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ADVERTISEMENT AS AN INDICATOR OF ETHNIC MENTAL PECULIARITIES
OF UKRAINIAN NATIONAL CULTURE

The purpose of the article is to present the advertisement phenomenon aimed at stimulating certain actions by presenting
the elements that are the indicators of ethnic mental peculiarities of Ukrainian national culture to the recipients. The methodology con-
sists of works by foreign and domestic authors covering philosophical, cultural and psychological aspects of advertising. Among the
methods chosen for the disclosure of the stated topics, the support was made on the general methods of scientific knowledge: analysis,
synthesis, generalization. The scientific novelty of the article is that it makes an analysis of Ukrainian advertising products as a combi-
nation of universal advertising genres and elements that are based on ethnic mental peculiarities and values. Conclusion. It was stated
that the advertising genres existing in modern social and cultural space present a synthesis of universal and ethnic mental components
to a recipient. The paradoxical nature of advertisement is considered to be its reason. This means that: despite the tendency to produce
the values of popular culture, it by “rooting” into the national culture, an important element of which is a nucleus, is a means reflecting
ethnic mental peculiarities of Ukrainian national culture.

Key words: mentality, ethnic mentality, nucleus, advertisement, genres of advertising products.

Honiti Hamanisi €ezeHiieHa, dokmop cbinocoghcbKux Hayk, rpoghecop, npogecop Akademii depxasHoi neHimeHujiapHoi
cnyx6u; HiwyumHa CeimnaHa OnekciigeHa, 0okmop ropuuyHUX Hayk, rpoghecop, 3agidysay kagedpu Akademii [JepxxasHoi neHimeH-
uiapHoi cnyx6u; XolHaybka Jllodmuna MuxaiinieHa, kaHOuGam icmopuyHUx Hayk, doueHm, rpogpecop IHcmumymy YnpaeniHHs
OepxkasHoi 0XOpoHU YkpaiHu Kuiscbko2o HayioHansHoe0 yHieepcumemy imeHi Tapaca Llleg4eHka

Peknama sik BUpa3HUK ETHOMEHTaNbHMX OCOBNMBOCTEN YKPaAiHCKbOI HaLlioOHaNbHOI KynbTypu

MeTa pocnigxeHHs nonsrae y npefactaBneHHi (heHOMEHY peknamm, OpiEHTOBAHOMO Ha CTUMYIIOBAHHS MEBHUX AiN LUNSXOM
npeseHTalii peunnieHTaM enemMeHTiB, L0 € BUpa3HMKaMu €THOMEHTanbHUX 0cobNMBOCTEN YKPaiHCbKOI HaLioHanbHOI KynbTypu. MeTo-
AONOrito AOCNIAKEHHA CTaHOBMATb Mpaui 3apyOibKHUX i BITYN3HSAHMX aBTOPIB, O BUCBITAOBaNM dinocodcbki, KynbTyposorivHi Ta ncu-
XornorivHi acnektv peknamu. Cepen meToiB, 06paHNX Ansi po3KpUTTs 3asiBNEHOI TeMaTuku, onopa byna 3pobneHa Ha 3aranbHi MeToam
HayKOBOrO Mi3HaHHA: aHani3, cuHTes, y3aranbHeHHs. HaykoBa HOBM3Ha CTaTTi po3BepTaETbCA B TOMY, LUO B Hiil 3pobneHuii aHani3
YKpaiHCLKOT peknaMHoi NPOAYKLii Ik NOeAHaHHS YHiBEpcanbHNX peKnaMHUX XaHpiB Ta eNemMeHTIB, OCHOBOI SIKUX BUSHAETLCA €THOMEH-
TanbHi ocobnmeocTi Ta LiHHOCTI. BuCHOBOK. KoHCTaToBaHO, Lo NpeacTaBneHHi B Cy4acHOMY COLLOKYNbTYPHOMY MPOCTOPI peknamHi
XaHpU NPEe3eHTYIOTb PeLUnieHTy CMHTE3 yHiBepCanbHOro Ta €THOMEHTaNbHOro KOMMOHEHTIB. MPMYMHOK LbOro BM3HAYeHO napajok-
canbHy NpUpoay peknamMu: Nonpu HauineHicTb Ha BUPOBHULTBO LiiHHOCTEW NONyNsiPHOI KyNbTypW, BOHA, «BKOPIHIOOYMCHY Y HaLioHarb-
Hi KynbTypi, BaXNVMBMM €NeMEHTOM SKOI BU3HAETbCA SAPO, € 3acobom, Wwo Bigobpaxae eTHOMeHTanbHi 0COGNMBOCTI YKPaiHCHKOT
HauioHanbHOI KynbTypu.

KnrouyoBi cnoBa: MeHTanbHICTb, ETHOMEHTaNbHICTb, AP0, PEKIamMa, XXaHpPU peknaMHoi NPOaYKLii.

HoHuli Hamanbs EszeHbegHa, 00KmMop ¢huriocohcbKux Hayk, rnpogeccop, npogeccop Akademuu [ocydapcmeeHHoU rne-
HumeHyuapHol cryx6bl; HuwjumHasi CeemnaHa AnekceegHa, 00OKMOp opududecKkux HayK, npogecop, 3asedyroujas kagedpol Aka-
demuu NocydapecmeeHHoOU neHumeHyuapHoU cryx6bi; XoliHaukas Jlroomuna MuxalinoeHa, kaHOudam Ucmopu4yecKux HayK, doueHm,
npogheccop MlHcmumyma YnpaeneHusi 2ocydapcmeeHHOU oxpaHbl YkpauHbl Kueeckoao HayuoHarbHO20 yHugepcumema umeHu Tapa-
ca lllegyeHko

Peknama kak HocuTenb 3THOMEHTarNbHbIX 0CO6eHHOCTeN YKPauHCKOW HaLMOHanbHOW KynbTypbl

Llenb uccnegoBaHusA 3aknioyaeTcsi B NpeAcTaBneHn heHOMeHa peknambl, OPUEHTUPOBAHHOMO Ha CTUMYNPOBaHUE onpe-
OeneHHbIX AeNCTBUIA NyTEM Npe3eHTauum peLunueHTam 3NeMeHTOB, SIBMSIOLLUMXCSH HOCUTENSIMM 3THOMEHTarnbHbIX 0COGEHHOCTEN yKpa-
MHCKOM HaumoHanbHoM KynbTypbl. MeTogonoruo 1uccregoBaHusi COCTaBNSOT TPyAbl 3apyOexHbIX U OTEYECTBEHHbLIX aBTOPOB, OCBE-
LiasLivne d)I/IJ'IOCO(bCKI/Ie, KynbTypoJiorn4eckmne n ncuxornornyeckne acnektbl peknambl. Cpe/:u/l MeToaos, BblﬁpaHHbIX ANA pacKkpbITUa
3anBrieHHON TeMbl, onopa Obina caenaHa Ha obLive MeToAbl HAay4YHOrO MO3HaHWS: aHanus, cuHTes, obobleHne. HayyHass HoBU3Ha
CTaTbn pa3BopayvymBaeTCd B TOM, 4YTO B Hen caenad aHanusa praI/IHCKOﬁ peKJ'IaMHOIZ npoAayKunn Kak coyeTaHuna yHuBepcalbHbIX pe-
KMaMHbIX XaHPOB U 3MEMEHTOB, OCHOBOW KOTOPbIX NPU3HAETCs 3THOMEHTarnbHble 0COBEHHOCTM 1 LeHHOCTU. BbiBoabl. KoHcTaTupoBsa-
HO, YTO NpeacTaBreHble B COBPEMEHHOM COLIMOKYIbTYPHOM MPOCTPAHCTBE pEKNaMHbIE XaHpbl NPeACTaBnsiioT PEeUMnUEHTY CUHTE3
yHuBepCcanbHOro M 3THOMEeHTalrbHOro KOMMNOHEHTOB. rlpl/NVIHOVI 3TOro onpegeneHa napagokcanbHada npupoaa peknambl: HECMOTPA Ha
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HaLleneHHOCTb Ha NMPOU3BOACTBO LIEHHOCTEN NOMYNAPHON KyNbTypbl, OHA, «YKOPEHSISICbY» B HALMOHANbLHOW KynbType, BaXHbIM 3f1eMeH-
TOM KOTOPOii NPU3HAETCs SAPO, SIBNAETCH CPeACTBOM, KOTOPOE OTpaXaeT 3THOMEHTaNbHbIE OCOGEHHOCTU YKPaMHCKOW HaLMOHanbHow
KynbTypbl.

KntoueBble crnioBa: MeHTarnbHOCTb, STHOMEHTaNbHOCTb, SAPO, PEKaMa, XaHpbl PeKNamMHOM NPOAYKLMH.

The urgency of the paper. The modern culture is a bearer of not only universal (global) but also na-
tional (local) content, because “universal human culture exists only as a general significance aspect of na-
tional cultures” [4, 74]. That is a culture of XX-XXI centuries as a type of contemporary everyday cultural ex-
istence, dialectically contains the national (traditional) elements, and transnational, “universal’ element,
which is the common value element of different peoples. Therefore, in new conditions, popular culture should
be explored both as a global and national phenomenon. An essential part of modern everyday cultural exist-
ence that should be explored taking into account mentioned principles, is the advertisement. Being a trans
historic phenomenon it originates from the system of values of ethnic mentality and affects choosing recipi-
ents’ lifestyle by determining certain associations.

Actual scientific publications analysis. It should be noted that in Ukrainian humanitarian reflection of
the beginning of the XXI century advertisement as a subject of careful attention is examined by the scholars
from various fields, such as: economics, communicology, cultural studies, linguistics, art studies, psychology,
political science, philosophy. Thus, in recent years, scientific researches on the advertising of such authors
as N. Butenko, T. Lukianets, T. Overchenko, O. Olenina, D. Oltarzhevskyi, T. Prymak, O. Protsenko, I.
Ryzhym, K. Rozhko, Ye. Romat, Yu. Shmyha and others, has been published in Ukraine. Advertisement as
a social and cultural phenomenon also continues to be among the topics of thesis researches, showing the
reveal of new sides for the researchers. For example, for the last two years, S. Zaria and B. Matviienko’s
thesis, which reveals the cultural and aesthetic aspects of an advertising product were presented for de-
fense.

Separately we focus on intelligence, where advertising semiotic essence is recognized to be the
main object. It as a system of “sign forms ... embodies certain aesthetic ideas, leading shapes-meanings”
[15, 73]. The world-class scholars who initiated and developed this trend are: R. Bart, Zh. Bodriiar, U. Eko, S.
Zhyzhek, and others. Modern Ukrainian researchers who work in this direction are: V. Zhovtianska, A. Liash-
chenko, M. Pryshchenko, S. Pryshchenko, A. Sohorin, T. Smyrnova, K. Urvantsev, A. Chernyshov and oth-
ers. It should be noted that despite a large number of papers devoted to studying various aspects of adver-
tisement functioning, a number of issues that did not get adequate coverage in our opinion, and therefore
need more thorough studying remain beyond researchers’ attention. Among such aspects is the fact that the
development of advertisement in Ukraine, unlike western countries, bypassed the stage of orientation on the
value of production and immediately focused on the value of consumption, choosing ethnic mental peculiari-
ties of Ukrainian national culture.

The purpose of the article is to present the phenomenon of advertisement aimed at stimulating cer-
tain actions by presenting the elements that are the indicators of ethnic mental peculiarities of Ukrainian na-
tional culture to the recipients.

Statement of basic materials. Influence of globalization processes, characterized by significant value
changes and transformation of national foundations of cultural life were characteristic features for the devel-
opment of social space of Ukraine at the beginning of the XXI century. At the same time, as a contemporary
Ukrainian academic S. Zaria noted, “forming national and cultural space is one of the important achieve-
ments of modern process of cultural development, without which further development of society in conditions
of world’s cultural space globalization is impossible” [6, 9]. Thus, the reality actualized the problem concern-
ing correlation of ethnic national identity with universalities, common to all mankind, which humanity is guid-
ed by, constructing the narrative “past-present-future”. It is well known that the peculiarities of the national
culture determine the ethnic uniqueness of the figurative and mental reflection of the natural and social reali-
ty in the consciousness of the individual, as well as in the collective unconscious. This kind of culture in-
cludes all original and unique, created by the nation (language, symbols, norms, means of communication
and activity, artistic and sensual reflection of the world, etc.), as well as that which has a universal dimen-
sion, because “besides the archetypal layer... culture has the areas of processing world experience, transna-
tional values” [7, 87]. So, in fact, ethnic culture in the social space is “responsible” for saving and actualiza-
tion of axiosphere of the nation and is the prism through which the mentality is expressed.

The mentality is a way of attitude, world perception, which is formed on the deep mental level of the
individual or collective consciousness. It is manifested through a set of installations formed in the depths of a
particular ethnic cultural under the influence of traditions, social institutions, living environment. It can be ar-
gued that the mentality in the conditions of integration of societies when in one territory concentrated in a
single nation different ethnos, turns into ethnic mentality, which more precisely characterizes the peculiarities
of the worldview of the titular ethnic group.

Ethnic menality as a specific way of perceiving and understanding the ethnos of its inner world and
external existential circumstances crystallizes under the influence of centuries-old cultural-historical, social,
geopolitical, landscape, climatic and other factors. It is the ethnic mentality that is responsible for the suc-
cessful, in terms of recipients’ reactions, creative process because it “draws it” and causes archetypal imag-
es, being originally present in them, although the author himself does not realize. One can say that the artist
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intuitively captures the corresponding mental representations of his ethnos and embodies them in his writ-
ings. Without this, his artistic achievements could not have been “spreader” by his tribemates, and the artist
himself would remain “incomprehensible”. Therefore, ethnic mentality acts as a context, a discourse in which
it finds its specific embodiment a unique (ethnic-cultural) way of seeing the person of the meaning of the sur-
rounding reality.

Functional space of ethnic mentality is rather colorful, but the most characteristic are the following
manifestations: 1) makes it possible to distinguish between “their own ones" and "other (somebody else’s)”
by symbolism and semantics; 2) creates an atmosphere of emotional and sensory affinity among representa-
tives of a certain ethnic group; 3) depending on the features of manifestation interprets universal norms and
values; 4) unites people in higher forms of spiritual values - love, truth, beauty, creativity; 5) at the level of
everyday world perception forms a single understanding of the beautiful, sublime, tragic, comic; 6) respond-
ing to inquiries, fills with positive emotions and experiences the spiritual space of the individual's life.

The essence of ethnic mentality is dissolved initially in a national character, then — in the mass con-
sciousness, in public opinion, in the forms of value consciousness, reaching, finally, at the institutional level
of spiritual production in the transformed form. Despite the numerous transformations, the axiosphere of eth-
nic mentality still does not disappear but continues to provide the ethnic specificity of the manifestation of its
own elements. The explanation for this is that ethnic mentality is the core of every national culture, and “the
core of such a culture for centuries remained unchanged, its main content was passed from generation to
generation” [10, 4]. This “core” determines how society reacts to innovation, and, accordingly, provides adap-
tive mechanisms, the ability to adapt to changing conditions, material and spiritual life of the nation. The eth-
nic core of culture has rather high stability, as it is surrounded by a special protective belt consisting of a sys-
tem of traditions and customs, social, behavioral, moral, aesthetic and intellectual reactions to all kinds of
intercultural interaction, such as acculturation. The main function of this “protective belt” is making barriers to
the potentially dangerous impact of the external cultural environment on the core of national culture in order
to preserve its fundamental elements in a relatively stable form.

Relatively stability of the elements of cultural nucleus means that from time to time, the nucleus
changes partly, answering the challenges of historical era when interacting with other cultures. In particular,
in the context of the globalization of the world, there is always a dialogue of national cultures, different in
their mental traits. However, we can speak about preserving of the main distinguishing features of a particu-
lar national culture. At the same time, one cannot ignore the fact that the ethnographers, cultural experts and
specialists in historical psychology speak about, saying that in archetypal psychological characteristics of
each ethnic group there are common features that unite different peoples. This is because the peculiarity of
national identity is felt in the complex of all components that constitute ethnicity. However, a thorough analy-
sis reveals that ethnic mentality, in general, is not something unique, but is only a peculiar and unique com-
bination of common features for many peoples.

In general, it should be noted that the dynamics of culture is born in the counter movement of the old
and the new, traditions and innovations. In fact, innovation in potency is a likely future tradition, and any tra-
dition is a previous innovation. The unchanging, conservative ethnoculture, to which nothing new is intro-
duced, can die out by exhausting itself.

Taking into account that advertising products today are a reflection of social value sense, we consid-
er it to be an appropriate example to demonstrate the fact that its authors repel from the features of ethnic
mentality, presenting their works to the recipients [4, 87]. B. Matviichuk argues in favor of this idea: “If litera-
ture and art often appeal to the consciousness, referring to a particular social group, then folk art and adver-
tisement, which are pseudo-anonymous (almost folk art), are directed primarily to the unconsciousness and
sensory perception of reality” [9, 169].

It should be noted that the ethnic mentality of Ukrainian people as well as any other variant of the
form, represents an archetypal cultural matrix. Here, “ethnic-archetypes, acting as universal archaic struc-
tures of the psyche, in the process of historical concretization are enriched with additional content, pushing
the horizons of the ethnic-consciousness” [11, 109].

D. Chyzhevskyi, describing the most important signs of Ukrainian ethnomentality, noted that the un-
conditional feature of the mentality of Ukrainian is emotionality and sentimentalism, sensitivity and lyricism,
which are most clearly manifested in the aesthetic of life and rituality. Next are individualism and the desire
for freedom, and even more disturbance and mobility (more psychical than external) [13, 19]. Contemplative
introspection of Ukrainian ethnomentality is manifested in the holistic perception of the world, semi-mystical
thinking, dreaminess, orientation towards tradition, the rejection of external pressure, the pursuit of self-
improvement and individualism.

Emotionality characteristic of Ukrainians is an extra-rational logic of images and feelings, excessive
(sentimental) sensuality, certain impulsiveness, a tendency toward mythopoetic world outlook, a tendency to
suggest other feelings and emotional states. O. Kulchytskyi, the author of this trait of the Ukrainian archetype
of the Mother Earth, kind, gentle, fertile black soil that influences subconscious structures of the psyche of
Ukrainians, has been the most original and convincing argument of emotionality as features of the Ukrainian
mentality, awakening the emotional sensibility of these structures as heat, affection, and the opposite [8, 52].
Cordocentrism, emotionality, romance, femininity, which in their turn are transformed into a “principle of” an-
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throposm” as a manifestation of affinity with their native land” [1, 88]. All the considered features of Ukrainian
ethnic mentality are actively reproduced in ethnonational characteristics of the national popular culture and
specifically in the advertisement. The reason for this is that modern advertising products are most adapted to
the dynamics of modern life and the ethno-national cultural substrate. For example, any product advertising
campaign will be successful if you focus on the high emotionality of the Ukrainian, which stimulates imagina-
tion, enhanced activity of the imagination, and which will rely on metaphorical expression. The lasting role is
played by the aesthetic laws of the development of synesthesia, which lead to associative situations. For
example, a statement about the softness and tenderness of touch or an advertising slogan like “Soft as a
mom” in the perception of ordinary Ukrainians will be accompanied by the appearance of positive emotional
associations concerning childhood. The recipient of the advertisement will feel the smell of his mother's
bread, or it will seem that he was touched the most delicate mom's hands.

Taking it into account, the most efficient way to consider the features of ethnic mentality is the exam-
ple of advertising products. When creating commercials, producers must provide in a few minutes the neces-
sary information, which would continue to affect even after the end of its perception, affecting the uncon-
scious level of the human psyche. Moreover, this is only possible in the case of addressing the specifics of
ethnomentality with its specificity of world empathy and a system of values concentrated in the verbal-
semantic level of an advertisement. One of the explanations for this axiological and linguistic connection is
the provision that the language images of the world (L. Withenstein, P. Matskiv) as a semantic framework
formed by all the totality of existing languages, where each national language transmits information in differ-
ent way, thus revealing ethnic national specific characteristics that are recorded due to differences in the hi-
erarchy of values at the semantic level.

Genre variety of modern advertisements is quite diverse, dynamic and, at the same time, traditional.
The more or less successful use and reproduction of the ethnonational system of values and stereotypes of
Ukrainian ethnic mentality is precisely the successful guarantee that “Ukrainian creators of advertising, using
ethno-national cultural experience and intuition, sometimes create interesting patterns, which, in fact, find a
response in the souls of modern Ukrainians” [3, 561]. This is a condition for the creation of promotional prod-
ucts, which, in order to be successful, should keep in the versatility of the genre to “breathe ethno-
archetypes” (V. Lychkovakh). Most of the commercials are a synthesis of genres, and it is difficult to attribute
them to a particular genre, so we have identified them conditionally.

The first genre is an advertising thriller that is oriented at the use of the instincts of fear and aggres-
siveness. In the realization of the instinct of fear, advertising companies are most thriving, which most active-
ly exploits the architectonics of fairy tales and produces a huge number of horror video clips and films [4,
146]. With all its diversity, the main subjects of advertising thriller are: natural disasters (earthquakes, tsuna-
mi, Bermuda triangle); alarmistic catastrophe (shipwreck, plane crash, fire); terrible monsters (these include
gigantic gorillas, aggressive sharks, spooky spiders and cockroaches occupying human dwelling, whipped
nuts, rushing around the streets of cities, etc.); supernatural forces (we are talking about devils, housewives,
impure force, phenomena of resettlement of the soul, telekinesis, necrophilia, aliens).

Analyzing this genre of promotional products, it should be noted that Ukrainian demonology provides
a vast field for fantasy and the creation of artistic images in advertising. Indeed, it is in this genre that the
carnival-laugh nature of the Ukrainian motive of the game with dark power manifests itself. The main thing for
such a game is “the profanation of dark mysterious sacrality” [7, 87], so this game is full of the elements of
humor that have national specifics.

The next genre is the genre of eccentric comedy. It is the best represented by one of the advertising
campaigns of “Nasha Riaba” with the slogan “You Eat, Eat!”. It is so-called, ironic-feminine view of family life
and a man by the eyes of a man, a creator of an advertising campaign [4, 146]. It should be noted that this
genre has a rather promising future for the developers of advertisement because for today the Ukrainians
have a “crisis of seriousness”, that is, the need for consumption for entertainment. It is also important that the
humor in advertisement has a greater impact in promoting a product than boring, vague phrases. So, in our
opinion, well planned and creative advertising campaigns made in this genre will be in higher demand. This
genre of historical anecdote is most clearly represented in the cycle of historical sketches of “Lviv beer” with
stories-tales about the Prince of Lviv.

In advertising products, an important role plays an unconscious psychological load — a characteristic
that reflects the mythological attitude in consumers’ thinking. This, in its turn, gives an opportunity to distin-
guish separately the mythical and folklore genre. L.L. Herashchenko in the paper “Mythology of Advertising”
(2006) speaks rather detailed about it. It should be noted that converting mythological and closely related
fairy tales and characters is a characteristic feature of advertising discourse.

Advertising “fairy tale” produces patterns for behavior that are beneficial for producers and advertis-
ers, but are often far from real human needs. So, there is a certain negative moment of the spread of such a
genre. In modern conditions postfolklore, depending on the audience to which it is calculated, “acquires dif-
ferent levels of quality — from high-artistic interpretations that reveal and enrich its contents, to the adaptation
to profane consciousness. In the sphere of masculinity, folklore cliches spread to a wider audience, but lose
historical and archaic depth, transformed in essence into meaningless forms” [11, 121].
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Modern promotional products oriented on the folklore basis reflect the intonations of the excited state
of the traditional “walking for a blue sea, for a better life”, the transcendence of the border, abandonment
without return, the aspiration to the great and infinite. The well-known trademark “Chumak”, based on these
intonations, artistically represents the following autochthon symbols. The Milky Way is a temporary home
that moves in space, a ship of the steppe, an amazing archetype of Ukrainian ethnic culture, followed by
many legends, songs, thoughts, memories. It is a symbol of the infinity of life in an infinite space of distant
horizons, and at the same time, it is a symbol of the variability of life without the confidence of a happy return
home. The totem-cult image of the bull (the tour, the ox), which was worshiped by Tripoli, is an archetypal
image of the eternal attraction to earth and labor and, at the same time, competition for freedom. Chumak,
who manages the cart, traveling in the steppe, represents the image of the “ideal” hero. Already K.H. Jung
noted that from ancient times the symbolic image of the hero asked for a person a vivid example for finding
his vital identity [14, 170].

Each ethno-national culture has its archetypal image of an “ideal hero”. For the Ukrainian national
spirit, this symbol is the image of the Cossack — a freedom-loving individualist and defender of spiritual val-
ues, living on the verge of a “lower” world of domination of chaos. The Cossack riding on the horse as an
embodiment of the Baroque spirit of “mental adventurism”, existential quest, with the increased lust of life
and an exaggerated sense of its transience, with the constant need for changes, shifts, movements, readi-
ness for the unexpected, with naive simplicity and complex sensual-intellectual elegance, with his habit of
camouflaging under conditions of danger, with his belief in supernatural forces — all this is the artistic embod-
iment of ethnic menalistic structures formed during the historical development of Ukraine.

Many examples of visual advertisement use this particular connotation from the “glorious historical
past” of Ukraine, linking their plotlines primarily with the prince's era and the Cossacks, especially when it
comes to advertising the goods the main consumers of which are traditionally men, such as spirits or ciga-
rettes The reason for the popularity of “Cossack” image is that the “good Cossack” is a positive auto-
stereotype of the Ukrainian “real man”.

Among the advertising genres separately there is one genre, the creators of which almost do not fo-
cus on ethno-national specificity of cultures of different countries of the world. It is a “genre of soft porn” [4,
149-150], where the main thing is the image of a fatally seductive woman. At the heart of this direction of
advertising lies the universal archetypal image of a woman. The archetype of such “beauty” is a conse-
guence of the peculiarities of patriarchal thinking. Z. Froid was sure that a woman, unlike a man, is a sensu-
al, tempting creature that, instead of moral and intellectual growth, envies a man all her life, thus becoming
limited in her qualities. At the same time, she is a perfect symbol that unites evil and libido — a sexual attrac-
tion. Contrary to Z. Froid, S. Bovuar, describing the versatility of manifestations of female essence, noted: “In
her [a woman] civilization, an era, her culture concentrates... She dictates fashion, reigns in salons, directs
public opinion and reflects it. The crowd is a woman. Popularity, glory is a woman” [2, 199]. So today, on the
day when there is an intensification of satisfaction of bodily needs and desires heated by advertising, cinema
and mass media, the female body is recognized as the “main aesthetic object” (Dzh. Apdaik), as the condi-
tion of a successful sale of the goods. The female body is not hidden but rather shown, becoming a complex
symbolic system, the meaning of which the recipient learns to decipher, understand and appreciate. And
precisely because of the female body and its characteristic “seductive” creators of advertising are trying to
achieve maximum efficient impact on a consumer.

Incidentally, it is not always detailed that it is about women or the female body in this genre, but there
are always the elements of this image (red color, the presence of representatives of some kind of cats, etc.).
You can observe a fairly large number of advertising campaigns, where words like “temptation”, “desire”,
‘love” and “demonstration” are usually played out, even if there is a certain wave of protest against gender
discrimination in the advertisement, tempting female behavior often with predatory elements. Advertising
products of this genre can be counted for quite a long time. Advertisement of “Nescafe” coffee with the temp-
tation to taste, and the chocolate brand “Korona” with the slogan “Taste of desire”, “Kyivski perepichky”,
backpacks GIN and others can be associated with this genre.

The scientific novelty develops in the fact that the analysis of Ukrainian advertising products, the
range of influence of which extends practically to all spheres of social space, as a synthesis of universal ad-
vertising genres and elements, the basis of which is considered to be ethnic specific features and values,
was made in the article. This makes it possible to speak about the advertisement as an indicator and attrib-
ute of a new Ukrainian national culture.

Conclusions. So, we can state that the advertising genres existing in modern social and cultural
space present a synthesis of universal and ethnic mental components to a recipient. The paradoxical nature
of advertisement is considered to be its reason. This means that: despite the tendency to produce the values
of popular culture, it by “rooting” into the national culture, an important element of which is a nucleus, is a
means reflecting ethnic mental peculiarities of Ukrainian national culture.
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