U JININb HE3HAYUTEIbHO
BJINSIET HA POCT CAMOTO PHIHKA, CyMMapHBIX OOBEMOB IIPOJAYKH.

Heixe TpeGoBaHisa K peKjiaMe aIKOTOJIbHOM K TAOAYHOM MPOAYKIHMN
YpE3BbIYAHO JKECTKHUE: HETb3s MMPUBJIEKATh K PEKJIaMe JIIOZIeH B GesThIx
XajIaTax, TMOMYJIAPHBIX JITIHOCTEH, JiIT 0 18 JIET B KAUECTBE MOJIEJIEH,
HEJTB34 JIEMOHCTPHPOBATH CAM TIPOIIECC PACIIATHS WK KyPEHUs 1 PACIIH-
CHIBATH ET0 TIOJIOXKUTEJIHHBIE CTOPOHEI U T. /I, Tak UTO TOBOPUTH O HPHBIIE-
YeHHUY PEKJIAMHBIME 00pa3aMi HEOIIBITHOM U HEUCKYIIEHHON MOJIOZEXKH
K KyPEHHUIO M PACIUTHIO CIIUPTHBIX HAITUTKOB IIPOCTO HEKOPPEKTHO.

KonTtposiem 32 BceMu BUZlaMU HEHAJUIEKALEN PEKIaMbl 3aHIMa-
erca PepepabHas AHTUMOHONONBHAA cIyk6a PO (PAC). A npasmria
PeKIaMbl U CIUCOK OTPAHWYEHWI HA peKxyiaMy B Poccuu 3aKperuieHbl
B DesrepasibHOM 3aKOHE O PEKJIaMe.

Pexsiama ankoroyIbHOM MPOAYKIWH, HAIPUMED, He JI0JDKHA COZlep-
JKaTh yTBEPIK/IEHHE O TOM, YTO yIIOTPebIIeHre aIKOTOIBHOM IPOAYKITHI
VMeeT BaXKHOE 3HAUEHUE JIJIs IOCTHKEHNA 00IeCTBEHHOTO MPU3HAHYS,
mpodecCHOHATBHOTO, CIIOPTUBHOTO WJIH JIMIHOTO YeIiexa JIM00 crocos-
CTBYET YJIyUINEHUI0 (PU3NIECKOTO WJIH SMOITMOHAJIBHOTO COCTOSHUS.
Heo6xo1uMbIM yCJIOBHEM B TPeOOBaHUEM IPU PEKJIAMHUPOBAHUH aJI-
KOTOJIbHBIX HANUTKOB SIBJIIETCS HAJIMUNE MPEAYNPEXKACHUI O BpeAe
VX YPE3MEPHOr0 MNOTpelyieHNs, IPUIEM TAKOMY NPEAYNPEXKACHUIO
JOJDKHO OBITH OTBEAEHO He MeHee UYeM 10% peKIaMHOM IUIOIaZu
(mpoctpasnctea) (4. 3 cr. 21) [1].

ITo nozgcuéram PBK daily, mewarssie u anexrponnsie CMU morepsi-
0T IIOPAJKA 2 MIIPZ, PyO., THIKUBINKNCH PEK/IAMBI &JIKOTOJISI U CUTapeT.

12 HOA6pA 2012 rofa B 12:00 II0 MOCKOBCKOMY BpPEMEHH IIPOILIA
Bcepoccutickan axkuns B MOAZEPIKKY aHTUTa0aYHOTO 3aKoHA. B cBoEM
BUZIE0-00pAIEHNN B MOJJIEPKKY aHTUTaGAYHOTO 3aKOHOTIPpoeKTa MuH3-
JlpaBa TIpe/ice/iaTeslb MpaBUTeIbcTBa JIMuTrpuii MemBeneB ocoboe MeCTo
VeI 3aNpeTy pekIaMbl TabauHbIX mazestui. « Hy>kHo He TO/BKO 3a-
TIPETUTD KypEHHe B 00IECTBEHHBIX MECTAX 1 MPOAAXKY CHTAPET HA KaXK-
JIOM YTJIy, HO U TIOJTHOCTBIO 3AIPETUTH pekIaMy Tabaka», — 3asSBWJI OH.

B HacTOAmMMIT MOMEHT PEKJIAMA CUTAPET U KyPUTEIbHBIX IPUHA-
JIEXKHOCTEH yrKe 3ampeleHa Ha Pafiio U TEJIEBHUIEHUY, a TaKKe Ha
TPAHCIIOPTHHIX CPEACTBAX U B HAPYKHOU peksame. B mewaraerx CMU
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u HTepHeTe OHA /IOMyCKaeTcsA ¢ HEKOTOPHIMU OTOBOPKAMMU: HEJIb3s
pasMemarh pexaMy TabauHBIX UBJEMUil Ha 00JI0KKaX JKypPHAIOB
¥ IEePBOI1 U mocseHell 0I0cax ras3eT, KpoMe TOro, 3anpemnaeTcs ue-
MOJI30BAaTh M300paKEHNs HECOBEPUICHHOJIETHUX, a TAKKe JIEMOH-
CTpHUPOBATh MO3UTUBHEIHN 3¢ deKT OT KypeHus.

s 60pe6BI co 3710M Bee cpencTea xopor. Ho ecn cpesicrea He-
ngocratouto 3ddexruBHbr? Boprba ¢ IIPOM3BOACTBOM AJIKOI0JIs He HaéT
OKHIAEMBIX Pe3YJIbTATOB (BCIIOMHUTE XOTA ObI «cyxoii 3akoH» B CIIIA
B 30-X TOfiaXx MPONUIOTO BeKA WIN IIeJaJIbHO W3BECTHYI0 AHTUAJIKO-
rospHyI0 kavmauuio B CCCP B 80-x). Orpanutenye yrnoTpeGieHus aj-
KOTOJThHOM ¥ TabauHOIl MPOAYKIWH y HAC ceifuac XOTS M TMPOIHCAHO
3aKOHOZIATEJIHHO, HO MOKA He 00A3aTesIbHO [yl MCHoMHeHnsa (BOT rae
JIeHCTBUTE/ILHO IPOABJIAETCA Hama oTcranocTs!). Bopsba ¢ mpoasmxke-
HHUEM aJIKOTOJILHOM M TaOawHOM MPOIYKITHH caMa II0 cebe TakikKe MaJjio-
addexTHBHA, €cu He OyAeT COMPOBOXKIATHCA OOIMEHAIIOHAIBHOM CO-
[OUATHHOU KaMIIaHUEH IIPOTHB KyPEHUA 1 AJIKOTOJIN3Ma U MPOMATaHA0H
MPECTYDKHOCTH 37I0POBOTO 00pa3a yKU3HU BO BCEX CJIOAX OOIIECTBA.
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CTPATEI'MHA MHTEP/IMHI'BAJIBHOTI'O IIEPEBOJA
PEKJIAMHBIX C/JIOTAHOB: BA3OBBIE IIOAXO0/AbI
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Summary. This article highlights the translation problems within the ad-
vertising discourse, namely the appropriate ways of translating advertising slo-
gans. Two basic strategies of translation and adaptation are considered.

Keywords: slogan; translation strategy; translation proper; adaptation.

I'nobanpHEble TEHAEHIWH K UWHTETPANMN B MEXKAYHAPOIHOE
KyJIbTyPHOE ¥ 5KOHOMHYECKOE IIPOCTPAHCTBO AKTHUBHU3HUPYIOT IIO-
TPeGHOCTh HHAYCTPUAIBHEIX THUTAHTOB B aJIeKBATHOM IIEPEBOZE
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U aJlaliTallii CBOUX PEKJIAMHBIX KaMITAHWH K JIOKQJIBHBIM PBIHKaM
cObITa, YTO COZEHCTBOBAIO OBl MUHUMH3ALNH AeBUALIUN KOMMYHH-
KATUBHOTO BJIMSAHUSA TEKCTOB PEKJIAMbl HA PEIUINEHTOB.

IIpu mepeBofie TEKCTOB Pa3jIMYHBIX KAHPOB YUETY MOZJIEXKAT
BCE KPUTEPUH TEKCTYAJIBHOCTH, B YACTHOCTH — KPUTEPHUI KOTEPEHT-
HocTH TekcTa opuruHaia (TO) u tekcra nmepesoga (TII), mpoABiaio-
IIErocs [IPYU CONOCTABIEHUH KOHIENTyaIbHOTO HATIOJTHEHUS UX IJIy-
OUHHBIX CTPYKTYP.

JIMHrBHCTHYECKAs MPUPOZA KOHIENTA MpeZnoiaraetT Bepbasiu-
3aIUI0, HAIMYNe IUIaHa BhIPa’KeHHA U er0 3HAYKMMOCTh JJIS A3bIKO-
BOI'0 KOJUIEKTHBA B IIporiecce HHPOPMAMOHHOro obmeHa [4, c. 175].
Bompochl coxpaHeHua riyonHHON cTpykTyphl TO HaxozaTca B He-
Pa3phIBHOM CBA3M ¢ mpobyieMaMu mepefiayil KOHIENTYIBHOTO «II0-
CBUIa» aBTOPa PEKJIAMHOT'0 COOOIIEeHMA.

ITpoaHanu3upOBaHHEIH HAMH KOPILYC AHIVIOA3BIYHEIX PEKJIaM-
HBIX CJIOTAHOB M WX PYCCKOSIBBIYHBIX TEPEBOJIOB MO3BOJISIET TOBO-
PUTh O JIOMUHAHTHBIX TO3UMHUAX OCIOBHOTO U TPaHCHOPMAIHOH-
HOTO [IEPEBOAA B MPOLECCE «MHTEPHAIMOHATIN3AIUN» CJIOTAHOB.

CrpaTerus JOCJIOBHOTO IIEPEBOZA MOXKET OKa3aThCA JelCTBEH-
HONH B CJyyae MPOCTBIX MAJOKOMIOHEHTHBIX CHHTaKCHUUECKHUX
CTPYKTYp, Hanpumep: Taste the rainbow — ITonpobyil padyay (pek-
nama koH(pert Skittles).

B KOrHHTHBHOM IUIaHE OOBEKT PEKJIAMBI yHOAO06/IAETCA pagyre
(Skittles — rainbow), uTro ABISETCA APKUM NPUMEPOM <«BHYTPEH-
Heli» JBOIHOI MeTadophl: MO CXOACTBY C IIBETOM (BHU3YyaJIbHBIN aT-
TpaKTUBHEIA ¢akTop) u mo dyHknnu (koHPeTH, Kak U paayra, pea-
JIN3YIOT FeIOHUCTHIYECKUI 3(PPEKT).

Pazuoro pozma TpanchopManuu MOBEPXHOCTHOH CTPYKTYphl TO
B IIEPEBO/IE IPU3BAHEI 00ECTIEUUBATE OOIHOCTD PETYIATHBHOTO BO3-
netictua TO u TII, a Takke UX CEMaHTHUKO-CTPYKTYPHYIO GJIM30CTb.
C Takpux DO3HMUMH TpaHCGOPMAIMU PACCMATPHUBAIOTCA KaK OTCTY-
IJIEHHWE OT CTPYKTYPHOTO M CEMAHTHYECKOTO MAPAJIIETU3Ma MEXKIY
VCXOTHBIM U IIEPEBOAHBIM TEKCTOM B IOJIB3Y UX PABHOIEHHOCTH
B IJIaHE Bo3zelicTBuA [3, c. 27].

Taxk, npu nepesoge ciorana Gillette. «The best a man can get —
Gillette». «/Iyuwe 01 MYXCHUHBL Hem» cobJTioaeTcs (hakTop Kore-
peuTHOCcTH (akTyanusanusa konnentoB KAUECTBO u MY>KUMHA:
the best — aywwuii, a man — myscuuxa). Ciriegyer OTMETUTH, 4TO TO
mpefCcTaBisieT coboil yTBepAUTENbHOE IIPEeJIOKEHNE, B TO BpEMs
kak B TII o0HapyXuBaeTcs MPUBJICUEHNE CTPATETHH aHTOHUMUYE-
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CKOTO TiepeBosia. IIpuéM HeraTHBAIUU CIIOCOGCTBYET (DOKYCHPOBKE
BHUMAaHUA HA MPENMYILECTBAX M YHUKAJIBHOCTH PEKJIaMIPyeMOro
mpozaykra. Kpome Toro, nepcya3smBHOCTH peKJIaMEI CIIOCOGCTBYET CO-
xparenue pudms (Gillette / get u Gillette / Hem).

BripoueM, ocylnecTBIeHNE WHTEPJIUHTBAJIBHOTO TEPEBO/Ia pe-
KJIAMHBIX CJIOT2HOB HE BCETZ|a OKa3BIBAETCH AOCTATOYHBIM. 3HAUH-
TEJbHBIM HAyJYHBEIH WHTEpeC IIPeJCTaBjseT mpobyieMa afanTariin
PEKJIAMHOTO TEKCTa K KOHKPETHOMY KYyJbTYPHOMY NPOCTPAHCTBY,
a Takxe HeoOXOMMOCTh BEHISIBJIEHUS €T0 CONHMOKYJIHTYPHOTO, BEp-
GaJIbHO-TE€HAEPHOTO U MPArMaTUYECKOTO ACIEKTOB B UX KOPPEJIALUN
¥ B3aMMOJeHcTBHH [2, c. 159].

JlocTHKeHME aJIEKBATHOCTH TIEPEBOJA TIPE/III0JIaTaeT yIET MCH-
XOJIOTUYECKHX, COMHUOKYJIHTYPHBIX COCTaBJISAIONIUNX PEKJIaMHOTO
TEKCTa, OCMBICJIEHHE HAI[MOHAJIBHO-MEHTAJILHOTO CBOeOOpasus II0-
TEHI[UAJIFHOTO KPyTra PELMIINEHTOB, T. €. 00beKTUBHUPYET IpobiieMy
TepeBOTIECKOM a/IanTaIlUM.

JIBYA3BIUHYI0 KOMMYHHKAIMIO MOXKHO CUMTATh YCHENIHOM, eclu
mepeBeIEHHBIN TEKCT OKa3bIBae€T PABHONEHHOE BJINSIHIE Ha PELUITH-
eutoB TO u TII. Ilpu mepeBojie PEKJIAMHBIX COOOIIEHHI IPHOPUTET-
HOE 3HAYeHHWe UMeeT UMEHHO KOMMYHUKATUBHBIN NepeBO, a He K-
BUBQJIEHTHBIHN, TO €CTh MEPEBOJ PEKJIAMHBIX TEKCTOB OCHOBBIBAETCSA
Ha (QYHKIIMOHAJIBHO-TIPAaTMaTHIECKOH aIeKBaTHOCTH [1, c. 34], Tpe-
Oyroleli, mpexzae BCero, He IOJIHOTO U TOYHOTO BOCIPOM3BEJEHUSA
COZIEPKAHUA U CTUIUCTUUECKUX OCOGEHHOCTEN TeKcTa OpMUTrHHAa,
a ImepeJiauyyl €ro OCHOBHOM KOMMYHUKATUBHON (PYHKITUMU,

B cBA3M C BBILIIECKa3aHHBIM Ba)XHO YMOMSHYTH O YaCTOTHO-
cTu MoauGUKANUH KOHIENTYyaJIbHOTO HANOJHEHWSA B IVIyOHHHOM
CTPYKTYpe TEeKCTa TIepEeBOZA C IEJBbI0 €ro JAJThHEHINEero ajexkBaT-
HOTO BOCIPUATHSA TEJEBO TPYNIIOi penunueHToB. PejleBaHTHBIM
B 5TOM OTHOILIEHHU SIBJIAETCSA IEPEBOJ-afaNTanus CJIOTaHa OpeHAa
Mr. Clean: «Mr. Clean will clean your whole house and everything
that’s in it» — «C Mucmep IIponep e8eceneil, 8 O0ome HuUCMO
8 dea pasa bvicmpell».

dopmasbHOH ajamTamuert, Opocaromieiics B TIJla3a, SBJIA-
eTcsi CMeHa fA3BIKOBOTO YPOBHA Iepefaud 5BQOHHM MOCpEA-
CTBOM KOMIEHCAIIUH JieKcuueckoro moBTopa («Mr. Clean will
clean») upmémom amnurtepanmu (Mucmep IIponep). Kpome
TOTO, 3aIOMHUHAEMOCTH CJIOTAaHA CIOCOOCTBYeT NMpUéM PUGDMOBKH
(eeceneil — 6bicmpeil).
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B cMBICTOBOM IIIaHE TIPH COXpPAaHEHWUM BepOaJbHON akTy-
ammzanuu kounenta YUCTOTA B oboux tekcrax (clean — wuu-
€cmo), TPOW3BOAHBIA CJIOTAaH AKIEHTHUpPyeT BHMMaHHE Ha KBaH-
TUTATUBHO—KBAJIUTATUBHEIX TMOKasareynax (uwucmo e dea pasa
b6bicmpetl) 1 0GHEKTUBUPYET CMEIEHNE KOHIENTYAJIBHBIX aKIIEHTOB
OT YHHUBEPCAJIBHOCTH U Pe3yJIbTATUBHOCTH YOOPKH K Hee YIpOIIe-
HHSL CAaMOT0 IIpoIiecca.

He mpuberasa x 3HAYNUTENBHONH MOAUMUKAIUU KOHIENTOB, Tie-
peBoAvYecKas afalTanus MOXKeT OBITh peajif30BaHa C IHOMOIIBIO
mpuémMa KOMIIEHCALUH, Kak, HanpuMep, B nape: «The Coke Side of
Life» — «Bce 6ydem Coca—Cola». OpuUruHaJI CJIOraHa COAEPIKHT
JLTIO3WI0 K M3BECTHOM aMepuKaHCKoi mecHe «Keep on the Sunny
Side of Life»» xak mpojylieHTa TPUATHBIX W MO3UTHBHBIX DMOITHIHA.
ABTOp CJIOTaHA ACCONUHUPYET B MOACO3HAHHU PEIHUIMEHTA IO3MU-
THBHBIA >KA3HEHHBIH HacTpoii ¢ HamutkoM Coca—Cola. B kaue-
CTBe TMpUEMA PYCCKOA3BIYHON afamTalliyd WCIIOJIL3YETCA OTCHLIKA
K YCTOHYMBOMY OOMXOJHOMY BBIDQXKEHHIO «Bcé 6ydem xopouwio».
IIpu sTom HabmomaeTcss momo6Has opuruHaity cyocruryius (Coca—
Cola — xopowo), obecrieunBaioman JOCTHHKEHUE KETAEMOTO KOM-
MyHUKaTUBHOTO 3¢ddekxTa.

Takum o0pa3oM, TpPaHCAANUA MAaHUOYJIATUBHOTO BO3MAEH-
CTBHUS PEKJIAMHOTO COOOINEHHA JOCTHTAETCS IIOCPEICTBOM IIEpe-
BOAUYECKHX crTpareruii. K IparMaTudeckoil agamrTanuu obpaia-
I0TCSI B TOM CJIydae, KOT/la COOCTBEHHO TIEPEBOJ, HE B COCTOSHUM
B TIOJIHOH Mepe Y/OBJIETBOPUTH KOMMYHUKATUBHBIE TpeOOBaHHUSA
HMCXOZHOI'0 PEKJIAMHOIO IPOAYKTA.
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300HMNMBbI B UTHOOPMAITMOHHO-PEKJIAMHBIX
TEKCTAX

T. A. TyprynraeBa Kanoudam gunonozuveckux Hayx,
Tapasckuii

UHHOBAYUOHHO-2YMAHUMAPHDLIL YHUSEpCUMmen,

2. Tapas, Kazaxcman

Summary. This article observes Kazakh culture bound words and ways of
their translating into international English and Russian languages. The author
considers that researching of the informational-advertising texts helps to study
the needs or reasons of the “consumers” and satisfy their requirements for con-
tributing the accomplishment of intercultural communication.

Keywords: the informational-advertising texts; intercultural communica-
tion; Kazakh culture bound words.

ITo MHEHHMIO COBPEMEHHEIX YUYEHBIX 300HUMBI IPEICTABIIAIOT CO-
60i1 BecbMa GJ1arofaTHRI MaTepHas IJIf aHAJIM3a C MO3UIUNU 00H-
JNA KOHHOTATUBHBIX 3HAYEHUI, TaK KAaK NPAKTUYECKH KaXKIBIH
300HUM 00JiazilaeT, KpOM€ OCHOBHOTO HOMHHATHBHOTO 3HAUYEHUS,
3MOITMOHAJIFHO-OIEHOYHBIM KOMIIOHEHTOM, JIEXKAIIMM B OCHOBE
MeTadOpHUYECKOro IEpeHoca W BTOPHUUHOM HoMuHamuu. «OcobeH-
HOCTH, CBA3aHHBIE C KOHHOTATUBHBIMY 3HAUEHUSMYU TeX WJIN WHBIX
300MOpGU3MOB, CBA3aHBI C HAIMOHAJIBLHBIM MEHTAJIMTETOM HOCH-
TeyieH SI3BIKOB, C HAIMOHAJBHO-A3BIKOBON KapTHHOI MHpa, COMEep-
skamieit tHpopManuio 00 YCTONYMBHIX B JAHHOH HAI[MOHAJIHHOMN
TPAAUIUA ACCOIMUAIMUAX, BHIBBIBAEMBIX B KOJUIEKTUBHOM S3BIKO-
BOM CO3HAaHHUM PAa3JIUYHBIMHA HAWMEHOBAHUSAMH JXUBOTHBIX» [3].
TToaTOMYy Tak Ba’kKHO IPOCJEAUTH, KaK MEPEHAIOTCS MPH TIEPEBOAE
MHGOPMAITHOHHO-PEKIIAMHBIX TEKCTOB HA PYCCKHU WM aHTJIMICKUM
A3BIKH 300HUMEI, O003HAYAIOIINE KUBOTHBIX, HACEJAIOIIHUX TEP-
puropuio Kazaxcrana.

IIpucymas MHOTMM HapoziaM ApeBHeimas ¢opMa MEINUIEHNUA,
Gasupyomasca Ha aHuMmu3sMe (0T JiaT. animda, animus — <«ZIyma»,
«IIyX») — Bepa B CyIIECTBOBAHUE AYIIH H AyXOB, BEpa B OLYIIEBJIEH-
HOCTH BCEH IIPUPOAEI), B OCHOBHOM, HAXOJUT CBOE OTPAKEHUE B 30-
oHUMHUecKOM ¢oHJie s3bIka. A, cyiaM MpOCIeKUBAET TIIyOMHHBIE
CTPYKTYPHl TIO3HAHWSA, 3aKOAUPOBAaHHBIE B TPyHIe (Hpa3eosoru3-
MOB Ka3aXCKOTO SI3BIKA, BKJIIOUAIOIMHUX 300HUMEI [2]. B cmiy rma-
BEHCTBYIOIIEH POJIM CKOTOBOJICTBA B KM3HHU M HKOHOMHUKE Ka3aXOB
OHU fABJIAIOTCA AKTUBHBIMH 00pa3aMi B OTPLKEHWW MHOTHX ¢par-
MEHTOB JEHCTBUTEIBHOCTH. KpoMe TOro, OHU XapaKTEpU3YHITCA
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HaIMOHAJBHOMN crenuduKoil Mpu mepeBo/ie Ha APYTHE A3BIKH, OCO-
GEHHO Te, KOTOPBIE ABJISAIOTCA HEOTHEMJIEMBIM KOMIIOHEHTOM KYJIb-
TYP, OTJIMYHBIX OT KyJITYPHI Ka3axCKOTo 3THoca. [103TOMy 0coGeH-
HO HUHTEPECHO MPOCJIESUTH, KaK IEPEAAIOTCA 300HUMBI Ka3aXCKOT'O
A3BIKA IPU nepeBozie HHGOPMAMOHHO-PEKIAMHBIX TEKCTOB Ha pyc-
CKUI M aHTJINHCKUI A3BIKHU.

Ba)xHO OCTaHOBUTH BHHMAaHNE HA MEPEBOAAX OTAENbHBIX ¢par-
MEeHTOB MH(OPMAIMOHHO-PEKIIAMHEIX TEKCTOB, IJieé MOAUGMUKAIA
TEKCTOB BBI3HIBAET 3JIMMUHALINIO HEKOTOPHIX JIMHTBOKYJIBTYPEM-30-
OHMMOB. VIHTEpeCHEIH MpUMep TpesCcTaBiAeT coboil mepeBoy cie-
aylomero ¢parmenTa: «OHOa icailblabin JdypeeH may ewixiaep,
oyxaaap, man-may b6ackan myiieaep xcane dxcabaiibt ardapovl
Ke2eH canvin yilpemin jcamxaH kepinicmep commi wbikkan» [1]. —
«OHU He MOAbKO X00UNU HA 0XOMY, HO U NPUPYHAAU MAKUX HCU-
eommblx, Kak Ovbixu, Aowadu u apxaput» [1]. Kak Buaum, npu
mepeBoZie Ha DYCCKHI A3BIK eAMHHIBI ewkinep (ko3wt), Oykxanap
(6vixu), myitenep (eepbai00vt) Oblin IepefaHBI Kak OblKu, A0ula-
OJu u apxapvl. B BapuaHTe IIEPEBOJIAa HA AHIJIMMCKHI SA3BIK JaH-
Hble 300HUMEI OTCYTCTBYIOT, T.€. [AAHHEIE JIMHTBOKYJIBTYPEMEL
[OJIBEPTHYTHI 3JIUMUHAIAY.

B npepoxennn «Kibex sconvimen dPepzananoly «kvl3y KaHobL»
apsbimMakmapst, apab caileyaikmepi, myileaep meu niadep,
myilismymecaxmap meH apslcmadoap, eaikmep, kapusbizaaap
MeH Kbipanodap, mayslcmap mMeH momslkycmap, myilekyc ma ca-
muLibin dcammbut» [1]. — «ITo Illénaxosomy nymu eeau u ee3au Ha
npooaxcy «NOMOKPOBHBIX» KOHell PepeaHbl, apabekux U muc-
cuilickux cxakyHos, 6ep6.a10008 U C/10H08, HOCOPO208 U N1b808,
2enapdoé u 2aseaeil, acmMpe608 U COK0OA0B, NAGAUHOS, NO-
nyzaes u cmpaycoe» [1]. — «Camels and elephants, rhinoceros,
and lions, cheetans and gazelles, hawks and falkons, peacocks
and ostrichs, «sweet-bloody» horses of Fergana, Arabic and
Missiisk race-horses were brought and sold on Silky Road» [1]
JIMHTBOKYJIBTypeMa apebimax, (apramax, IOPOAMCTBIH KOHB) Iepe-
Jaercs ¢ TIOMOIIbI0 mepudpashl «NOMOKPOBHbIE» KOHU 8 PYCCKOM
mepeBozie U “sweet-bloody” horses e aHT/IMiiCKOM BapuaHTe. 30-
oHUM enik (KOcyJifA) MEPEBOAUTCA KaK 2a3elb 8 TEKCTE HA PYCCKOM
A3bIKe W Kak gazell 6 anrmuiickom Tekcre. IloxGop sKBUBajeHTa
MOKHO BUJIETh NPU COMOCTABJIEHUM OPUTHHAJIA U TEePeBOJia JIMHT-
BOKYJIETYpeM myile — e8epb10d — camel, kapwwiza — sacmpeb —
hawk, xvpan 1) Gepkyr, 2) opén, 3)cokon) — coxon — falkon.
VHTepecHO, YTO B MOCIEAHEM IIPHMEPE IIPOMCXOJUT CyXKeHHe
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IOJIMCEMAHTA Ka3aXCKOTO A3bIKA Kb{PAH MPH MePeBOjie HA PYCCKHH
Y aHTJIUHCKUH A3BIKH.

Kak BHHO U3 BHINNIEYKA3aHHBIX IIPHMEPOB, 300HUMBI Ka3aXCKO-
TO A3bIKAa TIPHU II€PEBOJIe Ha PYCCKHH M aHTVIMHCKUH A3BIKH dYalle
SJIMMUHUPYIOTCA, TaKXKe HEPEeAKO HCIOoJIb3yeTcA cmocob mombGopa
SKBUBaJIEHTA.
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ILnan MeXaAyHapOAHBIX KOH(epeHInil, IPOBOAUMBIX By3aMU
Poccun, AzepGaiinxana, Apmennn, Besiopycenn, Bosrapum,
Hpana, Kazaxcrana, Iloasin, Y36eKHCTaHa, YKPaAMHbBI
u Yexuu Ha 6aze Védecko vydavatelské centrum
«Sociosféra-CZ» (Ilpara) B 2014 roay

10—11 ceHTAOGDPs 2014 T.
V MexayHapoAHas HayqHO-IIpaKTHJIecKas KoH(pepeHus
«IIpoGiaemsbl coBpeMeHHOTO 00pazoBanua» (K-09.10.14)

15—16 ceHTAOPS 2014 T.
IV MexayHaposiHasa HayqHO-TIpakTUdecKas KOHpepeHua
«HoBbIe mOAX0ABI B 9KOHOMUKE U ynpasjieHum» (K-09.15.14)

17—18 ceHTAGPa 2014 T.

MexpayHapoHass HayqHO-TIpaKTHUYeCKasi KOHPepeHIus
«CoBpemeHHBIe (pmrocodckue mapagurmMmel: B3anMOAeli-
CTBHE TPAJHIUI 1 HHHOBAIHOHHBIE Moaxoas» (K-09.17.14)

20—21 ceHTAGPA 2014 T.

IV mexxpyHapopHas HaydHO-IIPaKTH4ecKas KOHpepeHIusa
«TpaguIinoOHHAA ¥ COBpEMEeHHAaa KyJbTypa: MCTOPUSA, aKTy-
aJbHOE MOJIOKeHHe, epcneKTUBbI» (K-09.20.14)

25—26 CeHTAOpS 2014 T.
IT mexayHapoiHAasA HAyIHO-TIpaKTUYecKas KoHbepeHIus
«IIpoGaemsbl cranoBIeHna npodeccuonata» (K-09. 25.14)

28-29 ceHTAOpA 2014 T.

IT mexxmyHapoaHasa HayIHO-IIPaKTUUECKasa KOH(epeHIusa
«ITHOKYJIBTYPHAA HACHTUYHOCTDh KaK CTPAaTErMdecKHuii pecypc
CaAMOCO3HAHNA O0IIECTBA B YCIOBHMAX IVIO0AM3AII»
(K-09.28.14)

1—2 OKTAOpA 2014 T.

IV MexayHaposiHasa HayqHO-TIpakTUdecKkas KOHpepeHua
«IHOCTpaHHBIH A3BIK B CHCTEME CPEAHEr0 M BBICIIETro 00-
pasoBaaua» (K-10.01.14)
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5—6 OKTAOpS 2014 T.

V MexyHapoAHasi HaydHO-IIpaKTHUecKas KoH(pepeHus

«CeMBbfl B KOHTEKCTE IeJaroruaeckux, NCUX0J0rHIeCKnX 1
COITHMOJIOTHYIECKHX uccaexoBanuin» (K-10.05.14)

10—11 OKTAOpSA 2014 T.

MexayHapoaHas HayIHO-IIPAKTHIECKAsa KOHPEpeHIys
«AKTyaJIbHBbIE IIPOGIEMBI CBA3EH ¢ OGIIECTBEHHOCTHIO»
(K-10.10.14)

12—13 OKTAOPA 2014 T.

MexpayHapoiHasi HayYHO-TIPaKTIIecKas KOHPepeHIus
«rdopmaTH3ania BEICIIET0 00Pa30BaHNUA: COBPEMEHHOE
COCTOSIHUE ¥ MEPCIEKTUBHI pasButum» (K-10.12.14)

13—14 OKTAOpS 2014 T.

MexxayHapoaHas HayqHO-IIPAKTHUIECKasa KOH(MEPeHIs

«Ie/m1, 3a5aun ¥ HEHHOCTU BOCIIUTAHNA B COBPEMEHHBIX yCJI0-
Buax» (K-10.13.14)

15—16 OKTAGPA 2014 T.

IV MexayHaposiHas HayqHO-IIpakTU4deckas KOHpepeHnug
«/ITYHOCTH, 00MIECTBO, TOCYAAPCTBO, IIPABO.

IIpo6GemMsbI cOOTHOIMEHUA U B3aumMoaeicrsua» (K-10.15.14)

20—21 OKTAOpA 2014 T.

IT mexxayHApOAHAS HayJYHO-IIPAKTHYecKasa KOHpepeHIus
«TparcdopManysa JyXOBHO-HPABCTBEHHBIX IIPOILIECCOB B CO-
BpeMeHHOM obmiecrBe» (K-10.20.14)

25—26 OKTAODS 2014 T.

IV mexxpyHapopHas HaydHO-IIPaKTH4ecKasa KOHepeHIus
«Couna.wmno-sxonomnqeclcoe, COIIMAJIBHO-IIOJINTHYIECKOEC 1
COITUOKYJIBTYPHOE pa3BuUTHE perunoHoB» (K-10.25.14)

28-29 oKTAOpA 2014 T.

IT mexxayHApOAHAS HAYIHO-TIPAKTUYeCKasa KOH(pepeHIua
«Conuanusanusa ¥ BOCIIUTAHUE MOAPOCTKOB U MOJIOAEKA

B HHCTHUTyTaX 00Iero u npodeccHOHAIBHOI0 O0Pa30BaAHMA:
TEOPHA U NPAKTHKA, COAEPKAHNE U TEXHOJIOTHH»
(K-10.28.14)
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1—2 HOAOPA 2014 T.

IV MexayHapoiHas HayYHO-IPaKTUYecKas KOHpepeHua
«Pesurusa — Hayka — 00IE€CTBO: MPOG/I€MbI H NEPCHEKTUBBI
B3aumoaeiicreua» (K-11.01.14)

3—4 HOSAOPSA 2014 T.

IT mesxxayHapogHas HayIHO-IIpaKkTHYecKasa KoH(pepeHua
«IIpodeccnoHaAIN3M yIuTEIA B HHPOPMAIMOHHOM 0O0IIe-
cTBe: npoGaemMsbl GOPMUPOBAHHA U COBEPIIEHCTBOBAHAA»
(K-11.03.14)

5—6 HOSOpA 2014 T.

I MmexxayHapogHas HAyIHO-TIPAKTHYECKAA KOH(pepeHIus
«AKTyaJIbHBIE BONPOCHI COUATBHBIX HCCIEIOBAHUNI B CO-
DHaJIbHOM padoThl» (K-11.05.14)

10—11 HOsA0pA 2014 T.

ITI mexayHApOAHAs HayJYHO-IPaKTUYecKas KoHpepeHIus
«/IoIKOJIBHOE 00pa3oBaHUeE B CTPAaHE I MHPeE: CTopHYe-
CKU OIIBIT, COCTOAHNE U IepcneKTuBbI» (K-11.10.14)

15—16 HoAGpPs 2014 T.
IT MmexxryHapoZHAsA HAYIHO-TIpAaKTHYeCKasa KOH(DepEHITUs
«IIpoGaemsbl pazBuTHA JHIHOCTH» (K-11.15.14)

20—21 HOAGPS 2014 T.

IV mexayHaposiHas HayYHO-IPaKTUYecKas KOHepeHua
«IIoArOTOBKA KOHKYPEHTOCIHOCOGHOTO CIIEIMATNCTA KaK
IeJib COBpEeMEeHHOro oGpasoBaaua» (K-11.20.14)

25—26 HOSAOpA 2014 T.
I1I mexxpayHapoAHas HayIHO-IpaKTHUUYecKas KoHPpepeHnus
«HcTropus, A3bIKH U KyJIbTYPShI CJIaBAHCKHUX HAPOAOB: OT HC-

TOKOB K rpaxymemy» (K-11.25.14)

1—2 ekabps 2014 T.

IV MexxayHapoiHas HayYHO-NPaKTUYecKas KOHpepeHusa
«IIpakTHKAa KOMMYHHKATHBHOTO MIOBEICHUA B COIUAIHHO-
TYMaHHUTaPHBIX HccsieaoBaauax» (K-12.01.14)
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3—4 nekabps 2014 T.

MexayHapoiHas HayqdHO-TIpaKTHUecKas KoHGpepeHIus
«IIpoGeMsbI ¥ MEPCIEKTHBGI PA3BUTHA 3KOHOMUKH H
ynpasaeaus» (K-12.03.14)

5—6 nexabps 2014 T.

I11 mexxpayHapoAHas HayIHO-IpaKTHUUecKas KoHPpepeHnus
«AKTyaJIbHbIE€ BONIPOCHI TEOPHH U IIPAKTHUKU JIMHTBOCTPAHO-
BegUecKkoii Jekcukorpadpum» (K-12.05.14)

7-8 nexabps 2014 T.
MexayHapoaHas HaydHO-TIPAKTHYEeCKasa KOH(EpEHIus
«Be30macHOCTh YeJIOBEKA U o0mecTBa» (K-12.07.14)
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Plan of the international conferences organized by Universities
of Russia, Armenia, Azerbaijan, Belarus, Bulgaria, Iran,
Kazakhstan, Poland, Uzbekistan, Ukraine and Czech Republic
on the basis of Védecko vydavatelské centrum
«Sociosféra-CZ» (Prague) in 2014

September 10—11, 2014.
V international scientific conference
«Problems of modern education» (K-09.10.14)

September 15-16, 2014.
IV international scientific conference
«New approaches in economy and management» (K-09.15.14)

September 1718, 2014

International scientific conference

«Modern philosophical paradigms: the interaction of tradi-
tions and innovative approaches» (K-09.17.14)

September 20—21, 2014.

IV international scientific conference

«Traditional and modern culture: history, actual situation,
prospects» (K-09.20.14)

September 25—26, 2014.
II international scientific conference
«Problems of formation of a professional» (K-09. 25.14)

September 28—-29, 2014.

II international scientific conference

«Ethnocultural identity as a strategic resource of con-
sciousness of society in the conditions of globalization»
(K-09.28.14)

October 1-2, 2014.

IV international scientific conference

«Foreign language in the system of secondary and higher
education» (K-10.01.14)

October 5-6, 2014

V international scientific conference

«Family in a context of pedagogical, psychological and socio-
logical researches» (K-10.05.14)
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October 10-11, 2014.
International scientific conference
«Actual problems of Public Relations» (K-10.10.14)

October 12—-13, 2014.

International scientific conference

«Informatization of higher education: current situation and
development prospects» (K-10.12.14)

October 13—-14, 2014.

International scientific conference

«Purposes, tasks and values of education in modern condi-
tions» (K-10.13.14)

October 15-16, 2014.

IV international scientific conference

«Personality, society, state, law. Problems of correlation
and interaction» (K-10.15.14)

October 2021, 2014.

IT international scientific conference

«Transformation of spiritual and moral processes in mod-
ern society» (K-10.20.14)

October 25-26, 2014.

IV international scientific conference

«Socio-economic, sociopolitical and sociocultural develop-
ment of regions» (K-10.25.14)

October 28—29, 2014.

IT international scientific conference

«Socialization and education of teenagers and youth in
institutes of the general and professional education: theory
and practice, contents and technologies» (K-10.28.14)

November 1—2, 2014.

IV international scientific conference

«Religion — science — society: problems and prospects of
interaction» (K-11.01.14)

November 3—4, 2014.

II international scientific conference

«Professionalism of a teacher in the information society:
formation and problems of improvement» (K-11.03.14)
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November 5-6, 2014.

II international scientific conference

«Current issues of social researches and social work»
(K-11.05.14)

November 10-11, 2014.

III international scientific conference

«Preschool education in a country and the world: historical
experience, state and prospects» (K-11.10.14)

November 15—16, 2014.
II international scientific conference
«Problems of development of a personality» (K-11.15.14)

November 20—21, 2014.

IV international scientific conference

«Preparing a competitive specialist as a purpose of modern
education» (K-11.20.14)

November 25—26, 2014.

III international scientific conference

«History, languages and cultures of the Slavic peoples: from
origins to the future» (K-11.25.14)

December 1—2, 2014.

IV international scientific conference

«Practice of communicative behavior in social and humani-
tarian researches» (K-12.01.14)

December 3—4, 2014.

II international scientific conference

«Problems and prospects of development of economy and
management» (K-12.03.14)

December 5-6, 2014.

III international scientific conference

«Current issues of the theory and practice of lingvo cross-
cultural lexicography» (K-12.05.14)

December 7-8, 2014.
International scientific conference
«Safety of a person and society» (K-12.07.14)
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HNHOOPMAIIMA O ZKYPHAJIAX « COIMUOCPEPA»
" «PARADIGMATA POZNANT1»

HayuHo-MeTomuyueckuii u TeopeTHueckuii *KypHain «Comuocde-
pa» (ISSN 2078-7081) myGiMKyeT HaydHBIE CTATHH M METOLHYECKUE
Pa3paboTKy 3aHATUH U OMOIHUTEIHHBIX MEPOIPUSITHH TI0 COIMAIb-
HO-TYMaHWUTAPHBIM JUCHHUIUIMHAM AJIS TpOodecCHOHAIBHOH 1 00Ie-
obpazoBaTesibHOH mKoJTbl. TeMaTHka KypHaia OXBAaTHIBAET MIMPOKHIA
cnekTp mpobsiem. IIpuHMMalOTCS MaTepUasIbl MO (GIIOCO(HH, COIU-
OJIOTHUHY, UCTOPHUH, KyJbTYPOJIOTHH, UCKYCCTBOBEIEHUIO, (DIJIOJIOTHH,
TICUXOJIOTUH, TEAArOTHKE, IPABY, SKOHOMHUKE U JPYTUM COIMIBHO-
TyMaHUTAPHBIM HAIPaBICHUAM.

KypHas MpUIJIAINAET K COTPYAHUUECTBY POCCUUCKUX U 3apy0erx-
HBIX aBTOPOB ¥ IPUHUMAET JJIA OIyOJIMKOBAHUA MaTepPHaIbl Ha pyc-
CKOM U aHIJIMHMCKOM fA3BIKaX. II0JTHOTEKCTOBBIE BEPCUH BCEX HOMe-
poB xypHaia pasmemarorcsa Ha caiite HUIT «Comuocdepa», a Taxke
Ha caiitax DJIEKTPOHHOM HaydHOHM 6ubsuorexu u Directory of open
access journals.

Cornep:kaHue XKypHaia BKJIIOUAET CJIeAYIOIIie Pasziesibl:

= Hayxka.

= B momoI1ns IIpenoaaBaTestio.

® B moMoIns yIuTeo.

= B moMoIb COMCKATEIIIO.

ITeproguaHOCTH BHIIIyCKA — 4 pa3a B rof (MapT, UIOHb, CEHTAGDE,
JIeKabpb).

Crarbu mpHHHMaTCA A0 20 deBpais, 20 Mad, 20 aBrycra u
20 zekabpsA, cooTBeTcTBeHHO. OIUIaTa JOLKHAA OBITh IIPOM3BEZIEHA
TOJIPKO IIOCJIE€ TIPUHATHUA CTAThU K IyOJIMKAITUY A0 1 MapTa, 1 UIOH,
1 ceHTAOGPA U 1 1eKa6psi, COOTBETCTBEHHO IJIA KAXKIOr0 HOMEDA.

CnaBubIi pexakTop — B. A, JlopommH, KAaHIAAAT HCTOPUYE-
CKUX HayK, JOLIEHT.

Pedaxyuornasn xoanezun

Jopommuna Wiiona I'earHagbeBHA, KAHAUAT ICUXOJIOTHIECKIAX
HayK, AOIEHT (OTBETCTBEHHBIM 32 BHINYCK); AHTUIOB MuXaui
AnexcaHapoBHM4, KaHIUZAT dmwiocopckux Hayk, [IOLEHT;
Besosmvmenkuii Biaaguvup BUKTOPOBUY, KAHIUIAT HCTOPITIECKIX
Hayk, jgonent; Edumona /uana BasepbeBHa, KaHIUAAT
TICUXOJIOTUYECKUX HaYK, oneHT; KynraeB YMmum:xon Paxumosuy,
kaHgupat  ¢wiocodpckux Hayk; CaparoBueBa Haaexzaa
BasneHTHHOBHA, KAHAWJIAT NEAATOTHUECKUX HAYK, NOMEHT.
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MexcOyHapooHblll pedaxyuoHHblIL cosem

ApaGamxuiicku Huxosaii, PhD., npodeccop (3xoHOMukKa —
Codus, Borrapus), BepOGeparn Aca CypeHOBHA, JOKTOp
IICUXOJIOTHYECKUX  HayK, 1podeccop (EpeBan, ApmeHusn),
BoabmakxoBa Asuia IOpseBHa, JIOKTOD (QMIOJIOTHYECKHX HAYK,
(MockBa, Poccusa), Boakxoe Cepreii Huko/1aeBUY, IOKTOD
dmnocodcknx Hayk, npodeccop (Ilensa, Poccus), F'omanaam Apari
Kapum, norent (punonorns — Pemrr, Upan), TomaapoB Bagum
HuxkosiaeBud, oxTop dunocodcknx Hayk, mouneHT (CTaBpOIOIIb,
Poccus), F'punun Jleonuna EdumoBmd, noxtop ¢Prutocodcermx
Hayk, akagemMuk PAEH (Bosarorpan, Poccus), McsramoB 3axupkaH
MaxmyaoBud, JOKTOp (UWIOJOTHYECKHMX HayK, mpodeccop
(Tamkent, Y36ekucran), Kammaposa Esa, PhD. (commosoruss —
Ilpara, Yexus), Kouapamun Buxrop BuxkropoBm4, I0KTOp
ucropuueckux Hayk, mnpodeccop (Ilemsza, Poccua), MumHUAPOB
Basiepuii MakcuMOBHY, JOKTOD IT€AarOTHYECKUX HAayK, IIPodheccop
(Camapa, Poccusa), MoxnaueBa Mapunaa IleTpoBHA, IOKTOD
HMCTOPHYECKHX HayK, mpodeccop (Mocksa, Poccust), HacumoB Mypat
OpsreHGaeBUY, KaHIUAAT NOJIUTHYECKHX Hayk, (r. KeI3puiopza,
Kazaxcran), Cammk Mupocaas, PhD., nouent (durocopua —
Komuu, Yexus), CeppoounmeBa Ejnena HukosiaeBHa, ITOKTOD
dmmonornueckux Hayk, mpodeccop (Ilensa, Poccus), Tanmomosa
Jaxymura, PhD. mpodeccop (sxoHomMuka — Bpatmciasa, CioBakus),
Xpucroa Harama IlBeramosa, PhD., mpodeccop (ucropus —
Codus, Bomrapus), XpycranbkoBa HaTtanna AJjiekcaHAPOBHA,
JOKTOP IIeZarOrHM4ecKux Hayk, npodeccop (Ileusa, Poccus), IfuGak
JIroGomur, PhD., MBA (sxoHOMuEKa — BpaTuciiasa, CiioBakus).

Yemckmit HayuHbIi kypHaT Paradigmata poznani (ITapaavr-
bl mo3HaHuA) (ISSN 2336-2642) my6IMKyeT HayIHBIE CTaThH, TEOPE-
TUUECKUE 0030PHI U Pe3yJ/IbTAaThl AMINPUUYECKUX HCCIEJOBAHMUMN, OT-
3BIBBI HA KHUTH, CTAaThH, JUCCEPTAIUY, PEIEH3UH, OTUETHI O HAYIHBIX
MEPOIPUATHSX 10 COIIHATBHO-TYMAaHUTAPHBIM, TEXHHUECKUM H €CTe-
CTBEHHO-HAYYHBIM AVCOUIUIMHAM. TeMaTHKa JKypHajla OXBaTHIBAET
IIUPOKUil creKTp mpobsieM. CTaThh PacCMaTPUBAIOTCA pPeNAKIHOH-
HOM KOJUIETHeH B MOTyT OBITh OTKJIOHEHBI. CTaThy IPOBEPSIOTCA HA
OTCYTCTBHE IIaTHATa.

KypHan mpuriamiaer K COTPYAHHUYECTBY POCCHHCKUX W 3apy-
6eKHPIX aBTOPOB M IPUHHUMAET JJIf OIyOJINKOBAHUA MaTepUAIEl Ha
YEIICKOM, aHTJIUHCKOM M PYCCKOM A3bIKaX. [[0JTHOTEKCTOBBIE BEPCUN
BCeX HOMEPOB KypHasa pasMemaioT Ha caiite HUIT «Conuocdepar»
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http://sociosphera.com, a Takke Ha caiiTe DJIEKTPOHHON HAYUHOIH
6ubmuoTexu 1o azpecy http://elibrary.ru, uro oGecrieuuT HamUM
aBTOpaM BO3MOXKHOCTb IIOBBICHTh CBOM MHZEKC IIUTHPOBAHMS.

CozxeprkaHue KypHaia BKIIIOUAET CJIEAYIOLIe Paszesibl:

= Teopus U aHAINAS.

B DMIHMpHUYECKYE U IMPHUKJIAJAHBIE HCCIEIOBAHIA.

= O630pbI, PEIIEH3UHU H OT3bIBHI.

® Hay4gHas >KU3Hb.

Ilepuou4aHOCTD BHIILyCKa — 4 HOMepa B rof (peBpasp, Mai, aB-
TyCT, HOSIOpB).

InaBusiii peaakTop — Jopommua Miaona I'emHagbeBHA,
KaHAUJIAT NCUXOJIOTUYECKUX HayK, JAOIEHT, 3aMeCTUTENb TJIABHOTO
penakropa - Kymaer Ymumxon PaxumoBwmu, KauauaaT
¢mwrocodckux HayK.

MescoynapodHas pedakuyuoHHas Koane2us

AG6ay/staee PaBmiaH BaxmaoBH4, JOKTOP 3KOHOMHYECKHX
HayK, mpodeccop (Tamkenr, Y36ekucran), Boiimos Bukrop, DrSc.,
mpodeccop (MHGOpMaIOHHBIE CHCTEMBI — Pura, JlatBus), Bymmaa
®uaun, PhD.,, MBA (sxomomuka — Kosun, Yexus), Bepuuropa
Anexcanap HwuxosmaeBwd, KaHauaaT OMOJOTHYECKMX HAaYK,
nmonentT (Ilensa, Poccusn), desareix Cepreii IOpbeBuu, kauanaaT
MICUXOJIOTUYECKIX HayK, ioneHT (BuTebcek, bemapycs), 3amapoBcKuii
Ilerep, RNDr. (ecrecTBenHble Hayku — IIpara, Uexws), iBaHOBCKa
Boxxena, PhD. (cormuosiornsa — Bapmiasa, Ilospmia), Kammaposa
EBa, PhD. (coruosorus — Ilpara, Yexusn), Kpeiraosa Jlenka, PhD.
(ticuxosorus — Ipara, Uexns), Kooen ITerp HukosnaeBud, JOKTOD
IOpuAnYecKnx Hayk, mpodeccop (Mockea, Poccus), Koporaes
AHapeli ButajJbeBHY, JOKTOD HCTOPUYECKHX HAyK, Ipogeccop
(Mocksa, Poccusa), Kamn Mapuanne, PhD., gonenr, (ucropus —
Baitomunr, CIIIA), Jinaakx A, PhD., npodeccop (MexAyHApOTHBIE
oTHomenus — Komnn, Yexua), MuTiokoB Hukosaii BurtaibeBud,
JOKTOP TEXHUYECKHMX HayK, mpodeccop (MxeBck, Poccmsa), Cammk
Mmupocaas, PhD., goment (dmmocodpus - Komun, Yexus),
Curmynpg, Tomam, PhD. (bumocodpusa — Ilpara, Uexus), Caymme
Mapus, PhD. (ucropus — UBpu-ciop-CeH, ®paunusa), TaHmomosa
Jaxymura, PhD., npodeccop (s3xoHoMuKa — Bpatuciasa, CiioBakus),
Xamxxosa Banga, DrPaed., mouent (memaroruka — Ilpara, Yexwusn),
Xaipysuinaa Hypcadga TadyposHa, JOKTOD COMHOJIOTHYECKHX
HayK, npodeccop (Tromens, Poccus).
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TpeGoBaHHA K 0POPMIECHHIO MATEPHAJIOB, OTIIPaBJIAEMbIX
B :KypHaibl «Conmuocdepa» u «Paradigmata pozniani»

Marepuajsl OpPEACTABIAIOTCA B 3JIEKTPOHHOM BHAE Ha e-mail
sociosphere@yandex.ru. Kaxzgasa cratea pokHa umers YK
(cm. www.vak-journal.ru/spravochnikudc/; www.jscc.ru/informat/
grnti/index.shtml). ®opmart crparuns: A4 (210x297 mm). ITosis: Bepx-
Hee, HUKHEE U IIPABOe — 2 CM, JIEBOE — 3 CM; HHTEPBAJI IIOJIyTOPHEIH;
OTCTYTI — 1,25; paamep (KerJib) — 14; Tum — Times New Roman, cTHiIb —
O6rrunbiii. HasBaHue newaTaercss NPOIMCHBIMEM OykBaMu, MIPHGT
>KUPHEIN, BHIpaBHUBAHME M0 MeHTpy. Ha BTOpOIi CTpPOUKe mMedaTaror-
¢ WHUIUaIHI M GamMwia aBTopa(oB), BHIDAaBHHMBAHHE IO IEHTPY.
Ha TpeTneli CTpouke — IOJIHOE Ha3BaHHE OPraHU3ALWH, I'OpPOJ, CTpa-
Ha, BHIPDABHUBAHUE MO LEHTPY. B CTaThAX METOAWYECKOrO XapakTepa
CIefyeT yKasaTh JUCIUIUIMHY U CIENUAILHOCTh YYAIHXCA, JUIA KO-
TODBIX 5TH MAaTepHajbl paspaboranbl. ITocie IpOIYIIEHHOH CTPOKH
mmeyaraercsa Ha3BaHWE Ha aHIVIMMCKOM A3bIke. Ha ciefyromeli crpoke
dammwina aBTOpOB Ha aHmImickoM. Jlajiee Ha3BaHWE OPraHWU3ALINH,
TOpPOA W CTPaHA HA AHIVIMMCKOM f3bIKe. IIocjie IpOIyIeHHOH CTPOKH
oTeyeT aHHoTams (3—4 IPeAJIoKeHN) U KITI0UEBHIE CJI0BA HA AHTITHH-
cKkoM f3BIKe. Iloc/ie TOMYIIEHHON CTPOKU TIEYaTaeTcs TEKCT CTaThU.
I'padmxu, pricyHkH, TaGIUIIH BCTABJISIOTCA, KaK BHEAPEHHBIN OOBEKT
JIO/UKHBI BXOJUTH B 00l 06beM Te3rcoB. Homepa Gubsmiorpacdirae-
CKHX CCBUIOK B TEKCTE JIAIOTCA B KBAaJPATHBIX CKOOKAX, a MX CIHCOK — B
KOHIIE TEKCTA CO CIUIONIHOI HyMepanueil. CCbUIKHM PacCTaB/IAIOTCA BPyU-
Hy10. OGbeM IIPEZCTaBIAEMOTO K IyOTHKAINA MaTeprasia (COOOIIeHMs,
CTaThU) MOJKET COCTABJIATh 4—25 CTPAHMUIL, 3asBKa pacIojaraercs mocjie
TEKCTAa CTAThH U He YUYUTHIBAETCA IPH IoZicueTe 06beMa Iy OIMKAIIHIH.

WMms ¢aiia, 0TIpasIseMoro mo e-mail,

0aa xcyprana «Coyuocgepa»

COOTBETCTBYeT (paMwIny ¥ MHHUIMAIAM IIEPBOTO aBTOPA, HAIPHUMeED:
IlerpoB B wim German P. OnnaueHHad KBUTAHIOMA NPUCHIIAET-
¢ B OTCKAHMPOBAaHHOM BH/IE U JIOJI’KHA HAa3BIBATHCA, COOTBETCTBEHHO
IMerpor UB kButanmua win German P receipt.

0 scyprana «Paradigmata pozndani»
¢aiin co crateeli — PP-IlerpoB YIB wiu PP-German P, xButaH-
nust — PP-Ilerpor B kButannusa win PP-German P receipt.

Marepuassl JOMKHBI OBITh IOZTOTOBJIEHBI B TEKCTOBOM PENAKTO-
pe Microsoft Word, TinarespHO BRIBEPEHBI U OTPEAAKTHPOBAHEI.

CroumocTs myGnukanum B KypHAJIAaX COCTaBIAeT 200 pyoOseit
3a 1crpanuly («Coumochepa») wiu 250 pybseil 3a 1 CTPaHHIY
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(«Paradigmata poznéni»). BrimymenHas B cBeT cTaThs IpeJycMa-
TPHUBAET BHIAAYUY OHOTO aBTOPCKOTO SK3eMIUIIpA. JlONOIHUTEIbHbIE
SK3eMIUIAPH! (B CIy4ae COABTOPCTBA) MOTYT OBITh BHIKYILUIEHHI B HeE-
06x0oIMOM KosImUecTBe u3 pacuera 200 pyd. («Conmocdepar») win
250 py6eii («Paradigmata poznini») 3a ofuH 5K3eMIULAP.

INFORMATION ABOUT THE JOURNALS
«SOCIOSPHERE» AND «PARADIGMATA POZNAN{»

Methodological and theoretical journal «Sociosphere» (ISSN
2078-7081) publishes scientific articles and methodological books for
lessons and complementary activities at social-humanitarian disci-
plines for professional and comprehensive schools. Themes of journal
cover a wide range of problems. Materials about philosophy, sociolo-
gy, history, culturology, study of art, philology, psychology, pedagogy,
law, economics and other social-humanitarian areas are accepted.

The journal invites to cooperation Russian and foreign authors and
accepts materials in Russian and English languages for publication. Full-
text versions of all issues of journal will be placed on the website of Scien-
tific Publishing Center «Sociosphere» http://sociosphera.com and on the
website of Electronic research library at http://elibrary.ru and also on the
website of Directory of open access journals at http://www.doaj.org.

The content of journal has following parts:

» Science.

« In the help to a higher school teacher.

« In the help to a teacher.

« In the help to a competitor.

Periodicity of journal — 4 issues in a year (March, June, Septem-
ber, December).

The articles are accepted before the 20th February, 20th May,
20th August and 20th November, respectively. The payment is made
only after receiving the notification about the acceptance of article for
publishing before 1st March, 1st June, 1st September and 1st Decem-
ber, respectively for each issue.

Editor-in-Chief— Boris Doroshin, Candidate of Historical
Sciences, assistant professor.

Editorial board

Ilona G. Doroshina, Candidate of Psychological Sciences,
assistant professor (responsible for release), Michail A. Antipov,
Candidate of Philosophical Sciences, assistant professor, Vladimar V.
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Belolipeckiy, Candidate of Historical Sciences, assistant professor,
Diana V. Efimova, Candidate of Psychological Sciences, assistant
professor, Umidjon R. Kushaev, Candidate of Philosophical
Sciences, Nadezhda V. Saratovceva, Candidate of Pedagogical
Sciences, assistant professor.

International editorial council

Nikolay Arabadzhiiski, Ph.D, professor (Economics —
Sofia, Bulgaria); Alla Yu. Bolshakova, Doctor of Philological
Sciences, professor (Moscow, Russia; Asya S. Berberyan, Doctor
of Psychological Sciences, professor (Erevan, Armenia); Sergey N.
Volkov, Doctor of Philosophy, professor (Penza, Russia); Arash K.
Golandam, assistant professor (Philology — Rasht, Iran); Vadim N.
Goncharov, Doctor of Philosophy, assistant professor (Stavropol,
Russia); Leonid E. Grinin, Doctor of Philosophy, academician
of RANS (Volgograd, Russia); Zahidzhan M. Islamov, Doctor
of Philological Sciences, professor (Tashkent, Uzbekistan); Eva
Kashparova, Ph.D. (Sociology — Prague, Czech Republic); Natalia.
Ts. Khristova, Ph.D, professor (History — Sofifi a, Bulgaria); Viktor
V. Kondrashin, Doctor of Historical Sciences, professor (Penza,
Russia); Valeriy M. Miniyarov, Doctor of Pedagogical Sciences,
professor (Samara, Russia); Marina P. Mokhnacheva, Doctor
of Historical Sciences, professor (Moscow, Russia); Murat O.
Nasimov, Candidate of Political Sciences (Kyzylorda, Kazakhstan);
Miroslav Sapik, Ph.D, assistant professor (Philosophy — Kolin,
Czech Republic); Elena N. Serdobintseva, Doctor of Philological
Sciences, professor (Moscow, Russia); Judita Tancoshova,
Ph.D, professor (Economics — Bratislava, Slovakia); Natalia A.
Hrustalkova, Doctor of Pedagogical Sciences, professor (Penza,
Russia); Lubosh Cibak, Ph.D, MBA (Economics — Bratislava, Slovakia).

Science journal «Paradigmata poznani» (ISSN 2336-2642)
publishes research papers, theoretical surveys and results of empiri-
cal studies, reviews for books, articles, dissertations, reviews, reports
about scientific events at social-humanitarian, technical and natural-
scientific disciplines. Themes of journal cover a wide range of prob-
lems. Articles are considered by the editorial board and may be re-
jected. Articles are checked for plagiarism.

The journal invites to cooperation Russian and foreign authors and
accepts materials in Russian and English languages for publication. Full-
text versions of all issues of journal will be placed on the website of Sci-
entific Publishing Center «Sociosphere» http://sociosphera.com and on
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the website of Electronic research library at http://elibrary.ru, it will give
our authors the opportunity to raise their index of quotation. The index of
quotation is accepted in scientific world measure of paper «significance»
of some scientist. The size of index is defined by the quantity of links on
this paper (or surname) in other sources. In world practice the index of
quotation is not only advisable, but it’s the necessary criteria to evaluate
the professional level of professors and teaching personnel.

The content of journal has following parts:

« Theory and analyses.

» Empirical and applied studies.

« Surveys, reviews and comments.

» Science life.

Periodicity of journal — 4 issues in a year (February, May, August,
November).

Editor-in-Chief — Ilona G. Doroshina, candidate of psycho-
logical sciences, assistant professor. Deputy Editor-in-Chief —
Umidjon R. Kushaev, PhD. (philosophy).

International editorial board

Ravshan V. Abdullayev, doctor of economic sciences, professor
(Tashkent, Uzbekistan), Victor Boicov, DrSc., professor (Information
Systems — Riga, Latvia), Phillip Bushina, Ph.D., MBA (Economics —
Colin, Czech Republic), Aleksandr N. Vernigora, candidate of
biological sciences, assistant professor (Penza, Russia), Sergey Yu.
Devyatych, candidate of psychological sciences, assistant professor
(Vitebsk, Belarus), Bozhena Ivanovska, Ph.D. (Sociology — Warsaw,
Poland), Vanda Hajkova, DrPaed., associate professor (Education —
Prague, Czech Republic), Eva Kashparova, Ph.D. (Sociology —
Prague, Czech Republic), Nursafa G. Khayrulina, doctor of
sociological sciences, professor (Tyumen, Russia), Lenka Krejcova,
Ph.D. (Psychology — Prague, Czech Republic), Petr N. Kobets,
doctor of law, professor (Moscow, Russia), Andrey V. Korotayev,
doctor of history, professor (Moscow, Russia), Marianne Kamp,
Ph.D, associate professor (History — Wyoming, USA), Jan Lidyak,
Ph.D. professor (Political science — Colin, Czech Republic), Nikolay
V. Mityukov, doctor of technical sciences, professor (Izhevsk, Russia),
Miroslav Sapik, Ph.D. associate professor (Philosophy - Kolin,
Czech Republic), Tomash Sigmund, Ph.D. (Philosophy — Prague,
Czech Republic), Mariya Szuppe, Ph.D. (History — Ivry-sur-Seine,
France), Judita Tancoshova, Ph.D, professor (Economics -
Bratislava, Slovakia), Peter Zamarovsky, RNDr. (Nature Sciences —
Prague, Czech Republic).
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Guidelines for publications sent to the journas
«Sociosphere» and «Paradigmata poznani»

Articles are to be sent in electronic format to e-mail:
sociosphere@yandex.ru or sociosfera@seznam.cz. Each article should have
a UDC. Page format: A4 (210x297 mm). Margins: top, bottom, right — 2 cm,
left — 3 cm. The text should be typed in 14 point font Times New Roman,
1.5 spaced, indented line — 1.25, Normal style. The title is typed in bold cap-
ital letters; central alignment. The second line comprises the initials and the
family name of the author(s); central alignment. The third line comprises the
name of the organization, city, country; central alignment. The methodical
articles should indicate discipline and specialization of students for which
these materials are developed. After a blank line the name of the article
in English is printed. On the next line the name of the authors in English is
printed. Next line name of the work place, city and country in English. Af-
ter one line space comes the abstract in English (3—4 sentences) and a list
of keywords in English. The text itself is typed after one line space. Graphs,
figures, charts are included in the body of the article and count in its total
volume. References should be given in square brackets. Bibliography comes
after the text as a numbered list, in alphabetical order, one item per num-
ber. References should be inserted manually. Footnotes are not acceptable.
The size of the article is 4—25 pages. The registration form is placed after
the text of the article and is not included in its total volume.

The name of the file

for the journal «Sociosphere» — family name and initials of the
first author, for example: German P. The payment confirmation
should be scanned and e-mailed, it should be entitled, for example
German P receipt.

for the journal «Paradigmata poznani» — the file with an article —
PP-German P, the payment confirmation — PP-German P receipt.

Materials should be prepared in Microsoft Word, thoroughly
proof-read and edited.

The publication fee is 4.5 € per page («Sociosphere») or 5.5€
per page («Paradigmata poznani»). Participants will receive one copy
of the journal per article. In case of co-authorship, additional copies
can be bought for 4.5 € per copy («Sociosphere») or 5.5 € per copy
(«Paradigmata poznani»).
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OGpazen 0popMIEHUA CTATHH JJIA KYPHAJIOB
«Conuocdepa» u «Paradigmata poznani»

Sample of articles for journals «Sociosphere»
and «Paradigmata poznani»

Kymsrypa r. Cemupeuencka B XIX Beke

N. !. BaHoB, KAaHAMAAT HCTOPHIECKNX HAYK, TOUEHT,
B. B. IlerpoB, acnmpanT
CeMHpevYeHCKHil HHCTATYT 3KOHOMHKH H Mpasa, . CeMUpevYeHCK,
N-ckmii Kpaii, Poccus

Culture in Semirechensk in the XIX century

L L. Ivanov, candidate of historical sciences, assistant professor,
V. V. Petrov, postgraduate student
Semirechensk Institute of Economics and Law, Semirechensk,
N-sk region, Russia

Summary. This article observes the periodicals of Semirechensk as
written historical sources for its socio-economical history. Complex of
publications in these periodicals are systematized depending on the lati-
tude coverage and depth of analysis is described in these problems.

Keywords: local history; socio-economic history; periodicals.

HekoTophle acIeKThl COMAILHO-3KOHOMMIYEeCKOro pa3purus I. Ce-
vupedeHcka B XVIII—XIX BB. MOIYyIHUIN JOCTaTOUHO IMMPOKOE OCBEIIe-
HYE B MECTHBIX IIEPHMOIUICCKNX M3IAHMIX. B CBSA3M ¢ 3TMM IIpencTaB-
JIIeTCs aKTyaJbHBIM IPOM3BECTH O0O0OMIEHWE M CHUCTEMATH3aINIo BCEX
COXpaHMBIIMXCS B HUX ITyOJIMKAIMiA IO JaHHOM mpoGiaemarnke. Heko-
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TOPYIO YaCTh M3 HUX BKJIIOUMJ B MICTOTHUKOBYIO 6a3y CBOETO MCCIIeI0Ba-
Hud I. B. Hedenos [2, c. 7-8]. ...

BubauorpadguuecKkuii CIUCOK

1. bormanos K. ®. U3 apxuBHO# cTapuHBL. MaTepraibl 111 HCTOPHH
MecTHoro Kpast // CeMupedeHckue BemoMocTr. — 1911, — Ne 95,

2. Hedenos I. B. Topon-kpenocts CemupeueHcK. — M. : U3mareins-
ctBO «Hayka», 1979.

3. PyoanoB A. JI. Ouepku 1mo ucropum CeMUPEUYEHCKOro Kpas //
Hcropusa . Cemupegencka. URL: http://semirechensk-history.ru/
ocherki (mata oopamenms: 20.04.2011).

4. CemenuxuH P. C. Cemupeuerck // Topoma Poccuu. CroBapb-
cnpapoyHuk. B 3-x T. / r1. pea. T. I1. Ilerpo — CII6. : HoBast 5H-
mukronemus, 1991. — T. 3. — C. 67—68.

5. Johnson P. Local history in the Russian Empire, the post-reform
period. — New York : H-Studies, 2001. — 230 p.
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VYueHoe 3BaHuIE

MecTto paboTH

JloImKHOCTD

JloMammHmit agpec

JoMantHumit mam cOTOBEII TenmeoH
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N3ITATEJIBCKHME YOIV HUIT « COIMUOCPEPA» —
VEDECKO VYDAVATELSKE CENTRUM «SOCIOSFERA-CZ»

Hayuno-nsnarensckuii nearp «Conuocdepa» MPUIJIANIAET K COTPYAHUIECTBY BCEX
JKEJIAIOINIMX OATOTOBUTD U M3ATh KHUTH K GPOIIIOPHI JI060T0 BUAA:
v yueGHBIE oco6wHs,
v’ aBropedepaTsl,
v’ puccepTanumy,
v’ moHorpadun,
v’ KHUTH CTHXOB H IIPO3HI U JP.
Kuuru MoryT GBITE H3AaHEL B Uexuu.
(B BEIXOAHBIX ZAHHBIX H3AAHUA OyZeT 3HAYNTHCA —
IIpaza: Védecko vydavatelské centrum «Sociosféra-CZ»)
mwnu B Poccun
(B BEIXOAHBIX ZAHHBIX H3AAHUA OyZeT 3HAYUTHCA —
Henza: Hayuno-uzdameavcxuit yenmp «Coyuocgepa»)

ME! ocymiecTBIsIEM CIIeyIONIHe BUALL paboT.

¥ pefaKTHPOBAHME M KOppeKTypa Tekcra (ucmpaeienue opdorpaduueckux,
TIYHKTYallMOHHBIX U CTHIMCTHYECKIX OIMMUO0K) — 50 pyOJIeii 3a 1 cTpaHmIyy *;

¥ U3TOTOBJIEHHE OPUTHHAN-MaKeTa — 30 pyOJiei 3a 1 CTpaHHUILY;

= 1u3aiiH 06JI0KKH — 500 pyOuieii;

® 1e9aTh THpaXka B THHIOrpaduu — 1o JOTOBOPEHHOCTH;

® TaHHbIE BUAEI paGOT MOTYT GHITH OCYLIECTB/IEHE! KaK OTAEILHO, TAK 1 KOM-
IUIEKCHO.

IMosnueii naket yeayr «IIpeMuym» BKIIOYAET:
¥ pelaKTHPOBAHME U KOPPEKTYPY TEKCTA,
™ J3TOTOBJIEHUE OPUTHHAJI-MaKeTa,
B TU3aiiH 00JI0MKKH,
B [1e9aTh MATKOM I[BETHOM 06JI0MKKH,
® IevaTh THpaXka B THHorpadum,
= npucsBoenue ISBN,
® 00s13aTesIbHAA OTCHUIKA 5 SK3eMIUIAPOB B Beaymiue Oubimoreku Uexuu
WIH 16 5K3eMIUIIPOB B Poccuiickyio KHIDKHYIO Iasary,
¥ OTCBUIKA KHUT aBTOPY HO IIOUTe.

Tupan IleHa B py0/iAx 3a KOJIHIECTBO CTPAHMNIL

50 cTp. | 100 CTP. | 150 CTP. | 200 CTP. | 250 CTP.
50 3K3. 7900 12000 15800 19800 24000
100 3K3. 10800 15700 20300 25200 30000
150 9K3. 14000 20300 25800 32300 38200
200 3K3. 17200 25000 31600 39500 46400

* @dopmar crpaHunst A4 (210x297 Mm). Ilosis: JieBoe — 3 CM; OCTAJIBHBIE — 2 CM; MH-
TepBaJI 1,5; OTCTYII 1,25; pa3mep (keryb) — 14; Tui — Times New Roman.

THpazk BKII0IAET SK3EMIULIPEI, MOAIEKAIHE 0093aTETHHON OTChUIKE B BEAYIINE
6ubmiorexn Yexuu (5 mTyK) Win B POCCHICKYIO KHIDKHYIO HTaiaty (16 mTyk).

Jipyrue BapuaBaThI GyyT pacCMOTPEHbI B HHANBHU/YAJIbHOM TIOPAZAKE.




PUBLISHING SERVICES
OF THE SCIENCE PUBLISHING CENTRE «SOCIOSPHERE» —
VEDECKO VYDAVATELSKE CENTRUM «SOCIOSFERA-CZ»

The science publishing centre «Sociosphere» offers co-operation to everybody in
preparing and publishing books and brochures of any kind:
v'training manuals,
v’ autoabstracts,
v dissertations,
v monographs,
¥ books of poetry and prose, etc.
Books may be published in the Czech Republic.
(in the output of the publication will be registered
Prague: Védecko vydavatelské centrum «Sociosféra-CZ»)
or in Russia
(in the output of the publication will be registered
Hensza: Hay'uio-uzdamenvckuii yenmp «Coyuocdepa»)

We carry out the following activities.
m editing and proofreading of the Russian text (correct spelling, punctuation and
stylistic errors) — 1,1 € per 1 page*;
= making an artwork — 0,7 € per 1 page;
= cover design — 11,1 €;
= print circulation in typography is by arrangement;
= these types of work can be carried out individually or in a complex.

«Premium» package includes:
m editing and proofreading of the text,
m production of an artwork,
= cover design,
= printing coloured flexicover,
® printing copies in printing office,
= [SBN assignment,
m delivery of required copies to the Russian Central Institute of Bibliography
or leading libraries of Czech Republic,
= sending books to the author in Russia by the post.

. Price in € for the number of pages
Quantity
50 pages | 100 pages | 150 pages | 200 pages | 250 pages
50 copies 176 267 351 440 533
100 copies 240 349 451 560 667
150 copies 311 451 573 718 849
200 copies 382 556 702 878 1031

* Page size A4 (210 x 297 mm). Margins: left-3 cm, the others — 2 ¢cm; 1.5 spacing;
indentation 1.25; size (font size)-14; type-Times New Roman.

Circulation includes copies, which are obligatory delivered to the leading libraries of
the Czech Republic (5 items) or to Russian Central Institute of Bibliography (16 items).

Other options will be considered on an individual basis.
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