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Kosra JI.O. MoaenioBaHHS KPeATUBHUX NMPOLECIB y peKjIami:
KOHIeNIif-i1es-KOTeHT-00pa3 (Ha MpUKJIa/i TejeBi3iliHOT pekjiamMu
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yHiBepcuTere iMmeni Muxaiisna Kounroouncokoro, 2019.

Y po60Ti 1OCHIIKEHO OCOOIUBOCTI BUKOPUCTAHHS KPEATHBHUX MPOIIECIB Y
TeJIeBI31MHIN peKiiaMi, 3aCTOCOBYIOUH PEKJIAaMHY KOHIIEIIIIIIO, 17et0, 00pa3 Ta
KOHTEHT.

be3 pexiamu B HaII yac CKIIAHO YSBUTHU MPOCYBAHHS TOBApiB Ta MOCIYT Ha
PHUHKY, aJlKe 1€ BaXJIMBUN 1HCTPYMEHTIB BIUIMBY Ha ayaUTOPit0. 3 1i JOMOMOTOI0
MOKHa TIPUBEPHYTH yBary 10 OpeHay, CTBOPUTH MPHUSI3Hb 0 TOBApy HAaBITh Y
JOJed, SKI HIKOJAM MOro HE KYIITyBajdd. 3BICHO, JUIsi TOro, abu pekjiama
«TpalioBaigay peKIaMiCTH TIOBHHHI BJAaBaTHCS 1O KpeaTUBY, MPOJYMYIOUH
3arajbHy KOHUENII0 PEeKJIaMH, BIAIITOBXYIOUYHUCH BiJl MEBHOI 1/1€1, 3aCTOCOBYIOUN
1iKaB1 00pa3u Ta BN TEKCT.

Tenepekiiama TakoXX 3a7a€ peKIamiCTaM HU3KY KpPUTEpIiB, SKUX BapTo
JNOTPUMYBATHCA. 3BaKalOUX Ha Te, U0 L€ HAlAOPOKIUN PI3HOBU PEKIIAMHU, MTEepet
(bhaxiBIIMH CTaBUTHCS 3aBJIaHHS BMICTHTH JII€BE IMOBIAOMIICHHS Y KOPOTKI YacOB1
pamku. [IpoTe 1151 BapTicTh OKYIIOBYETHCS 32 PaXyHOK MOKIIMBOCTEH TelepeKIaMu
(kapTHHKa, 3MiHA KaJIpy, 3BYK, CIIOBO, My3HKa TOIIO). BiAMOBIIHO 10 JOCTIIKECHD,
came TellepeKyiaMa BBAXKAE€TbCS HaWOLIbII J11€BOKO, ii HAWKpalle COpUMAaroTh Ta
3armam’sITOBYIOTh CIIOXHMBayl, a 0COOJIMBO aKTyalbHI POJIUKHU 1€ i MPOHUKAIOTH Y
MOBCSIK/ICHHE JKUTTS YKPATHIIIB, K1 BUKOPUCTOBYIOThH PEKJIaMi CIIOTaHHU Ta 00pa3u.

KuarouoBi cioBa: pexiamMHa KOHIEMINS, KOHTEHT, OpeHa, Telepekiama,

KpeaTus, 00pas.



SUMMARY

Zhovta L. O. Modeling of creative processes in advertising: concept-
idea-patent-image on the example of television advertising of sweets: master's
work - Vinnytsia State Pedagogical University named after Mikhalil
Kotsyubynskyi, 2019.

The peculiarities of using creative processes in television advertising are
explored by using the advertising concept, idea, image and content.

Without advertising it is difficult to imagine the promotion of goods and
services in the market, because it is an important tool for influencing the audience,
nowadays. It can attract attention to famous brands, make people buy a product
even if they have never tasted it. Of course, in the creation of successful
advertising, the advertisers need to get creative, thinking about the general concept
of advertising, pushing for an idea, using interesting images and good text.

Television advertising also sets the advertisers with some criteria. It is
because this is the most expensive form of advertising, the professionals are tasked
with delivering an effective message within a short time frame. However, this cost
is paid for by the potential of TV ads (picture, frame change, sound, word, music,
etc.). According to research, television advertising is considered to be the most
effective, it is the best perceived and remembered by consumers. Especially topical
videos that penetrate into the daily lives of Ukrainians who use advertising slogans
and images.
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