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KOMMEPYECKAAS PEKITAMA B OBLECTBE NOTPEBJIEHUA
KAK ®AKTOP OrPAHUYEHWUS CYBBEKTHOCTHU

B. B. XpeHKo8
Mosonxmcckuii 20cydapcmeseHHsiii mexHonozuyeckuii yHusepcumem, Mowkap-Ona (Poccus)

BeedeHue. CTaTba C cOUMaNbHO-GUNOCODCKON KPUTUUECKOW NO3ULMM PaCKPbIBAET GYHKLUIO KOM-
MepYecKon peknambl No gecybbekTmBaLmu npeactasuTeneil cospemMeHHoro obuectsa. AKTyanbHOCTb U
3HAaYMMOCTb PACCMOTPEHHOTO BOMpPOCca 06bACHAETCA HapAAY C MPOYMM TEM, HTO KOMMeEpPYeCKasa peKkaama
ABNAETCA OAHOW U3 AeTepMUHAHT Pa3BUTMA SKOHOMUKM cOBpemMeHHOro obuiectsa, dakTopom ynpasne-
HUA CNPOCOM M NOTPeBHOCTAMM, OTPaXKeHWeM U aTPUBYTOM HaNMYeCTBYHOLWMX 0bLLecoLManbHbIX TeH-
AEHUMA, OAHUM U3 ycnoBuI rnobanbHOro yTBep:KaeHua obuiectsa noTpebaeHna u romoreHnsaumm co-
LMOKY/IbTYPHbIX NOTpebHOCTel npeacTaBuTeNell coBpemMeHHoro obuiectsa. B cBA3M ¢ aTMm Ha npumepe
pekfiambl N1040TBOPHO UCCef0BaHME BONPOCOB COCTOAHUA COBPEMEHHbIX 0bLLLecTBa 1 YenoBekKa, Toro,
YTO C HUMW NPOUCXOAUT C TOYKMU 3PEHUA KPUTEPUEB, NAELAN0B U NPUHLMMNOB Pa3yMHOCTU YeN0BEYecTBa,
noA/IMHHOW cBO6OAbI, COLMANLHOIO U [yXOBHO-MCUXOOTMYECKOTO 340POBbA.

MemooOebi. B uensax uccnenosaHus npobaembl HAWAWM NPUMEHEHWE AMANEKTUYECKMIU Noaxos, a
TaK)e, B YaCTHOCTU, KaTeropmabHblid annapaT AUCKYPCOB HEOMAPKCU3Ma, IK3UCTeHUMAAM3Ma, MOCTMO-
LEPHU3MA U TYMaHUCTUYECKOW, COLMANbHO-KpUTUYEcKol mbican XX-XXI BB.; TeopeTUYecknin aHanus opu-
NocodCKOl N coumManbHO-TYMaHUTapHOM MTepaTypbl NO NOCTaBAEHHOW Npobieme; KauecTBEHHbIN aHa-
/I3 NPOAYKTOB PEKaMbl U MOCBALLEHHBIX PEKIAME U PEKNAMHOMN AeATEeNbHOCTU PaboT; CUHTES; BOCXO XK-
OeHue OT abCTPaKTHOTO K KOHKPETHOMY; MeToA, 0606LeHNA; MEXKANCLMNIMHAPHDLIA NOAX04, K aHAanu3y
CouManbHbIX NPOL,ECCOB.

OcHogHble udeu uccnedosaHus, Mosy4eHHosle pe3yabmamel U ux obcywdeHue. B cTaTbe aHanusmn-
pytoTca cnocobbl HacTyNeHUs peKkaambl U MOCPEACTBOM PeKambl Ha Ye0BeYecKyo Cy6beKTHOCTb, B
TOM YuC/ie 3a4eMCTBOBaHME MHCTUHKTUBHOM NPUPOAbI Ye0BEKa M CMOCOBHOCTL peKknambl 4eACTBOBATL B
06X04, CO3HAHUA peLunmeHTa U 3KCNAYaTMPOBaTb B HEM XKelaHus, amoumn, 6eccosHaTensHoe. enaerca
AKLEHT Ha TOM, YTO pelaTb 33434y Mo ynpas/ieHUo CyEbeKTHOCTbIO MO3BO/IAET CTpaTervs MaccoBOWM
M1OIorM3aLmm, naeannsanmm ToBapos, TO eCTb HAZEEHUA PEKNAMMPYEMOTO M NPOABUraeMOro UCKYC-
CTBEHHbIMU M AOMNOJAHUTENbHBIMU LIEHHOCTAMU U BOCMPUATUAMM. BaskHbIM acneKToM CTaTbM CTano Noa-
YEpKMBaHME ANANEKTUUHOCTM B3aMMOAENCTBMA «YeI0BEK — PEKIamar: TOro, YTO CaMM CBOMCTBA U Kauye-
CTBa YesioBeKa (B YaCTHOCTM, CTpeMaeHWe COPOCUTL C CebA M rpy3 COMHEHMI, U B LLeJIOM Lenmu cybbeKkT-
HOCTW, cBO6OAbI), BCEOBLWME NPMMUTUBU3ALLMA, HEPA3YMUE C/YIKAT HEMOCPeACTBEHHOW MPUUYUHON yC-
MewHoCT! npoueccoB no aecybbektmBauun. OTMEYAETCA, YTO PEKNAMOM KyNbTUBMPYIOTCA MOLENN U
OpUeHTaLuMK, BpaxKaebHble CYLLHOCTHbIM YCTPEMAEHUAM U MHOTOrPaHHbIM CMOCO6HOCTAM MHAMBUAOB.
MoAYépKMBaEeTCA, YTO MaCCMPOBaHHOM aTake No4BepraeTcsa AETCKOe CO3HaHMe, YTO NMO3BO/AET C YyCrexom
peanv3oBbIBaTb Bceobluee ynpaBaeHne CO3HaHWEM U MOBEAEHUEM, UX IKCMyaTaLMIo.

3akso4eHue. B 3aBepLUeHUN CTaTbW AAKOTCA YKa3aHMA Ha HEKOTOPble BO3MOXKHbIE MYTU WU BapuaHTbI
HeWTpasn3aLumn penpeccMBHOCTU PEKNaMbl, 0CNabNeHns eé HaLeNeHHOCTU Ha NOAYMHEHWE PeLunueH-
Ta: peasMsauuA NoCcpeACTBOM PeKNamMbl AMANOrOBOM KOMMYHMKaLWMMW; OCO3HAHWE CaMMM Ye/I0BEKOM
cBoell cybbeKTHOCTH, NPUHATUE OTBETCTBEHHOCTU B CTPEM/IEHUM K CAMOOPraHM3aLmu B BUAE KpUTUue-
CKOM 1 npeobpa3oBaTesibHOM aKTUBHOCTM.

O6LWMM UTOrom UcciefoBaHUA cTano GpUKCMpoBaHWe TakMx ocobeHHocTel U GyHKLUMIA peknambl,
Kak BO3aeicTBMe (NOCPefACTBOM WMCMO/b30BaHWA PAa3/NINYHbLIX 3aByasMPOBaHHbIX NMPUEMOB U CPeacTB
NPUHYKAEHWUA) HA NPUMUTUBHBIE U HE30POBbIE CNEKTPbI YEJI0BEYECKON NMCUXMKM C Lie/Iblo UX 3KCnaya-
TUPOBAHUA; OTPAXKEHWE, UCMONb30BaHWE B CBOMX MHTEpPecax W BOCMPOU3BEAEHUE LeHHOCTEN U HOpM
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MaCCOBOro CO3HAHWA U MAcCOBOM Ky/bTypbl; MOLENMPOBAHUE YeNOBeKa, HauMHas C ero AeTCKoro Bo3-
pacTa, no obpasLy CylecTBa, OrpaHUYEHHOr0 HU3KOPA3BUTBIMU MOTPEBHOCTAMM, UHTEPECAMMU, YCTPEM-
neHnamu. Tem cambim 6b110 faHO 060CHOBaHWe GeHOMEHa COBPEMEHHOW KOMMEPUYECKOM peKaambl Kak
BHOCSILLLEro CBOM BKAA, B Le/blii PAS, PENPeCcCUBHbIX MO OTHOLWEHWIO K Cy6beKTHOCTU NPOLLecCcoB, coaei-
CTBYIOLLMX OCNABAEHUIO U YCTpaHEHUIO CyBbeKTHOCTU B coBpemMeHHOM obuiecTse, B obuiecTse notpe6-
NeHus.

Kntoyesble cs108a: KOMMepYecKan peknama; oblectso notpebieHusn; coumanbHas AeCTPyKLUMA; CO-
BPEMEHHbIN YeNI0BEK; YE/I0BEYECKOE CYLLLECTBOBAHWE; CYGbEKTHOCTD.
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ADVERTISING IN THE CONSUMER SOCIETY
AS A REASON OF SUBJECTIVITY CONSTRAINT

V. V. Khrenkov
Volga State University of Technology, Yoshkar-Ola (Russia)

Introduction. The article deals with the function of advertising to desubjectivate members of
modern society from the social-philosophical and point of view. The relevance and significance of the
subject is explained together with other things, by the fact that advertising is one of the determiners
of economy development in the modern society. Advertising controls demand and needs, it is a
reflection and attribute of the present general social trends. Advertising is one of the conditions for the
global consolidation of the consumer society and sociocultural needs homogenization of the members of
modern society. In this regard, the example of advertising provides grounds to study the condition of
modern society and a man and what happens to them in terms of criteria, ideals and principles of
reasonableness of humankind, true freedom, social and spiritual-psychological health.

Methods. In order to study the problem, a dialectical approach was used, as well as, in particular,
the categorical tools of neo-Marxist, existentialism, postmodernism discourses and humanistic, social-
critical thought of the 20th — 21st centuries; theoretical analysis of philosophical and social and
humanitarian literature on issue raised; qualitative analysis of advertising products and papers on
advertising; synthesis; ascending from the abstract to the concrete; a generalization method; an
interdisciplinary approach to social process analysis.

Results. The author analyzes the advance of advertising on human subjectivity, including the
manipulation of the person’s instinctive nature and the capacity of advertising to bypass the recipient’s
consciousness and exploit his desires, emotions and the unconscious. Emphasis is made on the strategy
of large-scale mythologization, idealization of goods, i.e. the endowing the advertised and promoted
product with artificial and additional values and perceptions to control subjectivity. An important issue of
the article is highlighting the dialectic ability of the man — adverising interaction: the person’s
characteristics and qualities (in particular, the wish to eliminate doubts and, in general, the chain of
subjectivity, freedom), general simplification, mindlessness contribute to the success of subjectivity
constraint. It is noted that advertising creatws patterns and trends hostile to the authentic purposes and
multifaceted abilities of people. Itis emphasized that a massive attackis made on children's
consciousness, which allows to control successfully consciousness and behavior.

Conclusions. At the end of the article, some possible ways and options are given to neutralize the
repressiveness of advertising, to suppress its focus on the recipient’s subordination: establishing dialog
communication; the person's own awareness of his or her subjectivity, taking responsibility in the pursuit
of self-organization in the form of critical and transformative activity.

The general outcome of the study is stating such features and functions of advertising as the
impact (through the use of various hidden techniques and means of compulsion) on primary and



unhealthy spectra of the human psyche to exploit them; reflection, taking advantage and reproduction of
values and rules of mass consciousness and mass culture; moulding of a person, starting from his
childhood, according to the sample of the person having narrow needs, interests, aspirations. In this way,
a substantiation was given of modern advertising as contributing factor to a number of repressive
processes to the subjectivity, suppressing and eliminating subjectivity in modern society and in consumer
society.

Keywords: advertising; consumer society; social destruction; present-day human being; human
existence; subjectivity.
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