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Modern advertising is a phenomenon which to this or that extent affects the nature of social, economic,
political and other interactions in the society. Tendencies of advertising communication system
development involve integrated use of ATL-and BTL-tools to effectively represent the product at the
market relevant for such product. The main requirement for the various tools of advertising is their
efficiency including the ability to deliver a creative content of the message in accordance with the
pragmatic goals of advertising communication. But, as practice shows, today these tools do not allow
to achieve the desired goals without creativity. Advertising creativity can be defined as an imaginative
cover of tools for informative and persuasive forms of communication designed to solve pragmatic
business problems. Such factors of market environment as aggravation of competition, growth of
financial and intellectual potential, globalization of information flows become a sufficient reason for
appealing to the methods and sources of innovative solutions development, the search for innovative
and creative ideas in order to increase the effectiveness of various institutions’ functioning in the
society. Nowadays the understanding of the advertising success through the prism of creativity which
provides opportunities to single out the product in the variety of market offers is quite obvious. The
development of the informative and persuasive forms of communication in Russian contemporary
history defines the rising tide of interest in disclosing the mechanisms of creative activity.

Creativity is always primary and fundamental. However, in the creative advertising product it
pursues a pragmatic purpose — to change the consumer behaviour of the target audience. One should
understand that creativity in advertising is only a technology of the creative process organization that
is fruitless out of the context of the culture in which it is carried out. Today in order to overcome the
cover, a person builds to protect himself from a huge flow of information, we need to use the stimuli
involving the appeal to the collective unconscious. Consequently, the issues of creativity should be
considered from the prospective of different elements of culture (lifestyle, values and mentality) which
determine the specifics of advertising within.

An important condition for the development of creative thinking in advertising communication is
an emotional and sensitive component, the development of which is designed to guarantee sensory
perceptions and create emotional and axiological attitude to the objects of interest. This process
includes entering into a situation of emotional experiences given in the advertising text which enables
to actually experience emotions and feelings and get emotional and rationally provided images that
promote accumulation of emotional and sensory experience and the development of emotional and
imaginative component of thinking. The main component of the creative process in this case is a
pragmatic element that is the original understanding of why advertising should be created, for whom
it should be created (distinct identification of the target audience), how it should be created (the choice
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of a relevant technology) and, basically, what exactly should be created (a qualitative approach in
determining the form and content of advertising text). Every culture can be represented as a set of
hierarchical values shared by the majority of its representatives. Since advertising reflects the world
and is a product of its time, the prevailing value orientations in each culture can be determined by the
advertising content. Thus, a social role of advertising is to advance the basic spiritual values that are
essential to the society.

If the behaviour patterns and value orientations are set within the mentality of the society, then
advertising not only transmits them but also affects their quality change suggesting a different pattern
of behaviour and correcting value orientations. In this case it is necessary to take into account the
fact that the social differentiation of mentalities reflects the existing division into social groups with
the inherent material interests, lifestyle, which is definitely reflected in the formation of the collective
image of the target audience. The secret of creativity in this process lies in the methodology of values
creating, the involvement of a particular culture’s mentality that is innovative, beyond the existing
technologies, commonly accepted standards and regulations.

Creativity in advertising is a combination of search and implementation of such an extent of
information freshness which will strike the target audience and draw its attention. Cultural aspect
of this search is quite fundamental because it is important that an advertising image is based on
archetypes, stereotypes and myths present consumers' minds taking into account mentality, values,
lifestyle and other components of culture. In this case it does not cause rejection but is perceived as
something already familiar. In many cases such recognition inspires trust, and, as a consequence,
increases the efficiency of advertising communication. Consequently, cultural approach in advertising
communication is an integral part of creative positioning where an effective advertising idea can
change something in the thinking of the target audience in a certain problem field with its cultural
codes.

Keywords: advertising, advertising communication, creativity, creative thinking, advertising creativity,
lifestyle, values, creative advertising idea, cultural approach.

Point and becomes an ideology of mass consumption.

Advertising as an object of study has a
scientific value. The first issue to draw one’s
attention is the extremely high social significance
of advertising which involves many spheres
of human life, including not only the economy
and business, but also morality and art. The
discussion about the essence of advertising and
where it is implemented (whether in business or
artistic endeavour) is quite relevant. The current
debate about advantages and disadvantages of
advertising from the perspective of everyday
awareness states the need for scientific analysis
so that a particular position associated with social
significance of advertising could be reasonable
and advertising itself could be subjected to
forecasting and modeling in the spirit of social
optimism. There is an opinion that advertising
in its many manifestations reflects ideological,

aesthetic and moral principles of Russian society

This tendency causes progressively increasing
interest precisely to the creative part of the idea
and its embodiment in the advertising product.
Therefore, the wunderstanding of creativity
principles can be defined as a factor of the efficient
advertising communication.

Advertising communication exists in
an inextricable connection with a cultural
worldview which integrates in it as an internal,
so an external contexts of the communication
process. The internal context includes the value
system, cultural identity, mentality, etc. The
motivation of consumers belonging to another
culture is often different, which determines their
consumer behaviour. As the external context we
can mention the time factor, location, conditions
of communication, etc. Advertising can be
quite efficient only if it takes into account the

substantive aspects of both internal and external
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Fig. 1. An internal and external context of advertising communications

contexts of communication. Thus, advertising
should be high-context, i.e. implying context of
another culture in its message, appealing to the
consumer’s basic ideals of a particular culture
with consideration of the national and cultural
specificity.

Cultural approach in advertising is an
integral part of creative positioning, where an
effective advertising idea can change thinking of
the target audience in a certain problem field with
its cultural codes. According to B. Malinowski,
the elements of culture can continue to exist only
if they are surrounded by an aura of satisfaction
for the society members (conjugated with the
balance of pleasure and pain, in which the first one
prevails). [3] The underlying structures of culture
which have historically and socially engrained
in minds and behaviour of many generations are
now integrated into advertising, influencing the
historical and cultural evolution. If each culture
has its own language system, then the language
of advertising in the process of social interaction

acts as a conductor which allows to attach an

intersubjective, cultural significance to the
subjective, individual experience as a translator
of socially important ideas giving them a
common, sharable meaning. Creative advertising
contributes to the creation of a new reality defined
by the increasing integrity of culture, traditions,

values, etc., thus fulfilling its cultural function.

Example

The issues of the main approaches to
the formation of creative thinking should be
considered starting with the specification of
the concepts used in this work. Let us consider
the object of research, that is advertising
communication, clarifying the concept of
communication in this context as a “socially
conditioned process of information transmitting
and receiving in terms of interpersonal and mass
communication on different channels with the
help of different means of communication” [7,
p-23]. In general sense, thinking is an indirect and
generalized reflection of reality, a kind of mental

activity, involving the cognition of the essence of
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things and phenomena, natural connections and
relations between them. Thinking originally has
creative nature, and a truly motivated person can
generate new ideas.

The basis of creativity in the advertising
communication is a creative thinking which is
the ability to create new relevant knowledge and
forms embodied in an advertising text (both on
verbal and nonverbal levels) that has a social and
economic effectthroughthe synthesis of dissimilar
elements. Creativity is always primary and
fundamental. However, in the creative advertising
product it pursues a pragmatic purpose — to
change the consumer behaviour of the target
audience. One should understand that creativity
in advertising is only a technology of the creative
process organization that is fruitless out of context
of the culture in which it is carried out. Today in
order to overcome the cover a person builds to
protect himself from a huge flow of information,
we need to use the stimuli involving the appeal
to the collective unconscious. Consequently, the
issues of creativity should be considered from
the prospective of different elements of culture
(lifestyle, values and mentality) which determine
the specifics of advertising within.

The detection of consumer preferences which
define the concept of advertising leads us to the
concept of a life form or a lifestyle. According to
the scientific sources, the concept of the "lifestyle"
is derived from Weber’s Lebensfiihrung — a
way of maintenance and organization of life.
Speaking of the style in advertising, it is a
specific content in the way of presentation,
language and composition of an advertising
message which reflects the way of life and ways
of expression of the target audience. The content
always finds a well-ordered common expression
through a form (in this case — advertising). In
other words, individual experiences, motives and
goals turn into social facts that run into the flow

of social interactions in the process of advertising

communication. An intellectual component of the
above described content cannot be underestimated
in this process. Resolving the problem of the
relationship of creativity and intelligence in many
ways contributes to understanding of creativity’s
nature: the first one is the product and the result
of creativity’s expression, and the intelligence is
the integral expression of the cognitive abilities
implementation. The problem is that the creator
must generate and adopt new ideas at the same
time, i.e. recognize their originality, have a clear
picture of how to use them in advertising.

The

advertising is based on the system of social

lifestyle  demonstrated by
values, social priorities, standards, worldviews,
etc. appropriate for each particular culture.
Thus, if in the process of generating creative
ideas a crucial role belongs to creativity, then
their adoption and implementation are involved
with the manifestation of cognitive abilities of
the target audience. David Ogilvy, a well-known
expert in the field of advertising, says that “you
cannot bore your consumers into buying your
product, you can only interest them into doing
s0” [5], which means that you should find the only
one true motivation which will allow to satisfy
an unmet human need and offer an effective
way to satisfy it in a way relevant to modern
lifestyles. In respect to advertising, the lifestyle
can be defined as a social status because it is a
function of the typical for the target audience
characteristics having been formed in the process
of its social interactions. Lifestyle as a definition
which explains the uniqueness of a human and
features of consumer behaviour is a subject to
changes. One of the factors of this change can be
creative advertising that transmits the idea of self-
expression in order to have a conscious choice
of the popular product or a behaviour model
including symbolic cultural codes. In this process
it is important not to be mistaken in the notion of

the potential target audience lifestyle and to affect
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its changes in the context of cultural peculiarities
where the advertising communication is carried
out.

In the advertising practice the in-demand
form of the advertising message is a kind of
television commercial “lifestyle” in which the
emphasis is done not on the advertised product
but on its user. To become understandable for
the target audience advertising must speak the
language of their time — in this sense, advertising
becomes both the carrier of the dominant and
the instrument of creating a new style. In this
context we can say that advertising reproduces
style features of the product. The objective of
creativity here may be considered as achievement
of an effective association of the suggested
lifestyle with the advertised product. Thus, the
social function of advertising in this context is to
create a lifestyle relevant to the value orientations
of the modern society which, as a consequence,
becomes a strategy for its consumer behavior.

The concept of the style is directly connected
with the concept of values. The world of culture
is the world of values where each culture is
represented as a set of values being shared by
the majority of its representatives. According
to the opinion of many researchers, the basis of
any culture is the value. Therefore, if there is a
substitution of fundamental values in the society
the type of culture changes as well. Consequently,
if the type of culture changes the transformation
of informative and persuasive types of
communication occurs in it. Thus, in the basis
of an advertising unit design, the transmitting
of which supposes appeal to the problems of the
society, the system of universal values becomes
the uniting element. Nevertheless, the factor
of cultural variety of each society should be
considered.

The values present in each culture direct
the human activity in a determined way. We can

suppose that it is the value that influences the

choice of the behaviour alternative representing
the desired. The

reality depends on the subjective idea, about

human definition of the

the values as well. Notwithstanding that the
human independently determines the halidoms
important for him, there is a number of spiritual
absolutes equal for all people (good and evil,
beautiful and ugly, right and wrong etc.). The
modern advertising not only takes into account
the worldview and value orientations of the target
audience but creates them in some respect building
aspecific consumer ideology. Creative thinking in
this process functions on the basis of combining
rational and logical, emotional and image
components of the advertising communication.
It should be noted that advertisement, as well as
the values, cannot be referred to the concept of
“truth” and is related to ideal, desired, standards;
it brings assessment into understanding of the
reality. The axiological approach is inevitable
to all phenomena of the culture (advertisement
included).

It is obvious that the appearance of new
spiritual absolutes in history is inevitable when
social realities change. W. Windelband says
that disintegration of previous life forms and
occurrence of new value motives lead to the
state of searching and detecting which require
expression. According to the philosopher’s
opinion, appearance of a new epoch requires,
at least, new value orientations which give birth
to a completely changed structure of life. W.
Windelband writes: “when we speak about true
cultural values we never act like individuals
or even representatives of our kind, but always
as treasurers and carriers of superempirical

. functions of the mind” [1, pp.13-14]. The
culture is determined by the established values
while in various cultures we can observe the
same values, but their priority is positioned
differently. Advertisement in this context draws

attention to social values shared by the majority
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of this or that culture/subculture representatives
in order to change the behaviour pattern in the
society or its segment. The values transmitted
by advertising are always connected with the
temper of the epoch and the consumer behaviour
significantly depends on the culture prevailing in
each particular society.

One of the topical creative thinking strategies
in this context is the “Big Idea” concept as a
long-term strategy of creative positioning aimed
at involvement of the maximum mainstream
audience due to offering appreciated values
and appealing to socially important tendencies.
In today advertising activities the “Big Idea”
is a specific and practical creative technology
which allows to establish efficient advertising
communication. In this creative technology
(which is outlined by variety, long duration,
uniqueness and sociability) we find the axiological
approach as well, while the “big advertising idea”
does not offer some specific product, but always
life values (up-to-date in each specific culture)
connected with this product.

Each culture can be presented as a set of
hierarchically established values shared by
the majority of its representatives. One can
determine the value orientations prevailing in
each culture by the contents of the advertising
while the advertising reflects the world and is the
product of the time. The process of advertising
creativity always has some sensual component
and it is the feeling which becomes a specific
image reflecting its rational essence and sensual
The

perception and logical understanding of things

perception. connection of emotional
synthesises the occurrence of such feelings
which can become irreplaceable guidelines
while looking for the solution and the guarantee
for realising the possibility to understand an
instinctively found advertising idea. The critics
of modern advertising say that it influences the

system of human values in a negative way, while

it promotes the way to happiness though things’
acquisition and not through spiritual, ethic and
intellectual development. But in any culture with
various systems of values the modern human is
relatively free in his/her choice determining the
limit for the aspiration to satisfy desires, needs
and fantasies in accordance with his/her own
ideals.

Values are always estimated in relation to
some ideal and involve personality, structure of
self-consciousness, i.e. personal needs as well.
The attention paid to wealth does not reject
spiritual or cultural values. Moreover, this
creates favourable conditions for the development
of these values while according to A. Maslow’s
theory of needs motivation the fulfilment of high
aspirations is possible only when lower, basic
needs of the person are satisfied. D. Pivovarov
thinks that active raising of spiritual ideals is
more preferable for human activities while it will
inevitably lead to understanding of the matter
and flesh value, unlike the irrestrainable worship
of only material goods (by means of advertising
as well) which can transform the ideal into an idol
and can make the human life itself meaningless
and frustrated [6].

Therefore, the social role of advertising is
in perfection of the basic spiritual values vitally
needed by the society. The value characterises
human measurement of social consciousness
presenting the existentially felt being. Cultural
values do not die due to objectivization in texts
while they are constantly getting new meaning.
In advertising communication the type level of
advertisement understanding is connected with
a personality type, a typical motive, a typical
situation which together compose everyday-
life practical version of a social structure of
a particular culture. Conversational level of
advertisement understanding is connected with its
substantial content, building of its meaning on the

basis of existing knowledge of the text’s meaning
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in the particular culture and understanding of the
message which can be expressed in a particular
action. The wvalues present in each culture
projected in advertising which not only spreads,
but also forms them, direct human activity in
a particular way, thus, being the vector of the
society development.

One of the elements of the axiological
attitude is the first layer of desires, aspirations and
preferences forming the initial level of the mass
consciousness — the mentality. From numerous
research works we know that within the mentality
various oppositions are presented — natural and
cultural, emotional and logical, rational and
irrational, individual and collective. Mentality
as a collective-individual formation is a set of
stable spiritual values, deep guidelines, skills,
automatisms, latent habits, long-term stereotypes
considered within particular spatial-time limits
which are the basis of behaviour, lifestyle and
conscious perception of particular occurrences
of reality. This definition is determined as
“psychological furniture” (M. Bloch), “symbolic
paradigms” (M. Eliade), “prevailing metaphors”
(P. Receour), “archaic residues” (Z. Freud) or
“archetypes” (C. Jung), “..the presence of which
is not explained by the individual life of the
person but comes from the aboriginal inherent
and inherited sources of the human mind” [9, p.
64]. This definition is used in modern literature
at cultural and philosophic analysis of social
reality and culture as a whole.

Thus, mentality allows to unite analytical
thinking, developed forms of consciousness with
semi-conscious cultural codes the advertising
communication contains. Creative thinking
includes as the conscious, so the unconscious
components (intuition). David Bernstein, one
of the leading specialists of Great Britain in
creativity, thinks that the creative process in
advertising is a transformation of an offer into

an idea and the main skills of people involved in

advertising are the skills of arguing. According to
such understanding of this definition creation of
efficient advertising, first of all, requires intensive
logical thinking based, more likely, on the facts
estimation than on ideas “pulled out of a hat”.
Creative thinking is fed by lively impressions,
interesting events, behavioural clichés and other
typical and extraordinary facts which are always
present at various levels of the memory [8, p.65].
Advertising projects a worldview including in its
message, for example, the idea of the personality
and its attitude to the society, ideas of freedom,
equality, honour, of good and evil, truth and
labour, of the family and sex relationships, of
the course of history and the value of the time,
of the ratio of new and old, of death and soul.
Mentality in advertising communication dates
back to different ethnic and civilization origins
connected with historical destiny, geopolitical
interests in axiological and semantic space of
the culture. According to the opinion of Octave-
Jacques Gérin “advertising gets control over the
consumer, modifies his/her tastes and habits
involving the consumer into the continuous
process of the cognition, transforming his/her
mentality” [2, p. 98].

If the behaviour patterns and axiological
guidelines are given within the limits of the
society’s mentality, the advertising not only
transmits them but can also influence their
qualitative change offering another behaviour
model and correcting axiological guidelines. At
the same time, it should be taken in consideration
that social differentiation of mentalities reflects
present in the society division into social groups
with typical material interests, lifestyle which
definitely influence building of the collective
image of the advertising target audience. The
secret of creativity in this process is in the
methodology of values establishment, inclusion
of mentality of a particular culture which is

innovative and is beyond the limits of existing
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technologies, commonly accepted standards
and regulations. The result of creativity is clear,
traditional and is estimated easily and quickly.
The way of obtaining this result itself is non-

traditional and this is where the effect lies.

Resume

Thus, today we can speak about such a
semiotic system functioning in the society as
the advertising discourse. Creative thinking
in advertising communication is formed in
the conditions of globalization changing and
adapting cultures, basing on separate elements
(lifestyle, values, mentality, etc.). The power of
advertising communication lies in the attention
which makes us to turn not to the advertisement
itself (as a text) but to the big (creative) idea which
it contains. One can interpret “advertising” as
the derivative from Latin “ad verter” which
stands for “to attract attention to”. The next stage
in perception in advertising communication
is the interest, qualitative content of which
determines continuity of the following units of
the chain — desire and action (according to the
AIDA model of advertisement perception). It is
commonly known that this chain can break off
at any of its units: attention can be not attracted,
interest can disappear soon and then attention
will be drawn to other information (another
interesting advertisement, for instance), the
desire can transform to the following step —
the action. In modern conditions of intensive
information environment (advertising as well)
one can attract the audience using technologies
based on creativity. Creativity in advertising is
a combination of search and implementation of

such an extent of information freshness which will

strike the target audience and draw its attention.
The cultural aspect of this search is fundamental
while it is important that the advertising image
is based on archetypes, stereotypes and myths
present in minds of consumers taking into
consideration mentality, values, lifestyle and other
components of culture as well. Only then it does
not cause rejection and is perceived as something
familiar. This type of recognition most of the time
inspires trust and, as a consequence, increases the
efficiency of advertising communication.
Notwithstanding the
cultural aspect of creative advertising, the

fundamental

priority of economic component of advertising
communication still remains important while,
as it is commonly known, creativity always
presupposes deriving benefits (this makes it
different from art) and the main function of
advertising is to sell (products, ideas, images).
Obviously, the most creative advertising is only
an art work (exciting, beautiful, tempting) if
it does not fulfil this function. It is ironic, but
when applied non-creative advertising can also
fulfil economic function successfully enough.
But we can assume that we will observe such
facts in the future less frequently. The influence
of advertising can never be predicted for 100%,
no matter how creative it is. Constant changes
in the society (socio-economic,
etc.) fresh

decisions, new approaches, new creative ideas.

political,
constantly require advertising
With advance of creative technologies in our
culture the human will be more sensitive to art
pragmatism. Then it would be possible to call
successful only such an advertisement which has
creative selling idea based on relevant needs of

the target audience.
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KpearuBHOe MbIIILICHHE B PEKJIAMHON KOMMYHUKAIIMH:
KYJbTYPOJIOTHYeCKHUI aCIEeKT
E.A. Ho3npenko

Cubupckuii pedepanvHulil yHusepcumem
Poccus 660041, Kpacnospck, np. Ceoboomwiii, 82a

Cospemennas pexiamaaensemcs heHOMeHOM, KOMOPblil 8 MOU LU UHOU CTEeNeHU 81Uslem Ha XapaKkmep
COYUANLHO20, IKOHOMULECKO20, NOIUMUYECKO20 U UHO20 83aumoldeticmsus 6 coyuyme. Tendenyuu
Pazeumusl CUCmeMbl peKIaMHOU KOMMYHUKAYUY NPeononazaiom Komniekcrhoe ucnonvzosanue ATL- u
BTL-uncmpymenmos ¢ yeavio s¢ppexmuenoco npedcmasienus npoOyKma Ha aKmyaibhom OJisl He2o
puinke. Ocnognoe mpebosanue, NPedvgseMoe K PA3IUYHBIM UHCMPYMEHMAM PEKAaMbl, — MO UX
apexmusHocmy, 6 mMom uucie CHOCOOHOCHb nepedams MEopUecKoe cooepiicanue coodujenus 8
COOMBEMCMBUU C NPASMATMUYECKUMU YEAIMU PeKIaMHOU Kommynukayuu. [Ipaxmuxa nokasvieaem,
umo ce200Hs1 Oe3 Kpeamusa dmu UHCMPYMEHmbl He NO360AI0M 00CMUib 0003HAYEHHbIX yelell.
Pexnamnvlii kpeamue modircHo onpedenums Kak 00pa3nyio 000104KY UHCIPYMEHMOE UHDOPMAMUBHO-
Y0eHcoarmux U008 KOMMYHUKAYUU, NPUZBAHHBIX PEUUmb npazmamudeckue 3a0ayu ousneca. Taxue
gaxmopwl puiHounol cpedbl, KAk 060cmpene KOHKYPEeHYUU, POCT PUHAHCOBO20 U UHMENNEKMYATbHO2O0
nomenyuania, — 2n0OanU3AyUs  UHGOPMAYUOHHBIX  NOMOKO8,  BLICMYNAION — 0OCHAMOYHbIM
ocHosanuem 00paweHuss K Memooam u UCMOYHUKAM CO30AHUsL HEMPAOUYUOHHBIX peuleHUll, NOUCKY
UHHOBAYUOHHBIX, KPEAMUBHBIX UOel C Yeavblo Yeeaudenus 3PhekmusHocmu QyHKyuoHuposanus
PasiuuHbix uHcmumymos 8 obwecmee. Ce200HsI 04eBUOHBIM SAGAAEMC L NOHUMAHUE YCHEeUHOCMU
PEKNAMHOU  0esTMeNbHOCIU  Yepe3 NPU3My KpeamueHOCmu, HpedoCmasisiowel 803MOICHOCMU
6bl0eNIeHUs NPOOYKmMa U3 MHO2000pa3usi pulHOUHLIX npednodicenuti. Pazeumue ungopmamusno-
ybexcoarwux U008 KOMMYHUKayuil 6 Hoeeuweu ucmopuu Poccuu onpedensiem 603podicoerue
unmepeca K packpblmuio Mexanu3mos meopueckoli 0esimeabHOCL.

Teopuecmso 6cezoa nepeuuno u gynoamenmanvro. OOHAKO 6 KpeamusHOM NPOOYKMe PeKAAMHOU
0estmenbHOCMU OHO NOOYUHEHO NPASMAMUYECKOU Yeau — USMEHUMb nompeoumenbcKoe nogeoeHue
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yenegou ayoumopuu. Hyscno nonumams, 4umo KpeamugHOCHb 6 PeKAdMe — MO MOIbKO MEXHOI02Us
Opeanusayuu mMeopuecKo2o0 npoyecca, komopas 6ecnioona cama no cebe, 6He KOHmMeEKCMd Mot
KYIbMypbl, 6 KOMOPOU OHA ocyujecmensiemcs. /s mozo umobvl npeodoiems 3auumy, KOmopyo
svicmpaugaem cospemMeHHblll 4ei08ex om 00abUi020 NOMOKA UHgopmayuu, ce200Hs HeoOX0OUMO
UCNONb306AMb PA30PAdCUMENU, CEA3AHHblE C anelIsyuell K KOLIeKMUGHOMY Oecco3HAmMeNbHOMY.
Cnedosamenvbho, nPOOIEMAMUKY KPEAMUSHOCTIU YeLeCOO0OPA3HO PACCMAMPUBAMb CK803b NPUSMY
COCMABASIOWUX KYILIMYPl (HCUSHEHHBIN CMUTLb, YEHHOCMU U MEHMAIbHOCHY), ONpeoesiioujux
cneyuguky pexiamvl  Hell.

Baosicnuvim yenosuem pazeumusi KpeamugHO20 MbIULIEHUS 8 DEKAAMHOU KOMMYHUKAYUU SGTISLemcs
IMOYUOHATILHO-YYECHBEHHbIL  KOMHOHEHM, PA3GUMuUe KOMoOpo2o NPU36AHO CUCMEMAMUecKU
obecneuueams 4y6CMEeHHO-00pAsHoe ocnpusmue U GopmMuposams IMOYUOHAIbHO-YEHHOCTIHOE
omHouleHue K usyudaemvim 00vexmam. Jannwiii npoyecc 6Kaodaem 6 cebs Opeanu3ayuio 6X0xnCoeHus.
8 CUMyayuio SMOYUOHAILHBIX NePeNCUBAHUU, NPEONONCEHHbIX 6 DEKIAMHOM meKcme, Oaiouux
B03MOIHCHOCMb HENOCPEOCMBEHHO20 NPONCUBAHUSL IMOYULL U YYECME, BOZHUKHOBEHUSI IMOYUOHATLHO
U payuonanrbHo  00YCNOGNEHHVIX 00pA306, CNOCOOCMBYIOWUX HAKONIEHUI)  IMOYUOHAIBHO-
YYBCMBEHHO20 ONBIMA U PA3GUMUI0 IMOYUOHAILHO-00PA3HO20 KOMNnonenma mbviuiienus. Inaenot
cocmasasiowell KpeamugHo2o npoyecca 8 OAHHOM Cy4ae 8blCmynaem npazmMamuyeckKuil J1eMeHm,
Mo eCmb UBHAYATILHOE NOHUMAHUE, 3a4eM HYICHO CO30a8amb PEKIAMY, 05l KO20 HYICHO ee cO30a8amb
(uemkasn uoenmugurayus yenegou ayoumopuu), KaK HY#CHO ee c030a8ambs (8blOOp aAKMYANbHOU
mexHon02Ul) U, COOCMBEHHO, YUMo UMEHHO HYHCHO C030A8amb (KauecCmeeHHblll H00X00 8 onpedeieHuu
Gopmul u codepoicanus pekramno2o mexcma). Kascoyio kyivmypy mModcno npedcmagums Kaxk Habop
uepapxuyecku 6bICMpPOEeHHbIX YeHHOCmell, pazdensemblx Oorbuuncmeom ee npeocmagumeneu. Ilo
COOEPIHCAHUIO PEKTIAMHBIX COOOUEHULl MONCHO Onpedensimb 20CNoOCmayioujue 8 KaxCOol Kyibmype
YEeHHOCmHble OpUeHmMAayuu, Max KAk pPeKiamd Ompaxcaem Mup u siGIsemcsi npoOyKmom c80e2o
spemenu. Taxum obpazom, coyuanbHas poib peKiambl 3aKIOUAEMCs 8 COBEPULEHCIBOB8ANUY DA308bIX
O0YXO8HBIX YEeHHOCMeEl, HCUSHEHHO HeOOX00UMbBIX 00Wecma).

Ecnu obpaszyvl nosedenusi u yeHHOCMHbIE OPUECHMUPbL 3A0AIOMCS 8 PAMKAX MEHMALbHOCMU
obwecmea, mo pexiama He MmojabkKo MPAHCAUPYEm UX, HO U MOJICEem UMb HA UX KA4eCmEeHHOe
usMeHeHue, npeonazasi UHyl0 MOOelb NOBEOeHUsl U KOPPEeKMupys YeHHOCmHble opueHmupbl. [Ipu
9MOM HEobX00UMO YUUMbleams mom Qaxkm, ymo coyuanrbHas ouggepenyuayus meHmaibHocmeu
ompascaem cywecmeyiowee ¢ obuecmee pazoeneHue Ha 0Ouecmeennvle pynnvl ¢ NPUCYUWUMU
UM  MAMePUAIbHLIMU  UHMeEpecamu, 00pA30M JICU3HU, HMO ONPeOeNeHHO OMPANCAeMcs Ha
KOHCMPYUposanuu cobupamenvhozo oopasa yenegou ayoumopuu. Cexpem KpeamusHocmu 6 OaHHOM
npoyecce 3aK04Aemcsi 8 CAMOU MemoOOL02UU CO30AHUSL YeHHOCMEU, BKIIOUEHHOCMU MEHMATbHOCTNU
KOHKDEMHOU KyIbmypbl, KOMOPAs U SGIAEMCs UHHOBAYUOHHOU, HAXOOUMCs 3d Hpederamu
CYUecmeyiowux mexHoao2ull, 0OWenpuHsimsvlx HOpm U RPAasU.

Kpeamue 6 pexname—3mo co80KYRHOCHb NOUCKA U 6ONIOULCHUE MOU CIENEHU OPUSUHATILHOCIU NOOAYU
unpopmayuu, Komopas nopa3um u npueieyem HuUManue yeiegou ayoumopuu. Kyremyponocuuecxuti
acnekm makoeo NOUCKA AGASeMCsL (PYHOAMEHMANbHBIM, MAK KAK 8AJICHO, YMOObL PeKIAMHbIL 00pa3
ONUPATCS HA APXEMUNBL, CHEPEOMUNBLUMUPDDL, COOEPHCAUUECS 8 COZHAHUU NOMPEOUMENell, YYUMblEas]
MEHMAILHOCTb, YEeHHOCMU, JICUSHEHHbIN CMUlb U UHble cocmagisiowue Kyibmypul. Toeda on e
8bI3bIEACHT OMMOPIICEHUSL, U BOCIPUHUMAENCSL KAK HEYMO Yoice 3HAKOMOoe. DMOm pedcum Y3HA6aAHUs
60 MHO2UX CILYYASX BHYUIAem 008epue U, KaK ciedcmeaue, — nosvluiaenm 3¢@hexmusHocms pekiamHol
KommyHukayuu. CnedogamenbHo, KYIbMYpPOA0SUHeCKUll NOOX00 8 PeKIAMHOU KOMMYHUKAYUU —
HeomvemaemMas. COCMagsiiouas KpeamueHo2o NOUYUOHUPOBAHUSL, 20e dPeKkmuenas pekiamHast
uoesi Modcem Umo-mo UMEHUMb 6 MbIULIEHUU Yele8OoU ayOumopuu 6 0003Ha4eHHOM NPOOIEMHOM
noJe ¢ 3a10HCEHHBIMU 8 HEM KVIbIMYPHIMU KOOAMU.

Knouesvie crosa: pexiama, pexiaMuas KOMMYHUKAYUS, KPeamus, KpeamueHoe MbluileHue,
PEKNAMHBLI Kpeamue, 00pa3 HCU3HU, YeHHOCMU, KPeAMUSHAsL PeKIAMHAS UOes, KYIbMYPOL02ULeCKUTl
1n00x00.




