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The article substantiates the expediency of advertising as a pathogenic phenomenon. The
main features of the pathogenicity of the text are analyzed and an attempt is made to highlight
the main criteria of the pathogenicity of the advertising text in the Ukrainian press. Tasks of
the researching — to consider the work of Ukrainian researchers on the negative impact of
advertising on the audience , to make a brief overview of the Ukrainian legislation in the field
of advertising and, based on the legislative framework and the theoretical and practical
principles of advertising skills , select the criteria unfair advertising.

In this article it is also analysed current trends of influence of the press on the
readership, also it is focused on advertising in today’s print and on its characteristics. It is
justified the attitude of newspaper readers to the advertisement on the basis of the results of
the sociological survey.

The object of our research is theworks of Ukrainian researchers in the field of
advertising and Ukrainian print media. Subject of the study is unscrupulous advertising in the
Ukrainian press.

In order to eliminate the phenomenon of low-quality advertising from the Ukrainian
media space, it is necessary to exercise clear control over advertising at all levels — from
individual (at the level of self-control of a particular journalist) to editorial, regional and
national. And this is possible only by creating an appropriate hierarchy of controlling bodies
that would work for the good of the state and not their own interests.
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BILIUB PEKJIAMU B YKPATHCBKUX MEJIIA
HA ITOBEJITHKY YN TAYIB

OOrpyHTOBaHO [OUJILHICTh TPAKTYBAaHHA peKJaMH SIK fABHINA, 10 BIJIMBA€E Ha
noBeaiHky ynTadiB. [IpoaHasi3oBaHO OCHOBHi 0CO0TMBOCTI HEIKICHOT0 PEKJIAMHOI0 TEKCTY Ta
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3po0jieH0 cnpo0y BHAIHTH OCHOBHI KpHTepii NaTOreHHOCTI PEKJIAMHOI0 TEKCTy B
yKpaiHcbkiili mpeci. 3aBAaHHsA AOCTiAKeHHS] — PO3IJISIHYTH HANPANIOBAHHS YKPaiHCHBKHMX
JOCJIIHUKIB 1100 HETAaTHBHOIO BIUIMBY PEeKJIaMH HA AyAUTOPIl0, 3MiiCHUTH KOPOTKUH OTJIsI
YKpPaiHCbKOr0 3aKOHOAAaBCTBa Yy cdepi pekjJamMu BIANOBIIHO /10 3aKOHOAAB4YOi 0a3u Ta
TeOPeTHYHMX | NPAKTHYHUX NPUHUUIIB. PO3risiHyTO pekjaMHui 3aco0M, BUKOPHCTOBYBaHi UIsI
CTBOPEHHS OMAHJIUBOI PeKJIAMHU.

Y crarTi TaK0K MPOAHAJII30BaHO CY4YACHI TeHIeHIil BININBY IPeCH HA YHUTANBKY ayJIUTOPilo,
a TaKOXK peKkjIaMy B JAPYKOBAHMX BHIAHHAX I ii xapakrepucTuku. OOIDYHTOBAHO CTABJICHHS
YUTAYiB razeTy A0 peKJIaMH Ha MiCTaBi pe3yJIbTATIB COLIOIOTiYHOI0 OIUTYBAHHS.

OgnuMm i3 HalimomyJasApHIKMX 3a00pOHEHMX BHIIB peKJIaAaMH B YKPaiHCBKHX Mepia,
30KpeMa B raserax, € INpuxoBaHa pexiama. Bona mae kinbka nepear misi Bugasuis. Ilo-
nepiue, He NOTPedye cmaTu BignoBignux noaarkis. Ilo-apyre, He 3aiimae Tiel razeTHol mioui,
sika BHAiTeHa A pekiaamu. Ilo-Tpere, CHpHIIMAETBC YHMTAYaMH SIK JKYPHAJTICTCBKHH
Marepiaj. To0To razeru 3apo0/s0Th TIHBOBI KOIUTH, THM CAMHM O0MAHIOKOYHM YMTAYIB IIO00
NMPHU3HAYEHHS TAa CIPAaB:KHLOI MeTH MaTepiajy 3 MPUXoBaHo0 pekaamoro. Haiiripma curyauis
3 NPHUXOBAHOK IMOJITHYHOI PEKJIAMOI, ajKe, II0YM HA MiICBIIOMICTHL 4YHUTA4YiB, BOHA
CIIPSIMOBYE IX HA HeMPaBWJIbHUIA YU He 10 KiHIA ycBigomJiennii BUOip.

11 Toro, 11100 BUKOPIHUTH SIBHIIIE HU3bKOSIKICHOI, HeJI00POCOBICHOI peKJIaMHU B YKPaiHCHLKHUX
Mezia, MOTPiOHO 3aNPOBAMTH CYBOPHIi KOHTPOJIb 32 JOTPUMAHHSIM YKPAIHCBKOI'0 3aKOHOJABCTBA y
Hiii cgepi, YiTKO BUBHAYUTH KOHTPOIIOBAJIBHI OPTraHM, a TAKokK c(epy BIANOBIAATBLHOCTI KOKHOTO
i3 cy0’eKTIB peKJIaMHOr0 Mpolecy 3a BYNHEHI MOPYLIEHHS.

Takoxk BapTO 3anpoOBaAuTH KOHTPOJb 32 NOIIMPEHHAM KOMePUiiiHOro KoHTeHTy Y 3MI
Ha Yycix piBHAX — BiA CAMOKOHTPOJIIO, PpeJaKUiiiHOI eTHKHM, KOHTPOJI0 TIPOMAAChKHX
oprasi3aiiii i 10 1ep:kaBHOT0 KOHTPOJIIO.

Introduction. Trends in increasing the role of advertising in the life of society, apparently, are
visible to everyone. Advertising can be considered in different roles: as a subject of discussions, a way of
earning money, or nav packs, or material and moral losses. It’s a pity, but media are one of the most
enduring hostages of advertising in our time. And this is natural, since advertising forms the bulk of the
media profits. In each medium, promotional messages look different, but the purpose of commercial ads is
to sell goods or services.

Unfortunately, advertising in the Ukrainian mass media can seldom be called qualitative or even correct,
therefore we are increasingly faced with the concept of poor quality — unfair — illegal advertising etc.

The global public has paid attention to the negative aspects of advertising influence for a long
time. Foreign researchers such as B. Stern (Barbara Stern), M. Dzhouns (M. Jones), Neil Postman and
others. In particular, B. Stern and M. Jones explore stereotypes that create TV commercials, and Neil
Postman discusses advertising as a means of manipulating consciousness and propaganda.

Ukrainian scientists L. M “yasnyankina and L. Pavlyuk focus on flaws in the language of advertising
appeals and O. Kuznetsova with O. Mayevskyy explore forms of advertising prohibited by law, such as
hidden and unfair advertising.

For the first time called the text pathogenic Ukrainian scientists Boris Potiatynik and Marian
Lozynsky, publishing a book with the corresponding title — “Pathogenic Text” [1]. The Ukrainian
researchers, K. Seragim, L. Masimova and S. Proskurina continued this topic. In her scientific works, the
scholar is trying to determine the criteria of pathogenicity of the text, taking into account in general the
influence of the text on the reader. We will consider the advertising text on the pathogenicity aspect and try
to outline its main criteria.

The purpose of the articleis to substantiate the peculiarities of advertising, in particular its
destabilizing influence in the media of Ukraine.

Tasks of the researching — to consider the work of Ukrainian researchers on the negative impact of
advertising on the audience, to make a brief overview of the Ukrainian legislation in the field of
advertising and, based on the legislative framework and the theoretical and practical principles of
advertising skills, select the criteria unfair advertising.
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The object of our research is the works of Ukrainian researchers in the field of advertising and
Ukrainian print media. Subject of the study is unscrupulous advertising in the Ukrainian press.

Before we define criteria of unscrupulous advertising in Ukrainian press we should first clarify the
circumstances under which advertising can have a negative impact on the reader, and whether it is
appropriate to call such action is unfair?

Advertising in various media has its own peculiarities. If on television the main tool of the influence
of an advertising message is visualization, which is manifested through the plot, the use of bright colors,
musical accompaniment, then in print publications method of attracting the attention of the consumer is
mainly text.

Discussion. An attempt to justify the influence of the text on the people of his time made Boris
Potiatynyk in his book “Pathogenic Text” (in co-authorship with M. Lozinsky) [3]. The basis of the
pathogenicity of the text explorer connects with a peculiar virus, which can affect the perception of the text
on the ma’s mind. The author stresses that any text should be neutralized opposing the content of the
words: "The preaching of violence can be neutralized by the preaching of non-violence, the preaching of
atheism — the preaching of religion, the propaganda of totalitarian ideology — the spread of democratic
ideas and pluralism” [3, p. 5] — explains B. Potiatynyk/

According to the author, the censorship may become the bottom of a few ways to neutralize or
reduce the pathogenic impact of advertising on readers. In Ukraine, restrictions on advertising
relate mostly to such goods as alcohol, tobacco, weapons and drugs. However, the moral and ethical
aspects of advertising in Ukrainian legislation are virtually ignored. So, the problems of gender inequality,
the image of children in advertising, unmotivated comparisons in advertising messages, or the illiteracy of
the texts themselves remain on the conscience of advertisers, producers and distributors of advertising.

Our Ukrainian researcher K. Serazhim refers to pathogenic those texts which contain propaganda of
class, racial hatred, pornography, hyperbolized ads in, totalitarian communication [4, p.156]. She
emphasizes that “it is not about individual cases, such as, for example, inaccurate information, deception,
which, of course, can have for a certain person be harmful or even have fatal consequences. The language
about information flows (hypertrophied advertising), which, while acting long time, have a noticeable
effect on the way life and outlook as an individual, and so on people’s community, nation, etc.” [4, p. 157].

In turn L .Masimova believes that ” broad sense pathogenic is any poor text. In the narrow sense, it
is the text in which built-in mechanism that makes the reader exactly waste your time. And this is not
necessarily textsin which the erotica is depicted for the sake of erotica or violence for the sake of
violence. These are texts on the first sight innocent because they influence on the subconscious ... The
unifying element in this classification is the manipulation of consciousness and the negative impact on the
audience” [5].

Another Ukrainian researcher S. Proskurina proposes to consider pathogenic texts, which “are aimed
at the destruction of faith in God; aimed at undermining national and state interests; those that threaten the
security of mankind; the texts that make upa threat to public morals; lyrics, which have a harmful
psychological impact on man; texts that propagate evil in any form: this is both anarchy and cruelty,
and hatred, and rudeness, and permissiveness, and so on ...” [6].

Psychologists have already investigated that it is advisable to call a lot of advertising messages as a
pathogenic phenomenon that can provoke disorders associated with the functioning of the psyche. The
main characteristics of advertising as a pathogenic phenomenon are its repeatability and the imposition of
automatic thinking. Advertising causes perseveration of the human personality, when, as a result of the
resulting references, it seems to a person that he is mentally working, although in reality this is not so. In
this way, the human psyche, consciousness, and man become degraded over time incapable of making
meaningful decisions. Information must change, make us think, and advertising only uses our nervous
energy, affecting the basic instincts and consciousness of people. And this can lead to disastrous
consequences within the whole of humanity.

Designing these features is precisely on promotional texts, it is necessary toconsider the signs of
the advertisement itself. As we mentioned above, one of the peculiarities of advertising in the press is its static
nature. Therefore, for better memorability and for attracting the attention of readers, advertisers use a variety of
printing approaches. This is a color selection, a font size and structure, a line spacing, and so on. And even those
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seemingly purely technical approaches can have anegative impact on the reader. Firstly, it’s not the main
characteristics of the product, but the secondary ones - packaging, design, etc. In addition, others font stand out and
“a sale price”of goods that the compulsory in the end has the number nine. So 9.99 UAH the reader is perceived as
nine hryvnias rather than ten, and this is already “cheaper”.

Returning to the peculiarities of the figurative content of advertising, one must take into account the
clarity of the illustration, its accessibility for perception and content. Of relevant law of Ukraine “On
Advertising” [7], it is forbidden to depict children in dangerous situations and use them to promote
products that are not directly related to children’s audience.

It is forbidden alsoto illustrate things that are contrary to the normof public
morality, etc. and humiliating human dignity or incite hatred. In this aspect, it is worth mentioning about
the gender characteristics of advertising messages. It’s no secret that the sexy female body attracts the
attention of the audience. However, these images are humiliating the fair sex, because they are personified
as “easy prey.” In addition, the stereotypical image of women in the role of housewives, nannies or
servants also does not advertise positive rice.

The swaddling of the reader’s time is one of the main signs of unscrupulous print advertising in the
Ukrainian press. So a typical ad is often served in the form of a large volume of journalistic material,
where the mention of advertised and the product appears approximately in the middle or at the end of the
material. So, at first the reader is impose a certain opinion on the benefits or harm of some goods, and then
there is a proposal to solve the problem — appears the advertisement of a particular product or service. In
this case, the reader peculiarly deceives, because the mark “Advertising” near the text is often invisible (if
not absent-MK), and on external signs, the advertising message does not differ from the journalistic
material. Thus, the reader initially formed a certain attitude to the topic (problems), and already with
accordingly information reader perceives advertising. Such advertising includes two criteria of
pathogenicity — both the waste of time and the subconscious misconduct of the reader.

Ukrainian legislation prohibits such forms of advertising like hidden and unfair advertising. We do
not know if to determine the concealment of advertising is possible, because with the criterion of
unfair fidelity is more difficult. After all, often the ad text does not correspond to the real properties of the
advertised product. And to verify the integrity of such advertising can only be purchased goods. In order to
classify advertising as unfair at the legislative level, it is necessary to check all labels required for the
promotion of some product groups (bank services, alcohol), to verify the legality of advertising of certain
groups of goods (weapons, tobacco, services, wizards, etc.) and so on. In any case, any advertisement that
violates Ukrainian legislation is unfair. And its pathogenicity is both in the negative impact on the
audience, and in the alignment of the laws.

Violation the rules of Ukrainian legislation is the criterion by which we can identify unfair
advertising. In Ukrainian newspapers there is also such a widespread phenomenon as hidden political
advertising. And although advertising is often considered just the form and type of political marketing,
however, the presence in the Ukrainian media of indirect political advertising in information content
indicates its pathogenicity and certain shortcomings in the advertising business. After all, political hidden
advertising manipulates the minds of readers and is aimed at getting the editors of shadow funds for which
you do not need to pay taxes.

Summing up, we can highlight key signs of unfairness of print advertising. The first and most
common criterion isthe time spent by the reader. This sign can be manifested in a large volume,
uninteresting and informative text, and in various manipulations, when the reader smoothly “leads” to the
ad at the end of the text.

Another criterionis the manipulative attention of the recipient. This feature includes the
intentional ting of the price of the reduced product unit, and paying attention by technical means
(allocation bright bold “tempting” offers “with an asterisk) and others.

The next criterion is incorrect application of technical means. Psychologists and scientists
believe that it leads to an incorrect perception or understanding of advertising, which in turn affects the
reader. And the highlighting of secondary features of the product, poor quality image or inappropriate font
are the main technical techniques that distract the recipient from the important characteristics of the
advertised product or service, as we have already mentioned above.
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The criteria of illiteracy of advertising texts worries us from a professional point of view. It’s no
secret that the overwhelming majority of commercial communications are written by journalists, but
language mistakes in ad texts are a common occurrence. We suggest identifying language mistakes in
banners as a sign of unfairness, which has a detrimental effect on the purity of the Ukrainian language as a
whole, and on the education of the culture of speech in the young audience.

The next criterion poor-quality advertising refers to a gender perspective. The stereotypical image of
women as housewives, servants or toys in the hands of men humiliates people for belonging to a particular
sex and negatively affects society as a whole.

The use of images of children in the advertisement of “non-childish” goods or the display of
dangerous situations involving children is another sign of unscrupulous advertising. This criterion is
formulated as “the incorrect image of children in print advertising”.

Another group of criteria for poor advertising follows the principle of legality. From this aspect, it is
necessary to take into account those signs that the printed advertising violates the norms of Ukrainian
legislation. This is hidden advertising and all advertising that violates one norm of the Law of Ukraine “On
Advertising”.

Summarizing, we can draw the following conclusions.

1. The presence of unscrupulous advertising is to blame for all subjects of the
advertising process. Advertisers violate the law on protection against unfair competition. Provide
information that does not corresponds to reality, exaggerates, indicates the properties that are
uncharacteristic of the advertised product. Uses non-motivated comparisons.

2. Newspapers serve unfair advertising for several reasons - dependingon the economic
principles of the activity of newspapers. Some newspapers occupy themselves because of the high cost of a
copy, mandatory subscription (state, district, thematic newspapers), and some cover the cost of a copy at
the expense of advertising, thereby reducing the price of one copy. In this case, newspapers such
as “Lvivska Gazeta”, “Express”, “High Castle” are forced to actively cooperate with advertisers. When
advertisers are not enough, the newspaper’s advertising department offers a variety of unscrupulous ads,
including hidden ones. For such advertising, the newspaper does not pay taxes, and advertisers are offered
better than official conditions. “High Castle” in previous years was recognized as one of the most insolent
taxpayers, but half of the advertising in this newspaper is hidden, for which taxes are not paid.

3. Such a kind of unscrupulous advertising as a hidden profit is profitable for advertisers and the
fact that it affects the readers’ subconsciousness and is perceived by them as objective journalistic
material. Moreover, materials are often printed in such Lviv magazines as “Lvivska Gazeta”, “Express”,
“High Castle”, which are trusted.

4. Such newspapers as “Ukraine Young” earn for the most part on political advertising. In
particular, in 2016, during the election campaign in parliament, this newspaper was issued as a whole
special issue devoted to one political party.

In order to eliminate the phenomenon of low-quality advertising from the Ukrainian media space, it is
necessary to exercise clear control over advertising at all levels — from individual (at the level of self-control of a
particular journalist) to editorial, regional and national. And this is possible only by creating an appropriate
hierarchy of controlling bodies that would work for the good of the state and not their own interests.
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