OCYIIECTBISATh aJCKBATHBI MOHUTOPHHT JAMHAMHUKHA NOTPEOHOCTEH U OLICHKH
Y/IOBJICTBOPEHHOCTH, B CBSI3U C UEM IPEATIPUSATHE MOKET YITYCTHTh BPEMsI, KOTO-
pOe HEOOXOUMO JIJISI TOTO, YTOOBI TPUHSITH KOMILIEKC YITPEKJAOIINX aJanTHB-
HBIX JICUCTBUH, HEOOXOAMMBIX JIJISI ITOJICPKAHU ST KOHKYPEHTOCIIOCOOHOCTH TIPO-
JIYKIIMH TPOU3BOAUTEIIS.

[IpeanpusTue-npou3BOAUTENb OyIET CAMOCTOSTEIILHO YIPABIATH COOCTBCH-
HOM KJIMEHTCKOH 0a30i. Hamnure coOCTBEHHOM KIIMEHTCKOM 0a3bl TO3BOJISIET OIle-
pPaTHBHO yIPaBIsATh BCEMU MTPOLECCaMU B 00J1aCTH MapKETHHTa U CObITA, a IJIaB-
HOE, IPEIOTBPAIAeT NOTEHIIMAIBHY0 BO3MOXKHOCTh KOMMEPYECKOT0 IIaHTaXa
CO CTOPOHBI IOCPETHUKOB B TOM CJIyuae, KOTa MPeANnpHsATHS HE UMEET CaMOCTO-
SITEIIHOTO BBIXO/1a HA KOHEYHBIX MOTPEOUTENICH U PUCKYET B CPEAHECPOUHOM I1e-
puoze octatbest Oe3 mponax. Beap eciu mocpeHuK, He JOCTUTHYB I0TOBOPEHHO-
CTH C TIPOM3BOAMTENICM OTHOCUTEIIBHO [[CHOBOT'O YPOBHSI, 00bEMOB BBIJICJICHHBIX
KBOT WJIM YCJIOBHI TIOCTaBKH, IPEKPATUT MIPHOOPETATH MPOIYKIIUIO MIPEANPHSI-
THSI, TO TPOU3BOIAUTEIH OCTaHETCS 0€3 000POTHBIX cpeCcTB. [I0CKOIBKY BCe KOH-
TaKThl C KOHEYHBIMU TIOTPEOUTEISIMU OBLITN 3aBs3aHbBI HAa IOCPEIHUKE, TO MPEJI-
MPHUSITHIO TIOTPEOYEeTCS MHOTO BPEMEHH, YTOOBI BEITH Ha PHIHOK M BOCCTAHOBHTH
00BEMBI MPOJIAK, TIOCPEAHHK JKE MOKET MEPEHTH K IPyroMy MPOU3BOUTEIIO.

[ToTHOCTBIO HUBETUPYIOTCS PUCKH HETOOPOCOBECTHOTO BEJICHUS OM3HECa CO
CTOPOHBI MOCPETHUYECKUX opranu3aiuii. [Ipeanpusitue OyaeT caMOCTOSATENBHO
KOHTpOHHpOBaTb BCC (pHHaHCOBI)Ie IIOTOKU U l'IpO‘{I/IC B3aUMOOTHOIICHHUA C KJIU-
eHTaMHu. BereicTBie 3TOro BEposiTHOCTh BO3MOXKHOTO OaHKPOTCTBA OCPEAHHUYE-
CKHX CTPYKTYP, IPUOCTAHOBJICHHE UX JISSITEILHOCTH Ha BPEMSI IIPOBEPOK, a TAKKE
HEeI0OPOCOBECTHOE BEJICHUE OU3HECA CO CTOPOHBI TOCPETHUYECKUX CTPYKTYP Oy-
JieT HuBenuposaHa. [IpeanpusiTie, TOMHUMO CaMOCTOSITEIILHOTO BEACHUS JI0TOBOP-
HOH paboThI ¥ BBIPAOOTKH LIEHOBOW MOJIMTUKH, OCYIIECTBIISET IUIAHUPOBAHUE CBO-
el OJIMTHUKY pacipeeseHns 00beMoB Ipon3BeaeHHoH poaykuuu. [Ipu padote
B HETIOCPEICTBEHHOM KOHTAKTE C TOTPEOUTEISIMH 3TO TIO3BOJISIET BBIPAOOTATH OIT-
TUMAaJIbHBIC HHCTPYMEHTBI B METO/IbI IOTHCTUKH, KOHTPOJISI M yUeTa pean3aiui.

Advertising with a human face
or how to touch human hearts

Mampsiwuna T. B., cmyo. Il k. BI'DY,
Hayy. pyk. cm. npen. Axosuuy T. H.

In modern world there are advertisements that gain popularity as many films
or music videos do. Famous advertisements with Cola-cola featuring Pierce
Brosnan or Pepsi with Michael Jackson make some examples of them. Today
the popularity of advertisements can be accelerated by the Internet and social
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networks. One of the recent examples is the «Labels against Womeny Pantene ad-
vertisement which went viral after Sheryl Sandberg, the Chief Operating Officer
of Facebook, commented on it in Twitter. The video is peculiar for its appeal to
the woman to fight labels. It marked the whole trend in advertising where social
issues take the front position. We named them inspiring advertisements to reflect
the viewers’ opinion. The aim of the research is to analyze one of such videos and
to find out what attracts people in them. For this purpose the media coverage of
the video and internet comments were considered. Moreover, an opinion survey
among our peers was conducted.

The advertising video taken for consideration is the Pantene’s advertisement
«Not sorry. Be strong and Shine» First, we analyzed the viewers’ feedback on it.
The internet comments show that people have various, sometimes absolutely dif-
ferent views of the video. There are positive as well as negative responses. There
is a noticeable gender difference in opinions. Some women say that it is normal
to say sorry too frequently, while others confess that they have recognized them-
selves in the video and want to change the situation. Also, there are purely nega-
tive comments, mostly from men. The viewers try to explain the meaning of the
video. For instance, one of them clarifies that the advertisement doesn’t promote
the idea that women shouldn’t apologize but rather they shouldn’t apologize for
doing completely reasonable things like asking questions and basically existing.
Other people were more inclined to raise the issue of politeness in general: men
and women should both say ‘sorry’” more. There was also a view that to say ‘sor-
ry’ is not about being polite, but more about self-assurance.

The next step was to consider the coverage of this video in such Internet edi-
tions as time.com, businesswire.com, adweek.com. According to some articles,
apologizing unnecessarily puts women in a subservient position and makes people
lose respect for them. This advertisement spurred another spiral of the discussion
of the women’s place. As one of the authors puts it, «When a shampoo brand is
telling us to stop apologizing, it’s fair to say we’ve reached a sorry tipping point
(http:/time.com/2895799/im-sorry-pantene-shinestrong/).

To conduct the survey among our peers we asked them to watch the advertise-
ment and to provide their comments. They were to answer the question whether
the video motivates them to buy the product and to write their feedback. About
50 per cent of the interviewed agreed with the idea that women apologize too of-
ten and said they would buy this shampoo. About 20 per cent expressed their con-
fusion saying they do not understand the purpose of this Pantene’s advertisement.
The rest didn’t support the idea of the video, mostly because they disagree with
the idea that only women apologize too much. Such feedback can be summarized
in the following opinion: «I am not sure, that this trait is characteristic only of
women, it is the way of being polite in general. I agree that people sometimes apol-
ogize when they shouldn’t do it. The same video can be made about men. Nikita.
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Summing up, it can be undoubtedly said that this video, which is only one ex-
ample of the inspiring advertisements phenomenon, succeeded in appealing to
human feelings leaving hardly anyone indifferent. The idea of promoting a com-
pany through promoting life principles seems to be rewarding as it attracts those
who support the message of the advertisement and allows the company itself to
put forward its views.
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BaJiloTHbIE pUCKHM 1 METOJbI UX CTPAXOBAHUS Ha
npuMmepe crpan — yyactaun EDII

Muxaiinoscras E. U., cmyo. IV k.,
Hayu. pyk. Kupsenwv O. Y., kano. K. HayK

B mocTkpusucHBIM neproA pa3BUTHS MAPOBOM SKOHOMHUKH BO3POCTIA 3HAUH-
MOCTb MHOTHX PHCKOB, B T. 4. U BaJIIOTHBIX. OTKPBITOCTH 9KOHOMUKH PecryOinku
Benapycs, a Tak)ke BHEIIHNE 3aMMCTBOBAHHS B HHOCTPAHHOM BAJIIOTE MPeaoa-
raloT BbICOKHH YPOBEHb NOJABEPKEHHOCTH BaIIOTHBIM puckaM. PopMupoBaHue
Enunoro skoHomuueckoro npocrpanctsa Pecnybnuku benapycs, Poccuniickoii
Oenepanuu u Pecny6nuku Kazaxctan noapasymeBaeT rapMOHHM3aLMIO KaK Ba-
JIIOTHOH, TaK U MaKPO3KOHOMHUYECKON MOJIMTUKHU CTPaH-yYacCTHHUL], YTO JesIa-
€T JaHHYIO TeMY aKTyaJIbHOH [l IPaKTUYeCKOro aHainu3a. B MexayHapoaHoit
npakTuke Haubonee 3(P(GEKTUBHBIM U IHUPOKO PACIPOCTPAHEHHBIM METOIOM
CTpaxOBaHMS BAJIOTHBIX PUCKOB SBJISIOTCA HHCTPYMEHTBI CPOYHOI'O BaJIIOTHO-
T'0 PBIHKA, II03TOMY c(hOKYCHpYeM BHUMaHHE HA HUX.

B HacTosi11ee BpeMsi MUPOBOI BAJIFOTHBIA PHIHOK M PHIHOK BAJIFOTHBIX JCpH-
BAaTHBOB HEYKJIOHHO pacteT. CpeaHHil exelHEeBHBIM 000pOT BaJIIOTHOI'O PHIHKA
3a nepuog ¢ 2001 mo 2013 1. Beipoc B 4,5 pasa (¢ 1,2 tpnu gomn. CIHA B 2001 1.
1o 5,3 tpiu gomn. CIHIA B 2013 1) [1]. Y XOTsI Ha MUPOBOM PBIHKE CPOUHBIX Ba-
JIFOTHBIX CJICJIOK BAJIFOTHBIC JIEPUBATUBBI SIBJISAIOTCA JIMIIL BTOPHIM 10 BEJIMYUHE
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