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Milchevska G., Merkulova N. The Basic Scientific Approaches to Studying the
Phenomenon of Social Advertising

In article on the basis of analysis of scientific literature fleshed out the concept of
“social advertising”, analysis of scientific approaches to the study of social advertising.
Identify the specific distinguishing features of the concepts of “social advertising”,
“agitation”, “and propaganda”. The main objectives and directions of development the
social advertising.

Social advertisement as an effective tool for solving social problems in society
becomes more and more developed in Ukraine. Social advertising is characterized by its
versatility, ability to influence consciousness, changing stereotypes and models of human
behavior. Analyzing the above approaches, we can distinguish the following specific features
of social advertising: contains the specific information you want to convey to the consumer;
focused on human values; aims to solve social problems in the society; does not aim at
receiving profit.According to scientists, social advertising is a transmitter of moral, spiritual,
and aesthetic values. It is designed to change behavioral patterns in society. In addition,
social advertising has the ability not only to attract attention, to talk about the problem, but
calls for solution to the problem, provides a solution. Social advertising reflects the impact of
public policies. Social advertising is a significant social institution in modern society,
affecting the social, cultural, psychological characteristics of the society as a whole and
individuals. So, social advertising as an effective tool for solving social problems in society is
becoming more development in Ukraine. Social advertising is characterized by its versatility,
the ability to influence the mind, changing stereotypes and patterns of human behavior.

Key words: social advertising, nonprofit advertising, public advertising, campaigning,
propaganda, and the tasks of social advertising.


