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PHENOMENON OF TARGETED ADVERTISING IN POSTPANOPTIC SOCIETY
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Abstract.

The relevance of the research topic is due to the fact that advertising as a social phenomenon today under the influence
of information flows intensification, the emergence and functioning of the network society is undergoing significant
structural changes. There are new types of advertising that use the mechanisms of rapid and large-scale distribution
at minimal financial cost. Advertising has ceased to be a form of primarily commercial, now its social, cultural, political
functions are growing. Advertising no longer simply shapes the consumer sentiments of individuals, it determines their
ways of life, correlates values, life goals, determines the worldview formation. The aim of the article is to study targeted
advertising as a social phenomenon in the context of the implementation of the post-panopticism principle. The objectives
of the study are: to analyze the specifics of social interaction and communication in the modern world, the evolution
of advertising technologies in post-Panoptic society; to find out tendencies of approval of mass communication new
type - social networks, their functional purpose; to reveal the essence of the post-panopticism principle; understand
the relationship between targeted advertising and consumer behavior patterns. The research methodology is based
on philosophical and general scientific principles of dialectical interrelation, development, systematics, historicism.
To solve this goal, a phenomenological method was used, which revealed the social essence of targeted advertising
on the appearance of the observed phenomena, to clarify the interdependence of the transparency principle realization
and mechanisms for its implementation. Thanks to the system analysis method, it became possible to determine on
the basis of targets common and distinctive features of advertising messages. The scientific novelty of the study is in
the socio-philosophical analysis of targeted advertising and its forms in context of the implementation of post-panopticism
principle, in establishing links between targeted advertising and patterns of behavior of its users. With the emergence
and establishment of social networks, the principle of post-panopticism, on the one hand, allows to preserve the autonomy
of each actor in the network, and on the other - to carry out total control over him. Social networks are space in which
the process of reality transformation is currently taking place in accordance with the created "ideal" maps of consumer
demands and needs. The following forms play a significant role in the development of targeted advertising: behavioral,
contextual targeting, retargeting and targeting "similar" users, which involve the establishment of a number of specific
features that determine the potential consumer intentions of the user, which are in closed access, are detected by special
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computer programs and become a threat to the confidentiality of personal data, private life, record the state of its pervasive
existence. It is substantiated that targeted advertising focuses on such a model of consumer behavior as the production
of "image-for-others" on social networks. Conclusion - social networks have become a space for the establishment of such
a form of advertising as targeted, which under the principle of post-panopticism outlines its presence in the daily lives
of individuals, forms attitudes to consumption, objectifies reality, affects the value system of people and society. Constant
connection to the Internet with the established geolocation data involves the person in a situation of all- transparency,
and the established style of behavior of coverage of various life moments of the person affirms postmodern character

of the principle of post-panopticism.

Key words: network society, information space, advertising, advertising activity, targeted advertising, post-panopticon,

symbolic exchange.

Formulation of the problem. Advertising as
a social phenomenon today under the influence
of the emergence and functioning of the network
society as a new form of social organization in
the context of globalization is undergoing signifi-
cant structural changes. This is due to the intensifi-
cation of information flows, in which the traditional
advertising message does not always reach the recip-
ient or simply is not perceived by the recipient. The
deterritorialization of modern society, which is based
on the principles of post-panopticism, actualizes
new requirements for both the exercise of power
and the existence of media reality, the functioning
of the advertising system in the advertising space,
the system of interaction between producers and ser-
vices, seller and consumer. New types of advertising
are emerging that use mechanisms of rapid and large-
scale distribution at minimal financial cost, such as
viral advertising. The media space has been signifi-
cantly influenced by the introduction of cluetrain-PR
technologies and the emergence of mass social
networks, which unite up to a billion active users.
Advertising has ceased to be a form of primarily
commercial, now its social, cultural, political func-
tions are growing. Advertising no longer simply
shapes the consumer sentiments of individuals, it
determines their ways of life, correlates values, life
goals, determines the formation of worldviews. The
transformation of advertising as a social phenome-
non is so dynamic that currently in the scientific dis-
course a small number of philosophical works, which
not only reflect these processes, state the destructive
influence (and the latter is often absolute, which does
not allow authors to make an objective analysis),
and comprehend role and place, ignoring the under-
standing of the role and place of advertising in
the relationship "man - the world".

Analysis of recent research and publications.
The problem of advertising is considered both in
the philosophical sciences and directly in the sub-
ject field of advertising and economics. The phe-
nomenon of targeted advertising in general remains

out of the attention of philosophy, mainly focusing
on the mechanisms of its implementation. Thus,
A. Romanova O. Valkov, Z. Andrushkevich consid-
ered the specifics of targeted advertising, ways to
implement it at minimal cost and high efficiency [15].
O. Yevseytseva and D. Merkulova revealed
the instrumental nature of targeted advertising [12].
0. Vovchanska and L. Ivanova analyzed the features
of advertising in the system of marketing communi-
cations durng the pandemic COVID-19. In particu-
lar, researchers stressed the need for advertisers to
strengthen the system of marketing communications
with the target audience, to use new channels of com-
munication [10]. The analysis of the ideas of panopti-
cism, post- panopticism, network society was carried
out on the basis of works of famous philosophers —
M. Foucault, Z. Bauman, M. Castells [16; §8; 1; 2].

The aim of the article is to determine the specif-
ics of social interaction and communication, deter-
mined by the introduction of the latest advertising
technologies in post-panoptic society.

Research methods. The analysis of the researched
problem requires the application of a phenom-
enological method, which will reveal the social
essence of targeted advertising on the appearance
of the observed phenomena, to clarify the interde-
pendence of the implementation of the principle
of transparency and mechanisms of its implemen-
tation. The method of system analysis will allow to
determine on the basis of targets common and dis-
tinctive features of advertising messages on the basis
of targets.

Discussion and results. Over the last decade,
social networks as the newest means of mass commu-
nication have covered more than 50 % of the world's
population, and the growth of digitalization processes
shows a tendency to increase them. Thus, according
to the "Digital 2021 Global Statshot Report", which
regularly publishes "datareportal" based on research
jointly with "Hootsuite" and "WeAreSocial", the num-
ber of active social network users increased in just four
months of 2021 (January-April) by 130 million, i.e.

Phenomenon of targeted advertising in postpanoptic society

49



Dinocodis

from 4.20 billion (53.6 % of the world's population) [4]
to 4.33 billion (55.1 % of the world's population) [3].
In 2020, the increase was 490 million (13.2 %), and in
the five-year period — 2.02 billion, or twice as much.
Of course, these statistics have some errors, as there is
currently no technical possibility to exclude users who
have multiple accounts, animal profiles and bots.

At the same time, it is possible to state a steady
tendency to establish a new type of mass commu-
nication — social networks — as the main one (com-
pared to television, radio, print media). Moreover,
changing the functional purpose of social networks
and the introduction of technological opportuni-
ties for free access to them through 3-G, 4-G and,
in the near future, 5-G, the spread of wi-fi networks,
strengthen their role in interpersonal communica-
tion. Importantly, the number of people who use
the Internet is not much higher than users of social
networks (4.72 billion as of April 2021). This indi-
cates that the vast majority of Internet users use social
networks for communication.

An important indicator that allows us to talk about
the growth of social networks as means of communi-
cation is the time a person spends on the use of this
type of communication. According to the Global
Report "Digital 2021 Global Statshot Report",
the average user uses almost 2.5 hours a day, which
indicates a significant level of involvement in com-
munication through social networks [3]. These data
are average. At the same time, in the last five years,
the length of time people spend on social networks
has increased by half an hour, and now Filipinos
spend more than 4 hours. This indicates a trend
to cover a significant lifetime of communication
through social networks, in which the user chooses
both co-communicators and communities of interest.
At the same time, social networks are becoming one
of the tools of labor.

The increasing role of social networks reveals
a tendency to form a society, which is organized
according to the French philosopher M. Foucault's
principle of panopticism, according to which the gov-
ernment supervises citizens by means, the effect
of which is characterized by permanence and total-
ity, because the individual does not know whether
he is being monitored at a particular time. The pan-
optic principle of disciplinary violence strengthens
any apparatus of power, because, on the one hand,
provides savings in equipment, personnel and time,
and on the other - shows its effectiveness through
its preventive nature, continuity and automatism
[16, p. 258].

In our previous research, we have already noted
that in a traditional society, panopticism operates
on the basis of tradition and morality, and in infor-
mation - on the basis of the consumption principle
[6, p. 54]. The processes of deterritorialization
described by Z. Bauman, which have significantly
accelerated with the introduction of the Internet,
change the characteristics of the power exercise.
Over the last decade, the possibility of total surveil-
lance of public order began to be realized not only on
the scale of certain local places (shops, markets, public
places, etc.), but also began to spread within the settle-
ments. The observation itself is carried out with mini-
mal use of human resources, and the observer can be
far behind the object of observation. Along with this
subject of observation are the consumers themselves,
who, on the one hand, have the opportunity to watch
through cameras that are freely available, and on
the other hand, they themselves record and distrib-
ute the recorded video on the Internet, especially on
social networks. The principle of post-panopticism,
of course, applies not only to political power, which
in order to ensure the safety of citizens, national secu-
rity can track the geolocation and movement of GSM
subscribers, requests in electronic search services,
but also economic security. This is the principle not
only of the organization of power, but also of society
in general and its various spheres in particular.

The assertion of this principle occurs primarily
in the context of the formation of a network society
as a modern form of social organization. M. Castells
defines a network society as a society whose social
structure is built around networks that are activated
by digitally translated information and based on
the microelectronics of communication technol-
ogies [1, p. 24]. Networks include in the process
of social organization of new actors and new con-
tent, which has a certain autonomy over the centers
of power. In this structure, the basic components are
the nodes in which data is exchanged. However, as
R. Voitovych notes, the functioning of networks is
complicated by the need to coordinate network man-
agement functions, as well as different sizes of net-
works, which prevents the establishment of com-
munication links both within a separate network
and between them [11, p. 5-6]. Post-panopticism,
especially with the emergence and establishment
of social networks, on the one hand, allows to pre-
serve the autonomy of the actor, and on the other - to
exercise total control over each of them.

Analyzing the possibilities of applying the
Foucault’s panoptic principle of power organization,
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Z. Bauman drew attention to its artificial nature,
which aimed to deliberately manipulate and deliber-
ately redraw the transparency of space as an element
of social relations, and ultimately — as an element
of power relations [8, p. 31]. That is why, first of all,
the space was mapped, and then the space was trans-
formed in accordance with the created maps. Social
networks, in fact, are a space in which the process
of reality transformation is currently taking place in
accordance with the created "ideal" maps of consumer
demands and needs. Advertising itself as a compo-
nent of the information space, outlines its presence in
the daily life of the individual, forms attitudes to con-
sumption, objectifies reality, affects the value system
of the individual and society [7, p. 148]. It is a mul-
tifaceted process that is in constant motion, as well
as an effective mechanism for influencing human
self-determination at the current stage of society
development, which under the influence of modern
socio-cultural and other conditions offers different
models and lifestyles, transmits values, forms stand-
ards of behavior in everyday life [5, p. 36].

An important conclusion of the "Digital
2021 Global Statshot Report" is the statement
of the trend of changing world search behavior,
and the latest data of April 2021 confirms that more
and more people are going beyond conventional
search engines to find brand information. In particular,
research or GWI results show that 7 out of 10 Internet
users now use an appropriate social platform or tool
to find information about things they are interested in
buying. At the same time, almost 45 % say that they
visit social networks, such as Facebook with such
a specific purpose [3].

As noted above, the application of the princi-
ple of panopticism goes beyond the political sphere
into the economic, cultural, and other spheres and,
indeed, this gives grounds to speak of a qualitatively
new stage of its implementation — post-panoptic.
A powerful tool for its application is targeted adver-
tising, which has become widespread with the estab-
lishment of social networks as a means of communi-
cation, allows you to create "ideal" maps, including
within geozones, consumer demands and needs. And
although people over the age of 55 do not currently
prefer social networks to search for goods and ser-
vices, the native nature of certain types of targeted
advertising (often fraudulent, such as fake drug
advertising using photos of presenters [13]) aims to
influence older people, as it appeals to the problems
relevant to this age group (health, the opportunity to
earn extra income before retirement, etc.).

Targeted advertising is understood as a type
of advertising, which consists in the demonstration
of advertisements in the form of text and graphic
blocks, which is designed for a specific target audi-
ence of social network users [15, p. 208]. The use
of social networks as a platform for the distribution
of targeted advertising allows you to segment the tar-
get audience by place of residence, area of interest,
demographics, etc. This information is often reflected
in the public access in the user profile. Targeted
advertising is much cheaper than other types. But
the development of this type of advertising has high-
lighted the need to set a number of targets, i.e. spe-
cific features that determine the potential consumer
intentions of the user, which are in closed access.
These are his real interests, which can be captured
on the basis of information, which thematic pages
the user visits, which posts he likes, on which videos
he focuses. They are recorded by special computer
programs that record the state of a person's all-en-
compassing existence.

These are behavioral, contextual targeting, retar-
geting and targeting "similar" users. If the Internet
user is exploring the possibility of buying goods
through search engines, then only information about
the object of purchase is publicly available. But
the advertiser is primarily interested in search crite-
ria, to which the potential buyer first pays attention
(value for money, pricing and purchasing power,
the availability of discounts, emphasis on spe-
cific brands). Note that he conducts such searches
regularly, and therefore the criteria often remain
unchanged. The use of these types of targeting allows
you to analyze the path of the site visitors, based on
which to identify patterns of requests and interests,
send advertising messages to the part of the audience
that came to the portal and made a set of actions, use
"Look-a-like" technology, according to which ban-
ners are shown only to those users who have per-
formed the desired action on the site (it works thanks
to machine learning algorithms: the system collects
and analyzes data on customer actions, and then
looks for people with similar patterns of behavior)
[12, p. 111].

Such information can be obtained only if the prin-
ciple of post-panopticon is implemented. First, these
platforms must contain user identity tokens. If
until recently the identification was difficult before
the mass use of smartphones, then the "binding"
of the account to the phone number and technical
parameters of the browser used are a kind of "finger-
prints" of the user. Constant connection to the Internet
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via a smartphone and other similar gadgets with geo-
location data includes a person, in fact, in a situation
of transparency, and the established style of cov-
erage of various life moments, especially through
the placement of photos confirms the postmodern
nature of this principle. As noted by Zou Xiang,
Zhong Weijun, Mei Shue, "using mixed targeting,
which is a combination of geo-targeting and targeting
consumer goods, on the one hand, it can implement
a more comprehensive and stereoscopic understand-
ing of consumers, and on the other hand, can achieve
more accurate market segmentation and differenti-
ated marketing " [8, p. 177].

Therefore, an important aspect of identify-
ing the phenomenon of targeted advertising in
a post-panoptic society is, first, the security of user
data. Law enforcement agencies of various countries
regularly report the illegal seizure of personal data
of citizens. And secondly, along with the real per-
son, there are a number of his simulacra, the prob-
lem of the existence of this real image as a per-
son, its replacement by a mosaic of meaningless
images-for-others. There is a tendency to simulate
the intellectual activity of a person who has moved
from the stage of "reasonable reasoning" in the form
of statuses in profile to "aphoristic philosophizing"
as captions to photos posted on social networks.
Image-for-others is produced on social networks
through selfies, i.e. a model of behavior that involves
regular, often meaningless filling of the content
of their own profiles with photos of the user in dif-
ferent geolocations. Selfie is an expression of a new
type of communication, which Manuel Castells
described as "mass self-communication" [2, p. 246-
247]. Although the purpose of a selfie is self-admi-
ration, it is publicity that reveals it as the creation
of an image for evaluation by other individuals. The
exploitation of this way of life in the advertising
space can be observed in targeted advertising. For
example, since 2015, advertising "selfie with pills"
has been spread in the advertising space [14]. Given
that in the European Union, Ukraine and many oth-
ers there is no legal regulation of drug promotion
on social networks, advertisers use this technique,
which allows not only to send an advertising mes-
sage, but also to include in the discussion of both
influencers and consumers. Through a hashtag sys-
tem and a health interest area, such messages are
targeted to a specific target audience. And pub-
lic discussion of health issues allows us to apply
the principle of transparency, which is no longer
limited to a specific area, but is global. Online trans-

lation tools even allow you to solve communication
problems in different languages.

The specificity of social networks is that each user
can set the circle of people with whom he commu-
nicates and whose lives he observes. Of course, it
is primarily about relatives, friends, acquaintances.
At the same time, social networks offer the oppor-
tunity to monitor the lives of public figures. The use
of public figures in advertising through social net-
works is at the same time a sign of post-panopticism.
Currently, according to statistics, 29.9 % of users
follow actors, 27.6 % follow musicians and singers,
21.3 % follow influencers, and 21.2 % follow athletes
and teams [3].

Public figures maintain (personally or by appro-
priate employees) official pages on which events in
their professional and non-professional activities,
personal life are posted, as well as opinions on cur-
rent socially significant events are expressed. The
illusion of transparency is asserted, as it is often
accompanied by photographs and videos from their
private property or from behind the scenes of profes-
sional activities. During the quarantine in connection
with the COVID-19 pandemic, live networks, train-
ing, classes, and virtual parties were also practiced on
social networks, which greatly enhanced the visibil-
ity effect. Advertising messages from such persons
in the post-panopticon are perceived primarily as
undoubted. The main target under these conditions
is not the sphere of interests, but specific individuals,
leaders of public opinion.

Qualitatively different is the advertising message,
which is published by the influencer, because unlike
actors, musicians, athletes, they are labeled not as
"celebrities", but as "typical people". Of course, their
level of recognition may be higher than celebrities,
but it is typicality that allows us to perceive the infor-
mation received from them as close to the interests
of everyone. During the COVID-19 pandemic since
the beginning of quarantine, with the reduction
of the impact of outdoor advertising and the growing
role of social networks, 80% of influencers reported
an increase in engagement from their subscribers,
which, in addition to commercial messages, you
can pass a test for coronavirus [10, p. 74]. Targeted
advertising involving influencers is based on appeals
to trust and recognition as experts who can explain
a situation or event in plain language.

Conclusions and prospects for further research.

Currently, there is a tendency to establish
a new type of mass communication — social net-
works — as the main one. Nowadays, more than
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55% of the world's population are their users, who
use them both for communication and for work,
entertainment. The spread of social networks con-
tributes to the establishment of post-panopticism as
a principle of social organization, networks involve
new actors in the process of social organization
and new content, which has a certain autonomy over
the centers of power. Advertising under the terms
of this principle outlines its presence in the daily life
of the individual, forms attitudes to consumption,
objectifies reality, affects the value system of people
and society. Social networks have become a space

for the establishment of such a form of advertising
as targeted, which allows you to form "ideal" maps,
including within geozones, consumer demands
and needs. It works through the establishment
of targets - a number of specific features that deter-
mine the potential consumer intentions of the user,
which are in closed access. Constant connection
to the Internet via a smartphone with geolocation
data includes a person in a situation of transparency,
and the established style of coverage of various
life moments of a person confirms the postmodern
nature of this principle.
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®EHOMEH TAPTETOBAHOI PEKJIAMH Y IOCTIAHONTHUYHOMY CYCHLIbLCTBI

AHoTauis.

AKTyaJbpHICTh TEMHU JOCIIKCHHS TOB’s3aHa 13 THM, 1[0 PEKJIaMHA AUIBHICTD SK COILIaJbHE SIBHIEC CHOTOHI ITif
BIUTMBOM iHTeHcHiKkamii iHpopMaIiiHIX NOTOKIB, BAHUKHEHHS 1 (D)YHKIIIOHYBaHHS MEPEXKEBOTO CYCITIIbCTBA 3a3HAE 3HA-
YHUX CTPYKTYPHHX 3MiH. 3 SIBISIFOTHCS. HOBI BUJIU PEKIIAMH, SIKi BAKOPUCTOBYIOTh MEXaHI3MH LIBUIKOTO 1 BOHOYAC MACILI-
TaOHOTO TIOMKPEHHS MPH MiHIMAIBHUX (DiHAHCOBUX 3aTparax. PexkimaMHa AisTBHICTE mepectana OyTH GopMoro mepemy-
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CIM KOMepIIiiiHOi, HUHI Jie/1ani Oiiblle 3poCcTaroTh ii COolialbHi, KYJIBTYpHI, oniTH4YHI QyHKIII. Pexnama yxe He mpocTo
(hopMye CIOKMBYI HACTPOT IHAMBIJIB, BOHA BH3HAYAE iX CIIOCOOM KUTTS, KOPEIIOE I[IHHOCTI, JKUTTEBI LiJi, IETCPMIHYE
(hopMyBaHHs CBITOIIIAAHUX YCTAHOBOK. METOI0 CTATTI € A0CIIi/DKEHHS TapreToBaHOi PEKIIaMH SIK COLIaNbHOTO (peHOMEHY
y KOHTEKCT1 peamsaun TMPHHITAITY MOCTIAHONTH3MY. 3aBaHHSAMH J0CIIIUKCHHS € HpoaHan13yBaTH crerudiky couianb-
HO1 B3a€MOI[11 Ta KOMyH]KaI_I]I/I B Cy4aCHOMY CB]TI CBOJ'IIOI_IIIO peKHaMHI/IX TeXHOHOF]I/I Y HOCTHHAHOIITUYHOMY CycHlJ'II)CTBl
3’siICyBaTH TEHJCHIIT yTBEP/PKEHHSI HOBOTO BHJIy MacOBOT KOMYHIKallii — COLIaJIbHUX MEpeX, 1X (GpyHKIiOHAIIbHE PU3HA-
YEHHSI; PO3KPUTH CYTHICTh IPUHILMITY OCTIAHONTU3MY; 3pO3yMITH 3B’S30K MiXK TAPIreTOBAHOIO PEKIAMOIO Ta MOJCIISAMH
HOBez[iHKI/I 11 crioykuBaviB. MeTOMO0OT IS TOCIIKSHHS Ho6y;LOBaHa Ha @inococpcmmx Ta 3arabHOHAYKOBHX MPHHIMIIAX
I[la]'[eKTI/I‘IHOFO B3a€MO3B 5[3Ky, pOSBI/ITKy, CI/ICTCMHOCTI ICTOpI/ISMy HJ’IH BI/IplI_HeHHH MOCTaBJIEHOI METHU BI/IKOpI/ICTOBy-
BaBCs (beHOMeHOJ'IOFl‘{HI/II/I METO, SIKHii J103BOJIMB BUSBUTH COLUIANBHY CYTHICTh TAPreTOBAHOI PEKIaMH 38 30BHILIHICTIO
CIIOCTEPEIKEHHX SIBUIL, 3’ICYBATH B3a€MO3AJCKHOCTI peasizalil IPHHLHMITY BCENPOIISAHOCTI Ta MEXaHi3MiB ii BIpoBa-
JDKEHHS. 3aBISKA METOMY CHCTEMHOTO aHAJi3y CTajJ0 MOXIMBHM BH3HAYUTH HA OCHOBI TapreTiB CIUIBHI Ta BiAMIiHHI
pHCH peKIaMHMX IOBiJoMJIeHb. HaykoBa HOBH3HA NOCII/DKEHHS - y colianbHO-(iocodchkoMy aHallizi TapreToBaHoi
pexsiamu Ta ii (OpM y KOHTEKCTI peaiizawii MPUHIMITY TOCTHAHONTH3MY, Y BCTAHOBJIEHHI 3B’s31B MK TapreToBaHOIO
PEKIaMOI0 1 MOJEIISIMU ITOBEIIHKH ii KOPUCTYBadiB. 3 OSBO I YTBEPPKSHHSM COLIIAIBHUX MEPEK MPUHLIUIT [TOCTIIAHOTI-
TH3MY, 3 OTHOTO OOKY, JO3BOJISIE 30epiraT aBTOHOMHICTh KOYKHOTO aKTOpa MEpexi, a 3 IPYTroro, — 3M1HCHIOBATH TOTAJb-
HUI KOHTPOJIb 32 HUM. ColliaibHI MEpeXi € IPOCTOPOM, B IKOMY Hapasi BiIOyBa€eThCs poliec TpaHchopmaliii peasbHOCTI
BIJIITOBI/THO /IO CTBOPEHUX "1/lealIbHUX " KapT CIIOKUBYMX 3AIUTIB Ta NOTpeO. Y mpoleci po3BUTKY TapreToBaHOi peKiiaMu
3HA4YHY POJIb BIAIrparoTh Taki 1l GOpPMU: MOBEIIHKOBHI, KOHTEKCTHUI TAPTeTHHT, pETApreTHHT Ta OPIEHTYBaHHS 3a "'cXO0-
KuUMH" KOPHCTyBaIaMH, KOTpi mependavatoTh BCTAHOBICHHS HHU3KH cneumbquHx 03HAaK, SIKi BU3HAYAIOThH HOTeHuiP"IHi
CHO)KI/IB'—I] HaMlpI/I KopucTtyBaya, 110 nepe6yBa}0TL Y 3aKpUTOMY I[OCTyl'Il BUSIBIIAKOTHCS CHCI.[IaJ'H)HI/IMI/I KoM’ IOTCPHUMHA
pOrpaMamH i CTAOTh 3arpo30K0 KOHDIACHIIHHOCTI IEPCOHATIBHIX 1aHNX, IPHBATHOMY JKHTTIO 0COOH, (QIKCYIOTh CTaH ii
BCEMPOIIAIHOTO icHyBaHHs. OOrpyHTOBaHO, IO TAPTreTOBAHA PEKJIaMa OPIEHTYETHCS Ha TaKy MOJIEITb OBEIIHKH CIIOXKHU-
Baua, SK MPOXyKyBaHHA "00pa3y-uii-iHmuX" y comiadbHUX Mepekax. BHCHOBOK - cOIianbHI MEpexi CTal MpOCTOPOM
JUISl yTBEPUKCHHS TaKoi (JOPMHU PEKIAMH K TAPreTOBaHa, 5K 33 YMOB JIii PHHIKILY MOCTNAHONTH3MY OKPECITIOE CBOFO
TPUCYTHICTB Y TOBCAKCHHOMY JKUTTI IHAUBIIB, pOPMY€E YCTAHOBKU Ha CIIOXKHMBALTBO, 00’ €KTHBYE JIHCHICTD, BILIMBAE
Ha ulecHy CHCTEMy JItofied Ta cycninbeTBa. [TocTiliHa MiIKITIOYeHICTh 10 IHTepHeT MEpexi i3 BCTAHOBJIICHUMH T'€0JIO-
KallifHUMH JTaHUMU BKJTIOYAE JIFOAUHY Y CUTYALI0 BCEIPOISIIHOCTI, @ yCTaJIeHHH CTHIIb TOBEIIHKH BUCBITJICHHS Pi3HHUX
KHUTTEBUX MOMeHTiB JIFOAVMHU YTBEPKYE HOCTMO}ICpHOBI/Iﬁ XapakTep NpUHOUIY ITOCTIIAHOIITU3MY.

KuouoBi ciioBa: MepexeBe CycnijbCTBO, iH(pOpMaLiHUI TpOCTip, pekiaMa, peKkiiaMHa AisIbHICTh, TapreToBaHa
peKIIaMa, MMOCTIIAHONITUKYM, CHMBOJIIYHIAH OOMiH.
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GEHOMEH TAPTETUPOBAHHOM PEKJAMBI B MOCTHAHOIITUYECKOM OBIIECTBE
AHHOTALUA.

AKTyaJ'H:HOCTI) TEMBbI UCCJIICAOBAHUS CBA3dHA C TCM, UTO PCKIIaMHAas ACATCIbHOCTh KaK COOHUAJIBHOC ABJIC-
HHUEC CEroaHs 1101 BIMAHHCM I/IHTCHCI/I(l)I/IKa]_[I/II/I I/IH(l)OpMaL[I/IOHHLIX IIOTOKOB, BOBHUKHOBCHHS U (byHK]_[I/IOHI/I-
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POBaHHUs CETEBOr0 OOIISCTBA MPETEPIIEBACT 3HAYMTEIbHBIC CTPYKTYpPHBbIC M3MEHEHUs. [10sIBIISAIOTCS HOBBIC
BHJIBI PEKIIAMBI, UCTIONBL3YIONTHE MEXaHU3MbI OBICTPOTO M OMHOBPEMEHHO MAaCIITaOHOTO PacIpOCTpaHEHUS
IIpY MUHUMAJIbHBIX (PMHAHCOBBIX 3aTparax. Pekiama mepecrana ObITh (hOpMOIA IPEXkKIe BCEro KOMMEPUECKOM,
ceifyac Bce OOJbIIIE PAcTyT €€ COIMaNIbHBIC, KyIbTypHBIC, MoMuTHIeckne (GpyHKInu. Pekama yxe He mpocTo
(hopmMupyeT moTpeOUTEIbCKIE HACTPOCHYSI HHIMBUJIOB, OHA OIPE/IeNIsIeT X 00pa3 )KU3HH, KOPPEIUPYET IICH-
HOCTH, XU3HEHHBIC 1ICJIH, JIETEPMUHUPYET (DOPMUPOBAHHE MHUPOBO33PECHUYCCKUX YCTAHOBOK. Llenbio crarbu
SIBJIIETCSl MICCIICIOBAHUE TApreTUPOBAHHOM PEKJIaMbl KaK COIMAILHOTO (heHOMEHA B KOHTEKCTE peajir3aliu
MIPUHITUTIA TIOCTITAHONITH3MA. 3a/ladaMy UCCIICOBAHUS SBIISIOTCS: TIPOAHATH3UPOBATh CIEITU(UKY COIHAITb-
HOT'O B3aMMOZCHCTBUSI KOMMYHUKALUKA B COBPEMEHHOM MUPE, IBOJIIOLIMIO PEKIAMHBIX TEXHOJOTUN B OCTIIA-
HONITUYECKOM OOIIECTBE; BBISICHHTH TEHICHIIMW YTBEPXKACHUS HOBOTO BHUJa MAacCOBOW KOMMYHHUKAITMH —
COILIMAJIBbHBIX CeTeH, MX (PYHKIMOHATHHOC HA3HAYCHHE, PACKPBITh CYIIHOCTh MPHUHIIUIA TOCTIAHONTU3MA;
MOHSITh CBSI3b MEXKJIy TAPreTUPOBAHHOW PEKJIAMON U MOJICIISIMH TTOBEJICHUS €¢ MoTpeduTeseit. MeTomoiorus
HCCIIC/IOBaHUS TIOCTPOCHA Ha (PriIOCO(MCKUX M OOIIEHAYYHBIX MPUHIUIAX JUAJCKTHUSCKOW B3aMMOCBSI3H,
pa3BUTHS, CUCTEMHOCTH, HCTOpHU3Ma. J[JIs1 pemIeHus MOCTaBICHHON IIEIM HMCIIONB30BAICS (PEHOMEHOJIOTH-
YECKUM METOJ, MO3BOJISIIOUIMI BBIIBUTH COLMAIBHYIO CYLIIHOCTh TAPreTHUPOBAHHOW PEKIAMBI 33 BHEIIHOC-
THIO HAOJIOIEHUH SBICHNH, BBISICHUTH B3aMMO3aBUCUMOCTH PEAM3aliY MTPUHIIAIIA BCEITPOCMATPHUBAEMOCTH
1 MEXaHU3MOB ee BHeapeHus. biaromapsi MeToqy CUCTEMHOTO aHalW3a CTal0 BO3MOXKHBIM ONpPEICIUTh Ha
OCHOBE TapreToB OOIIME M OTJIMYMTEIIBHBIC YePThl PEKJIaMHBIX cOooOIlIeHni. HayuyHas HOBH3HA HMccCie0Ba-
HUS — B colMaibHO-QrocockoM aHanmm3e TapreTHPOBAHHOHN pekiaMbl M ee (JOpPM B KOHTEKCTE peannsa-
Y TIPUHIIATIA TTOCTIIAHONITH3MA, B YCTAHOBIICHUH CBSI3EH MEXKIY TapTeTHPOBAHHOW PEKIAMOU M MOICISIMU
MOBeACHUS NoJb30BaTeNiei. C MOSBICHUEM U YTBEPKACHUEM COLUAIBHBIX CETEH MPUHIIUI MOCTIIAHONTU3MA,
C OZIHOU CTOPOHBI, MMO3BOJISIET COXPAHATh ABTOHOMHOCTb Ka)/I0r0 aKTepa CETH, a C JIPYrod — OCYLIECTBIATh
TOTAJIbHBIN KOHTPOJb 32 HUM. COIMaNbHbIE CETH — 3TO MPOCTPAHCTBO, B KOTOPOM CeHYac MPOUCXOAUT MPO-
ecc TpaHc(OpMalMu PeaibHOCTH B COOTBETCTBUU C CO3JaHHBIMH "HCabHBIMU" KapTaMu MOTPEOUTEIIb-
CKHX 3allpoCoB W MOTpeOHOCTei. B mporecce pa3BuTHs TapreTHPOBAaHHON pEKJaMbl 3HAUUTEIILHYIO POJIb
WUTPAIOT Takue e¢ (OPMBI: TIOBEIEHUYCCKHA, KOHTCKCTHBIA TApPTEeTHHT, PETAPTETHHT W OPUCHTUPOBAHHEC II0
"MOX0KUM" TIOJTb30BATEINSM, TTPETYCMATPHUBAOIINE YCTAHOBICHHUE Psijia CTIenn(hUIECKUX ITPU3HAKOB, KOTOPHIE
OTIPENIEISIOT TOTeHIINATbHBIE TOTPEONUTENbCKIE HAMEPEHHUS TTOJIb30BaTENs, HAXOAATCS B 3aKPBITOM JOCTYTIE,
OKa3bIBAIOTCS CTICIIUATHHBIMU KOMITBIOTEPHBIMH ITPOTPaMMaMH U CTAHOBSITCS YTPO301 KOH(PUACHIIMATBHOCTH
[IEPCOHAIBHBIX JIAHHBIX, YACTHOH JKU3HU JIMYHOCTH, (PUKCUPYIOT COCTOSIHUE €€ BCEITPOCMATPUBAEMOrO CYIIIe-
ctBoBaHUs. OO0CHOBAHO, YTO TAPTETHPOBAHHAS PEKIIaMa OPUCHTHPYETCS Ha TAKyIO MOJIEIb TOBEACHISI TIOTPE-
OuTeIs, Kak mpoayIupoBanne "odpa3a-misa-Ipyrux" B CONMMATBHBIX CETAX. BBIBOI — cOIMabHBIC CETH CTaTH
MECTOM JIJISl YTBEPXKACHUS Takoil (pOpMbI peKiiaMbl KaK TapreTHpOBaHHAs, KOTOpas B YCIOBHUSX ACHCTBUS
MIPUHIIMATIA TTOCTIAHONTH3MAa OTpE/eNsieT CBOE MPHUCYTCTBHE B TOBCEAHEBHOHN JKU3HU HHIUBUAOB, (OPMH-
pPYeT YCTaHOBKHU Ha MOTPEOUTEIHCTBO, OOBEKTUBUPYET JACUCTBUTEILHOCTb, BIUSCET HA IICHHOCTHYIO CHCTEMY
nozielt u obmecTBa. [locTosiHHAS TOJKITFOYEHHOCTD K ceTh IHTepHET ¢ yCTaHOBICHHBIMU Ie€0JI0KAIIMOHHBIMH
JAHHBIMH BKJTIOYAET YEJIOBEKA B CUTYAIIUI0 BCEMPOCMATPUBAEMOCTH, a YCTAHOBUBIIUICS CTWIb MOBEICHUS
OCBEITICHUS PA3INIHBIX )KH3HEHHBIX MOMEHTOB YEJIOBEKA YTBEPKTACT IMTOCTMOCPHOBHBIN XapaKkTep MPUHITUIIA
[IOCTIIAHONTU3MA.

KuaroueBsbie cioBa: cereBoe 00I1IecTBO, HH()OPMAIMOHHOE TPOCTPAHCTBO, peKjaMa, peKIaMHas
JeSTeILHOCTD, TAPTeTUPOBAaHHAS PEKIaMa, IOCTIIAHONTUKYM, CUMBOJIHUYECKUN OOMEH.
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