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REGULATION OF THE ADVERTISING IN THE
CONTEXT OF THE SUSTAINABLE DEVELOPMENT
OF UKRAINE (ARCHETYPICAL APPROACH)

Abstract. The article covers the actual questions of the theory and practice of
regulation of the advertising in the process of formation and implementation of
state policy in the field of advertising. In particular, the methodological problems
of using the archetypical approach for analyzing the regulation of advertising in
the context of the sustainable development of Ukraine. Advertising activity in
modern conditions affects the formation of key value orientations of society and
is one of the causes of aggravation of social contradictions. One of the main objec-
tives of advertising is to stimulate consumption, and therefore the solution of the
problem of balanced consumption, as defined by the Strategy of Ukraine’s Sus-
tainable Development till 2030, creates a contradiction. Solving the problem re-
quires the transformation of the conceptual framework of regulation of advertising
sphere. The author advocates the necessity of developing a paradigm of regulation
of advertising on the basis of value systems based on the concept of sustainable
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development and, in particular, on balanced consumption. Certain value systems
(archetypes), which predetermine the development of regulation, respectively,
have an impact on the level of corporate social responsibility of the advertising
business and contribute to the harmonization of relations advertising business,
society and the state. It is substantiated in the article that the question of value
systems in regulation of the advertising from the standpoint of tasks of the Stra-
tegy of Sustainable Development in relation to balanced consumption should not
be considered as a choice of alternative. The optimal ratio of the material interests
of the business and the intangible values of society in the regulation of the adver-
tising sphere depends on the ratio of value-semantic archetypes, when the subjects
of advertising activity have an effective motivation regarding social responsibility,
which complements, but does not exclude corporate interests.

Keywords: advertising, archetypes, Sustainable development strategy, regu-
lation of the advertising.

PETV/IIOBAHHSI COEPU PEKJIAMH B KOHTEKCTI CTAJIOTO
PO3BUTKY YKPAIHU (APXETUIIHUU IIAXI/T)

AHoraiis. Po3riisggaioTbcsl akTyasbHi MUTAHHS TEOPii i TPAKTUKU PETYJIo-
BaHHS B Tporieci (hopMyBaHHS Ta peasiisallii Jiep:KaBHOI TOJITUKH B cdepi pe-
KJIAMU, 30KPEMa, METOIOJIOTIYHI TIPOGJIEMH 3aCTOCYBaHHSI aPXETHITHOTO T IXO/TY
JUISl aHaJli3y peryJioBaHHS peKJaMHi B KOHTEKCTI CTaJOro PO3BUTKY YKpaiHU.
Peknmamua fisiibHICTD B Cy4acHUX YMOBAaX BIIMBAE Ha (POPMYBAHHS I[IHHICHUX
OPIEHTAIlI}i CYyCHJIbCTBA 1 € OJHIEI0 3 NMPUYUH 3aTOCTPEHHS COIIAIbHUX CyTIe-
peuHocTeil. baratroBeKTOpHICTh pekJaMM 1 MacOBUU XapakTep 3yMOBJIIOIOTH
npobsieMu i PyHKIIOHYBaHHS, 30KpeMa, TaKy sK BILUIMB Ha palliOHAJbHICTh
CIIOKMBAHHS B Cy4yaCHOMY CyCIibCTBi. OJTHUM i3 OCHOBHMX 3aB/laHb peKJaMu
€ CTUMYJIIOBAHHS CIIOKMBAHHS, a OT/Ke, BUPIIIEHHsT 3aBIaHHs 30aTaHCOBAHOTO
CTIOKUBAHHS, 1110 BUu3HadeHe CTpaTeTieio cTasoro po3BUTKy Ykpaiau 10 2030 p.,
CTBOPIOE cynepeuHicTh. Bupinenus npobaemMu BuMarae Tpancdopmaiiii KOHIern-
TyaJIbHUX OCHOB PETyJIIOBaHHsS pekaamuoi chepu. O6rpyHTOBaHO HEOOXiAHICTD
BUPOOJIEHHST MTAPAIUTMI PEryJTIOBaHHSI PEKJIaMU Ha OCHOBI IIHHICHUX YCTaHO-
BOK, Ha SIKMX TPYHTYETHCS KOHIIEIIIisI CTAJIOTO PO3BUTKY 1, 30KpeMa, 30amanco-
BaHOrO crokuBaHHd. [leBHI 1iHHICHI yCTAaHOBKM (apXETUITH ), 1110 3YMOBJIIOIOTH
PO3BUTOK peryJIOBaHH, BiJIIIOBIHO MAIOTh BIJIMB 1 HA PiBeHb KOPIOPATHUBHOI
COIaJIbHOI BiIOBIIAJILHOCTI PEKJIaMHOTO Oi3HeCy i CIIPUSIIOTh JOCATHEHHTO Tap-
MOHi3allil BiZIHOCHH peKaMHOro Gi3Hecy, cycIiibeTia i gep:kasu. O6rpyHTOBAHO
BHUCHOBOK, 110 TIUTaHHS I[IHHICHUX YCTaHOBOK B PEryJIIOBaHHI PeKJIaMu 3 1103U-
1iit 3aBaanb CTparerii cTaIoro pO3BUTKY 1010 30ATaHCOBAHOTO CIIOKUBAHHST HE
MIOBUHHO CTABUTUCS SIK BUOIp asmbrepHaTiBu. ONTHMaIbHE CITiBBITHOTIEHHS Ma-
TepiaJibHUX iHTEpeciB 6i3Hecy i HeMaTepiaJlbHUX IIHHOCTEN CYCITiJIbCTBA B PETY-
JIIOBAHHI PEKJIAMHOI c(hepu 3aJIeKUTh BiJi CIiBBIIHOMIEHHS I[IHHICHO-CMHUCJIOBUX
apXeTHIIiB, KoM cy6 €KTH PEKJIAMHOI [iSIJIBHOCTI MAlOTh JI€EBY MOTHUBAILIIO 1010
COITIAJIBHOT BiJINIOBIIAJIbHOCTI, KA JOTIOBHIOE, a He BUKJIIOYAE KOPTIOPATUBHI 1H-
TepecH.
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Kmouogi cioBa: pekiama, apxerunu, CTparerisi CTajioro pO3BUTKY, PETYJIIO-
BaHHs B peKJaMHill cepi.

PEI'YJIMPOBAHUME C®EPbBI PEKJIAMbBI B KOHTEKCTE
YCTONYUBOI'O PASBUTHSA YKPANHDI
(APXETUIIHBIN IIOAXO/M)

Annoranus. PaccMaTpuBaioTcs aKkTyaslbHbIE BOIIPOCHI TEOPUU ¥ TTPAKTUKH
peryJimpoBanus B Ipoiiecce hOpMUPOBAHUS U PeATTU3AIUHU TOCYAaPCTBEHHOM T10-
JIUTUKU B c(hepe PEKJIaMbl, B 4ACTHOCTH, METOIOJIOTHYECKUE TIPOOJIEMbI ITPUMe-
HEHWS aPXEeTUITHOTO TIOIX0/IA JIJISI aHATN3a PETYJIMPOBAHUS PEKIAMbl B KOHTEKC-
Te YCTOWYMBOTO Pa3BUTHS YKPauHbl. PekiaMa B COBPEMEHHBIX YCIOBUX BITHSIET
Ha (hopMHUpPOBaHKEe IEHHOCTHBIX OPUEHTAIUN OOIIeCTBA U SBJSETCS OHOM 13
PUYUH 000CTPEHVS COIUAIBHBIX MTPOTHBOPeunii. MaccoBbIil XapaKkTep pekJia-
MbI 00y CIOBJIMBAET MPOOIEMBI €€ (DYHKIMOHUPOBAHMUSI, B YACTHOCTH, TAKYIO KaK
BJIMSTHUE HA PAIlMOHAIBLHOCTD TOTpebieHnst B coBpeMenHoM obiectse. OMHOI
13 OCHOBHbIX 3a/1a4 PEKJIAMBbI SIBJISIETCS] CTUMYJIMPOBAHIE OTPEOIEH S, a CJIe0-
BaTEJIbHO, PEIeHe 3a/[au cOATaHCHPOBAHHOTO MOTPEOJIEHNST, TOCTABJIEHHON B
Crparerun yctoiunBoro pazsutusd Ykpautsl 710 2030 r., co3aeT npoTuBoOpevne.
Perenvie mpobiembl TpebyeT TpaHchOpMAIK KOHIENTYaIbHBIX OCHOB PEryJin-
poBanust pexaaMHoi chepbr. ObocHOBaHA HEOOXOAUMOCTD BHIPAGOTKHU TTAPaJINT-
MBI PETYJUPOBAHUS PEKJIAMbl HA OCHOBE IIEHHOCTHBIX YCTAaHOBOK, HAa KOTOPBIX
OCHOBBIBAETCSI KOHIIETIUST YCTOWYUBOTO Pa3BUTHUST M B YaCTHOCTU cOATTAHCHPO-
BaHHOTO TOTpebserust. OrpeeieHHble [eHHOCTHBIE YCTAaHOBKY (apXETHIIbI),
00y CJIOBIMBAIOTIIE PA3BUTHE PETYINPOBAHNUSI, COOTBETCTBEHHO UMEIOT BIIUSTHIE
Ha yPOBEHb KOPIOPATUBHOI COIUATBHOI OTBETCTBEHHOCTH PEKJIAMHOTO OM3Heca
1 CIIOCOOCTBYIOT JOCTUKEHIIO FADMOHU3AIMI OTHOIIEHHH PEKITAMHOTO OM3HeCa,
obrtectBa u rocyaapcersa. O60CHOBAH BBIBOJI, YTO BOMPOC MEHHOCTHBIX YCTAHO-
BOK B PETYJINPOBAHUU PEKJIAMbl ¢ TTO3uIK 3a/1a4 Ctparernyt ycToHYnBOro pas-
BUTHS 110 cOATTAHCHPOBAHHOMY MOTPEOJIEHUIO HE JIOJKEH CTaBUTHCST Kak BHIGOP
asibrepHaTuBbl. ONTHMATbHOE COOTHOIIIEHNE MaTePHATbHBIX HHTEPECOB On3Heca
1 HeMaTepuaibHbIX [eHHOCTEH 06IecTBa B PETYJINPOBAHUY PEKIAMHOI chepb
3aBUCHT OT COOTHOIIEHUS EHHOCTHO-CMBICJIOBBIX apXETUIIOB, KO CyObEKTHI
PEKJIaAMHOM eI TeIbHOCTH UMEIOT IeHiCTBEHHYIO MOTHBAIIMIO COITUAIBHOI OTBET-
CTBEHHOCTH, KOTOPAsI IOTIOJTHSIET, & He MCKJTI0YaeT KOPIOPATUBHbIE MHTEPECHI.

KmoueBbie cioBa: peksiama, apxerurbl, CTpaTerus yCTOHUMBOTO Pa3BUTHS,
peryJmMpoBaHue B peKJIaMHOH cdepe.

Target setting. Modern advertising powerful social institution that affects
plays an important role not only as a the economy, politics, culture, the state
tool for a market economy. In Ukraine, of social morality, and other spheres
in a rather short period of time, it was of socio-economic life of society. The
formed into a developed industry and a multi-directional nature of advertising
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and its mass character, respectively, de-
termine the problems of its functioning,
particularly, such as the impact on the
rationality of consumption in modern
society. At the same time, the goals and
objectives of the country’s sustainable
development strategy, aimed at ensur-
ing economic growth, social justice and
rational use of nature, include the need
to balance consumption and produc-
tion, and to create a culture of consump-
tion. Consequently, new approaches to
researching the problems of the regu-
lation of advertising in the context of
sustainable development through the
prism of archetypes are particularly
important for developing an adequate
understanding of the relevant social
phenomena and interconnections, in
particular, for understanding the mo-
dern areas of effective regulation in the
field of advertising.

Analysis of recent research and
publications. The question of study-
ing advertising is devoted to numerous
scientific studies and publications. Mo-
dern advertising is being studied by
sociologists and economists, psycholo-
gists and philologists, cultural scien-
tists and linguists, and its impact on
people has become the subject of study
even in medicine.

Among the research in the field of
advertising a significant proportion of
work devoted to the problems and as-
pects of advertising as a kind of mass
communication. In particular, the ques-
tions of the theory and practice of ad-
vertising communication are reflected
in the works of T. Ambler, D. Burnett,
V. Freiburger, E Kotler, J.-J. Lamben,
S. Moriarty, D. Ogilvy, K. Rotzol,
J. Segel, D. Traut, W. Wales and in the
scientific researches of Ukrainian sci-

entists G. Pocheptsov, E. Romat and
others.

Aspects of public administration,
including in the field of communica-
tions and advertising, problems of va-
lue regulation were studied by domes-
tic scientists in the field of public ad-
ministration, economics, sociology, law.
In particular, the works of V. Bakumen-
ko, O. Valevsky, V. Golub, L. Gonjukov,
V. Kozakov, G. Pocheptsov, V. Rebkalo,
E. Romat, V. Tertychka should be noted
among the others.

An archetype became a new scien-
tific direction in social sciences, includ-
ing the public administration, largely
due to the research of Ukrainian sci-
entists E. A. Afonin, O. A. Donchenko,
O. V. Sushiy and others, whose works
are devoted to the influences of arche-
types on social life and politics, as well
as management and public administra-
tion.

As the theoretical basis of this study
the author used scientific works, which
raise issues of social responsibility ad-
vertising, in particular, J. Baudrillard,
E. Fromm and G. Lipovetsky.

The purpose of the article. The
purpose of the article is to analyze the
regulation of advertising in the context
of sustainable development of Ukraine,
justification of the ways of balancing
the interests of society and advertising
business, the need for adequate regula-
tion, including state and public on the
basis of an archetypal approach.

The statement of basic materials.
In a relatively short historical period,
advertising in Ukraine has gained not
only economic significance, but began
to play a variety and important roles
in many spheres of socio-economic and
political life of society. In the difficult
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conditions of the transformation period
in the economy of the Ukrainian state,
against the backdrop of a decline in ma-
ny spheres of production and even the
disappearance of entire industries, the
advertising industry was rapidly gain-
ing momentum.

The formation of the industry took
place in times difficult for the country’s
economy. Domestic and foreign scho-
lars, specialists and politicians, World
Bank experts noted that the reforms
that took place during the quarter cen-
tury of independence in the Ukrainian
economy had devastating consequences
for its rather high industrial potential.
In particular, according to the World
Bank, for the period of 1991-2014, the
real gross domestic product (GDP) set
the world record for the fall and de-
clined by 35 %, which was the worst
result in the world. Domestic produc-
tion “got bottom” in the 90’s. Due to its
constant downfall in the first nine years
of independence, Ukraine lost almost
60 % of GDP [1].

But it was in those years that the
emergence and rapid growth of the ad-
vertising industry, which for almost a
few years has evolved from the sphere
of small business to a powerful indus-
try and industry, and also formed into
an influential social institution. Ac-
cording to the results of the author’s
study, the beginning of the formation
of advertising as an economic phenom-
enon in the recent history of Ukraine
has its roots in the 1990’s. By the same
period in the then Ukrainian SSR the
concept of “advertising” was generally
absent as a type of economic activity |2,
p. 37]. At the end of the 1990’s and the
beginning of the 2000’s, the most active
and fruitful period of the formation and

development of the industry came. For
example, for only five years from 1997
to 2002, the volume of the domestic
advertising market, which was already
formed at that time, increased 6 times
and reached almost $1 billion [2, p. 38].
And such a relative indicator of the ef-
fectiveness of advertising as the level of
advertising costs of $1,000, the income
of the population in 2001 was higher
than that of the USA [2, p. 47]. That
is, the advertising load on the average
Ukrainian at that time was higher in
relative terms than even the average
American. In the value of consumer
goods and services, more than 1 % ave-
raged the cost of advertising. The ratio
of advertising expenditures and GDP
in the early 2000’s exceeded 2 %, out-
pacing the same ratio in the advanced
countries.

The development of the advertis-
ing market and favorable conditions for
advertising business have led to stable
growth of incomes, the advertising in-
dustry today is one of the most profit-
able in the Ukrainian economy. Active
growth was largely due to the very
favorable conditions of regulation, in-
cluding the regulatory and institutio-
nal framework. During this period, two
types of advertising regulation were
formed and successfully co-existed in
Ukraine: state and the self-regulation
of advertising. At the same time, regu-
lation of such a sphere, acting as a po-
werful means of forming the values of
society, is an issue that, without exag-
geration, determines the state of soci-
ety.

Advertising in modern social life
generates social and spiritual problems,
advertising activity creates new chal-
lenges, to some extent deepens the crisis
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state of society. Such a situation is not
unique for Ukraine alone. For exam-
ple, in the opinion of American com-
munication specialists, advertising has
been influenced by the American way
of life not less than the Bible. However,
in Ukraine, these changes took place
very rapidly, which led to a lag in the
development of regulation of advertis-
ing sphere from the pace of transforma-
tion in society, caused by the influence
of advertising. Therefore, the study of
the problem of elimination of this im-
balance requires new approaches, one
of which is based on the study of ar-
chetypal features of advertising acti-
vity and the formation of the principles
of its effective regulation. It should be
noted that the advertising industry it-
self is actively using the archetypal ap-
proach to improving the effectiveness
of advertising.

According to an American research
on archetypes in the advertising con-
ducted by Margaret Mark and Carol
S. Pearson of Saybrook University, “for
the first time in the history of mankind,
common myths began to take their po-
sitions, and the place of general sacred
revenues was occupied by advertising”
[3, p. 322]. The use of archetypes in
advertising is the use of their positive
potential for profit. At the same time
there is a “stream of advertising, which
reinforces the negative potential of the
archetype or its manifestations at the
lowest levels” [3, p. 326].

The results of a special research
conducted by the American company
Brand Asset Valuator (BAV), which
surveyed 120,000 respondents in 33
countries, showed that under condi-
tions where the companies’ brands
clearly correspond to a certain arche-

type, profit is steadily increasing [3,
p. 42]. This leads to a situation where
the potential of archetypes is intensive-
ly exploited in modern branding and
advertising in general. The study of the
action of archetypal advertising, aimed
at children and adolescents showed
that in some cases, there was a “social
pressure” [3, p. 324].

Negative phenomena associated
with advertising, including the stimu-
lation of inappropriate demand and ex-
cessive consumption, create problems
for society. So, the World Health Orga-
nization (WHO) in a special study on
obesity in Europe highlighted advertis-
ing among its causes. It is about adver-
tising harmful products, promoting un-
healthy lifestyles, stimulating irrational
demand and consumption of food pro-
ducts, which in turn is designed taking
into account archetypes. WHO also
recognized the important role of ad-
vertising food products aimed at chil-
dren, the emergence and development
of this problem among the latter [4,
p. 132-164].

The problem of balanced consump-
tion in modern society is much deeper
and of a global nature. At the United
Nations Summit on Sustainable Deve-
lopment, which took place in Septem-
ber 2015 in New York, new development
benchmarks were approved. The final
document of the Summit “Transforming
our world: the 2030 Agenda for Sustain-
able Development” includes 17 sustain-
able development goals and 169 objec-
tives, including balanced consumption.

Ukraine, like other UN member
states, has joined the global sustain-
able development process. In order to
establish the strategic framework for
national development in 2017, a draft
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Strategy for Sustainable Development
of Ukraine until 2030 (hereinafter re-
ferred to as the Strategy) was deve-
loped, and in February 2019, the Verk-
hovna Rada of Ukraine included in the
agenda the Draft Law on the Strategy
of Sustainable Development of Ukraine
until 2030. Among the goals defined by
the Strategy, Strategic Goal #5: ensur-
ing the transition to models of balanced
consumption and production, tasks
for achieving this goal include, among
others, the following measures [5,
p. 15-16]:

e to provide information to con-
sumers and producers regarding the
importance and benefits of balanced
consumption and production and the
formation of a modern consumption
culture, in particular, the economical
use of resources by the year 2030;

* to implement a national strategy
for education for sustainable develop-
ment by the year 2030.

One of the main objectives of adver-
tising is to stimulate consumption, and
therefore the solution of the problem of
balanced consumption, as defined by
the Strategy of Ukraine’s Sustainable
Development till 2030, creates a con-
tradiction.

Under the influence of advertis-
ing, a person loses the opportunity of
rational free choice, because his or her
desires are programmed from the out-
side. The need to protect children from
the negative impact of advertising, the
protection of consumers and certain
social groups from the influence of in-
dividual advertising images, prevention
of the deformation of moral principles
becomes an urgent need for society.
This makes it necessary to establish
an adequate state policy in the field
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of advertising industry, enhance non-
commercial public self-transformation
target component in the regulation of
advertising, expansion of relations and
cooperation with the public in public
administration.

E. Fromm in his work “To Have or to
Be?” gives a very rigorous assessment
of the social role of advertising and its
impact on society. Advertisement with
its purely suggestive methods, in his
opinion, “the man pursues everywhere,
not giving her a break, day or night,
plunging it into the outskirts of con-
sciousness and loss of sense of reality.”
He is convinced that “it is necessary to
prohibit any method of brainwashing
in commercial advertising and politi-
cal propaganda” [6, p. 413]. Questions
of value (archetypal) objectives of
to have or to be in the regulation of ad-
vertising, from the standpoint of the so-
cial concept of E. Fromm, should not be
regarded as a choice of alternative. It can
be said about the possibility of achiev-
ing the optimal ratio of material inte-
rests of business and intangible values of
society in the regulation of advertising,
in particular, through increasing the ef-
fectiveness of self-regulation. Value has
a relation of value-semantic archetypes
of “possession” and “being”. Its most ac-
ceptable form is creative possession,
when actors of self-government have an
effective motivation for “being”, which
complements, but does not exclude, the
corporate interests of “possession”.

J. Baudrillard, investigating the
crisis phenomena in the culture of the
twentieth century, noted that in the so-
ciety consumption of advertising prob-
lem is reduced to the interpretation of
desires. Desires materialize in speeches,
and things represent desire and mate-




rialize certain functions of social order.
Advertising creates a world in which
social problems are not solved, people
and things: “Any tension, any individu-
al or collective conflict can be solved by
means of certain things” [7, p. 105].

In a study by Gilles Lipovetsky it is
noted that the postmodernist state of
European culture was the result of pro-
cesses encouraged, among other things,
by mass consumption and the media
[6, p. 44]. He labels the modern era “the
era of mass consumption” [8, p. 17].

In such circumstances, in addition to
the development of legislation and ex-
ternal control, effective self-governance
and self-regulation in the advertising
sphere can contribute to the solution of
the problem. That self-regulation can be
the answer to the question “to have orto
be”, or rather to put it in another key —
“to have and to be”. Erich Fromm’s
work introduces the concept of “exis-
tential possession”, defined as efficiently
due desire for self-preservation and not
contrary to nature of “being” in terms
of existence. One manifestation of this
principle, creative ownership, can be the
basis of the value (archetypal) target-
ing self-regulation, despite the fact that
overall business activity less peculiar ar-
chetype of “being”, but the motivation
of self-regulation may lie in its grounds.
The practice of self-regulation shows
that it is capable of ensuring a harmo-
nious relationship between advertisers,
society and the state quickly, flexibly
and without unnecessary expense.

As the historical experience shows,
transformations in the economy and
the social sphere occur, among the
other things, under the influence of cer-
tain value systems (archetypes) of the
participants in social-power relations.

The goal setting in regulation, based on
value systems, helps to balance the in-
terests of the participants.

Conclusions. The concept of sus-
tainable development in contempo-
rary world socio-economic theory and
practice is considered as a strategy for
addressing the problems of conserva-
tion and reproduction of the natural
environment and ensuring a high stan-
dard of living of the planet’s population.
Among the tasks defined in the Strategy
of Sustainable Development of Ukraine
until 2030, there is a particular one, ‘en-
suring balanced consumption and pro-
duction and the formation of a modern
consumption culture’. In the context of
these challenges and taking into account
the scale of the advertising industry, its
role and the possible impact on society,
it is understood that even the most per-
fect legislation and effective system of
external control will not eliminate all
the contradictions associated with it.
But in terms of interaction with legisla-
tive mechanisms, state and public exter-
nal control systems, the self-regulation
of advertising can ensure the existence
of a harmonious relationship between
advertisers, society and the state.

The question of value systems in
advertising regulation, from the stand-
point of tasks of the Sustainable De-
velopment Strategy for balanced con-
sumption, should not be considered as a
choice of alternative. One can mention
the possibility of achieving an optimal
balance between the material interests
of business and the intangible values
of society in regulating the advertising
sphere, particularly, in increasing the ef-
fectiveness of self-regulation. A correla-
tion of value-semantic archetypes that
determine creative ownership, when
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actors of advertising self-government
have an effective motivation for social
responsibility, which complements, but
does not exclude corporate interests,

still
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