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MO[A TA PEKITAMA: CYYACHI ACNEKTU B3AEMOAII

Y cTaTTi po3rnagalnTbCa CyvacHi acnekTn B3aeMOZii Moam Ta peknamu. 3a3HavyaeTbCs, WO B peknaMmHuUX noBia-
OMJIEeHHSIX 3aBAsIKM OMUCY-TEKCTY eKCrnilitoeTbesi 0bpa3 peknamoBaHOro TOBapy, MNPy LbOMYy MO3Havaoye He
0060B’A3K0BO Ma€ 3B’A30K 3 03Ha4YyBaHUM. HaBOASITbCSt OCHOBHI NPOSIBU MOAHUX TEHAEHLIN Y peknami.

Knroyosi cnosa: moaa, peknama, NocTkynbTypa, CUMYIISKP.

Mameutiyyk BozdaHa CepzeeeHa, couckamesib Kaghedpbl Kyfbmyporioauu U UHHOBAUUOHHbIX KyIlbMmYypPHO-
Xy00)xecmeeHHbIX poekmoe HayuoHanbHol akademuu pykogodsawux kadpos Kysibmypbl U UCKyccme

Mopa 1 peknama: coBpeMeHHble acnekTbl B3aMMOA4EeNCTBUSA.

B cratbe paccmaTpmnBaloTCA COBPEMEHHbIE aCneKTbl B38I/IMO,EI,eIZCTBI/Iﬂ MoAdbl N peknambl. OTMe‘-IaeTCFl, YTO B peK-
NaMHbIX coobLLeHusx Briarogaps ONMCaHUIO-TEKCTY SKCMNMUMPYETCS obpas peknamMMpoBaHHOrO ToBapa, Npy 3TOM 03HaYato-
Liee He 0bsi3aTenbHO UMEET CBA3b C 03Ha4YaeMbIM. HaBoasTCSt OCHOBHbIE NPOSIBNEHUS] MOAHbLIX TEHAEHLIMIA B pekame.

Kroyesbie criosa: Moaa, peknama, NocTKy nbTypa, CUMYISKP.
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Fashion and advertising: modern aspects of interaction

This article reviews new aspects of the interplay between fashion and advertising, says that advertising
messages through text-description shows image of the advertised product, with marking does not have to link with the
signified. The basic expression fashion trends are in advertising.

At XXI century advertising is always looking for new forms of expression, it involves in their communicative
space of various art trends, cultural studies and public opinion. One of its main sources is a formative fashion.
Transformed from a simple craft into a developed industry, fashion is becoming popular and constantly debated
phenomenon. An increasing of its value and relevance to modern society, it sets the necessary impression creates the
desired image for a particular person or goods. Fashion simultaneously combines the stability of tradition and innovative
tricks, such as creativity and commercial benefits. We can state that thanked to advertising and marketing professional,
more people follow fashion trends and become "fashion victims".

Despite the fact that there are a large number of works on the history of fashion, art and outstanding designers
create clothes, marketing in the fashion industry and "fashion philosophy", some questions still left unattended
researchers, in particular the problem of interaction of advertising and fashion in terms of post and post-post-culture
which, in our opinion, needs detailed study.

First of all it is worth to mention the work of F. Kotler "Principles of Marketing", which theoretically grounded
relationship marketing in the traditional sense of the term, with the global fashion industry. In the theoretical work of T.
Hines and M. Bruce "Fashion Marketing" describes the basic techniques of marketing in contemporary fashion, given the
statistics. In this work analyzes the activity of representatives of fashion secrets revealed professional artists. Another
theoretical work that reveals the direct sphere of modern fashion is a "Fashion world" of French journalist M. Tunheym,
which is an actual example of fashion masterpieces.

Particular note is the work of French semiotics, the philosopher R. Barthes "fashion system" in which theoretical
stresses that modern fashion is the opposition of three systems: "clothes-image (photo or drawing that have only limited
symbolic), 2) Clothing-description (text, commenting that image) and 3) real clothing" [1, 9]. The first and third system, by
R. Barth, mostly exhausted its denotative message transmission or manual visual image for practical action, while
system-describing saturated clothing connotations; it is located "between things and words". We cannot agree with the
theoretical relative that description connects fashion with the outside world, but at the same time and tendentiously
distorting the world.

A similar opinion was expressed by the modern Swedish researcher L. Svendsen in the "fashion philosophy".
The author considers fashion as a phenomenon that, on the one hand, promotes the aesthetic of human life, on the
other; affect the identity of the human population, backgrounds. French sociologist and philosopher J. Baudriyar
continues the idea R. Barth, and draws attention to the social side of the phenomenon of fashion. For him, in the centres
of interest are human simulacra-world signs that are manifested in various spheres of culture — art, fashion, media,
technology, sexual relations and others.

As noted in our advertising time, as the description text, shapes the fashion, it can transmit not only information
about products and services, but also on public opinion in general or the political preferences of the masses. In modern
fashion the rules permissible limits and canons of beauty disappear. It is filled with stylistic eclecticism, with all possible
variations and combinations simulacra. The most common fashion borders on art, using the principal components of the
artistic image — cognitive, regulatory and communicative. Combining data elements, it creates a new dialogue between
the thing and its customer, which is dominated by the same thing.

To better promote products, specialists in public relations, PR managers developed "special" story of collection
that told what had fascinated the designer during creating this collection, inspired and motivated him. This myth has a

© Martsinuyk b. C., 2015
49



KynbTyponorisa MaTBinuyk b. C.

certain character and it can be both too romantic and compassionate-dramatic. Always available a certain mystery in the
message you are composing. Press releases (summary of concepts) often served with a touch of a charitable cause. In
some cases, even a fashion filled with mystical meaning, appeal to the "sublime Gothic". This trend can be seen in the
collections of local designers, for example, in the same collection Valerie Kovalska called "13".

Thus, the hallmark of fashion is its pragmatic direction. The main income is presented as such especially for
promotion of a product created by the so-called seasonal "must-have" objects of desire, trends, the hit lists of the month.
A limited collection created an illusory uniqueness. Permanent imposing certain image cannot remain indifferent
consumer and sooner or later he/she still remembered the advertised product. We introduce a special system of
discounts and bonuses which are not always true, for example, the price of the thing to the "sale" and after remain
unchanged.

The use of a large number of different prints, dominated by vivid images, deep colors with complex graphics are
popular. As a starting point "lucky number" are the first letter of proper names or "sacred mantras", which will certainly
bring happiness and prosperity. Apply all known kitsch images:, ironic, romantic images of fairy tales (imagine myself
Oriental Beauty); optical illusion that the buyer is transferred into the mysterious world of fantasy; surreal prints that are
associated with S. Dali masterpieces; drawings and abstract floral patterns, graphic lines and geometric shapes, all of
these things come to mind. Nothing can stop contemporary designers to bring their collections.

Thus, we can state that the fashion continuously marked clothing and a world. Advertising creates fashion, it
predicts the desired information about a product and imposes other people’s opinions and preferences. Advertising
combines the perception of reality and creates its reality by itself. The public mood is formed by the artificial icons. It sets the
style which all people must wish. Even if in imitation of a designed image difficulties appear (such as lack of money or social
status)but due to the advertising (description text)a consumer still wants to to become the owner of the advertised product.

Key words: advertising, fashion, post-culture, simulacrum.

Peknama XXI cT. 3HaxoguTbCa B NOCTIMHOMY MOLLYKY HOBUX (DOPM BUPaXKEHHs, BOHa 3arny4vae Oo
CBOr0 KOMYHIKaTUBHOIO NPOCTOPY Pi3HOMAaHITHI MUCTELbKI HAaNpAMK, KynbTYpPONorivHi AOCAIgXKEeHHS Ta cycni-
nbHy Aymky. OgHUM i3 OCHOBHUX 1T hOPMOTBOPUMX SKepern noctae moaa. [lepeTBOpMBLLMCE i3 NPOCTOro pe-
Mecna B pO3BMHEHY iHOYCTpIt0, MOAa CTae NOoNynsipHMM i NOCTINHO obroBoptoBaHMM beHoMeHOM. 3pocTae i
LiHHICTb Ta 3HAYYLiCTb ANS Cy4acHOro CycrninbCTBa, BOHA 3aJae HeoOXigHe BpaXKeHHs, CTBOPIOE GaykaHui
iMiopK Anga neBHol ocobucTocTi abo ToBapy. Moga ogHovacHO noegHye B cobi ycTaneHHi Tpaauii Ta HoBa-
TOPCbKi BUTIBKM, TBOPYICTb SIK Taky Ta kKoMepuiiHy surogy. Came 3aBasikm peknami ta npodecinHoMy Mapke-
TUHroBi Bce BinbLue nogen HacnigyoTe MOAHI TEHAEHLUT Ta cTalTb "xepTBamu moan".

HesBaxaroun Ha Te, WO iCHy€e Benuka KinbkiCTb npaupb, NPUCBAYEHUX iCTOPIT MOaW, BUOATHUM An3an-
HepaMm Ta MmuctelTBy cTBopeHHst ogsary (C. Nepmcen, E. Pibeinpo, E. BincoH, C. MaHan, O. BanHwTenH, O. Ba-
cunbes, [1. €pminosa, B. Tonctux, M. LUnHkapyk Ta iH.), MapkeTuHry B iHgycTpii mogu (T. XainHc, M. Bpioc), a
Takox "dpinocodpil mogun" (P. bapT, XK. boapiniap), Bce X Aesiki NUTaHHS, 3anuLLaoTbCs No3a yBaro JOCNIgHUKIB,
30kpemMa npobnema Lwoao B3aeMogii peknamu Ta Mogu B YMOBax MOCT- Ta NOCTMOCTKYNbTYpW, SIka, Ha Hally
OYMKy, NoTpebye AeTanbHOro BUBYEHHS.

Hacamnepeq BapTto Bkaszatu Ha npauto . Kotnepa "OcCHOBM MapKeTUHry", B ki TeOpeTU4HO 00-
I'PYHTOBYETLCS] B3aEMO3B'sI30K MApKETUHTY, B TPaAULINHOMY PO3YMiHHI LbOro MOHATTS, i3 rmobanbHoi iHgyc-
Tpieto mogun. B TeopeTtuyHin npaui T. XanHc Ta M. Bpioc "MapkeTuHr mogun" onucyloTbCA OCHOBHI TEXHiKu
MapKeTUHIy B Cy4acHi Mofi, HaBOAATbCS CTaTUCTUYHI AaHHi. B 3a3HayeHin poboTi aHanisyeTbesa OianbHICTb
npeacTaBHUKIB MOAMW, PO3KPUBAKOTLCHA NPOMECinHI TaEMHULI MaRCTpiB. IHWa TeopeTnyHa npaus, ska pos-
KpuBae 6e3nocepenHbO cepy cydacHoi moam — Le "CBiT moaun" dpaHuy3bkoro xypHanicta M. TyHrenwva, B
SKi HABOOATBCA aKTyanbHi NpMKNagn MOQHWX LLeaeBpiB.

Ha ocobnuey yBary 3acnyroBye npaus ¢paHuy3bkoro cemioTuka, dinocoda P. bapta "Cuctema
Moau", B siKii TEOPETMK Haronowye Ha ToMy, Lo cydacHa Mofa Le ono3uuia Tpbox cucteM: "ogary-obpasy
(dpoTorpacpii abo marntoHka, Lo BOMOAiITb Nyle 0OMEXEHOK 3HAKOBICTIO); 2) oaary-onucy (TeKCTy, KOMeH-
TYKO4Oro, Lo ekcrnikye obpaa) i 3) peanbHoi ogary” [1, 9]. MNepwa i TpeTa cuctemun, 3a P. bapTom, B OCHOB-
HOMY BUYEPNYOTLCA CBOIM AEHOTAaTUBHMM MOBIAOMIIEHHSIM Nepefadeto BidyanbHOro obpasy abo iHCTpyKLi-
€10 AN NpaKkTUYHUX Aid, TOAI SIK cMcTemMa OAsAry-onucy HacuyeHa KOHOTauisiMy, BOHA PO3TallOBYETLCA "MiX
peyamu i cnosamn". He MOXXHa He NOroanTUCA 3 AYMKOK TeOpeTUKa BiGHOCHOMO TOro, L0 ONUC NOB’A3YE MO-
[y i3 30BHiLUHIM CBITOM, ane B TOW e Yac TeHAeHUiNHO AedopMyeE LiEN CBIT.

CxoxXy OyMKY BUCMNOBIOE i CyqacHWiA WwBeacbkuin gocnigHuk J1. CeeHaceH y npadi "®inocogisa Mo-
aun". ABTop posrnggae mogy sk oeHOMeH, Lo, 3 ogHoro 60Ky, cnpuse ecteTm3alii MACLKOro XUTTH, a 3
iHLIOro BNAMBAaE Ha iAEHTUYHICTb MI0OMHN, BEPCTB HACEMEHHS, NpoLLapkKiB CycninbCcTaa.

®paHuysbkuin couionor i pinocod XK. boapinsap neBHUM YnHOM npoaosxye igeto P. bapTa i 3BepTae
yBary Ha couianbHy CTOPOHY beHOoMeHa moau. [na HbOro B LIEHTPi IHTEpeciB NOAUHN 3HaXOAUTLCSA CBIT
3HaKiB-CUMYISIKPIB, AKi NPOSIBNSAIOTLCA B Pi3HOMaHITHUX cdepax KynbTypu — mucTteuTsi, moai, 3MI, TexHiui,
ceKkcyanbHUX BigHOCUMHaXx Ta iH. TeopeTuk 3ayBaxye, Wo "nigpobka a 3aogHo i Moda Hapo4KyETLCA pa3oM 3
BigpooxeHHsM, Konu ceopanbHU Nnag 0eKOHCTPYETHCH Nagom BypiKyasHUM | BUHMKAE BIOKPUTE 3MaraHHs
B 3Hakax pisHuui” [2, 114]. CyyacHa X kynbTypa, 3a XK. boapiisapom, ue kyrnbTypa "kiHUA 060B’A3KOBOro 3Ha-
Ky", KON BiH (3HaK) "NoYMHaE B SIKOCTi MO3HaYHMKA BigcMnaTi 40 pPO34aKnOBaHOroO CBiTY 03Ha4YyBaHoOro, Cii-
NBHOMO 3HaMEHHWKa pearnbHOro CBIiTY, SKOMY HIXTO HiYMM He 30608B'a3aHui" [2, 114]. ®dyHKUiOHaNbHA UiH-
HiCTb pedi nepexoguTb Ha AOpYyrMn nnaH, pedi 3aMiHTb MACLKI BIQHOCKMHK, CTBOPIOETLCA HOBE
"CycninbCTBO CNOXMBaHHA", sIKe BiAKPMBAE HOBY OCOOUCTICTb, MPOMOHYE HOBY MOBY, HOBY KynbTypy. [ono-
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BHOIO NOCTaE pid, BOHa € NEPBUHHOIO | AOMiHYe Hag nodvyTTamu. Ha aymky XK. bBoapiispa, B cydacHOMy cyc-
NiNbCTBI MOAa BU3HAYaETLCA SIK "HANMOBEPXOBIWNIA | HANTMMOMHHIWNIA i3 couianbHUX MexaHiamie" [2, 169].
BoHa BigoGpaxae guHaMiky KynbTypu, 3aBOSKW MOLi 3'ABNSETbCA MOXIMBICTb BMMMBATU Ha iHWI cdepu
xutTa. Lle cBiT emouin, B akoMy 3HMKaloTb Byab-aki 3abopoHn. Moga 3abesnevye yaBHUA MigHECEHUA Ha-
CTPi Ta MO3UTMBHE CTaBIIEHHS OO0 OTOYYHYOro cepegosulla. BigHHA Mogm MOXyTb 3MiHIOBaTM cuTyalito,
"BignpaBnaTK" NAVHY B HOBY CUCTEMY 3HaKiB. Takmm YMHOM, Moda — ue "nepioanydHi 3MiHM NeBHUX opM
Byab-sKoi cdrepu MACLKOro iCHyBaHHS: MUCTELTBA, MOBU, 04Ary, noBeAiHkM Ta iH." [2, 90].

Ak BXe 3a3Hayanochb, y Hall 4yac peknama, sik onuc-Tekct, hopmye MOAy, BOHa MOXe nepegasaTu
He TinbKkK iHopMmaLito NPo ToBapu Ta NOCAYrK, a N NPO CycninbHY AYMKY 3aranom Yu nNpo NOMiTUYHI ynodo-
6aHHa Mac. B cyyacHin Mogi 3HUKaloTb Byab-aki npaBuna, Mexi 403BONIEHHOIO Ta KaHOHM Kpacu. BoHa Ha-
MOBHEHA CTUMbOBOI EKMEKTUKOI, 3 yCiMa MOXITMBMMW Bapiauismmn Ta kombiHauismn, cumynsakpamu. Yacri-
e Moga MEXYeE i3 MUCTELITBOM, BUKOPUCTOBYHOYM FOMIOBHI KOMMOHEHTU XYAOXHbOro 00pa3y — KOrHIiTUBHUN,
perynsaTuBHUIM Ta KOMyHiKaTMBHUIA. MNoegHyoumn B cOBi AaHi cknagoBsi, BOHa CTBOPKOE HOBUI Aianor Mk pivyto
Ta il cnoxuBayem, B AKOMY AOMiHYE cama piy.

BigTak, BigmMiHHO pucoo Moawu € TI nparMaTUYHe HanpasrieHHs. [0NoBHMM nocTae NpubyTok sK Ta-
k. CneuianbHO A4S NPOCYBaHHA TOro YK iHLWOro ToBapy CTBOPKKTLCA Tak 3BaHi Ce30HHI "mMacT xesn" (Big
aHrn. must-have — Te, WO NOBWHHI MaTn) 06’ekTn BaxaHHs, TPeHAN POKY, XiT-NUCTK Micausi. BunyckatoTbes
nNiMiTOBaHI Konekuii, NOPOAXYIOUN if30PHY YHiKanbHICTb ¥ BCbOMY. [10CTiHEe HaB'a3yBaHHS NEBHOIO iMiaXy
He MOXe 3anuwunTn cnoxmBada 6angyxmMMu i paHo 4m Mi3HO BiH BCE XX TakW 3rafjae peknamoBaHuin ToBap.
BBoauTbca creuianbHa cucTeMa 3HWKOK Ta BOHYCIB, siki HE 3aBXaW BiAnoBidalTb AIMCHOCTI, Hanpuknag,
LiHa Ha piy go "cennis" (Big aHrn. sale — 3HWXKa) Ta NicnNsa 3anuWaeTbCsl HE3MIHHOLO.

[nsanHepw i3 KOXHOK HOBOKO KOMNEKLieo HamaratoTbCa CTBOpUTY BessanepeyHunii Wwenesp, i3 BUCOKUM
piBHEM NpoJay Ta BUCOKUM KoedDiLlieHTOM MNidHaBaHHOCTI Ta NONynsApHocTi. 3a3Buyan Take nparHeHHs nepe-
TBOPKETBLCA Ha CyTO KOMEPLIiMHY AisanbHicTb. Moga nepectae Hanexartu 4o Yorocb COKPOBEHHOrO, a nepecni-
aye Tinbkn BNacHi BurigHi uini. | TyT, sk 3a3HavaB P. bapT, 0cobnvBo BaXnMBUMU CTalOTh "MUPCHKI" 3HAYEHHS
MOZIHOro OfAry, WO BUCMOBMEHI MOAHUM XYPHArNoMm, CriBBigHOLIEHHSA MK TUM abo iHLUMM OAArOM i XXUTTEBUMM
CUTyauisMu, nogisaMu, LiHHOCTAMM, SKi BiH "BUCNOBNOE" (Npaus i CBATO, BiKOBI Ta couionpodyeccioHarnbHi Mo-
Oeni: OQvH oasr eksiBaneHTHUI NogopoXi, iHWWA MonogocTi i T. 4.) [1, 9]. 3agnsa kpalLoro npocyBaHHA ToBa-
piB, crneujanictamu 3i 38’A3KiB 3 rpoOMaachkkicTio, PR MeHemkepamu po3pobnsieTbest "ocobnmea” ictopisi konek-
Lii, gka po3noBigae, YiM 3axonsoBaBCca AM3alHep Nig Yac CTBOPEHHsI JaHOi KonekKuil, Wo Noro Hagmxano Ta
cnoHykano. Takuii Midp Mae BU3HAYEHWIN XxapakTep, Moxe ByTu sK 3aHagTO POMaHTUYHUM, Tak i CriBYyTIMBO-
ApamMaTniHuM. 3aBXaun HasiBHa NeBHa 3aragka B NOBIAOMINEHHI, Ake CTBOPHOETLCA. HacTo npec-peniaun (KopoTki
BMKINagmM KOHLUeNUiT) nogatoTbes i3 BiaTiHKOM GnaroginHoi cnpasu. B okpemunx Bunagkax Moda HaBiTb HaMOBHHO-
€TbCS MICTUMHUM 3HAYEHHSAM, 3BEPHEHHS A0 "nigHeceHol rotukn". [JdaHni Hanpsam MOXHa npocnigkysBaTtn B KO-
NeKUisiX BITYM3HSAHMX OM3aHepiB, HaNpuKnaza, B OAHOMMEHHIN konekuii Banepii Kosanbcekoi nig Hassow "13".

MonynsapHUM € BUKOPUCTaHHS BEMMUKOI KifTbKOCTi Pi3HOMaHITHUX MPUHTIB, Ae AOMiHYIOTb ACKpaBi Ma-
TIIOHKN MUBOKMX HacuyeHuX BIATIHKIB i3 cknagHo rpadikoto. BignpaBHMMKM NyHKTaMu CriyryloTb "LWacnuei
yucna", nepLi nitepu BnacHux iMeH abo "cakpanbHi MaHTpU", ki HEOAMIHHO MPUHOCATL LWAacTa Ta Gnaromno-
ny4yys. 3acTocoByOTbCS BCi BigoOMi 06pasu: KiTYEBWUMW, IPOHIYHWUIA, POMAHTUYHMIA, 0bpa3sun i3 Ka3ok (yaBnsew
cebe CxigHOoK KpacyHelo); onTUYHI iNto3ii, ki NnepeHocaTb NOKYNUsA y 3aragkoBui CBIT dhaHTasin; ctoppearnic-
TUYHI NPUHTWY, SKi acoujtoloTbes i3 weaespamu C. [ani; abCcTpakTHI MantoHKU Ta KBIiTKOBI Bi3epyHKW, rpadiyHi
NiHIT Ta reoMeTpu4Hi birypu: Bce, WO Npuinge Ha JyMKy, abCcontoTHO BCe, 6e3 oaHuX 3abopoH cyvacHi an-
3alHepi NPUBHOCATL 40 CBOIX KOMNEKLUin. Tak MogHi peui Ginblue HaragytoTb MUCTELbKI NONOTHA, HiXK oasr.

YacTo-rycTto BUKOPMCTOBYIOTLCS 3BMYalHi nobyTosi npegMeTu. Tak, aHanor rybku anst MUTTa nocy-
4y, 3pobneHun i3 reoMeTpUYHOro nNnacTuka, MoxHa nobaymTn B OCTaHHIN konekLuii bpuTaHcbKoro gmsanHepa
i3 rpeubknm noxopxeHHam Mary Katrantzou. AGo » ocCiHHA-3MMOBa Konekuis iTanincekoro 6peHaa Moschino
HanoBHeHa (PipMOBUM CTUIMEM Ta KONbOpamm BiJOMOro amepukaHcbkoro dacTt-gyay MakgoHanbac — 4oxnu
ans tenedoHiB y Burnsaai kapronni dopi; dyTOonKM, CBITWOTK Ta CyKHi i3 306paXeHHsIM norotuna 6penaa;
CYMOUYKM Ta knatdi B hopmi "nanHy 6okcis" (Habopis Ansa ob6igy). Bapto Takox sragatn cymkm Channel y Bu-
rnagi NNacTMKOBOI MASLWKM 3 Nig MOMoka Yu knatdi B Burnagi kHwkok Olympia Le-Tan i3 obknaguHkamum
"Marictep Ta Mapraputa", "Anica B kpaiHi yygec" Ta "Mepi MonniHc". Taki knatyi € Hag3BMYanHO Nonynsap-
HUMKW ceped MOAHMLUbL Y BCbOMY CBITi. LliHa Liel MmoaHoT 3abaraHkn Ta NposiBy NCEBAO iHTENeKTyaniaMmy ckna-
0ae fekinbka TucaYy eBpo. B Halw yac MoXHa i3 BMEBHEHICTIO ckasaTu, L0 KOMUCh LLIOKYHYN poboTn Aagaic-
TiB abo npeAcTaBHUKIB NOM-apTy, BXe BCTUrHYMW CTaTh HOPMOIO A Cy4acHOI Mogu.

Takox 6e33anepeyHnM TpeHOOM 3anuaeTbCcs Moga MUHYNKX pPokiB. ByHTytoui 60-Ti, eknekTuyHi 70-Ti
i3 BU3HaHMMU ikoHamu cTunto JNlansoto MinHenni, [bkeiH BipkiH Ta JansH KiToH. Bptokn-knboLl, 6GOCOHDKKN Ha
BMCOKMX TaHKETKaxX Ta MacuBHi OKyNsipu CTPIMKO NOBEPTAaOTbCS B CbOrOAHILLHI rapaepobu.

Y KOXXHOro GpeHa € BnacHa ikoHa CTUIo, Tak 3BaHui "ambacagop 6peHay", Ha AKOro OpieHTYHTbCA
cnoxusadi. 3anyyeHHs BiOMMUX 0COBUCTOCTEN — akTopiB, MMCbMEHHUKIB, CMiBakiB CTae HOPMOK ANd pekra-
MHMX MOBiZOMSEHb. 3 0AHOro 60Ky, BOHM NEPETBOPHOIOTLCA HA CaMOAOCTaTHIN BigoMuiA BpeHa, a 3 iHWoro —
y TOBap Sk Takui, agxe "Ha MOAHI Hapaamn MOXyTb BMMAMHYTK | XyOOXHI Teuil, i 3abaraHkm okpeMux xapuama-
TUYHUX KPacyH4YWMKIB, i NONiTUYHA NoAia AHA, | EKOHOMIYHUI BUBEPT TEKCTUNBHUKIB, i KOHNIKT NOKoNiHb abo
HocTanbria 3a MuHynum" [4, 50].
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Y peknamHux Tekctax gegani vacTille BUKOPUCTOBYIOTb MUCTELIbKO-KYbTYPOMOriYHy TEPMiHOMOrito,
sIka Hagae ocobnMBOro 3aragkoBOro LapMy MOBIAOMIEHHIO, BOAHOYAC, HIBEMIOKOYM Tak 61 MOBUTK X nep-
BMHHe 3HaveHHs. Hanpuknag, 6yaeHHUMKU CTaloTb Taki CrOBOCMOMYYEeHHs, AK "cloppeanicTudHi MoTueu',
"pyTypUCTUYHI Nnapu", "WTYYHUIA aHTaroHiaM", "ypBaHicTu4HUA cTunb" Ta "TpaHcueHOeHTHa YyTTeBicTh". Ha-
Xanb, 3HAa4YEHHS1 JaHWX CIOBOCMOMYyYeHb Aaneko He 3aBXAW BianoBigae CyTHOCTI 00’€KTiB CTOCOBHO SKMX
BOHW BUMKOPUCTOBYIOTLCS, | BXMUBAKOTLCA BOHU 30BCIM B HEJOPEYHOMY KOHTEKCTi. | B JaHOMy BUNagKy 3HOB
cnig ckasatu, Wwo aymka P. bapTa wopno "onucy mogu" He BTpavae CBOEI akTyarnbHOCTI, 30Kpema Moro Tesa,
LLO NO3HaYeHe eKCrnilitoETbCA B TEKCTI. |HWMMKM cnoBamu, KON MU YYEMO TOM YU iHLLWIA CrioraH, BiH y Hac
acoLileTbCsA 3 NEBHUM TOBapOM, Y TOMY YUCAi N 3 MOAHUM BpeHaoM.

He HexTyloTb MapKeTonory i akTuBHUM BUKOPUCTaHHSM fecToLLiB, Hanpuknag "KopoHa — ansi kopores",
"L’'Oreal — agxe Bu uboro Bapti". B UMx peknamHux croraHax BigbyBaeTbCsi HeafekBaTHe 3aBWLLYyBaHHS CaMo-
OLliHKM croXuBaya, NigHeCeHHs oro 40 HagBMCOKOMO COLianbHOro piBHA. POBUTLCS akUEHT Ha YHiKanbHICTb 3a-
coOy, Ha 1noro 6e33anepeqHnin ebekT Ta Ha iaeanbHy 30BHILLHICTb NepeayciM. Sk Hacnigok, NpuadaT Ty Um iHLWY
pi4 CnoHyKae He BnacHe GaxkaHHs, a "6e33anepeyHnin CMak Ta CTUNb", SIKUIA NPoNaryeTbCsi B pexknami.

Bce vacrTilwe B Mepexi IHTepHeT 3'9BNATLCA MOOHI CalTU, Ha SKUX BUCTaBRsoTb POTO i3 BEYIPOK,
noTiM ige obroBopeHHs1, XTO B YoMy OyB OOArHEHWI, KU MaB BUMMsSA, A€ BiONOYMBaEe i NpOBOAMTL BiflbHUI
yac. Takox npefcTaBHUKM MOAHOI iHOYCTPIl, "cenebpeTic" 4acTo BMKOPUCTOBYIOTb couianbHi Mepexi ans
npeacTaBneHHs Ta NpoAaxy BracHol npoaykuii, Hanpuknag, Biktopis bekxem Ta Ctenna MakkapTHi. Twitter,
Facebook, Instagram i Pinterest ctanu ocHoBHMMM 3acobamu Anst PO3BUTKY Ta NPOCYBaHHA MapKETUHIOBUX
cTpaTerii. Hacnigkom Takux cycninbHUX NPOsiIBIB € HaB'A3yBaHHSA YyXOl AYMKW, BUAaBaHHS 1i 3a BnacHy. Y
NPUXUIbHKKIB HaBiTb 3’ABMSETLCHA OAHaKOBUM Habip dpas Anda Bupasy emodin: "knacHo", "cynep"... Tak coui-
arbHi Mepexi NOCTYNOBO 3aMiHIOTb pearnbHe XUTTS.

BuBuyeHHAM meTogiB, 3acobiB, TEXHIK Ta cTpaTerin BNMMBY Ha CNOXMBavya MOAW 3aMMaETbCs iHOYCT-
pist — fashion-mapkeTuHr, wo sBuHukNa y XXI ct. Kpim Toro, MapkeTuHr y cdepi Moan Moxe npegcraBuTi yc-
niwHi "digital” i "social media" komnaHii. B Taknx peknamHux nposiBax 3BepTaETbCH yBara Ha eKCKM3MBHICTb
KOHTEeHTY. HasiBHe geTarnbHe onucaHHs ToBapy, MOro BnacTnBocTen, nogpobuui CTBOPEHHS An3anHy Ta, He-
OAMIHHO, Nopagu K Kpallie 3acTOCOBYBaTH iy, 3 UMM KOMBIHYBaTH i K Npe3eHTyBaTn nyoniuj.

BigoMmuMm cyTo ykpaiHCcbkum MoaHuM 3axogoM € Ukrainian Fashion Week. Ha ykpaiHCbKOMY TWXHI
MOAW CBOI KONeKUii NpeAcTaBnsiioTb sIK BU3HAHI BITYM3HAHI AM3anHepwn, Tak i Monodi TanaHTu. 3aBasku ga-
HOMY 3axody BCi Gaxkatoudi MOXYTb Ai3HATUCA SSKUMW MOOHMMU TEHOEHUISIMU HanoBHEHUIN YKPaiHCBKUA MUC-
TeUbKO-KyNbTYPHUIA NPOCTIip, Wo byae nonynspHUM y HaCTYMHOMY Ce30Hi. binbLue Toro gns BiTYU3HAHUX MO-
OHUKIB Lie XxopoLla Harofa "nokasatu cebe", npogeMOoHCTpyBaTh CBill CMaK Ta ynogobaHHS.

BiaTtak, MoXHa cTBepaKyBaTH, WO Moaa 6e3nepepBHO NO3HaAYae ogsr i CBIiT, Y CBOKO Yepry, peknama
dopmye moay, BoHa nepenae baxaHy iHopmaLilo Npo ToBap Ta HaB'A3ye Yyxi AyMKM i ynogobaHHs. Pek-
nama noegHye B cobi CNpUHATTA AINCHOCTI Ta cama CTBOPIOE L0 AINCHICTb. 3aBAsKM LWITYYHUM obpasam
dopmMye cycninbHUA HacTpin. BoHa 3agae ctunb, 40 AKOro MakoTb NparHyTU BCi. HaBiTh AKLLO B HAcnigyBaHHI
3a4aHoro iMigxXy BUHMKaOTb CKNagHOCTI (AK-TO Bpak KOWTIB YM couianbHUiA cTaTyc), 3aBOsku peknami (onu-
CY-TEKCTY) cnoXxueay BCe OAHO ige A0 CBOE METU — CTaTu! BONOLApEM PeKknaMmoBaHOro ToBapy.
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