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MOMA TA PEKINAMA: CYYACHI ACMEKTW B3AEMOAIT

Y cTaTTi po3rnsAgaroTbCs Cy4acHi acnekTu B3aeMogii Moau Ta peknamu. 3aszHaqaeTbes, WO B pekiiaMHUX NoBig-
OMIIEHHSAX 3aBASKM OMUCY-TEKCTY eKchnilitoeTbes obpa3s peknamoBaHOro ToBapy, NpWM LbOMY MO3Haqarode He
060B’A3Kk0BO Mae 3B’A30K 3 03Ha4yBaHWM. HaBOAATLCA OCHOBHI MPOSIBU MOAHWX TEHAEHLiA y peknami.

Kniovoei crosa: moga, peknama, NocTKynbTypa, CUMYINSKP.

Mameuliyyk bozdaHa CepzeeeHa, couckamenb Kaghedpb! Kyabmyponoauu U UHHOBAUUOHHbIX KYbmypHO-
XyQ0XecmeeHHbIX npoekmoa HaluoHaneHol akademuu pykogodauiux kadpoa Kyibmypbl U UCKyccme

Moaa u peknama: coBpeMeHHble acnekTbl B3auMOAeWCTBHA.

B cratbe paccmaTpuBaloTCs COBPEMEHHbBIE acnekTel B3auMogedcTBMS Mogbl U peknambl. OTMeYaeTces, YTo B pek-
namHbIx coobLleHnax bnarofapsa onNMCcaHUIO-TEKCTY SKCnMuMpyeTcs obpas peknamMMpoBaHHOro ToBapa, Npyv 3TOM O3Hayaro-
Liee He 0BA3aTenbHO UMeeT CBA3b C 03Ha4aeMbIM. HaBoAATCA OCHOBHEIE NPOSIBIIEHUS MOAHBIX TEHAEHLMIA B peKrname.

Kniovesbie crosa: Mofa, pekiama, NocTKybTypa, CUMYMSKP.
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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
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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. 3HaX0aAMTbCA B MOCTIMHOMY NOLUYKY HOBUX (DOPM BUpPaXKEHHS, BOHA 3any4vae go
CBOr0 KOMYHIKaTMBHOIO NPOCTOpPY Pi3HOMAaHITHI MUCTEeLbKi HAaNPAMM, KyNbTYPOMOrivYHi AOCAIAXKEHHA Ta Cycni-
NbHY AYMKY. OOHUM i3 OCHOBHUMX i POPMOTBOPUMX AXKepen nocrae moaa. [NepeTBOPUBLLMCH i3 NPOCTOro pe-
Mecna B PO3BMHEHY iHAYCTpIl0, MOAa CTae NONyNsipHUM i NOCTiNHO oBrosopoBaHuM peHoMeHoM. 3pocTae Ti
LiHHICTb Ta 3HAYYLICTb ANS Cy4aCHOro CycninbCTBa, BOHA 3a4a€ HEOOXiAHE BPAXXEHHs, CTBOPIOE DaXkaHui
iMiapk Ana neeBHoi ocobuctocTi abo ToBapy. Moga ogHOYaCHO NoeaHye B cobi yCcTaneHHi Tpaauuii Ta HoBa-
TOPCbKi BUTIBKM, TBOPYICTb AK TaKy Ta KOMepUinHy Burogy. Came 3aBadaku peknami Ta npodeciiHomy mapke-
TUHIOBI BCe BinbLue NioAgen HacniayloTb MOAHI TEHAEHU|T Ta CTaloTb "XKepTBamu moau".

HesBaxaloumn Ha Te, L0 iCHYE BENUKa KiNbKiCTb npaub, NPUCBAYEHUX iCTOPIT MoauW, BUAATHUM AU3al-
HepaMm Ta MUCTELTBY CTBOpPeHHs1 oasary (C. lepmceH, E. Pibenpo, E. BincoH, C. MaHan, O. BanHwrelin, O. Ba-
cunees, . €pminosa, B. Tonctux, M. LUnHKapyk Ta iH.), MapkeTuHry B iHgaycTpii mogu (T. XanHc, M. bpioc), a
Takox "dpinocodpii moan" (P. Bapt, XK. Boapinap), Bce X AesKi NUTaHHSA, 3anuLaloTLCA N03a yBarok A0CnigHUKIB,
30Kpema npobnema Log0 B3aeMogii peknaMu 1a Mogu B yMOBaxX MOCT- Ta NOCTNOCTKYNbTYPU, AKa, Ha Hawly
AYMKy, NoTpedye AeTanbHOro BUBYEHHS.

Hacamnepen sapto Bkaszatu Ha npauio . Kotnepa "OCHOBU MApPKETUHIY", B AKili TEOPETUYHO 00-
I'PYHTOBYETbCSA B32EMO3B’SI30K MAPKETUHTY, B TPAAULIAHOMY PO3YMiHHI LibOro MOHATTS, i3 rmobanbHOT iHayC-
Tpicto moau. B TeopetuyHin npaui T. XanHc Ta M. Bpioc "MapkeTuHr mogn" onucyloTbCA OCHOBHI TEXHIKK
MapKETUHTY B Cy4YacCHin MOAi, HABOAATLCS CTATUCTUYHI AaHHI. B 3a3HaueHiin poboTi aHani3yeTbCs AisnbHICTb
npeacTaBHUKIB MOAW, PO3KPUBAKOTLCA NPOMECiiHI TAaEMHULI MaNCTpiB. |HWa TeopeTu4Ha npaud, ska pos-
KpuBae 6esnocepeaHbo chepy cydacHoi moau — ue "CBiT moamn" dpaHLy3bKoro xypHanicta M. TyHrerima, B
AKiN HABOOATLCA aKkTyanbHi NpUKNagn MOAHUX LWeaEeBpIB.

Ha ocobnuBy yBary 3acnyroBye npausa ppaHuy3bkoro cemiotuka, dinocoda P. bapra "Cucrema
Moau", B SIKii TEOPETUK HAronoLwye Ha TOMy, LLI0 CydacHa Moaa Le ono3uuia TpbOxX CUCTEM: "oasary-obpasy
(thoTorpacpii abo mantoHka, L0 BONOAITL NMLIe 0OMEXEHOI0 3HAKOBICTIO); 2) 0AAry-onucy (TEKCTY, KOMEH-
TYIOMOrO, WO ekcnnikye obpas) i 3) peanbHoi oaary” [1, 9]. MNepLia i TpeTa cucremu, 3a P. bapTtom, B OCHOB-
HOMY BUYEPNYKOTLCA CBOTM AE€HOTAaTMBHMUM MOBIAOMIEHHSIM Nepeaadero BidyanbHoro obpasy abo iHCTpykui-
€10 ANg NpakTUYHKUX AiK, ToAi K cucTemMa Oasary-onucy HacuyeHa KOHoTauigaMu, BOHA pO3TalUOBYETLCA "MK
pevamu i cnoeamu". He mMoXkHa He NOroaMTUCA 3 AYMKOI TEOPETUKA BiAHOCHOIO TOrO, LLO ONUC NOB’A3YE MO-
Ay i3 30BHiLLHIM CBITOM, ane B TOM e Yac TeHAEHUinHO aAedopmMmye Lel CBIT.

CX0xy AYMKY BMCMNOBNIOE i CydacHUin weBeacbkuin gocnigHuk J1. CeeHaceH y npaui "®inocodis mo-
aun". ABTop posrnagae moay sk (pbeHOMeH, o, 3 0AHOro 60Ky, cnpusde ecrteTusauii MOACbKOro XUTTH, a 3
iHLLIOro BNAMBAE HA iAE€HTUYHICTb FIIOANHKN, BEPCTB HACENeHHA, NpoLapKiB CycninbLCcTBa.

dpaHuy3sbkuin codionor i dpinocod XK. boapinap nesHUM YMHOM NpoAoOBXKyeE iaeto P. bapTa i 3BepTae
yBary Ha couianbHy CTOPOHY heHOomMeHa Moau. Ons HbOro B LEHTPi iHTEPEeCiB NIOAUHU 3HAXOAUTLCA CBIT
3HaKiB-CUMYNAKPIB, AKi NPOABRAIOTLCA B Pi3HOMaHITHMX cdhepax KynbTypu — mucteutsi, mogi, 3MI, TexHiuj,
CeKcyanbHUX BiAHOCHMHAaX Ta iH. TeopeTuk 3ayBaxkye, WO "nigpobka a 3a04HO i MOAAa HAPOAXKYETLCA Pa3oM 3
BiapoaxxeHHaM, konu heoganbHUii Nag AEKOHCTPYIOETLCA NagoM BypKyasHUM i BUHMKAE BigKpPUTE 3MaraHHs
B 3Hakax pisHuui" [2, 114]. CydacHa X kynbTypa, 3a XK. boapinapom, ue kynbtypa "KiHus 060B’sI3KOBOro 3Ha-
Ky", KONu BiH (3HaK) "NoYnHaE B SKOCTi NO3HAYHMKA Biacunat 40 PO34aknoBaHOro CBIiTY O3Ha4YyBaHOro, ci-
NbHOTO0 3HAMEHHMKA PeanbHOro CBITY, SKOMY HIXTO HiuMm He 3060B'sizaHui” [2, 114]. dyHKUiOHaNbHA LjiH-
HiICTb pedi nepexoguTb Ha APYMUA NNaH, pedi 3amiHIoTb JACLKI BiAHOCUMHM, CTBOPIOETLCH HOBE
"CyCninbCTBO CNOXXMBAHHA", SIKE BiAKPUBAE HOBY OCOOMUCTICTb, MPOMOHYE HOBY MOBY, HOBY KymnbTypy. [ono-
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BHOIO MOCTAE pid, BOHA € NEPBUHHOIO | AOMiIHYE Haa novyTTaAMU. Ha aymky XK. Bogpinapa, B cy4acHOMY cyc-
NiNbCTBI MOAA BM3HAYAETLCS SIK "HAWMOBEPXOBILUMIA i HANFMUMOUHHILIKMIA i3 couianbHMX MexaHisMmiB" [2, 169].
BoHa BigoOpaxkae AuMHaMIKy KynbTypu, 3aBAsikM MOAI 3'ABNAETLCA MOXMMBICTb BNNMBATW Ha iHWI cdepu
HuUTTA. Lle cBiT emouin, B AKOMy 3HUMKAOTL Oyab-Aki 3abopoHu. Moga 3abeanevye ysiBHUIA NigHECEHWIA Ha-
CTpii Ta NO3UTUBHE CTaBMEHHA A0 OTOYYIOYOro cepegosulla. BisHHA MoauM MOXYTb 3MIHIOBATU CUTYyaLilo,
"BignpaBnAaTu" NIOAUHY B HOBY CUCTEMY 3HaKiB. TakuMm YAHOM, MOAa — Ue "nepioguyHi amiHM neBHUX hopm
Oyab-AKOi cdpepu NOACLKOro iCHYBaHHA: MUCTEUTBA, MOBM, 0A4Ary, NOBEAiHKK Ta iH." [2, 90].

K BXe 3a3Ha4anoch, y Haw 4ac peknama, sk Onuc-TekcT, (hopmMye MOAy, BOHA MOXe nepegasatu
He TifnbKu iHdhopMaLilo Npo ToBapu Ta NOCAyrK, a W NPO CyCNinbHY AYMKY 3aranom Yu nNpo nNosniTUYHi ynoao-
BGaHHA mac. B cy4vacHin mogi 3HMKalTh Oyab-aki npaBuna, mMexi 03BONEHHOro Ta KaHOHU Kpacu. BoHa Ha-
MOBHEHA CTUITbOBOK EKNEKTUKOIO, 3 yCiMa MOXMUBMMM Bapiauigmu Ta koMmOiHauigammu, cuMmynakpamu. Yacri-
e Moga MeXye i3 MUCTELTBOM, BUKOPUCTOBYHOUMN FONMOBHI KOMMNOHEHTU XyAOXHbLOr0 00pa3y — KOTHITUBHUA,
perynaTuBHMI Ta KOMyHikaTUBHUIA. [oeaHyouM B coBi AaHi CKNaaoBi, BOHA CTBOPIOE HOBUI Aianor MixK piuyro
Ta Ti cnoXxupayem, B SKOMY AOMIHYE cama pid.

BiaTak, BiAMiHHOIO pUCOI0 MOAM € Ti MparMaTu4He HanpaBneHHAa. FonoBHUM nocTae NpubyToK SAK Ta-
knin. CneuianbHO ANS NPOCYBAHHA TOr0 YM iHLIOro TOBapy CTBOPIOKOTLCA Tak 3BaHi Ce30HHI "mMacT xeBun" (Bia
aHrn. must-have — Te, WO NOBUHHI MaTun) 06’ekTn OaxkaHHSA, TPEHAWN POKy, XIT-NMMCTU Micauda. BunyckaroTbes
niMiToBaHI Konekuil, NOPOAKYIOYM iNMO30PHY YHiKanbHICTb Y BCbOMY. INMOCTiiHE HaB’A3yBaHHA NEBHOIO iMigXy
HEe MOXXE 3anuLnTK cnoxxusada GanayXMMu i paHo 4K Ni3HO BiH BCE XX TakuU 3ragac peknamoBaHMi TOBAap.
BeoautbCa cneuianbHa CUCTEMAa 3HMXKOK Ta DOHYCIB, SIKi HE 3aBXAW BiAMOBIAAKOTb AINCHOCTI, Hanpuknag,
LiHa Ha piyv 4o "cennis" (Big aHrn. sale — 3HMXKKA) Ta NicnNA 3anUMLWAETLCH HE3MIHHOLO.

OusaiiHepu i3 KOXXKHOK HOBOIO KOJNEKLIEID HamaraloTbCa CTBOPUTK Be33anepedHuin weaesp, i3 BUCOKUM
piBHEM NpOoAaXKy Ta BUCOKUM KoedilieHTOM ni3HaBaHHOCTI Ta NONyNSAPHOCTI. 3a3Bu4yai Take nparHeHHa nepe-
TBOPIOETLCH HA CYTO KOMepUiiHy aisanbHicTb. Moaa nepecrae Hanexatu g0 Y0rocb COKPOBEHHOrO, a nepechi-
Aye TiNbKW BNacHi BurigHi uini. | Tyt, sk 3a3Haqas P. bapT, 0co6nMBO BaXXNMUBUMK CTalOTh "MUPCBKI" 3HAYEHHS
MOZAHOrO 0AAry, L0 BUCNOBIMEHI MOAHWUM >XYPHANoOM, CMiBBigHOLUEHHA MK TUM a0 iHLUMM OASITOM i XXUTTEBUMMU
cuTyauigaMu, nogisMmu, LiHHOCTAMM, K BiH "BMCROBMIOE" (Npaus i CBATO, BiKOBI Ta couionpodeccioHanbHi Mo-
Aeni: oguH ogAar eksiBaneHTHMI NOAOPOXI, iHWMIK MonoaocTi i T. 4.) [1, 9]. 3aansg kpawloro npocyBaHHs TOBa-
piB, cneujanicramu 3i 3B’a3kiB 3 rpoMaackkictio, PR MeHemxkepamu pospobnaerbca "ocobnuea” icropisa konek-
Lii, Aska po3nosigae, UMM 3axOonnBaBca Au3anHep nig Yac CTBOPEHHA A4aHOI KOnekuil, Wo Woro Haguxano Ta
CMOoHyKano. Takui Mith Mae BU3HAYEHUI XapaKTep, MOXe ByTU sIK 3aHAATO POMAHTUYHUM, TaK i CNiBYYTNMUBO-
apaMaTtudHum. 3aBxau HasiBHA NeBHa 3aragka B NOBIAOMIIEHHI, iKke CTBOPIOETLCA. YacTo npec-peni3un (KOpoTki
BMKNaAMW KOHLENUiT) NogaloTbCs i3 BigTiHKOM 6naroaiiHoi cnpaeu. B okpemux BUnaakax Moaa HaBiTb HAMOBHIO-
€TbCH MICTUMHMM 3HAYEHHAM, 3BEPHEHHS A0 "nigHeceHol roTukn". [JaHuii HanpsiM MOXKHa NPOCiaKyBaTu B KO-
nekuiax BiTYU3HAHUX AW3aiHepiB, Hanpuknag, B OA4HOWMEHHIN konekuii Banepii KoBanbcbKol nig Ha3sot "13".

MNonynspHUM € BUKOPUCTaAHHSA BENUKOT KifIbKOCTI Pi3HOMAHITHUX MPUHTIB, A€ AOMIHYIOTb SACKpaBi Ma-
NIOHKU TMUBOKMX HACMYEHUX BIATIHKIB i3 CknaaHow rpacikoto. BignpaBHUMKM NyHKTAMKU CNYrylOTb "LLACIMUBI
yucna", nepuwi nitepu BnacHux iMeH abo "cakpanbHi MaHTpK", siKi HEOAMIHHO MPUHOCATL LWACTS Ta 6narono-
ny4yys. 3aCTOCOBYIOTLCSI BCi BigOMi 06pa3su: KiT4eBWUMA, iPOHIYHUIA, POMAHTUYHKUIA, 00pa3n i3 ka3ok (ysBnaeLl
cebe cxigHOI KpacyHel0); ONTUYHI iNto3il, AKi NepeHocATb NOKYMUS y 3aragkoBuil CBIT haHTasii; croppeanic-
TUYHI NPUHTK, AKi acouiloThea i3 weaeBpamu C. Jani; abCTpakTHi ManoOHKKU Ta KBITKOBI Bi3€pPyHKU, rpadivHi
NiHii Ta reomeTpu4Hi (irypu: BCe, WO Npuiiae Ha AyMKy, abCconoTHO BCe, Be3 xoaHux 3abopoH cy4vacHi au-
3alHepi NPUBHOCATL A0 CBOTX KONEKUin. Tak MOAHI peuvi GinbLue HaraayioTb MUCTELbKI MONOTHA, HiXK 0A4r.

YacTo-rycTto BUKOPUCTOBYIOTLCA 3BUYAliHI NOOYTOBI NpeaMeTun. Tak, aHanor rybku ans MuTTa Nocy-
ay, 3poBneHuit i3 reOMeTPUYHOro NnacTuka, MoXHa nobaunTu B OCTaHHIN Konekuii 6puTaHCbKOro ansanHepa
i3 rpeubknm noxoaxxeHHam Mary Katrantzou. AG0 » OCiHHA-3MMOBA KOMEKLis iTaniicbkoro 6peHaa Moschino
HanoBHeHa hipMOBUM CTUNEM Ta KONMbOPaMK BiAOMOIro amepukaHcbKkoro dgact-cpyay MakgoHanbac — 4oxnu
ana TenedoHiB y Burnagi kapronni ¢pi; gpyrdbonku, CBITWIOTU Ta CyKHI i3 306paykeHHsIM noroTtuna 6peHaa;
CYMOYKM Ta knatyi B hopmi "nan4y 6okcis" (Habopie ana obiay). BapTo Takox sragatu cymku Channel y Bu-
rnagi NnacTMKOBOT MAALWKM 3 MNig MOMNOKA YK Knatudi B BUMMsSAi kHWKoKk Olympia Le-Tan i3 obknaguHkamu
"Maiictep Ta Maprapurta", "Anica B kpaiHi uyaec" Ta "Mepi MNonniHc". Taki knatyi € Hag3BMYaNHO NoNynsap-
HUMKM cepea MOAHWLbL Y BCbOMY CBITi. LliHa Uiei MmoaHOT 3abaraHku Ta NnposiBy NCEBAO iHTENEKTyaniaMy ckna-
[ae Aekinbka Tucady eBpo. B HaLl Yac MOXKHA i3 BMEBHEHICTIO CKa3aTH, L0 KONMUCh LUOKYHUN poboTn aaaaic-
TiB 200 NpeACTaBHMKIB NOM-apTy, BXXe BCTUTHYIKU CTaTU HOPMOIO ANA Cy4acHOi MOAMW.

Takox 6e33anepeyHum TPEeHAO0M 3anuLIaeTbCa MOAa MUHYNUX POKiB. ByHTytoui 60-Ti, eknekTudHi 70-Ti
i3 BU3HaHMMUK ikoHaMmu ctunto Jlansow MinHenni, xenH BipkiH Ta JavsiH KiToH. Bptoku-knboLd, O0COHIKKN Ha
BUCOKMX TAHKETKAaX Ta MACUBHI OKYNAPKU CTPIMKO NOBEPTAOTLCS B CbOrOAHILLUHI rapaepobu.

Y KOXHOTro BpeHaa € BrnacHa ikoHa CTUnio, Tak 3BaHun "ambacagop 6peHay”, Ha AKOro OPIEHTYIOTLCS
crnoxumadi. 3any4yeHHs1 BigoMux 0COOUCTOCTEN — aKTOPiB, MMCbMEHHUKIB, CMiBaKkiB CTa€ HOPMOK ANsl pekna-
MHUX NOBiAOMIEHb. 3 0A4HOro 60Ky, BOHM NEPETBOPIOIOTLCA HA CaMOAOCTaTHIN BiaoMuin OpeHa, a 3 iHWoro —
y TOBap AK TaKMi, agxke "Ha MOAHI HAapAAN MOXYTb BNIUMHYTU | Xy O0XHi Tedil, i 3abaraHkm oKpemux xapusma-
TUMHUX KPACYHYMKIB, i MONITUYHA NOAIA AHS, | EKOHOMIYHMIA BUBEPT TEKCTUMNBHUKIB, i KOHAMIKT NOKOMiHb abo
HocTanbria 3a muHynum" [4, 50].
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Y peknamHux TekcTax agegani vyacTie BUKOPUCTOBYHOTb MUCTELbKO-KYNbTYPOMOrMYHY TEPMIHONOCrILO,
fAKa Hagae ocobnMBOro 3aragkoBoro wapMy MOBiAOMIEHHIO, BOAHOYAC, HiBENOWYU Tak Bu MOBUTH iX nep-
BMHHE 3HaveHHsA. Hanpuknaa, OyaeHHUMMM CTalOTb Taki CIOBOCMONYYEHHs, 9K "CcloppeaniCTUdHi MOTUBU",
"YTYPUCTUYHI napu”, "LUTYYHUIA AHTAroHi3M", "ypOaHiCTUYHUIA CTUMBL" Ta "TpaHCUEHAEHTHA YyTTEBICTL". Ha-
Kanb, 3HAYEHHS AaHUX CMOBOCMONYyYeHb AANeKo HE 3aBXAW BiaANOBiAAE€ CYTHOCTi 0O’€KTiB CTOCOBHO SIKMUX
BOHW BUKOPUCTOBYIOTLCH, | BXXMBAKOTLCA BOHU 30BCIM B HEJOPEYHOMY KOHTEKCTi. | B JaHOMY BUMAaAKy 3HOB
cnig ckasartu, Wwo aymka P. bapTta wogo "onucy Moau" He BTpadae CBOET akTyanbHOCTI, 30KpemMa Moro Tesa,
L0 NO3HAYeHe eKCniLitoETLCA B TEKCTi. [HWMMK crioBamMu, KOAM MU YYEMO TOW YM iHLUWWA CNOraH, BiH y HaC
aCOLIIETLCA 3 MEBHUM TOBAPOM, Y TOMY YUCTI 1 3 MOAHUM BpEeHaoM.

He HexTyloTb MapKeToOnNory i akTMBHUM BUKOPUCTAHHAM fecToLliB, Hanpuknaa "KopoHa — Ans kopones",
"L’Oreal — apxke Bu uporo Bapti". B uux peknaMHux cnoraHax BigOyBaeTbCsl HeaJeKBaTHe 3aBULLYBAHHSI CaMO-
OLiHKM CnoXuBa4a, MigHeCeHHa MOro A0 HAABUCOKOr0 couiansHOro piBHA. POBUTBLCA akUEHT Ha YHIKanbHICTb 3a-
coby, Ha noro 6e3szanepeyHuii edpeKT Ta Ha igeanbHy 30BHILLHICTbL nepeaycim. Ak Hacniaok, npuadaTy Ty Ym iHLLY
piv cnoHykae He BnacHe BaxkaHH4, a "Ge33anepeyHunin CMak Ta CTUMb", AKUIiA NPONaryeTbCa B peKnami.

Bce yacTiwe B Mepexi [HTepHeT 3’aBnAl0TbCa MOAHI CalTU, Ha SKUX BUCTaBNAIOTbL POTO i3 BEUipoK,
noTiM ige 0BroBOpPeHHs, XTo B YoMy ByB OAATHEHUW, AKMIA MAB BUrNAA, A€ Biano4uBae i NPOBOAUTL BiNMbHUNA
yac. Takox npeacTaBHUKM MOAHOI iHAYCTPIl, "cenebpeTic" 4acTo BMKOPUCTOBYIOTb COLianbHi Mepexi ans
npeacraBneHHA Ta NPoAaXKy BnacHoOT npoaykuii, Hanpuknag, Biktopia Bekxem Ta Ctenna MakkapTHi. Twitter,
Facebook, Instagram i Pinterest ctanu 0CHOBHMMMK 3acobamu Ans pO3BUTKY Ta MPOCYBAHHA MApPKETUHIOBUX
cTparerin. Hacnigkom Takux cycninbHUX NPOsBIB € HAB’A3YBaHHA YYXXOT AYMKW, BUAABaHHSA 1T 3a BnacHy. Y
NPUXMNbHUKIB HaBITb 3'ABNAETLCA OAHAKOBUI HABIp bpas ana Bupasy emouin: "knacHo", "cynep"...Tak coui-
anbHi Mepexki NOCTYNOBO 3aMiHIOIOTb peanbHe XUTTA.

BuBueHHAM mMeTOaiB, 3ac06iB, TEXHIK Ta CTpaTerin BNMMBY HA CrnoXuBava MOAW 3alMAETbCA iHAYCT-
pis — fashion-mapkeTuHr, wo suHukna y XXI ct. Kpim T0ro, MmapkeTuHr y ccpepi mogu MOoxe npeacraButu yc-
niwHi "digital" i "social media" komnaHii. B Takux peknamHuMx nposiBax 3BepTacTbCs yBara Ha eKCKM3UBHICTb
KOHTEHTY. HasiBHe aeTanbHe OnMcaHHa TOBapy, MOro BNMacTUBOCTEN, NOAPOOULI CTBOPEHHS An3aliHy Ta, He-
O0A4MiIHHO, MOpaau SK Kpalle 3acTOCOBYBATHU piY, 3 UMM KOMOiHYBaTH i AK npe3eHTyBaTh nyoniui.

Bigomum cyTO yKkpaiHCbkuM MogHuM 3axogom € Ukrainian Fashion Week. Ha ykpaiHCbKOMY TWXHI
MOAM CBOI KOMeKUil NpeAcTaBnAlTb K BU3HAHI BITYM3HAHI Au3aiHepu, Tak i Monoai TanaHtu. 3asasku aa-
HOMY 3axoay BCi Baxkarodi MOXyYTb Ai3HATUCA SSKUMW MOAHWUMMW TE€HAEHUiSMU HANOBHEHUIN YKPATHCLKUIA MUC-
TELbKO-KyNbTYPHUIA NPOCTIpP, Wo Oyae nonynsapHUM Yy HACTYMHOMY CE30Hi. binbLie Toro Ans BiTYM3HSAHUX MO-
OHUKIB Lie XopoLla Haroaa "nokasatu cebe", npoaeMOoHCTpyBaTH CBill CMaK Ta ynogobaHHA.

BiaTak, MOxxHa CTBEpAXKyBaTH, WO Moaa HBe3nepepBHO NO3HAYaE oaAr i CBIiT, y CBOK Yepry, peknama
dopMye Moay, BOHA nepeaae baxaHy iHopmaLilo Npo ToOBAp Ta HAB’A3YE Yy AYMKM i ynogobaHHs. Pek-
nama noeaHye B cobi CNpURHATTS OIACHOCTI Ta caMa CTBOPIOE L0 AiNCHICTb. 3aBAsku WITy4HUM obpasam
dopmye cycninbHUi HaACTpiin. BoHa 3agae cTunb, 40 SKOro MaroTb NparHyTu BCi. HaBiTb SKWO B HAcNigyBaHHi
3a4aHOro0 iMia>Ky BUHMKAKOTb CKNAaAHOCTI (IK-TO Bpak KOLLUTIB YM COLjanbHUR CTaTyC), 3aBAsikM pekrnaMi (onu-
Cy-TEKCTY) CnoXuBa4 BCE OAHO iAe 4O CBOE METU — CTATU BONOAAPEM PEKIIAMOBAHOIO TOBApy.

llimepamypa

1. BapT P. Cuctema Mogbl. CTaTbu o ceMnoTuKe KynbTypbl / PonaH bapT [[ep. ¢ ¢dp., BcTyn. ¢T. 1 cocT. C. H. 3en-
kuHa). M. : MagaTenbctBo um. CabalwHukosblx, 2003. — 512 c.

2. Boapuiiap XK. CumMBonuyeckuii obMeH u cMmepThb / XKaH Boppuiap [nep. ¢ dp. M. 3eHkmHa). — M. : Jobpoc-
BeT, 2000. — 387 c.

3. TyceinHoB I'. Komnosnuyms kocTioma. Yueb. nocobue anda sysos/ . M. lyceiiHos, B. B. Epmunosa, . Epmu-
noea. — M. : Akagemusa, 2003. — 432 c.

4. Moga v ctune // CoBpeMeHHas sHUuknoneausa ABaHTa+. [[nae. pef. B. A. BonoguH]. — M. : AsaHTa+, 2002. —
C. 50-52.

5. Loy A. TpobnemMbl Nnpupodsbl counansHol peanbHocTu: O MHOXECTBEHHBIX pearnbHocTAax. CuMBON, pearnb-
HocTb u obuectBo // Anbdpeg Loy [nep. ¢ HeM. un aHrn. ] // N3GpaHHoe: Mup, cBeTawmiica cMucriom. — M. : Poccuiic-
Kas nonutuyeckasn aHuuknoneaus (POCCII3H) 2004. — C. 401-532.

References

1. Bart R. (2003). Fashion System. Articles about culture semiotics. (N. Zenkina, Trans.). Moscow : Izdatelstvo
im. Sabashnikovyih [in Russian].

2. Bodriyyar Zh. (2000). Symbolic Exchange and Death (P. Zenkina, Trans). Moscow : Dobrosvet [in Russian].

3. Guseynov G. & Ermilova V. (2003). Track suit. Proc. manual for schools. Moscow : Akademiya [in Russian].

4. Fashion and style. Modern entsiklopediya (2002). Moscow. : Avanta [in Russian].

5. Shyuts A. (2004) Problems nature of social reality: On the multiple realities. The symbol and the reality of
society. Moscow : "Rossiyskaya politicheskaya entsiklopediya" (ROSSPEN) [in Russian].

52



