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ADVERTISEMENT MYTH AS A DETERMINANT
OF THE SOCIOCULTURAL TRANSFORMATIONS

Abstract. The article uses a sociocultural approach to analyze advertising
communication as an integral part of modern mass culture, social and cultural
phenomenon. The problems associated with the phenomenon of advertising
myth-making are considered. It is shown that through the use of mythological
technologies, advertising acquires the functions of a myth as a manipulator of
mass consciousness. The article shows that advertising space is symbolic and
mythological. Advertising myth-making, as a part of mass culture, leads to the
exploitation of people’s irrational thinking and, to a certain extent, exerts a de-
structive effect on society as a whole.

This study is related to the direction of public administration and focuses on
the problem of additional directions of advertising regulation. It is shown that
advertising as a socio-cultural phenomenon requires an integrated approach to
government regulation in this area in order to balance the interests of society and
the advertising business, protect the rights of advertising consumers and the in-
terests of society. The necessity of changing the conceptual foundations of regu-
lation in the field of advertising on the basis of value attitudes, strengthening the
role in the regulation of public institutions, involving the public in solving urgent
problems of society and protecting its moral and ethical values is proved. A num-
ber of restrictions on advertising content, measures to strengthen legislative and
development of social regulation have been proposed.
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According to the results of the study, it was concluded that advertising as
a social institution actively forms the semantic characteristics of socio-cultural
phenomena that determine the transformation of mass behavior, cultural and
moral values of the Ukrainian society. It is shown that the use of the sociocultural
approach opens the way to the study of the consequences of advertising, which
determine social changes in society.

Keywords: advertising, myth, mass communication, value system, socio-cul-
tural transformations, regulation.

PEKJIAMHUII MI® SK AETEPMIHAHTA COLIOKYJIbTYPHUX
TPAHCOOPMAIIIN

AHoraiig. 3 BUKOPUCTAHHSM COIIOKYJbTYPHOTO TiXOMY HaJaHO OIliHKN
peKJIaMi 4K CKJIaZ0BOI Cy4acHOI MAacOBOI KyJIbTYPHU, COLIAJIbHOIO I KyJIbTYPHOTO
sBuiia. Po3ristHyTo npobsemu, 0B’ si3aHi 3 heHOMEHOM PeKJIaMHOT MihoTBOPUO-
cti. BusiBneno, 1o 3aB/isiIku BUKOPUCTAHHIO MihOJOTIUHUX TEXHOJIOTiH pekaMa
HaOyBae (GyHKILT Midy sSIK MaHIyJIATOpa MAaCOBOIO CBiIOMICTIO. 3a3HaYeHO, 10
PEeKJIAMHUI TPOCTIp € CYIIJIbHO CUMBOJIYHUM i Mi(hostoriunnm, a pekiIaMHa mi-
(oTBOpPUiCTh CcTasa YACTUHOIO MACOBOI KyJIbTYPH, IO TPU3BOAUTH /10 €KCILIya-
Tarii MioJI0TiYHOTO MUCIEHHS JIIOZIEH i TIEBHOIO MipPOI0 YNHUTD JIECTPYKTUBHII
BILJIUB HA CYCIIJIbLCTBO B LIJIOMY.

JlociizKeHHST KOHIEHTPYETHCSI HA BUSHAUCHHI HAIPSIMY JIePsKaBHOTO yIIpaB-
JIHHA i TakoK Ha 1pobJseMi J0JaTKOBUX HAIIPSIMIB peryJjioBaHHs pexiamu. I1o-
Ka3aHo, 10 PeKJIaMa sK COIiOKYJIbTypHUI (heHOMEH BUMAara€ KOMIIJIEKCHUX ITifl-
XOJIiB /IO JIEPKABHOTO PETYJIIOBAHHS aHOT chepr 3 MeTOI0 3a0e3TedeHHs HamaHcy
IHTEpECIB CYCILIbCTBA i PEKIaMHOI IHAYCTPIl, 3aXUCTY IIPAB CIIOKUBAYIB PEKJIAMU.
JloBeeHo HeOOXiAHICTh 3MiHIM KOHIIENITYaIbHIX OCHOB PETYJ/II0OBaHHS y cdepi pe-
KJIaMU Ha OCHOBI I[IHHICHUX YCTAHOBOK, IIOCUJIEHHA POJIi IIPOLIECIB peryaIoBaHHd
CPOMA/ICBKUX IHCTUTYTIB, 3aJly4YeHHA IPOMAJICHKOCTI 10 BUPILIEHHA aKTyaJlbHUX
po0JIEM CYCHILCTBA Ta 3aXUCTY HOTO MOPATbHO-eTUYHUX IIHHOCTEN. 3aporio-
HOBAHO Psiji 0OMEKEHbD MO0 PEKITAMHOTO KOHTEHTY, 3aXO0/IiB 3 MMOCUIEHHS 3aKO0-
HOJIABYOT'0 i PO3BUTKY I'POMa/ICbKOIO PErYJIIOBAHHA.

[loBeneHo, 1Mo peksama SK COIiaJbHUN iHCTUTYT aKTUBHO (DOPMYE CMUCJIOBI
XapaKTePUCTUKN COIIOKYIbTYPHUX SIBUII, SKi 3yMOBJIOIOTH TpaHchopmailii Ma-
COBOI NOBEJIHKM, KYJbTYPHUX i MOpaJbHUX IIHHOCTEH YKPAiHCbKOTO CYCITiJib-
ctBa. [Tokazano, M0 BUKOPUCTAHHS COIIOKYIbTYPHOTO TiXOy BiIKPUBAE TILISAX
[0 TOCJIJKEHHA HACIIKIB PEKJIAMHOI JiAJIbHOCTI, AKi 3yMOBJIOIOTH COIliaIbHi
3MiHU B CYCIIJIbCTBI.

Kmouogi cioBa: pexiama, Mih, MacoBa KOMyHiKallisi, cucteMa I[iHHOCTE, CO-
IOKYJIBTYPHI TpaHcdopmariii, peryioBaHHs.

PEKJIAMHBIIT MU® KAK JETEPMHHAHTA
COIIMOKYJIbTYPHBIX TPAHC®OPMAIIUII

Annotamusa. C 1CIIONb30BaHNEM COIMOKYJIBTYPHOTO IOJXO/A JlaHa OIleH-
Ka pekjamMe Kak COCTaBHOW COBPEMEHHOW MaCCOBOH KyJIBTYPbI, COIIMAIBHOTO U
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KyJIbTYPHOTO siBJIeHUsT. PaccMoTpeHbl pobJieMbl, CBsI3aHHbIE ¢ ()eHOMEHOM pe-
KjgamMHoro MudorBopuectsa. [TokazaHo, uTo Garogapsi HCHOJIb30BAHIIO MI(O-
JIOTUYIECKUX TEXHOJIOTUH, peKaMa Iipruodperaet (byHKIMN Mrda Kak MaHWUITJIs-
TOPa MaccoBbIM co3HaHueM. [lokazaHo, 4TO pekaMHOe MTPOCTPAHCTBO SIBJISIETCS
CUMBOJINYHBIM U MU(DOJIOTUYHBIM, & PeKJIaMHOe MU(DOTBOPUYECTBO CTAJIO YACTHIO
MacCOBOU KyJIbTYPbI, UTO MPUBOIUAT K AKCILITyaTAllMl MUMOJIOTUIECKOTO MBIIILIe-
HUS JTIOJIEN U B OTIPEJIEIEHHON CTeTleH! OKa3bIBAeT JIECTPYKTUBHOE BJIMSIHUE HA
0OIIIECTBO B TIEJIOM.

JlanHOe uccsiefioBaHME CBSI3AHO C HAIpaBJIEHWEM TOCY/IAPCTBEHHOTO yIIPaB-
JIEHUST M KOHIIEHTPUPYETCsl Ha 1pobJjieMe JOTIOJHUTEIBHBIX HATIPABIECHWIT Pery-
JupoBaHus pekiambl. [lokazaHo, 4To pekama Kak COIMOKYJIbTYPHBIN (heHOMeH
TpebyeT KOMILUIEKCHOTO TOAXO0/a K TOCYaPCTBEHHOMY PEryJINPOBAHUIO JTAHHOM
cepbl ¢ nenbio obecniedennst GajaHca MHTEPECOB O0IECTBA U PEKJTAMHON WMH-
JLyCTPHH, 3alllUTHI TIpaB noTpebuTeseil pexaaMbl. /lokaszaHa HEOOXOIMMOCTD 13-
MEeHEHUS KOHIENTYaTbHbIX OCHOB PETYJNPOBAHUS B chepe peKkjaMbl HA OCHOBE
IIEHHOCTHBIX YCTAHOBOK, YCUJIEHUST POJIM B MIPOIlECCAX PETYJIMPOBaHUsS 0OIIecT-
BEHHBIX WHCTUTYTOB, TIPUBJIEYEHUST OOIIECTBEHHOCTH K PEIIEHUI0 aKTyaJbHBIX
npobJieM 00IecTBa U 3alUTe €ro MOPAJIbHO-3THYECKUX 1eHHocTedt. [Tpemoxen
PsIJL OTPAHUYEHNH PEKJTAMHOTO KOHTEHTA, MEPOTIPUSITAM 110 YCUJIEHNTO 3aKOHO/1a-
TEJILHOTO ¥ Pa3BUTHIO OOIIECTBEHHOTO PETYJINPOBAHUSL.

[To pesyspTatam uccyieoBaHus CIETaH BBIBOJI, UTO PEKJIaMa KaK COIUAbHbBIIN
WHCTUTYT aKTUBHO (hOPMUPYET CMBICTIOBBIE XapPAKTEPUCTUKHU COTTMOKYTbTYPHBIX
SIBJIEHWIT, KOTOpPbIe OOYCJIOBIMBAIOT TpaHCHOPMAIIMM MaCCOBOTO IOBEIEHVS,
KYJIbTYPHBIX ¥ HDABCTBEHHBIX IIEHHOCTEN YKparnHCKOTo oOmiecTBa. [Tokazano, uto
HCITOJTb30BAHUE COIMOKYJIBTYPHOTO TIOIXO/Ia OTKPBIBAET MYTh K MCCIETOBAHUIO
MIOCJIE/ICTBHIA PEKJTAMHON JIeSITEJIhHOCTH, KOTOPbIe 00YCIOBINBAIOT COIMAbHbIE
U3MEHEHUsT B 00IIeCTRe.

KmoueBble cioBa: pekiama, Mud), MaccoBast KOMMYHUKAITUSI, CUCTEMA TIEHHO-
CTeM, COIMOKYJIbTYPHBIE TpaHchOpPMaIliK, PEryJINPOBaHUE.

Formulation of the problem. The
relevance of the research topic is due
to the need for scientific analysis of the
social and cultural changes occurring in
the modern society under the influence
of advertising mass communication.
Modern advertising in Ukraine has lost
its original function of disseminating
commercial information in a relatively
short period of time and has rapidly be-
come a powerful social institution that
affects the economy, politics, culture,

public morals and other areas of the
socio-economic life.

As an integral part of the modern
mass culture, high-tech advertising
communication acquires an indepen-
dent semantic and socio-cultural sig-
nificance. Added to this are the prob-
lems associated with the phenomenon
of advertising myth-making. When
creating advertising, mythological
technologies are used, thanks to which
advertising acquires the function of
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a myth as a manipulator of mass con-
sciousness.

Thus, the relevance of the chosen
topic is due to the need for socio-cul-
tural analysis of the perception of ad-
vertising by the society, understanding
of its social consequences, prospects of
development for the society and the ad-
equacy of regulation of the advertising
sector.

Analysis of recent publications on
the issue and identification of previ-
ously unresolved parts of the overall
problem. The study of advertising as a
component of social space is carried out
in the works of many foreign and do-
mestic researchers of advertising, as a
theoretical basis in this study were used
the publications of Ukrainian authors,
in particular N. M. Lysytsya. Modern
socio-cultural transformations cannot
be studied without taking into account
the factor of communicative practices.
Deeply among domestic scholars, ad-
vertising as a specific form of commu-
nication is reflected in the works of
H. H. Pocheptsov.

Mythology in advertising is widely
represented in the works of philoso-
phers, including Roland Barthes, Mir-
cea Eliade. Quite comprehensive ad-
vertising as a product of mythology has
been studied in scientific publications
by L. L. Heraschenko. The corpus of
problems related to the phenomenon of
myth-making in domestic advertising is
reflected in the scientific works of the
Ukrainian researcher L. M. Khavkina.

In the article the author uses pro-
visions on the specified problems from
researches of participants of “Eranos”
seminars, in particular Carl Jung, Mir-
cea Eliade, B. P. Vysheslavtsev, as well
as one of the brightest members of “Era-
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nos” — Gilbert Durand, the French
anthropologist, sociologist, researcher
of the imaginary. In the domestic sci-
entific literature his ideas have not yet
received proper coverage.

The above scientific developments
have become the theoretical basis for
the study of advertising communica-
tions in the socio-cultural space of the
modern Ukrainian society. However,
the problems of regulating advertising
as a socio-cultural phenomenon and a
variety of communication technology
are currently insufficiently studied.

The purpose of the article. The aim
of the work is to study on the basis of
the socio-cultural approach the impact
of advertising on the social system,
change and formation of cultural values
of the Ukrainian society, to prove that
advertising myths are dominant in the
mass society and a factor of socio-cul-
tural transformations.

Presentation of the main research
material. First of all, let us focus on
the meaning of the concept of “socio-
cultural”. The object that character-
izes this concept is quite multifaceted,
which determines the diversity of
interpretations in the scientific litera-
ture — “from maximum generalization
(new paradigm) to detailed specifica-
tion (the relationship between cultural,
social and human)” [1, p. 750]. In this
article, the concept of “socio-cultural”
is considered as the relationship be-
tween the individual concepts of “cul-
tural” and “social.”

In modern studies of social phenom-
ena, scientists are actively using the
socio-cultural approach. Its specificity
is to abandon the simplified view of the
society as a set of social relations and
the transformation of the space of in-




teraction between culture and society
in the focus of explanation and under-
standing [2, p. 29]. In this context, such
an area as advertising is considered as a
socio-cultural phenomenon.

As shown by the results of sociologi-
cal analysis of advertising activities of
domestic researcher N. M. Lysytsya,
modern advertising in Ukraine has be-
come a powerful social institution that
affects other social institutions of the
society and the generalized consumer
and causes transformations in society
as a whole [3]. In the research of Ukrai-
nian scientists in philosophy and so-
ciology, advertising is recognized as a
social regulator, in particular in such a
sphere of life of our society as consump-
tion, which is considered an “essential
component of socialization” that affects
all components of the social structure
[4, p. 73]. However, the role of adver-
tising in the society is not limited to
the formation of demand and changes
in consumer behaviour, “advertising
communication is a means of creating
new social connections and new forms
of consciousness” |5, p. 73].

Advertising space is entirely sym-
bolic and mythological. The process of
creating images involves various sym-
bols that evoke a sense of belonging to
the ideal world created by advertising.
Its symbolic language is a mechanism
for translating the myth. Advertising
space is also structurally organized as a
myth, the meaning of which is based on
ideas about the world, which are based
on archetypes, i.e. universal, primor-
dial images (dominants), as defined by
Carl Jung [6, p. 75]. Advertising can be
called one of the forms of modern myth-
making, mythological technologies are
actively used in the creation of adver-

tising, thanks to which it acquires the
functions of a myth.

In this article, by myth we mean, as
defined by Gilbert Durand, “a dynam-
ic system of symbols, archetypes and
schemes, which under the influence of
impulses from schemes, organizes itself
into a story. Myth is already a sketch
of rationalization, as in it symbols are
transformed into words, and archetypes
into ideas” [7]. According to Gilbert
Durand, it is “myth is a module of histo-
ry, not vice versa” [8, p. 27]. The point
of view of H.H. Pocheptsov agrees with
this definition, “under the myth we will
understand certain stereotypes of the
mass consciousness, which often have
their origins in the past” [9, p. 23].

Mircea Eliade, a philosopher and
member of the international intellec-
tual community “Eranos,” argues in
his publications that the myth is ubig-
uitous, he declares himself in various
spheres of the social and cultural life.
Mythological models are easy to find in
political ideologies, the education sys-
tem, religious life, as well as in the ex-
perience of everyday life, the mass con-
sciousness, in the field of leisure and, of
course, in advertising. According to the
philosopher, “modern man falls under
the influence of strong, even if scat-
tered, mythology” [10]. Myth gradual-
ly supplanted reality from advertising,
using the auspicious term of the famous
researcher of the phenomenon of myth
in the 20th century, Roland Barthes,
“evaporated” it [11, p. 129].

As amass communication and an im-
portant component of the media space,
advertising in the modern society, es-
pecially given the development of such
a phenomenon as a worldview vacuum,
plays an important role in shaping the
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system of value determinants. The
transformations taking place in the
cultural space are largely due to the im-
pact of advertising on the society. The
continuous commercialization of cul-
ture and the erosion of ethical norms,
in turn, were the result of the ideology
of consumption, the formation of which
took place under the active influence of
advertising [12].

Advertising as well as myth is deter-
mined by a set of socio-cultural norms
and models the system of values [13,
p. 4, 6]. At the same time, advertising is
“the most striking indicator of the pro-
cess of changing the paradigm of think-
ing, the communication situation. And
in the end socio-cultural dynamics”
[14, p. 150].

The authors of many studies agree
that advertising creates new, mostly
destructive, patterns of behaviour, va-
lues and forms of identity, stimulates
consumer trends. Advertising forms a
certain system of social symbols, which
indicates both functional and symbol-
ic resources of goods, offering to use
their consumption to join the reference
group. This advertising semiotic space
with its values replaces really socially
significant values and even legitimizes
opposite value orientations.

Value orientations formed by adver-
tising determine the consumer attitude
to culture. Moreover, advertising itself
has become an integral part of mass cul-
ture. According to L. M. Khavkina, the
peculiarities of advertising, in particu-
lar advertising myth-making, “not only
ensure the achievement of a pragmatic
goal, but also often actively contribute
to the entry of an advertising character
or aphorism into the space of mass cul-
ture and in general the formation of pri-
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orities and attitudes of the recipients”
[15, p. 230].

American scientist from the Univer-
sity of Hawaii Goldie Hayko studies ad-
vertising in terms of its emotional and
psychological impact on society, study-
ing the long-term effect of advertising
on practical examples. In a scientific ar-
ticle The Impact of Advertising on So-
ciety, he notes that the long-term effect
has such negative consequences as ma-
nipulation of children, discriminatory
practices against women, stimulating
excessive consumption. However, in
his opinion, advertising is easily rooted
in the connection with the myths. This
is particularly true in regard to adver-
tisement aimed at young audiences, as
young people are easier to influence
[16].

According to American researchers
of archetypes in advertising Margaret
Mark and Carol S. Pearson of Saybrook
University, “for the first time in human
history, general myths began to sur-
render their positions, and the place of
common sacred traditions took adver-
tising” [17, p. 322]. The use of arche-
types in advertising is the use of their
positive potential for profit.

The scientists’ findings were the re-
sult of studying the practice of market-
ing and advertising. Their opinion on
the importance of myths in advertising
is confirmed by experts in the advertis-
ing industry, although the assessments
of this phenomenon by scientists and
advertisers do not coincide. Experts
in the advertising industry are con-
vinced that today almost all successful
marketing strategies and advertising
campaigns exploit the mythological
communication, which is based on the
principles of the so-called in the adver-




tising environment storytelling. This
latest term literally means telling fairy
tales, stories. As a marketing technol-
ogy it is the transfer of the necessary
meanings in the form of story, the use of
the form of story in order to capture the
attention of man and provide him with
the necessary motivation. “The reason
is simple: the stories work. Good stories
work and sell” [18].

We will consider the problem on
some examples of domestic commer-
cial advertising. This study does not
consider advertising appeals of a po-
litical nature, but political advertis-
ing is also mythological, it produces a
myth about the socio-political sphere
of the country. According to the re-
search of the phenomenon of advertis-
ing myth-making by L. M. Khavkina,
it is an important factor in shaping the
worldview and attitudes of the mem-
bers of the society [15, p. 7104]. Also,
social advertising is part of the mytho-
logized advertising discourse. But
commercial advertising has an excep-
tional specific weight, and it is with it
that the advertising space is oversatu-
rated.

The author has selected only a few
representative examples from the inex-
haustible sea of commercial advertising
information. At the same time, in almost
every appeal, advertisers invest a myth,
which they seek to make an intermedi-
ary in communication to increase its ef-
fectiveness, to convince the recipient to
consume, consume and consume. In the
above-mentioned study, Goldie Hayko
used examples to show that advertis-
ing manipulates “the strongest desires
of people and the greatest fears to per-
suade them to buy the desired goods”
[16].

The most vivid mythological tech-
nologies of the Ukrainian advertisers
are reflected in the advertising of ser-
vices with frankly dubious benefits —
the so-called “national lottery” or
“sports betting.” Using a number of
stories with world-famous athletes and
media personalities, the authors of the
advertising campaign in 2020 exploited
the classic myth where the hero has in-
credible power and wins, and created
their own myth, which became the slo-
gan of the campaign, “they play, you
win”.

In the advertising of alcoholic bev-
erages, in brands of online games and,
in particular, in the disguised advertis-
ing of gambling described above, ar-
chetypes and symbols are used, which
attract a person to the negative field of
evil and give social status to culturally
illegitimate lifestyles. Scientific studies
confirm that there is a “flow of advertis-
ing that reinforces the negative poten-
tial of the archetype or its manifesta-
tions at the lowest levels,” including for
the impact on adolescents and children
[17, p. 326].

Quite a common technique in ad-
vertising — the use of the archetype of
anticipation of the holiday. One of the
most striking examples of the use of this
fabulous plot is the Coca-Cola Christ-
mas truck. Note that the advertising
of this global brand and transnational
company in general in the domestic ad-
vertising space occupies an important
place. The national beer brand “Lviv
Christmas” has been using the festive
archetype for many years. The develop-
ers of the advertisement accompany it
with the slogan “Lviv Christmas — the
traditional beginning of the holidays”.
The exploitation of the myth that “cre-
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ating a Christmas mood and making
your winter days warmer” can be a sign
of disrespect for religious values in a
Christian country, especially the bold
propaganda of alcohol during Lent [19].

Modern Israeli historian Yuval No-
ah Harari, in his popular book Sapiens,
explored quite deeply the problem of
how, in recent history, the intelligent
man is guided not by reason but by the
fruits of the imaginary. During the life
of modern man his “desires are formed
under the influence of prevailing myths
in the society” [20, p. 740]. The scien-
tist’s special attention was drawn to
the fashion of travel, which he does not
consider natural, and he sees the basis
in the fact that people have accepted
the advertising myth of romantic con-
sumption. “Consumer ideology teaches
that for happiness you should consume
as many products and services as pos-
sible... Note that today any advertis-
ing is a small myth about how another
product or service will improve your
life” [20, p. 141].

Ukraine is also not spared the fash-
ion for travel. Ukrainians wholeheart-
edly embraced the romantic myth. The
author’s own observations show that
domestic travel advertising is largely
based on gender stereotypes, program-
ming consumer behaviour. It should
be noted that in general in domestic
advertising there is a problem of dis-
criminatory practices against women
[15, p.137].

The unconditional “king” of domes-
tic advertising are gadgets and mobile
phones of all sorts. Where their myths
also operate. “Ukrainian mythology in-
spired Samsung to shoot a mystical vid-
eo in the Carpathian forests” — this is
about the Samsung advertising, which
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in 2018 became one of the five most
popular Ukrainian commercials [21].

Using deep images and symbols in
their messages, advertising, in fact,
participates in the formation of a new
type of culture. Experts in the field of
advertising recognize that the myths
created by advertising are rooted in
culture [22]. There is no denying that
the creative potential of advertising,
including in terms of myth-making,
has significant positive manifestations,
but in this study the emphasis is on the
dysfunctions of advertising. And below
the question of features and additional
directions of its regulation will be con-
sidered.

State regulation of advertising in
modern Ukraine has an economic mar-
ket paradigm. However, advertising is
a powerful means of mass communica-
tion, which has a multifaceted impact
on the society, including destructive.
At present, it has formed into an in-
fluential social institution and accord-
ingly requires a different approach to
regulation, namely social, or in a broad-
er sense socio-cultural. To minimize the
destructive impact of advertising is an
urgent problem, on the one hand, cul-
tural expertise of technologies used in
advertising, on the other hand, the for-
mation of corporate ethics of the pro-
fessional community, which can limit
technological arbitrariness and set the
spiritual and moral dimension of pro-
fessional advertising.

In Ukraine, there is still no clear
legal framework for the content and
form of submission of advertising in-
formation, which would be based on
the expert assessment of experts, and
therefore manipulative techniques are
actively used in advertising. Given that




manipulation involves human rights vi-
olations, the manipulative possibilities
of advertising should be clearly limited
in articles of laws and codes of ethics in
force in the field of advertising.

In modern conditions, “mass con-
sciousness requires the same atten-
tion as individual consciousness. For
this reason, the problems of develop-
ing methods of social management will
never leave the scene,” stated H. Po-
cheptsov, a Ukrainian researcher in the
field of communication technologies
[23, p. 550]. The problem of develop-
ing effective methods of social manage-
ment is relevant for the management of
advertising as mass communication.

Based on the above, the use of socio-
cultural approach opens the way to
consider social practices that can pro-
vide the necessary changes in the ac-
tivities of the institute of advertising,
as well as enhancing the participation
of public institutions.

Society needs to send a louder sig-
nal to the advertising industry. NGOs
must be more active in protecting con-
sumer rights, acquiring new knowledge
in the field of mass social communica-
tions and disseminating it in the society
with no less activity than the advertis-
ing industry does.

Philosopher and specialist in the
field of state law, member of “Eranos”
B. P. Vysheslavtsev, considering the
problem of the ratio of values, empha-
sizes the importance of maintaining "a
sense of freedom and autonomy of the
individual, which is more expensive
than any satisfaction of material needs
of man. [..] It is important that the
“sons of this age” should not be more
intricate in all respects than the “sons
of the Kingdom,” according to this

mysterious parable. [24] In this situa-
tion, when the advertising industry in
the struggle for profit uses the latest
knowledge of human psychology, at-
tracts a strong creative potential based
on myths and archetypes, advertis-
ers, “sons of this age”, are well armed.
Therefore, the society, the “sons of the
Kingdom”, also needs to include ap-
propriate levers in the regulation of the
industry, and more actively direct the
efforts of the public institutions to mass
consumer education and adequate to
modern challenges “armament” of the
public organizations, including based
on the archetypal approach.
Conclusions and prospects for fur-
ther research. Advertising plays a sig-
nificant role in the processes of rapid
radical changes in the modern Ukrai-
nian society, and therefore the socio-
cultural approach to its study presents
a general holistic picture of advertising
as a socio-cultural phenomenon that
plays an important role in shaping the
system of value determinants. Socio-
cultural transformations, changes in the
information space lead to the formation
of a new system of values that signifi-
cantly affects the society. The mass na-
ture of advertising, accordingly, causes
problems of its functioning, in particu-
lar, such as the impact on the social and
cultural sphere, including destructive.
The article shows that advertis-
ing space is completely symbolic and
mythological. Advertising is one of the
types of modern myth-making, which
in turn creates conditions for manipu-
lating consumer behaviour, forms the
value orientations of the society, offer-
ing lifestyle models and stereotypes of
behaviour. Using commercial stereo-
types for commercial purposes, based
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on archetypal ideas, advertising fills the
ideal human world with the mythology
of consumption as a task and purpose of
life, imposes a certain way of life of the
individual, which has negative socio-
cultural consequences.

Advertising as a socio-cultural phe-
nomenon requires comprehensive ap-
proaches to state regulation of this area
in order to balance the interests of the
society and the advertising industry, to
protect the rights of the consumers of
advertising. It is determined that the
solution of the problem requires the in-
volvement of the public in the regula-
tion and control, the expansion of the
sphere of social activity of the popula-
tion in order to develop mechanisms in
the society to protect against the nega-
tive impact of advertising.

Prospects for further research are to
specify the areas of relations and inter-
action with the public in the system of
public administration of advertising.
It is also worth focusing on the study
of new challenges in the field of social
and in particular advertising communi-
cations, which have brought digitaliza-
tion and informatization of all spheres
of the society; intensifying the use
of tools for regulating online advertis-
ing by the state and control by the so-
ciety.
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