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ANTHROPOLOGICAL FEATURES OF MODERN ADVERTISING:
CULTURAL AND URBAN EMPHASIS

Borinstein YeveenVasylieva Larysa

Head of the Department of Philosophy, Sociclogy and Management of sociocultural aciivites,
South Ulranian National Pedagogical University named K. D Ushinsky

Faculfy

In advertising, the emphasis on anthropological classification allows, on the one hand, fo
design advertising messages more effectively, faking info accouni the essential characteristics af
representatives of certain fypes, and on the other hand, fo predict possible negative consequences
of working with certain anthropological realities.

Anthropological models help organize and explain a wide range of manifestations of human
nature, act as a worldview basis for creating programs for selfidentification of a person in a
situation of anthropological crisis, conditions for constructive self~realization of an individual in
an atmosphere of spiritual and moral disorientation.

The system af anthropologies of modern advertising emphasizes both classical anthropology
and modern concepts of man, which ave built aking info account the specifics and possibilities of
the information sociefy. In anthropological concepts, the ideas of global comsciousness and
spiritual infegrity of the world varianis of a possible synihesis of the biosphere and noosphere,
projects of man as a common planetary being are presented (VP Kamachesv, E.A Spivin, AL
Subetto) [1; 2]

The European culfural space is dominated by anthropologies that record the "fundamenial
ideas" of humanitarion thought about the essence and meaning of human existence:
Judeo-Christian monotheism, the concept of the Logos, the anthropological model "homofaber”,
the pessimisiic image of man, as well as the Nietzschean project of the "superman” (M. Schelier )
[3]. The amthropologies listed above recehved their justification in the system of European
humanitarian science, their "projections” ave imprinted in classical ari, and today - in the life
strategies af the main chavacters of films, commercials, efc. Based on this classification, the entire
diversity of anthropological "projecis” is reduced fo iwe groups according o the criterion of
dominant values: a) the "humanistic” model of man (Qpical of classical philosophy, theological
Western-European art); b) "naturalistic” ("neo-pagan”) anthropology, affirming sivength, success,
material well-being, and satisfaction as the ideal and meaning of life. In foday's situation,
"humanistic anthropology” is in demand, mainly by commercial advertising, which exploits the
basic valuesfor this model, thus building up a significant "symbolic capiial” of goods and services.
In social advertising, the value basis and corresponding behavioral manifestations of this
anthropological fype act as a "normaiive model”, but in the advertising fext itself, personified
expressions of this anthropology are usually absent. An effective tool of advertising discourse in
this case is the giftrmation af the norm, which is actualized in the mind of the audience through
the broadcast of opposites - "non-norms". However, the sysiem of modern mass communications
fincluding advertising practice) is dominated by "neo-pagan” anthropology, which expands iis
social base as a result of large-scale falsification of the spiritual component of Christian culture,
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endowmeni with signs of cultural legitimacy of those aspects and affributes of human behavior
that were tradifionally in the taboo space of culture.

In the post-indusirial sociely fon the verfical vector “hemven-ewth") two more
anthropological models appear, actively asserting themselves within the framework of philosophy,
art, activelv recruiting thelr supporters in the main life environments (firsi of all, in virtual
nefwork communiiies, efc.) . The first anthropology is defined as "marginal”, the core aof which is
the "anthropological hybrid”, the repericive of iis anthropological manifesiations includes the
experience of pathologies and transgression, the bank of anthropological deviations - in the form
extreme psychopractices, immersion in games and virfual reality, drug addiction, sexual
perversions, criminal behavior. The value-normative basis of this anthropology is marked by the
accepted normative symbols "ugliness”, "degeneracy”, "crippling”. The social basis aof this
anthropological system is individuals with mental and physical perversions who emphasize their
Jlaws and posifion themselves as signs of ugliness. The social space of the "freak culture”
{"freakoutshow") is expanding due fo the comscious imitation of playing these properties by
"wormal" people, which indicates the increasing pace of "vhizomatic processes, the work of the
"desire maching”, which has been set free, is infensifying” (F. Guattari, J Deleuze) [4] This
anthropological model received ifs justification in the "demonic fexture” of postmodernism (R.
Barthes) [5], with ifs empathetic formulas of "deconstruction” and "decentering”, gloomy
intonations and necrophilic motis of "schizoanalysis”, "rhizome", "death of the subject” , "death
of the author”, "death of metadiscourse”. Advertising actively uses the main symbolic repertoire of
this anthropology, fliritng with iaboo culture with bmages, professing moval cymicism and
stimulating natural instincts.

The spectrum af new "post-anthropologies” also cludes the "transhumanist” model of man,
which assumes (and asserts the expediency) of going bevond the "human". This "new humanisiic
worldview " affirms not only the value of individual kuman life, but also the realism (with the help
of science and modern fechnologies) of the unlimited development af the individual, going bayond
the "natural” limits of human capabilities. The latesi anthropological model alse finds a real
embodiment in the repertoire of images of "heroes" of modern advertising.

In this way, advertising discourse demonsirates quite obvious onfological energies, making
and affirming the specirum of anthropology hipical of post-indusirial sociefy. Advertising forms
and expands the social base of life strategies, the value basis of which is consumption, aufonomy,
hedonism, and the cult of sensual pleasures. She takes an active part in the modification of the
"human code” of Eurcopean culture, supplementing the anthropological matrices of modern
civilization with "neg-pagan” energy and elements, realizing the legitimation of human deviations,
the desire for truth, from anatomical boundaries. It becomes obvious that the value-normative
basis and behavioral lifé sirategies, corresponding fo these anthropologies, go beyond the
boundaries of the anthropological mairices laid down in the basis of European culture. The
danger of expanding the social base of such anthropologies lies in their ability fo modifv the
spiritual and moral matrix of culture.

The symbolic world of cultural universals has a common-civilizational character, takes part
in the formation of the value-normative and menial core of the subject of culture. From the very
beginning, culture has created a virtual symbolic space, thanks o which a person develops and
realizes his creative essence. A variely of such unhersals are cultural archetypes - historically
stable elements of the collective unconscious, combining the fleld of culture into a single semaniic
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space and defining the system of individual dispositions in relation fo the basic exisienfial
Jfoundations of being: life and death, time and eternity, happiness and unhappiness, love and hate,
Jreedom and responsibility, the meaning of life Cultural archehipes determine and form
historically stable models of life strategies, meanings of human existence and images of the world
Special ontological fimctions in the process of onfogenesis are plaved by avchetfypes (onfotypes)
associated with basic anthropological models of European culture and personified images aof
Apollo, Diowysus, Buddha, Thoth. They have found their difference both in termis of their inner
essence and i the ways of self-presentation i modern communication practices, they record
universal life elements: "formative”, "omergistic”, "nirvanic"” and "numerical” (L.G. Bryleva) [6].
These ontotypes address the "universal permanent principles” of culture, their personified images
are a modification of deep universals as a way of manifesting the onfological constants af the
universal cultural space. Each ontofype perceives realify and creates ii within the framework of ifs
essence, using ifs "toolbox".

Projections of onfotypes {both in the form of personified images and in the form of ather
cultural symbols - color, sound, rhyvthmic, digital, efc. ) are also found in modern advertising. Iis
ontofypical symbolism, resonating with the value world of the audience af advertising influence,
forms appropriate life sivategies (including a system of values and a specific idea of the
meaning of life, forms of external presenmifation and communicaiive and behavioral patterns
characteristic of the segment). Undersianding the ontological possibilities of archehpal cultural
universals can be considered, on the one hand, as the development of conditions for optimizing
fechnigues and methods of advertising influence on the comsciousness and behavior of the
audience, on the other hand, as a facior in minimizing the negaiive comsequences of using
manipulative advertising practices.

Anthropological matrices with which modern advertising works have a comprehensve
character, they ave the product of long-term culfural development, the resuli of the imfluence of
various agents of mass society. Af the same time, advertising, on the one hand, fakes info account
in iis praciices the value orientations and stable menial connections fypical of modern socieiy,
characteristic of ceriain lifé sirategies or behavior models, on the other hand, it actively shapes
them.

The basic category that allows fo comprehensively record a mulfi-lavered socio-culfural and
paychological-behavioral syndrome is a [ife sirategy - a set of values, norms, preseniational
stereotypes of behavior and forms of self~expression common fo a social group. The "life sirafegy”
category, on the one hand, most adegquately, fully and "compactly” reflects global changes in the
socio-cultural sphere and in thelr anthropological perspective, on the other hand, most adegquately
capiures the essential characterisiics of the advertising audience. According io the criterion of the
dominant direction and the model of life values, four fypes of life can be distinguished:

- a "hedonist”, demonsirating mainly a focus "on himself™ {on pleasure, well-being);

- "formalist”, focused on the external atfributes of life, social status, presiige, prefers fo
"consume" promoted brands, iries fo organize his lifestyle and methods of social presentation in
such a way that they meef the standards accepied in the prestigious group;

- "instrumentalist” is directed "to work", solving problems, learning, easily identifies himself
with those advertising objects that embody professional success, demonsiraie the physical form
necessary for the successful performance of professional fimctions;

- "essentialisi” - a fype of personalitv that realizes itself, such a personalify sirives for
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constant self-improvement, for which phenomena embodying the process of finding the meaning of
life, selfrealization, and tesiing one's capabilities become the referent. (L. G. Brilvova) [6].

The hedonistic ipe of personality becomes the basis for the formation of a strategy of life
well-being, the key values of which ave: satisfaction, safety, comfort, secure and peacefil life,
peace, material goods.

For a formalist, a typical life sirategy of social prestige. Iis value base consisis of: public
opinion and status, social success and belonging fo a prestigious group, maierial securiiy and a
life full of external events. The strategy of professional success is professed by the nstrumental
fipe aof personalify, for which competence, professional skill, business acumen, responsibility
organization, and self~discipline are imporiant.

The social basis of the sirategy of personal selfrealization is the essential {ype of personalify,
which is characterized by a high imporiance of creativity, a focus on the realization of personal
potential, a focus on individualify and oufenomy, a desire for selfexploration and
self~improvement, and understanding of onesell and the swrrounding world

The above-described classification of life strategies, actively formed and promoted by
advertising with the help of verbal means and significant referential images, allows us fo frace
their relationship withwith other layvers of anthropological mairixes of culture: firstly, with
ontofypes formed in the system of nmythological thinking, secondly, with anthropological models
reflected in the system of philosophical fmowledge. Each psychological ontolype underlying the
life sirategy has iis own "reperioive” of sumbols and images that adverfising uses as unigque
identification markers.

In the format of advertising imfluence, there is noi only an emphasis on the real
representation of life strategies in modemn sociely, but also the active formation af social groups -
carriers of consumer ideology and appropriate behavior. The advertising fext, with the help of
verbal and personified symbols, projecis such affributes of the normaiive group thai are
subjectively meaningful and atffractive to the audience agf the advertising message. He would
esiablish a system of symbolic mediaiors thai combined lifesivle and consumer moihation in
relation fo advertised goods and services - the latter become a means of demonsirating lifesivie, a
way of ymbolizing social and status parameters af life that are significant for the audience.
"Cownversion" of an individual fo a normative life sirategy fakes place by embedding in the
advertising fext those reference symbols (verbal, personified), which make up the axiclogical core
of fis social base. The high subjeciive imporiance of a cerfain "social-status" group created by
advertising "forces” the audience to accept the elements of the broadeasted Ilifestvle, including
with the help of standards af consumer behavior - by manifesiing their belonging fo the group
through means of preseniation fypical for ifs representatives. Thus, advertising "furns" the virtual
community info a real group, expanding the segment with a normative life sirategy and
corresponding forms of consumer behavior. The consumpiion of symbolic "shells" of goods and
services becomes for a person a means of finding personal identity, away of stable categorization
in the transforming social space, and his belonging fo a significant social status group (real or
virtual) defermines not only the parameters of consumer behavior, but also the enfive spectrum of
anthropological manifesiations.

Modern advertising aciively participates in the formation of specific life sirategies and
personal identiiies, it forms models of "surplus ", prestigious consumpiion, organizes the space of
symbolic exchange in modern culture. The system of anthropologies of the advertising text consisis
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of life sirategies based on value-normaiive models formed in the system of humanitarian
kmowledge that synthesize deep archetvpal layers and existential foundaiions.

In the situation of increased market competition, advertising will inevitably improve the ways
of influencing the persomnality, using for this the anthropomorphic possibilities of the image and
cultural symbolism. The further development of humanitavian-cenfered techmologies without
changing the worldview platform of marketing communications can become a significant factor in
the modification of the anthropological bases of culiure, iis axiclogical and menial mairices.

Tracing the history of the emergence, development and active dissemination of advertising in
society, vou come fo the conclusion that the marketing orientation of advertising messages has
recently been noticeably supplemented by artistic, aesthetic and culiural aspects. And it is not only
about the fact that advertising plays an important socioculfural role. It also confribuies fo the
aesthetic undersianding of the objective world, increasing sensitivity fo beauty, educating and
developing the culture of perception, taste, in which its didactic orientation Is manifested Todm,
advertising is not just a means of recording changes occwrring in culture, but actively ifTuences
socio-culfural processes. We can fullv speak of the fact that it is a medium, an infermediary
between the siate and sociefy, exerting its influence both on one side and on the other side af the
social siructure.

In the context of this situation, there Is a wneed fo analyze the forms of comvergence of
advertising and @t that most fully reflect changes in the aesthetic culfure of society. This is
Jacilitated, firsi of all, by their generic similarity. As modern researchers emphasize: "Advertising,
Just like art, appeals fo the emotional sphere of a person, influencing him with the help of sensual
fmages and satisfiing the needs of emotional life. Such functions as aesthetic and hedonistic (the
ability fo bring pleasure) are inherent n adverfising, as it is iself one of the Hpes of artistic
activity and inevitably uses models of displaying the aesthetic properties aof the phenomena af
reality and the objective world, as well as the techniques of their artistic undersianding, which are
developed by art.

Secondly, in the conditions of the posimodern culfural situation, when the clear boundaries
that separate the areas of artistic and practical mastering of reality are being erased, when in all
segments of culture there is a trawsition fo media practices, adverfising begins fo aggressively
influence art and set a new mode of its existence.

Identifiing areas of intersection befween @t and advertising is one thing and from the
currently existing research tasks, it is organically included in the specirum of discussion of the
problem of the aesthetic essence of the moderm cultural picture af the world. As experience shows,
the nature of advertising aesthetics and classical aesthetics, which acts as a kind of @t
methodology, are different.

What is the dialectic of these polar systems of aesthetics in modern culture, it is necessary fo
Sind out.

The area ofinferest aof art is realify n the fotality of all s manifesiations, perceived
aesthetically, while advertising combines the aesthefic with the wtilitarian-pragmatic. This
fnevitably leads to the reconstruction of life iiself, which is reflecied in advertising Advertising
cannol comvey a consisient movement of feelings, thoughts, show subtle shades of emotional
experiences, make broad philosophical generalizations, similar io whai we see in ari An
advertising form deveid of such an advaniage cannot be considered unprofitable. She has other
fvpes of goals and opportunities.
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The choice af means of ariistic hyfluence will also be fundamenially differeni. However, the
translation of the arsenal of expressive means from art fo advertising is not only possible, bui also
necessary i the conditions of moderm advertising design, which will be discussed below.

Modern advertising research regquives the development of cultural orientation. Evaluations af
advertising as a socio-cultural phenomenon affecting the spiritual world of a person ave a
necessary semantic background for defermining the aesthefic characteristics of advertising
creativity.

It is also necessary fo nofe the role of national culture and art in the development of
advertising. Therefore, the judement is fair: "Imporiant components af national culture are all
spheres of natfional existence (econmomic life, military affairs, politics, evervday life, evervday
communication, eic.) and, above all, science"” [7, p. 131].

This leads us fo undersiand the importance of anthropological features of modern advertising
and their significant role in the cultural and artistic sphere of sociefy.

Conclusions. Today's anthropological realities are significant for determining the cultural
and artistic component of advertising. Advertising discourse is the basis of the exisience aof
modern sociely and demonstrates guite obvious ontological energies, making and affirming the
specirum of anthropology important for posi-indusivial sociefy. Advertising forms and expands the
social base of life strategies, the value basis of which is consumption, auionowy, hedonism, and
the cult of sensual pleasures. Af the same fime, advertising focuses on the cultural and @iistic
sphere as a key one.

LITERATURE:

1. Kasnacheev VP, Spivin E_A. Cosmoplanetary phenomenon of man. Problems af complex
study. Novasibirsk: Nauka, Novosibirsk branch, 1991 304 p.

2. Subetio A. I The docivine of the spiritual and movral sysiem of the noospheric person and
noospheric education. 5t Petersburg; Kostroma: Publishing house of the Kostroma state. un-ta im.
N A Nelrasova, 2008. 97 p.

3. Sheler M. On the essence of philosophy: works of different years. Moscow: Cenier for
Humanitarian Initiatives, 2020. 352 p.

4. Deleuze J, Guatiari F. A thousand plateaus. Capitalism and schizophrenia. Yekaterinburg:
U-Factoria; Moscow: Asirel, 2010. 895 p.

5. Bart R. Selected Works: Semiotics: Poetics. Moscow: Progress, 19589, 616 p.

6 Brieva L. G World of an adult .- cultural Qpology of human self-realization and
ontological reality: monagraph St. Petershurg: GNU IOV RAQ, 2004, 157 p.

7. Borinstein E R, Kavalerov A1 Moderization processes in the world and in modern
Ulrainian culfure. Culturclogy: a textbook for studenis of the highest primary mortgages I-IV
accreditation / for the title. ed V.M Pichi Lviv: "New World-2000", 2005. 240 p

473



