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Abstract

The article is devoted to the peculiarities of gamid Ukrainian mass media.
Gender stereotypes, which are used to attract messy are also analyzed. Special
attention is paid to female images in advertisesyant their characteristics. The
article also deals with the concept of sexism asdrepresentation in printed
advertisements.
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Pe3rome

VY cTaTTi po3risnaloThCs OCHOBHI acleKTH TeHJepHOi MpoOjeMaTUKH B
YKpaiHCBKMX JpYKOBaHMX 3aco0ax wmacoBoi iH@opwmariii. Takox Oymo
MpOaHai30BaHO T'eHJEPHI CTePeOTHIH, 110 BUKOPHUCTOBYIOTHCS B pekiami AJis
3aiydeHHsl crokuBada. OcobyiuBy yBary OyJio MPHUAUIEHO >KIHOYMM peKJIaMHUM
oOpa3aM Ta iX XapakTepucThKaMm. B paMkax reHJepHOl cTepeoTumizalii TakoX
OyJ10 BUBYEHO MPOSIBU CEKCU3MY B APYKOBaHIM peKiiami.

Kuarou4oBi cjoBa: apykoBaHa pekiama, 3acoOM MacoBoi iHGopmarii,
TeHJIEPHI CTEPEOTHUITH, CEKCHU3M.

Pe3rome

B cratbe paccmaTpuBarOTCS OCHOBHBIE acNeKThl I'eHJIEPHON MPoOJIeMaTUKH
B YKPaWHCKHX TMeYaTHBIX CpeAcTBax maccoBod wuHMopManuu. Takxke ObBLIO
MpOaHATM3UPOBAHO T'eHJICPHBIE CTEPEOTHIIBI, YTO UCIIONB3YIOTCS B peKaMe paju
npuBiiedyeHuss mokynareis. OcoOeHHOe BHUMaHHME OBLIO YIIENIEHO JKEHCKUM
peKiIaMHBIM o0Opa3zaM M HMX XapakTepucTukam. B pamkax reHaepHOM
CTEPEOTUNIH3AIMNA TaKXe ObUIO HW3YYeHO TMpOsBICHHE CEKCU3Ma B IeYaTHOU
pekiame.

KiroueBrble cjioBa: medatHas pekjama, cpeficTBa MacCoBOW WHMOpMaIuy,
reHJiepHbIe CTEPEOTHUIIbI, CEKCU3M.



Statement of the research problem.

In terms of the development of modern Ukrainianetyds important to the
study of printed advertising, particularly its gendiimension, given the promotion
of advertising, as a way to influence. Advertishrags had a very fast development
and that was the reason that it is the object gthpslogical, marketing, social,
philosophical, cultural, gender and much other rddie research. The greatest
interest, as foreign and Ukrainian researchersserhnot only by what it conveys
information about the goods and services, encongatiiem to acquire to meet
their own needs, but also the fact that advertigitg ideological code that affects
the mass consciousness, morals and tastes ofdistyso

Analysis of recent research.

And foreign (J. Baudrillard, G. Debor, N. Luman, G®larkuze) and
ukrainian (O. Kis, N. Sidorenko) researchers dgwedbthe theory of society of
mass consumption and studied different aspectdwdrasing as a tool.

The study of advertising and their role in the toraof gender identities
have dedicated their work overseas practice andrite — Y. Williamson, L.
Malvi, G. Markuze, russian — |. Groshev, V. llyin, Trushina, E. Balabanova [1],
ukrainian — Yu Belikova, T. Bureychak, O. Kis [, Sidorenko [11], M. Skoryk,
V. Sukovata, Y. Galustian [2], Yu. Maslova [10] aoithers.

The purpose of this article is to study the chamstics of gender
stereotypes concerning women, in print advertisnegsages.

Summary of the main material.

In the framework of gender stereotypization gengeoblem arises,
therefore, first of all, you should define the ceptof "gender stereotype. Quite
acceptable among the huge amount of data defisitimn this word, is the
definition of O. Ivanva gender stereotypes is aalty and socially conditioned
notions about the quality and standards of condlucten and women [4, p. 336].

Today O. Kis is one of the scientists who advocag@inst sexism in

advertising and against the abuse of women's imagadvertisements. Sexism O.



Kis defines as "human discrimination by gendet, @ssracism is discrimination by
race" [7].

Advertising is the catalyst that makes women charwestantly, trying to
match the "ideals" of beauty. The path to suchlgdage often in young women
leads to anorexia, often referred to as sociogemmdimental disorder. Therefore
the most psychologically crushing is a propagandsasure individual women
through external data, rather than professiondifquaions, ability or skills.

In such circumstances the propaganda standardnoéléebeauty, many
organizations face against the use of women in radwey images and frankly
sexual, etc. For example from 2012 is the ideaeoidgr distinctions anti-"Poison
season" — information-consultative women's Cerdbmg with the international
women's human rights Center "La Strada-Ukraine".

This award is given to those, who continues to @tengender stereotypes
and sexist views. 2012 there were artifacts (inalgicdvertising) in the following
nominations: he, she, or if he had the right; monuoute frame; “if you were
trying to, as necessary ...”; official lips; “abdbe ideals of a nation can be judged
from its advertising”.

According to O. Kis gender stereotypization intentd with sexism. In
modern printed advertising very often appear partraide or sexy special models
that demonstrate the one or the other. Thus, adwveytand the media society
dictating how we should look, and form the sterpegyin the public mind the ideal
female [7].

The woman appears in many images, so it is worttobtsider at least some
of them. The first is the "happy housewife" is Ugua young, mature, beautiful
and well-groomed woman. She knows how to use the hwusehold appliances,
cooking to please her husband. The apartment isvbed, beyond which it is just
to buy everything that gives meaning to her lif@of, cleaning products, etc.). TV
Is a window through which she watches the worlttjgerator is a kind of tool for

inspiration, the plate is a means of self-realoati



The second is a " caring Mummy" is a kind of house® that has kids (one
of which is often and her husband). In them sheatsr all their love, relentlessly
and selflessly, healing, feeding, clothing, NAT@king away home for them, and
doing many other things. All her interests focusuaid the family.

"The victim" is a typical image of social adventigi Usually it is unhappy,
sad looks jetsam Granny or little girl, who sufférem social problems. "The
victim" does not have the possibility to do someghor to improve, and hopes to
help from others. It is a constant need for tregpport and understanding” [6, p.
58].

"The goddess" is a woman, which implemented th®vehg image is a
beautiful, refined and charming, but perfectioma for everyone, it is intended
only for the chosen. For that he has been "the eg&ld giving decorations and
admire it. This woman is not interested in the ggtay life of ordinary women: the
quality she believes that it "allowing themselvesdore.

"Barbi" is an image of women that is impersonatmnoutdoor external
beauty. Expressions stereotype of "Barbi" markeabat all advertising, published
for women, published in the pages of glossy magazibecause it puts a woman
in tight framework which requires beauty. In ortiemeet the following clip art in
the mass media, women ready to big sacrificesudncy the surgery. Such a
woman-Barbie constantly improves its selflesslyeaxal perfection, not only in
order to admire it's narcissistically appearancel above all in order to "decorate
a life." Such women also called "female ornameh@g. [

"The very nature" of it is young and pure, it see¢h@soriginal matter.

"Wild cat" — a kind of nature, in which wild brealtse original energy. This
woman is crazy, aggressive, not able to cope \miglr natural instincts; needs to
be bridled and make it capable of only a skillfafgon with strong will.

Stereotypes reflected in advertising, and also umx#hey do not break the
traditional gender understanding that exist in eftyci They only support the
already established and form new ones. Advertigsedl» society of the system

behavior and the role of women and men, which apeistomed to it. This is a



formula according to which a woman has to be femaniand the husband is
manly. Masculinization women and the feminizatioh men is unusual,
uncharacteristic for the average consumer, whiclhides the advertiser, it breaks
the default order, so a strong woman and a gerdle cause like the least surprise
[9].

Entrenched gender stereotypes not only in consugeods printed
advertising, gender problems traced their ads m ititsurance and financial
services. For the formation of a positive imagéhefbanks is very important sense
of reliable clients. Reach it by supporting alreddymed ideas about family in
which husband and wife know their place and meesthreotypic image files. Car
advertising uses the stereotype about women drivecsdon't know how to drive
a car and to behave behind the wheel, as if forfils¢ time he sat down.
Therefore, in the print media often portrayed thenrbehind the wheel, while the
woman sits on the passenger seat, as well as tigtiteand his true and obedient
wife.

Also in advertising is dominated by the interpnetatof the family as the
basic cell of society, which is characterized bg ivision of gender roles; a
woman placed responsibilities on the upbringingclofdren and the family, and
that can be traced through the features of adeengsits [2, 9].

In advertisements placed in the ukrainian pressakfenbody is used to
enhance the attractiveness of the product as desuppt to it, which serves as a
decoration. Also operated women's sexuality, esfigdn products for men (the
woman as an object of desire and of winning).

Unlike western countries, (using the physique awfwomen of all ages),
ukrainian advertising women's images exclusivelyreésents the young women,
the result of which is the fear of aging and by tesire to prevent this from
happening, or at least, "pull back" as far as [bssi

In ukrainian gender discourse in the shape of a avorserving as
sexualization femininity, where physical and treibordinate to the "I" itself as an

assessment of the other, of the goods on sale 22,7%.



But the problem lies not only in an extremely largenber of stereotypes
that propagated by the media, but also in the ttzat due to their réeplenosti
effect of "arises". Thus, the advertisements areesetoo many images, which the
woman is trying to answer. As a result, it canreiedmine even with its social role
and feels a constant anxiety due to the inabilitpneet the "standards" [3, p. 128].

Despite its indistinct and the ability to convinttee consumer (in most
cases), stereotyped images have one significamt. fl& any characters in
advertisements of competitors swap a consumer lgcttice a difference. With
the help of "stereotypical heroes blur individuahtures are characteristic of the
brand, only to him, so it can be mixed up with oghe

Standard character that would be similar to theemtland so do the
advertised product. And the consumer is not ableeqgarate this product from
others. Because it is difficult to get rid of thevartisement makers gender
stereotypes, they simply want to change approaciphasize in their persons not
standards, and select one particular and not tifocather rice [9].

Consequently, modern advertising as a tool for rpasguction of gender is
a powerful technology. On the one hand, it reflemtssting in society gender
perspective on things and the procedure in Genenmathe other hand using the
psychological mechanisms of socialization, advedisaffects the formation of
gender identity, it becomes an example for other$ollow, which indicates a
certain level of gender culture of our society.

The constant imposition of certain gender imagek@@haviours in society
through advertising is not a manifestation of tbherdry's democracy or freedom
of speech. Such actions violate the human riglftet® choice, self-expression and
identity. Sexism advertising raises a problem tlestds a solution. A special role
in overcoming sexism in advertising is a non-gowental public organization,
since they are indicators of civil society. Gengsues in print media, including
printed advertising requires detailed research,abiee there are extremely

multiaspects.



IToctanoBka HaykoBOi mnpoOjemMun. B ymMoBax pO3BUTKY CYy4acHOTO
YKPaiHCBKOT'O CYCIUIbCTBA BXKJIMBUM € BUBUEHHS APYKOBaHOI peKjaMu, 0COOJIMBO
il TeHAepHOro acmeKkTy, 3 OINIsANy Ha MOMyJSpHU3aIlii0 peKjIaMHu, SK CI0COo0y
BILTMBY. PekiiamMa mMaina Jy’ke MBUAKUN PO3BUTOK, IO 1 CTaIO MPUYHUHOIO TOTO, IO
Ha CBOTOJIHI BOHAa TIOCTa€ OO0 €KTOM TICUXOJOTIYHUX, MAapPKETUHTOBUX,
COILIOJIOTIYHUX, KYyJIbTYypOJIOTIUHUX, (iI0COPCHKUX, TeHAePHUX Ta Oaratbox
IHIIUX HAYKOBHX JOCHTiKeHb. Haii01nbp1ie 3a1ikaBieHHsl, K y 3apyOi’)KHUX, TaK 1 B
YKpaiHChKUX JOCIHITHUKIB peKJIaMd, BUKIWKAJIO He JUIIe Te, 1[0 BOHA Tepeaac
iH(popMaLlil0 PO TOBApH 1 MOCIYTH, CIIOHYKalOUX MPUAOGATH 1X IS 3aJ0BOJICHHS
BJIACHUX MOTPeO, a i Te, 110 pekiiaMa MepeTBOPIOETHCS Ha 11€0OTTYHUHN KO/, SIKUi
BILJIMBA€ HA MOPaJlb, MACOBY CBIJJOMICTb Ta CMaKH CyCH1JIbCTBA.

AHaJi3 ocranHix gocaimkens. | 3apyoixui (OK. boapiitsap, I'. Jedop, H.
Jlyman, I'. Mapkyse), i ykpainceki (O.Kice, H. CuaopeHko) mociiaHUKu
pPO3pOOISII  TEOpit0 CYCHiJIBCTBA MacOBOTO CIIOKMBAaHHS Ta BHWBYAINA Pi3HI
acrmeKTH peKyiaMH sIK Horo iHCTpyMmeHTy. JlochiakeHHIo 3aco0iB pekiiaMu Ta iX
pOJIi Yy CTBOpPEHHI TeHJEPHUX 1IEHTUYHOCTEH MPUCBATUIN CBOI poOOTH 3apyOikHi
npakTuku Ta teopetuku — FO. Binbsimcon, JI. Mansi, I'. Mapky3e, pociiicbki —
I. I'pomes, B. Inbina JI. Tpymmna, E. banabanosa [1], ykpainceki — FO. Benikona,
T.bypeiiuak, O.Kicp [5], H. Cumopenko [11], M. Ckopuk, B. Cykosara, lO.
[anyctsn [2], FO. Macnosa [10] ta iH.

MeTorw cTaTTi € BHBYEHHS OCOOJMBOCTEH TEHIEPHUX CTEPEOTHINIB, IO
CTOCYIOTHCS JKIHOK, B IPYKOBAaHUX PEKIIAMHUX ITOBITOMJICHHSIX.

Buknaa ocHoBHoro marepiajgy. B pamkax reHjepHoi npoOieMaTuKu
moctae mpobiieMa TeHAEpHOI CTepeoTHuIni3allii, ToMy, Teplr 3a Bce, BapTo
BU3HAUUTU TOHATTS <T€HICPHHUU CTepeoTUuI». JlOCUTh NPUMHATHUM, Ccepex
BEJIMYe3HO1 KIJIbKOCTI JaHMX BU3HA4Y€Hb I[bOMY MOHATTIO, € Bu3HaueHHs O.
IBaHOBOI: «TeHepHI CTePEOTUIIN — KYJIBTYPHO 1 COLiaTbHO OOYMOBIICHI ySIBICHHS

PO SIKOCTI 1 HOPMH MTOBEIHKH YO0JIOBIKIB 1 kiHOK» [4, c. 336].



Ha cboronni O. Kick € oHi€10 3 BUeHUX, 0 BUCTYIAIOTh IPOTH CEKCU3MY B
pexyaMi Ta MPOTH 3JOBXKMBAaHHS XIHOYMMHM OOpa3aMy B YKpalHCBKIM pekiiami.
Cexcusm O. Kice Bu3HA4ae SK <«IUCKPUMIHAIIIO JIFOJUHU 3a O3HAKOIO CTarTi,
MOJIIOHO SIK pacu3M — JTUCKPUMIHAIIIS 38 03HAKOIO pacu» [7].

Pexnama € TuMm kartasgizaTopoM, IO 3MYIIY€E KIHOK MOCTIHHO 3MiHIOBATHCS,
HaMarar4uch BiANMOBIIATH «igeanam» Kpacu. LLnsax mo Takux «imeasniB» 4acTo y
MOJIOANX >KIHOK MPU3BOJUTH JI0 aHOPEKCIi, sIKy 4YaCTO Ha3WBalOTh 1 COLIOT€HHUM
MCUXIYHUM po3yiaioM. Tomy HaHOIJBII TICUXOJIOTIYHO HUIIIBHOIO € TpoIllaraHja
OLIIHKM OCOOMCTOCTI JKIHKM dYepe3 3OBHIIIHI JaHi, a He uYepe3 mpodeciiiHy
KBauTiQiKariro, il BMiHHS YA HaBUYKH.

B Takux ymoBax mpomnaraHau eTalloHy >KIHO4YOI KpacH, Oarato opraHizalii
MOCTalOTh NPOTH BHUKOPUCTAHHA B peKJIaMl BIJBEPTO CEKCyalbHUX KIHOYMX
obpaziB 1 1.1. Jna npuknaxy 3 2012 poky peanizyeTbcs ijiesi TeHIEepHOI aHTH-
Bi3Hakn «OTpyTra ce30Hy» — IHDopMaIiliHO-KOHCYJIbTATUBHAM  KIHOYHM
LEHTPOM pa3oM 13 Mi>KHapOAHHUM KIHOYMM MpaBo3axUCcHUM LieHTpoM «Jla-Ctpana
— YkpaiHa».

Ils Bim3HAKa Bpy4Ya€eThCS THM, XTO TPOJOBXKYE IMpOMAaryBaTh TeHIEPHi
CTEPEOTHIH Ta ceKCUCTChKI mornsaau. 2012poky BigzHavanucs apredakts (B ToMy
YHUCIIi | peKJiaMa) Y HaCTYITHUX HOMiHAI[ifAX |

1. BiH, BoHa a0o0 IKOM BiH MaJja MpaBo;

2. Mama MUJIa pamy,

3. «IKOM B BUMIIACH TaK, K Tpeoda...»;

4. BycTaMU YMHOBHUKA;

S. «IIpo iAeanu Hallli MOYKHA CYJUTH 3 11 peKIaMu».

3a tBepmxeHHsM O. Kich reHgepHa cTepeoTHmi3allisi NEperuliTaeTbes 3
cekcu3MoM. B cydacHiil ApykoBaHiil pekiami Ayxe 4acTo 3’ SBISIFOTHCS YaCTKOBO
oroJjieHi a0 HaroJIOIIEHO CeKCyalbHI MOJEN, [0 AeMOHCTPYIOTh TOH, YW 1HIIUN
toBap. Takum uymHOM peknama Ta 3MI AMKTYIOTH CYCHiIbCTBY fK Tpeba

BUTJISJIaTH, Ta POPMYIOTh B CYCIUIBHINA CBIJOMOCTI CTEPEOTHIHN 1/1ealIbHOI JKIHKU

[7].



2Kinka mocrae B 6araTbox 00paszax, TOMy BapTO PO3IJSHYTH Xoua O JIesiki 3
HUX. [lepmmM € «acnuBa IOMOTOCHOAAapKa» —sK TPaBUIO MOJIOAa, 3pija,
BpPOJJIMBA i NOTJIAHYTa KiHKa. BoHa BMi€ BUKOpPHCTOBYBAaTH HOBHUHKH MOOYTOBOI
TeXHIKH, KyliHapii abu IOTOAMTH CBOEMY 4YOJOBIKOBi. KBapTupa — me ii cBIT,
3a MEX1 SIKOr0 BOHA BUXOAMTH JIUILE ISl TOTO, 1100 KYIUTH BCE Te, 1110 HA/la€ CeHC
i %UTTIO (MPOMYKTH, 3aCO0M ISl YMIIEHHs TOII0). TeeBi3op — BIKHO uepes3 sike
BOHA CITOCTEpIrae 3a CBITOM, XOJOJWJIBHUK — CBOEPIAHUWM 3aci0 JIsi HATXHEHHS,
rIuTa —3acid TBopUoi camopeaizaiiii.

Hpyrum € «rypOoTiiiBa Matrycsi» — PI3HOBHJ JOMOTOCHOJAPKH, IO M€
niTedt (OMHUM 3 IKUX 4YacTo € iii 4yoJjoBik). CaMe Ha HUX BOHa CIHPSIMOBYE BCIO
CBOIO JIIOOOB, HEBINHMHHO ¢ CaMOBIAJIAaHO JKYIOUM, TOAYIOUM, TEepydd O,
npuduparodn AJii HUX OCeNI0 Ta poOssium OaraTo iHIIMX pedeld. Yci ii iHTepecu
30cepePKeHH1 HaBKOJIO POJUHH.

«KepTtBa» —TuUMOBUI 00pa3 couialbHOI peKiiaMH. 3a3BUYall lie HellacHa
Ha BUTJISII, CyMHA 3HenojieHa 0a0ycs 4u MajeHbKa JIBUMHKA, SKa TOTEpIae Bill
comianbHUX TMpodiieM. <« KepTBa» He Mae camMa 3MOTH IOCh 3POOUTH YU
MOKpPAIUTH, TOMY 1 CIIOJIIBAETHCS IOMIOMOTH BiJl iHIIMX. B Hel € mocTiliHa moTpeda
B JIOBIpi, MATPUMII Ta po3yMiHHI» [6, c. 58].

«boruHs» —KiHKa, B SIKii BTIJIEHO TaKUi 00pa3 € NMpeKpacHO, BUIITYKaHOIO
1 4apiBHOIO, MpPOTe i1 JOCKOHANICTh — HE JJIS BCIX, BOHA MpU3HAYEeHA JIMUIIe MJis
oOpaHoro 4osoBika. 3a 11e BIH Ma€ MOKJIOHATHUCS «BOrWHI», JapyBaTH MpUKpacu
Ta 3aXOIUTIOBAaTHCS Hero. Taka XKiHKa He IIKaBUTHCS TOBCSKICHHUM >KUATTSIM
MPOCTUX JKIHOK: TOJIOBHOKO SIKICTIO BOHA BBaXKa€ Te, IO BOHA <«IO3BOJISITH cebe
000KHIOBATH.

«bap6i» — obpa3 KiHKH, IO € YOCOOJIEHHSM BUKIIOUYHO 30BHIIIHBOI KPACH.
Busisom crepetuny «bap0i» mno3HaueHa Maike Bcs pekiama Ui OKIHOK,
onyOJlikoBaHa Ha CTOpiHKax TJISHIIEBUX JKYpPHaJiB, aJ’)Ke BOHA CTaBUTH XKIHKY Y
JKOPCTKI paMK{, KOTPUX BUMAara€e Kpaca. 3apajy TOTo, 1100 BiJMOBiTaTH TaKUM
KapTuHKaMm y 3MI, KiHKM NagHi Ha BEJMKI JKepTBH, BKIIOYHO JO XipypriuHOro

BTpy4yaHHs. Taka >xiHka-bap6i mocTiifHO camoBifgaHO 1LTiye CBOIO 30BHIIIHIO



JIOCKOHAICTh, HE JIUIIe JUisl TOTro, MO0 HAPIUCTUYHO MIITyBAaTUCS BIACHUM
BUTJISIJIOM, a MepenyciM Jjisi Toro, o0 «mpukpamatd coOor KUTTS». Takux
KIHOK TaKOX Ha3WBaIOTh «KiHKaMmu-TipuKpacamm». [10].

«Cama nmpupoja» —BOHA FOHA Ta YACTa, BOHA Haye MepBiCHa MaTepis.

«Jluka Kilka» —pi3HOBUJ MPUPOJU, B SKili MPOPUBAETHCS JHWKA IEpBiCcHA
enepris. Ll »kiHka 1IanieHa, arpecuMBHa, He 3[JaTHA BIOpPATUCA 31 CBOIMHU
NPUPOJIHIMU IHCTUHKTaMH; MoTpedye Toro, mob i1 mpubopkamu i 3poOUTH 1ie
3IaTHUM JUIIIe BIPaBHUHN YOJIOBIK, 3 CUJIbHOIO BOJIEIO.

CrepeoTunu 3HalUIM BiJOOpakKeHHsS B peKjiaMi TaKOX 1 TOMY, L0 BOHU He
JaMaroTh TPAIUIIMHIX PO3YMiHb FeHAePY, Kl ICHYIOTh y CYCHiIbCTBI. BoHu nure
MiITPUMYIOTh BXEe ycTajeHi Ta (opMyloTh HOBI. PeknamMicTH <«mmpoaaroTh»
CYCTUIBCTBY Ty CHUCTEMY IIOBEIIHKM M pOJi JKIHOK 1 YOJIOBIKiB, O SIKOI BOHO
3BukIo. Lle dbopmyna, 3rigHO 3 KOO XKIHKA Mae OyTH >KIHOYHOIO, a YOJOBIK —
MyXHIM. MackyniHi3aimis >kKiHOK 1 QeMiHi3alis 4YOoJOBIKIB € HE3BUYHOIO,
HETHUTIOBOIO JIJISl 3BUYAMHOTO CIIOKMBAaYa, Ha IKOTO OPIEHTYETHCS peKJIaMOJaBellb,
BOHA MOPYUIY€ YCTaJeHUH MOPSIAOK, TOMY CUJIbHA >KIHKAa Ta HDKHHUHA YOJOBIK
BUKIIMKAIOTh, SIK HalilMeHIIle, 3MuByBaHHs [9)].

['ennepHi cTepeoTuny 3aKpinuivcs He JUIIe B IPYKOBaHIM pekiiaMi TOBapiB
HIMPOKOr0 BXKHUTKY, TaKOXX T'eHJepHa MpoblieMaThKa MPOCTEXYEThCS B peKiamax
CTpaxoBHX Ta piHaHCOBUX MOCHyT. [y popMyBaHHS MO3UTHUBHOTO MKy OaHKIB
HaJ3BUYAHO BaXXJIMBUM € MOYYTTS HAIIHHOCTI y KIieHTIB. JlocsiratoTe Horo 3a
paxyHOK MiATPUMKH BXe C(HOPMOBAaHUX YSIBICHb MPO POJIWHY, B SKUX YOJOBIK 1
JIpYy>XWHA 3HAIOTh CBOE MiCIle W BiJMOBITAIOTH CTEPEOTUITHUM oOpa3am. Pekiiama
aBTOMOOIJIIB BUKOPHUCTOBYE CTEPEOTHUI TIPO >KIHOK-BOJIiB, KOTpPi HE BMIIOTh
KepyBaTH aBTOMOOiJeM U TMOBOASTHCSA 3a KepMOM, HEeMOB OW BIepIe 3a HHOTO
cimu. Tomy B apykoBanux 3MI HaiiuacTiine 3a KepMOM 300paKar0ThCsl HOJOBIKH,
TOMI SIK JKIHKa CHUJUTh Ha MACaXUPChKOMY CHUJiHHI, SK 1 HaJCXKUTh <«BIpHIHA Ta
CITyXHSTHINA TPYXKUHI.

Takox B pekiami JOMiHye iHTepmpeTaifiss ciM I SK OCHOBHOI'O OCEPEIKY

CYCTUIBCTBA, IS SIKOI XapaKTepHO PO3MOJIII poJiel 3a 03HAKOKO CTaTi; Ha KIHKY



HAKJIJal0ThCSl OCHOBHI O0OB $13KM 3 BUXOBAHHS JiTedl Ta 0OCIyroBYBaHHS CiM i,
IO i IPOCTEKYETHCS Yepe3 0COOTMBOCTI MOIavi peKJIaMHUX MTOBiOMIIEHb [2, ¢. 9].
B peknami, po3mileHii B yKpaiHChKUX JpykoBaHux 3MI >kiHode TiJIO
BUKOPHCTOBYETHCS TSI TTiIBUIIIEHHS MPUBAOINBOCTI TOBapY SIK IOJATOK JIO HBOTO,
0 CIYXXHUTh MpPUKpacor. TakoXX eKCIUlyaTyeTbcsl JKiHoua CeKCyalbHICTb,
0COOJIMBO B TOBapax IS 4OJIOBiKiB ((KiHKa sIK 06 €KT Oa)kaHb Ta BUTPAIILY).

Ha Bigminy Bim kpaiH 3axomy, (e BUKOPHUCTOBYETHCS CTaTypa 1 OOIUYUs
KIHOK PI3HOTO BiKY), yKpalHChKa JpyKOBaHa peKjaMa JKiHOUYHMX 00pa3iB Mpe3eHTye
BUKJIFOYHO MOJIOJIUX JKIHOK, Pe3yJbTaTOM HOr0 € CTpax CTapiHHS Ta BIJIMOBIAHO
Oa)kaHHS IIbOMY 3aMo0IrTH, a00 MPUHAWMHI, «BIITATTH SKHAK AT,

B yxpaiHcbkoMy TeHIEepHOMY AMCKYpPCl 30BHIIIHICTh KIHKM BUCTYTA€ SIK
ceKcyasi3oBaHa KIHOYHICTH, Je (izudHe «SI» MiAMOpsSIKOBaHO MPECTaBICHHIO
cebe stk 00 €KTa OLIIHKM iHIIIMMH, TOBApy Ha mpojaax [8, c. 227].

[Ipote mpobnema mojsdrae He JuIlle B HaJA3BUYAWHO BEJHUKIN KiJTBKOCTI
CTePEOTHITIB, 10 MPOTArylThCs YKpaiHCHKUMU 3acobaMu MacoBoi iHpopmallii, a i
B TOMY, III0 Y 3B'S3KYy 3 iX KUIBKICTIO BUHUKAE «e(PEKT PO3IICIICHOCTI». Takum
YUHOM, peKJaMHI TOBIJOMJIEHHS TIOJIal0Th 3aHAATO OaraTo 00pasiB, SIKUM KiHKa
HaMaraeThCsl BIAMOBINATU. SIK pe3ysibTaT BOHA HE MOXK€ BU3HAYUTHUCS HaBITh 31
CBO€IO COINIaJIbHOIO POJUIIO 1 Big4yBa€ TOCTIHHY TPUBOTY uepe3 HE3MaTHICTh
BiZIMOBiTaTH «cTaHmaptam» [3,c. 128].

[Torpu CcBOKO 3arajibHOBXKMBAHICTh 1 BMIiHHS TMEPEKOHATH CrOXHBada (B
nepeBaXkKHii OUTBIIOCTI BUMAJKIB), CTEPEOTHIHI O0pa3W MarOTh OJIUH CYTTEBHIMA
HeHodiK. SIKImo Oyab-SKUX MEepCOHaXiB PEeKJIaMHHUX IOBIJOMJIEHb KOHKYpPEHTIB
MOMIHSITH MICHSIMU CIOKMBa4d (DAaKTUYHO HE TMOMITHUTH PI3HUIlL. 3 «TOMOMOTOI0»
CTEPEOTUITHUX TePOiB PO3MHUBAIOTHCS OKpeMi O3HaKW OpeHIy, XapakTepHi JIHIIe
JUTsl HhOTO, TOMY MOr0 MOXHA TIEPeruTyTaTH 3 1HIIUM.

CrangapTHU TIepcOHaX, 10 Oyae MOAIOHMM 0 iHIIWX, 3pOOUTH TaKWUM 1
peKJIaMOBaHUN TMPOAYKT. A CIIOXKWBad HE 3yMi€ BHOKPEMUTH Ilel MPOIYKT 3-

noMixk 1HIIKX. OCKIIBKY NM030YyTHCS TeHICPHUX CTEPEOTUITIB peKiiaMicTaM BaKKo,



0 HUX TPOCTO CIiJ 3MIHUTH MiJIXiJ: MiJKPEecIoBaTH Yy CBOIX INEPCOHaXKax He
CTaHJAPTHICTb, @ BUALISATH OJHY OCOOJIMBY Ta HE TUIOBY JUIS iHIIKMX pucy [9].
Otxe, cyuacHa JIpyKoBaHa pekjama SK IHCTPYMEHT MacoBOi MPOIYKIIi €
MOTY>KHOIO T€HEPHOI0 TEXHOJIOTi€r. 3 oqHOro 60Ky, BOHA BioOpakae iCHyIOUl B
CYyCHIJIBCTBI TEeHACPHI TOTJISAM Ha pedl Ta TOPSJAOK 3arajoMm, 3 IHIIOrO —
BUKOPHCTOBYIOUYH TICHUXOJIOTIYHI MeXaHI3MM colliajizallii, pekjaMa BIUIMBaE Ha
dbopMyBaHHS TEeHAEPHOI IEHTUYHOCTI OCOOHCTOCTI, CTa€ WPHUKIAJAOM IS
HacJiAyBaHHS, 110 CBIJYUTH MPO MEBHUH pPIBEHb T'€HACPHOI KYJIbTypH HAIIOTO
cycminecTBa. [locTiliHe HaB's3yBaHHS NMEBHUX TeHAEPHUX 00pa3iB Ta Mojenen
MOBEJIHKH CYCIIJILCTBY Uepe3 peKiiaMy He € TIPOSBOM JeMOKPATUIHOCTI KpaiHH 9r
cBoOoau cioBa. Taki nii MOpPYIIyIOTH TpaBO JIOJAWHW Ha i1 BUIBHUN BHOID,
camoBHpaxeHHs 1 caMoOyTHiCTh. Cekcu3M pekiami TOCTae MpoOIeMoro, IO
noTpedye BupimeHHa. OcobirvBa poyib y TOMOJNAaHHI CEKCU3MY B peKJiaMi
HaJeXUTh HeAepPKaBHUM TI'pPOMAJICBKMM OpraHi3aiisiM, OCKUIbKM caMe€ BOHU €
MOKa3HUKaMu  c(HOPMOBAHOCTI  TPOMAISHCHKOTO  CycImiibcTBa. | eHaepHa
npobiemaTuka B ApykoBaHux 3MI, 30kpema B ApyKoBaHiM pekiami motpedye

JIETAIBHOTO JOCIIHKEHHS, OCKLIBKH € HaA3BUYAHO 0aratoaciieKTHORO.
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