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Abstract. The article highlights the role of advertising as a mass communi-
cation, features of advertising activity, which is based on the purpose of profit 
making, contradictions of the concept of advertising. The article describes the 
influence of advertising on society, the use of archetypes in advertising to solve 
problems of consumer behavior management, the problems of transformation of 
mass behavior, cultural and moral values of a society, caused by the influence of 
advertising from the position of the archetypal approach. The author advocates 
the need for development of public administration mechanisms in the sphere of 
advertising with the aim of achieving an equitable correlation of the interests of 
entrepreneurs, the state and society, taking into account the specifics of advertis-
ing activities.
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КОНЦЕПЦІЯ  РЕКЛАМИ  ЯК  ВИРІШЕННЯ  ПРОТИРІЧЧЯ 
МІЖ  СОЦІАЛЬНОЮ  СПРАВЕДЛИВІСТЮ  ТА  ЕКОНОМІЧНОЮ 

ЕФЕКТИВНІСТЮ  (АРХЕТИПНИЙ  ПІДХІД)

Анотація. Аналізується роль реклами як масової комунікації, особли-
вості рекламної діяльності, в основі якої лежить метаотримання прибутку. 
Розкривається вплив реклами на суспільство, питання використання в ре-
кламі архетипіки для вирішення завдань щодо управління споживчою по-
ведінкою. Розглядаються проблеми трансформації масової поведінки, куль-
турних і моральних цінностей суспільства, що зумовлені впливом реклами з 
позиції архетипного підходу. Доводиться необхідність розвитку механізмів 
державного управління у сфері реклами з метою досягнення справедливого 
співвідношення інтересів підприємців, держави і суспільства з урахуванням 
особливостей рекламної діяльності.

Ключові слова: реклама, регулювання, рекламна діяльність, архетип, со-
ціальна справедливість.

КОНЦЕПЦИЯ  РЕКЛАМЫ  КАК  РАЗРЕШЕНИЕ  ПРОТИВОРЕЧИЯ 
МЕЖДУ  СОЦИАЛЬНОЙ  СПРАВЕДЛИВОСТЬЮ  

И  ЭКОНОМИЧЕСКОЙ  ЭФФЕКТИВНОСТЬЮ  
(АРХЕТИПНЫЙ  ПОДХОД)

Аннотация. Анализируется роль рекламы как массовой коммуникации, 
особенности рекламной деятельности, в основе которой лежит цель получе-
ния прибыли. Раскрывается влияние рекламы на общество, использование в 
рекламе архетипики для решения задач по управлению потребительским по-
ведением. Рассматриваются проблемы трансформации массового поведения, 
культурных и нравственных ценностей общества, обусловленные влиянием 
рекламы с позиции архетипного подхода. Доказывается необходимость раз-
вития механизмов государственного управления в сфере рекламы с целью 
достижения справедливого соотношения интересов предпринимателей, го-
сударства и общества с учетом особенностей рекламной деятельности.

Ключевые слова: реклама, регулирование, рекламная деятельность, ар-
хетип, социальная справедливость.

Target setting. “Advertising as a 
litmus test shows many specific and 
very significant for postmodern era fea-
tures” — this is how the scholars cha- 
racterize the role of advertising in the 
culture of the modern era [9, p. 147].
The technocratic development and 
progress in communications caused the 

rapid development of mass communi-
cations, including advertising, which 
has become also a part of modern mass 
culture.

Herewith the advertising reflects 
not only the features of the era, but it 
also creates them. It is scientifically 
proven that its impact is not restricted 
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by the economic sphere, advertising has 
information, sociological and psycho-
logical impact on the people. E. Romat 
noted that “it is known the action of 
advertising is implemented by theinflu-
ence on human psychology” [13, p. 57]. 
The influence of advertising caused the 
transformation of mass behavior, cul-
tural and moral values of the society.

In modern conditions, “when the 
society becomes information [...] mass 
consciousness requires the same at-
tention as individual consciousness. 
For this reason, the problem of deve- 
loping methods of social control will 
never leave the stage,” — a Ukrainian 
researcher in the field of communica-
tion technologies G. Pocheptsovsaid [8,  
p. 550]. So the problem of developmen-
tof the effective methods of social con-
trol is relevant for the management of 
advertising sphere as mass communica-
tion.

But herewith the government regu-
lation of the advertising sector in mo- 
dern Ukraine has a market economic 
paradigm. The features of the advertis-
ing activity as mass communication de-
termine the necessity of social orienta-
tion of regulation,the protection of the 
public interests.

Advertising as a business in market 
conditions is directed at the realiza-
tion of commercial interests of the en-
trepreneurs. In this case the consumers 
of advertising act as the objects that is 
studied properly and at whom the ad-
vertising information is directed.

Market relationshipsare built on the 
pragmatic principles of free enterprise. 
The peculiarity of the modern state is 
that demand (consumer behavior) is 
guided by not only invisible “hand of 
the market” but a noticeable and per-

sistent advertising hand. The interests 
of the producers and consumers come 
into the conflict respectively.

The fair value of the interests of 
businessmen, state and society can be 
achieved primarily through the forma-
tion of the adequate mechanisms of 
the state regulation. So the problem of 
solving the contradiction between the 
social justice and economic efficiency 
in state regulation of the relations in 
the field of advertising is relevant in 
modern conditions. In particular, this 
research is an attempt to use the arche-
typical approach for understanding and 
the search of ways to solve this problem.

Analysis of recent research and 
publications. The scientists of different 
spheres pay attention to advertising re-
search today, it is an object of research 
of the economists, lawyers, sociologists, 
cultural scientists, psychologists, ex-
perts in management, communications 
theory, etc. In particular, the sociologi-
cal analysis of advertising activity is 
implemented in the works of the do-
mestic authors, N. M. Lycytsa, G. Po-
cheptsov, Russian scientists I. Rozhkov,  
S. G. Kara-Murza, foreign research-
ers W. Wells, J. Burnet, C. Moriarty. 
This article is also based on the state-
ments of research of Ukrainian scientist  
E. V. Romat, authoritative expert in 
the field of advertising and,in particu-
lar, public administration of advertising 
activity. On analyzing the problems of 
advertising in the context of archetype, 
the author refers to the works of scien-
tists of Ukrainian school of arhetyp-
ics, E. A. Afonina, O. A. Donchenko,  
O. V. Sushyi, etc. Paying tribute to the 
scientific developments of various as-
pects of the advertising in the works 
of modern scholars, it should be noted 
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that the problems of state regulation of 
advertising as a social phenomenonare 
not researched enough currently. More-
over, the social value of the researches 
on the phenomena of manipulation of 
public consciousness in mass commu-
nications is growing, which includes 
advertising, in particular, the use of 
archetypal approach. So the attemptof 
analysis of sociological aspects of the 
problems of the modern advertising has 
been made in this study from the posi-
tion of archetypics.

The purpose of the article. The aim 
of the article is the analysis of the ratio 
between social justice and economic ef-
ficiency in advertising and ways to re-
solve the conflict in the state regulation 
of advertising activities on the basis of 
the archetypal approach.

The statement of basic materials.
The state regulation of advertising in 
Ukraine is based on its economic func-
tions today. However, advertising on 
one hand is a developed industry and 
from the other hand, it is a social insti-
tution that has a diverse effect on the 
society, including destructive.

The theorists allocate social and 
ethical concepts among modern mar-
keting concepts in marketing commu-
nications (that includes advertising). 
In this study, the term “concept” will be 
used in the sense of marketing concept 
as a broader definition, similarly the 
terms “marketing” and “advertising”, 
“marketing activities” and “advertising 
activities” will beused.The social and 
ethical marketing concept has emerged 
relatively recently, in the second half of 
1970... It was formed as a result of in-
creased attention to the environmen-
tal problems, resource constraints. The 
concept is to ensure the needs and in-

terests of the target markets with more 
effective comparing with competitors 
means on complying the interests of the 
consumers and society as a whole.

The traditional concept of market-
ing activities is aimed at as fully as pos-
sible to satisfy the needs and interests 
of the consumers, in accordance with 
an increase in the consumption, expan-
sion of the target markets, increasing 
sales, developing the markets of goods 
and services. The social and ethical 
concept is called to solve the problem 
of adapting marketing activities to the 
new requirements that are determined 
by the needs to balance the interests of 
the society as a whole with the interests 
of the certain groups of the consumers 
and the interests of the producers. The 
traditional marketing concept did not 
correspond such modern conditions, as 
limitation of the resources, economic 
crisis and social problems of the mar-
ket economy. The social and ethical 
concept had to respond to challenges 
of time. But it did not fundamentally 
change the nature of marketing activi-
ties which has basically a consumer na-
ture and it expresses the ideology of 
consumption. This conflict is relevant 
to all countries with market economies.

The fact about the activities on the 
European markets of the companies 
may be given as an example — the man-
ufacturers of food products, in particu-
lar potato chips, soft drinks and also fast 
food companies. The companies repre-
senting world renowned brands posi-
tion themselves as socially responsible, 
they support sports, act as partners 
of the Olympic Games, although this 
sponsorship is also a marketing means 
itself. But mass advertising ofgoods and 
services which are produced or provid-
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ed by the companies had serious conse-
quences for the European society, it has 
become one of the key reasons thatled 
to spreading such health problems as 
overweight and obesity. In 2000, at 
the 55th session of the World Health 
Assembly, the director of the World 
Health Organization (WHO) Harlem 
Brundtlend stated that “marketing 
approaches are important for public 
health. They influence the behavior, 
both ours and especially our children’s.  
Counted to succeed, they have serious 
consequences for those at who they 
aimed” [10, p. 132].

In a special study among thereasons 
of the problem, WHO highlights also-
the advertising of unhealthy products, 
promotion of an unhealthy lifestyle, 
stimulation ofirrational demandand 
consumption of food. WHO also recog-
nized a significant role of food advertis-
ing that is targeted at the children, in 
the occurrence and development of this 
problem among children [10, p. 132–
164].

The companies that produce more 
harmful products (alcoholic bever-
ages, beer, tobacco, etc.) also declare 
the principles of social-ethical market-
ing, sponsor sports competitions. The 
manufacturers and distributors of ad-
vertising, in their turn, also conform to 
the modern requirements, develop and 
implement ethical codes into action, 
but at the same time advertising of al-
cohol and tobacco does not promotea 
healthy lifestyle. Its negative impact on 
children and teenagers is scientifically 
proven. As a whole, the advertising di-
rected at children may carry a threat 
even when it advertises toys. The re-
searchers of archetypal marketing have 
proven that archetypes in advertising 

“have such power which it seems the 
children are not able to resist” it refers 
in particular the abnormal popular of a 
children’s toy-doll Barbie, caused also 
the archetypal form of the product and 
its advertising [6, p. 324].

The use of the archetypal analysis 
method reveals the mechanisms of ad-
vertising impact of advertising on mass 
consciousness. As the mentioned of 
archetypes in advertising has shown, 
which was made by the American 
scientists Margaret Mark and Carol  
S. Pearson, in the modern era “for the 
first time in human history, the com-
mon myths began to take their posi-
tions, and the advertising has taken the 
place ofsacred legends” [6, p. 322]. The 
scientific works of local scientists also 
confirm that archetypal approaches and 
“advertising and PR-technologies use 
the phenomenology of the irrational” 
[3, p. 170].

S. G. Kara-Murza notes clearly re-
garding the advertising that it is a 
means of influence on the mind and the 
itsmain sense “lies in manipulation of 
the consciousness” [4, p. 116].

Marketing and advertising primar-
ily represent the interests of the seller. 
The consumer interests are taken into 
account as a factor that in the success-
ful use can help to improve the com-
petitive position and the market de-
velopment. The consumer character 
of the marketing activities causes the 
controversyeven with the interests of 
the consumer in the long term perspec-
tive, more over the interests of society. 
Eventually, the marketing concept con-
tradicts theconception of sustainable 
human development, which sense is to 
limit the consumption of natural re-
sources and stabilization of the current 
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very high levels of consumption and 
achieving the goals of social justice.

The goals of social justice in the 
world of the concept of the sustainable 
development are definedas a part of 
common seventeen goals that are for-
mulated by the UNO. There are those 
ones that meet the content of this re-
search amongthem. They are: respon-
sible consumption and production, re-
duction of inequalities, partnership for 
the benefit of sustainable development 
[17].

It should be noted that in this spe-
cific case social justice is understood as 
a moral category. In outline this com-
plex social and philosophical category 
expresses the generalized moral evalu-
ation of public relations; compliance 
various phenomena with understand-
ing of accepted moral principles in the 
present society. The implementation 
of the principle of social justice implies 
the fair distribution of the activities, 
social benefits, level and quality of life, 
information and cultural values [14].

According to the theoretical views 
of J. Rawls, justice is honesty. The so-
ciety that meets the principles of jus-
tice is based on voluntary cooperation 
with relevant voluntary adoption of 
voluntary commitments by the mem-
bers of the society. “One of the features 
of justice as fairness is that the parties 
are conceived in the initial situation as 
rational and uninterested in each other 
[...] uninterested in the interests of the 
others” [11, p. 25]. This implies that 
members of society have subjectivity. 
Rawls’s views are a theory of consent 
which declares a contractual approach 
to the social cooperation. But advertis-
ing does not observethese principles. 
The individuals and society are the 

subject of influence in the concept of 
advertising (marketing) and the social 
space becomes corporate.

In the era of postmodern the role 
of advertising is changing: its value in-
creases, advertising space is expanding 
to global scale. This information func-
tion narrows and increases the psycho-
logical impact of a mass audience, un-
der which the system of social relations 
is transformed. The role and influence 
on global processes of transnational 
corporations are increasing which actu-
ally not only form the market space, but 
also cultural, turning it into corporate 
through advertising. It should be noted 
that multinational companies play an 
increasing role in the national markets, 
including the advertising markets. In 
Ukraine, two thirds of the domestic 
advertising market belongs to multina-
tional advertising holdings. But at the 
same time in so-called developed coun-
tries, the regulatory mechanisms are 
formed in the interest of their national 
and multinational corporations [12,  
p. 161].

The contemporary French writer 
M. Welbeck in his essay “The World as 
a supermarket and a mockery” showed 
that the global commercialization 
transforms the social space in the “glob-
al supermarket”. In such circumstances, 
people “want more and more [...] these 
desires are mostly set from outside — 
perhaps we can say that they are set by 
advertising in the broad sense of this 
word” [7]. A man turns into the recep-
tor of advertising.

A French postmodernist philoso-
pher Jean Baudrillard, exploring the 
crisis phenomena in the culture of the 
twentieth century, also noted that in 
the consumersociety the taskof adver-
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tising comes down to the interpreta-
tion of desires. The desires materialize 
in things and things embody the desire 
and materialize certain functions of 
public structure. Advertising creates 
a world in which social problems are 
solved bythings not people: “Any ten-
sion, any individual or collective con-
flict can be solved with some thing” [2, 
p. 105]. The separation from social re-
ality and simulation of existence trans-
forms society into social passive mass 
of consumers, which is operated by the 
advertisers.

The American social psychologists 
have formulated a number of universal 
principles of social influence, which al-
low advertising people in practice “to 
manage without motives”, “to become a 
Jedi master of social impact” and others 
[18, p. 4–5]. Such developments and 
other materials for guidance in the mat-
ters of “management without motives” 
arebeing developed now more than 
enough. As for the guides of the oppo-
site direction on “public protection” 
from the effects of advertising, on the 
contrary, are not enough, the wishing 
should carefully collect such informa-
tion bit by bit.

The education of advertisers pro-
vides comprehensive training in vari-
ous areas, including such specific ones 
as psycholinguistics, neuromarketing, 
arhetypics, psychology, including chil-
dren’s (italics author. — L. S.). The 
experts of the field study the works 
of physiologists, psychologists, soci-
ologists and others, in particular, in 
the tutorials on advertising you can 
find theoretical principles of physiolo-
gists J. Ukhtomskyi and I. Pavlov, psy-
chiatrists V. Bekhterev and Carl  Jung, 
without mentioning the scientific prin-

ciples of mass communications, infor-
mation theory, etc.

The consumers of advertising have 
no such training and even elementary 
systematic education on the impact of 
advertising on mass consciousness, how 
to protect themselves and to avoid ma-
nipulation, knowledge about the harm 
of information on mental and physical 
health, how it affects children and teen-
agers, on public morality and popular 
culture. So it is natural that in such 
situation the consumers and society 
cannot perform asanequal subject of re-
lations in this area, they are the passive 
object of influence. Advertisers, busi-
ness, politics (the fact that they per-
form themselves astheir clients, objects 
and advertising items influence ontheir 
position as for advertising) have goals 
that do not match the public ones. And, 
most importantly, they have levers of 
influence on conceptual principles of 
advertising, the formation of its norma-
tive legal regulation, and even organi-
zation of its control.

A modern Danish researcher and 
specialist in the advertising sphere 
Martyn Lindstromv in his book de-
voted to neuromarketing appeals to the 
readers: “Let’s face it: we are all con-
sumerswith you. And no matter what 
we buy — a mobile phone, anti-aging 
cream of Swiss production or a tin of 
Coca-Cola — shopping is an integral 
part of our daily life. Every day, dozens 
and even hundreds of advertisements 
and market offerings are directed on us. 
Commercials on television. Billboards 
on the streets. Advertising banners on-
line. Advertising in shop windows. We 
are surrounded by brand names every-
where which all regularly brings down 
their information upon us [...] The bet-
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ter we understand why we become a 
victim of tricks and fraud of advertis-
ers, the better we can protect ourselves 
from their attacks” [5, p. 4–5]. So the 
society must take an active positionas 
for advertising.

The role of the public in the domes-
tic advertising space is quite modest — 
it is the passive consumption of adver-
tising and the lack of public activity as 
for the control of advertising activity. 
Partly this situation is conditioned by 
the national traditions and archetypal 
characteristics. For example, the pub-
lic (non-profit) organizations carefully 
monitor both compliance with current 
legislation for publicity and the adver-
tising content, its compliance withet-
hical standards in Western European 
countries and the US.

Almost in all the developed coun-
tries public organizations are an im-
portant part of the system of external 
advertising control, theyfight quite ef-
fectively for the rights of the consum-
ers. It should be noted that self-organi-
zation of the consumers was promoted 
by several factors, among which the 
most important one was the formation 
of civil society and democratic institu-
tions and also archetypal principles of 
civil initiatives and activities.

The consumers of advertising in 
Ukraine which is practically the vast 
majority of the population, have low so-
cial activity, not organized enough, the 
traditions have not established in the 
legislation yet, not worked out mecha-
nisms of consumer protection.

The national traditions and arche-
typal features of Ukrainian society, its 
tendency to paternalism provide the 
necessity to reckon with them, the role 
of public administration, the actions 

and responsibility of the state must be 
adequate to the current state of the so-
ciety, whilethe foundations of the civil 
society are being formed. Accordingly, 
the balance of public interest and cor-
porate interest of advertising business, 
the protection of social justice should 
be taken mostly by the state. This view 
is confirmed in the research of local 
scientists, particularly in the works of  
E. Afonin that “contemporary post-
modern society, unlike the traditional 
one, is aimed at the transformation of 
interaction of the society and the state, 
which, in its turn, is provided by the 
creation of new forms of influence on 
people on state-management processes 
and respectivelytheir participation in 
public and political life of society” [1, 
p. 5].

Today the problems as for the prin-
ciples of state policy in the advertising 
sphere, the effectiveness of state regu-
lation and the system of external con-
trol remain unsolved and not enough 
investigated. It should be noted that 
the research in this area will certainly 
promote “archetypal perspective of the 
visionof problems of the modern state, 
public administration and public poli-
cy”, as O. Sushyi determines the matter 
of the use of methodological principles 
of arhetypics in the government admin-
istration [15, p. 55].

Conclusions. The role of advertis-
ing as a mass communication has been 
studied in the work, the matter ofthe 
use of arhetypicsto solve the problems 
concerning the formation of consumer 
behavior has also been considered. The 
features of advertising have been ana-
lyzed which are based on the goal of 
getting profit. It is shown that corpo-
rate interests of advertising business 
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through advertising, which forms the 
culture of consumption in the society, 
including irrational, contradict with 
the interests of the society.

Thus, advertising as a sphere of 
public life requires not only direct ac-
tion from public administration, but 
involvement of public in the manage-
ment, expansion of the sphere of social 
activity of the population. At the same 
time, advertising as an object of state 
administration is not just business, it 
is also the mass communication which 
in its turn requires a comprehensive ap-
proach to state regulation in this sphere 
in order to provide balance of the in-
terests of the society and advertising 
business, rights protection and legal 
interests of the consumers of advertis-
ing. The perspectives for further study 
are concretization of the directions of 
decentralization, relations and inter-
action with the public in the system of 
public administration of advertising.
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