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2. Patriotic Aspect of the Social Advertising in Ukraine (on example video-advertising 2014-2019 years)

Pedepar:

1. ¥V nucepranii y Mexxax IOCIIiIKeHb COLjiabHIX KOMYHIKaLill Ha IPUKIIa i HAHOIIbII MOMYJISIPHOTO
ayJioBi3yaslbHOrO MeJiaTeKCTy — BileOpeKaMU — 3'1COBaHO NaTPiOTUYHUI aCIEeKT COlliabHOI pekjiaMu B YKpaiHi
2014-2019 pp. 3okpeMa, CIpSIMOBAHOI Ha IPUBEPHEHHS YBAru A0 PoJli, BAKJIMBOCTI I OTpe6 yKPaiHChKOI apMii,
po6JieM IepecesieHIiB, a TAKOX [0 L[iHHOCTEH, perpe3eHTOBaHuX B inel HanioHanbHOI egHOCTI. e mano 3mory
0XapaKTepU3yBaTH COLiaJIbHO BiNOBiNaJbHI KOMYHIKaTMBHI MOKJIMBOCTI PEKJIAMU Ta 3alPOIIOHYBAaTHA BU3HAYEHHS
NaTPiOTUYHOI COLiaJILHOI PEKJIaMU SIK Pi3HOBULY iZl€0JIOriYHO BUBIPEHOI CcolLliaibHOI KOMYHIKalii. JJoBeneHo
3Ha4YEHH NATPIOTUYHOI COLiaIbHOI peKIaMu B YKpaiHi [J1s1 HaJlaroKeHHs IIPAMOi i 3BOPOTHOI KOMYHIKALLl MixK
Ilep>KaBoIo Ta iHIMKMMU CYyCHiJIbHUMMU iHCTUTYLIIIMU Ta ii poJib y NepeopieHTalii yKpaiHCbKOro peKJIaMHOTO IIPOCTOPY
B 6iK iHTepaKTHUBHOCTI Ta couianbHOI BianoBiganbHOCTI. [IpoaHanizoBaHO OCHOBHI YMHHUKY Ta HaKTH, SIKi
XapaKTEePU3YyIOTh CTaH Ta NEePCIEKTHUBY NAaTPiOTUYHOI coLjianbHOI peKylaMy, ii 3gaTHICTb Bifo6pakaTy LiHHICHI
[IpiOpUTETH Ta BIJIMBATHU Ha CYCIIJIbHI [IPOLIECH B Hallli¥ KpaiHi. 3alIpOIIOHOBAHO KPUTEPII, METOLU, €TAIIN

opraxizallii Ta y3araJbHeHO pe3yJbTaTy eMIIIPUYHOTO AOCIiIPKEHHS POJli COLliayIbHOI Bileopekniamu y popMyBaHHi



NaTpioTU3MYy, sIKi CBif4aTh, IO ii MOXKJIMBOCTI 1 BIUIVB HA PiBEHb NATPiOTU3aLlii CYCIIiIbCTBA HUHI € HalOiIbII
IieBumu. KiIo4oBi cj10Ba: coliasbHa peKjaMa, KOMyHiKallig, NaTpioTU4YHa PeKIaMa, BileOpeKsaMa, NaTpioTuam,

BilICBKOBO-TIaTPiOTMYHA TEMATHKA, YKPaiHChbKa apMisl, HalliOHAJIbHA €[IHICTb.

2. Within the social communication studies the research has analysed the features, content and functional
possibilities of the social advertising on the patriotic theme in Ukraine 2014-2019 on the example of the video
advertising as the most popular audio-visual media text. The author pays attention to the advertising, which has
the goals to show the role, importance and needs of Ukrainian army, the problems of migrants, as well as the
values, which represent the idea of national unity. Their analysis has allowed the author to characterise the socially
responsible communication opportunities of advertising and to offer definition of patriotic social advertising as a
kind of ideologically verified advertising. The thesis notes that the specific communicative situation that developed
in Ukrainian society after the events of 2013-2014, has affected the priorities of the advertising industry, which has
led to a number of changes both for it and for the society. Thus, we can see the growing level of patriotism in
Ukrainian society as well as the ability of advertising communication to reflect its value priorities. The thesis
analyses the particularities of the video advertising as the kind of the audio-visual advertising. It perfectly meets
the level of the development of the social communication system, the requirements for communication in today’s
sociocommunicative environment, and is able to reflect the basic value models of the focus groups, which most
part is the young people, and plays the role of a kind of the social environment. Describes the importance and
possibilities of the social advertising by forming different ethical beliefs, which encouraged to patriotically
oriented choices and behavior, as well as examples (2014-2019) and the social significance of Ukrainian commercial
and political advertising, which keeps the patriotic elements. The history of formation and features of the modern
military-patriotic advertising strategies of the USA, Germany, Israel and Belarus are also briefly analysed. The
importance of patriotic social advertising in Ukraine for establishing direct and feedback communication among
the state and other public institutions and its role in reorienting the Ukrainian advertising space towards
interactivity and social responsibility are proved. Based on the analysis of about 80 video works (military videos are
about half, and the other part deals with the support of national unity) the author systematised, characterised and
identified areas of the social video advertising in Ukraine on military topics and the support of the national unity.
The main factors and facts that characterize the situation with social advertising, in particular on patriotic issues
and its prospects in our country are also analysed. It is noted that, despite the activity and creativity of the
community, the most resonant advertising were the patriotic videos of professional agencies TABASCO,
LimeLiteStudio, GoodMedia Production, which have sufficient technical and financial capabilities to implement the
advertising idea. It was stated that the consolidated communication in patriotic initiatives manifested in the
priorities of the social advertising products at all levels. Therefore, it is difficult to say unequivocally - the state
followed the initiatives of the public or vice versa. In any case, the change in the vector of social advertising, which
actually reformatted the usual perception of it, is an indicator of maturity and responsibility of the Ukrainian
society, the unity of civil society, a state and scientists, mostly inspired by the events of 2013-2014 and their
consequences for our country. The methods, criteria, stages of organization are offered and the results of
empirical research of the role of social video advertising in the formation of patriotism are summarized, which
show that the possibilities of its influence on the level of patriotization of society today are the most productive.
Key words: social advertising, communication, patriotic advertising, video advertising, patriotism, military-
patriotic theme, Ukrainian army, national unity.

Jep>kaBHHHM peecTpaniiiHuii Homep [JiP:

IIpiopuTeTHHH HaNIpSIM PO3BHTKY HayKH i TEXHIKH:
CrpareriyHu# NpioOpHTETHHUI HAIIPSIM iHHOBaILLiMHOI Aig/ILHOCTI:
ITizcyMKH JOCTiI>KEeHHS:

Iyo6sikaii:



HaykoBa (HayKOBO-TE€XHiYHa) IPOAYKILis:
ConiasIbHO-€KOHOMIYHA CIPSIMOBAaHIiCTh:

OxopoHHi gJokymeHTH Ha OIIIB:

BrnpoBazkeHHS pe3yJIbTaTiB AHCEpPTalLii:

3B's130K 3 HAYKOBUMH T€MaMH:

VI. BizomocCTi Npo HayKOBOr0 KepiBHHKA /KEPiBHUKIB (KOHCYJIbTaHTA)

Baacwue IlpizBumie Im's Ilo-6aTbKOBI:
1. Kor I'asimHa MukosaiBHa

2. Kot Galina

KBasigikamis: k. ncuxosn. 1., 19.00.07
InenTudikarop ORCID ID: He zacrocoyerbcs
JoparkoBa iHdopmamist:

TloBHe HaliMEeHYBaHHS IOPHIHYHOI 0COOH:
Kop 3a €IPIIOY:

Micue3Haxoa KeHHS:

dopma ByracHOCTI:

Cdepa ynpasiriHHSL:

InenTudikarop ROR: He zacrocosyerscs

VII. BizomocTi npo odiliiHuX OTIOHEHTIB Ta pelleH3€eHTiB
OdiuiiiHi OTIOHEHTH
Baacue IlpizBume Im'a Ilo-6aTbKOBI:

1. Beccapa6 Anacracis OnekcaHgpiBHa

2. Bessarab Anastasiia

KBasigikanis: 1. con. xom., 27.00.01
InenTudikarop ORCID ID: He 3acrocosyerncs
JoparkoBa iHdpopmamuist:

IloBHe HaliMEeHYBaHHS IOPHIHYHOI 0COOH:
Kopg 3a €IPIIOY:

Micle3HaxoAKeHHS:

dopma Bi1acHoCTI:

Cdepa ynpassiHHS:



InenTudikarop ROR: He zacrocosyerscs

BiacHe IIpi3Bue Im'sa I1o-6aTbKOBI:

1. Orap Emiznig IropiBHa

2. Ogar Emiliya

KBasigikanis: 1. con. xom., 27.00.01
InenTudikarop ORCID ID: He 3acrocosyetscs
JopaTrkoBa inpopmanis:

TloBHe HaliMeHYBaHHSI IOPHUAHUYHOI OCOOH:
Koz, 3a €IPITIOY:

Micue3HaxoaKeHHS:

dopma BaacHOCTI:

Cdepa ynpasiiHHS:

ImenTudikarop ROR: He zacrocoyerbcs

PeuenseHTu

VIII. 3aKkJII04Hi BiZoMOCTi
BiiacHe IIpizBuie Im'sa Ilo-6aTbKOBi
TOJIOBH paju

BiiacHe IIpizBuie Im'sa ITo-6aTbKOBI
rOJIOBYIOYOrO Ha 3acigaHHi
BignoBigasibHUI 3a MiATOTOBKY

00JIIKOBHX JOKYMEHTIB

PeecTparop

KepiBHuKk Bigginy YKpIHTEI, mo €
BiZIIOBiZaJIbHUM 3a peecTpallilo HayKOBOIi

OisIIBHOCTI

HoBanbcbka Terana BacumniBHa

HosBanbcbka TersaHa BacusiBHa

IOpuenko T.A.



