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Abstract. The article deals with the peculiarities of using social advertising in the sphere of social
work. The authors analyze different definitions of the notion “social advertising". The necessity of im-
plementation of advertising and information technologies into social work is proven. The authors give
some suggestions how to perceive social advertizing. The objectives, types and functions of social
advertising are reviewed. The peculiarities of public awareness regarding to the activities of social ser-
vices departments are highlighted. The requirements to social advertising are defined.
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COLIMANIbHASA PEKNTAMHAA NH®OPMALIUS KAK OINH U3 ACMNEKTOB
NMPO®ECCUOHAIIbHOU AEATENBbHOCTU COLUUAIIbHOIO PABOTHUKA

AHHOMauyus. B cmambe asmopamu rpedcmasneHbl mpakmosaHUusi NOHSIMUS «couasbHasi Pek-
namay, obocHogaHa HEOO6XOOUMOCMb UCIMOMb308HUST PEKTaMHO-UHGOPMaUUOHHbIX MexHoIo2ul co-
yuanbHbiMu pabomHukamu 8 npogbeccuoHasnbHoU dessmenbHocmu, ornpedeneHbl 0CO6eHHOCMU UH-
hopMuposaHUs HacesleHUs1 0 0esimesibHOCMU coyuarnbHbIX CyX6 U coyuarnbHbIX yCry2ax.

Knioyeenie cnoea: coyuanbHas — peknama;,  HeKOMMepYeckas: — pekrama;  PeKriaMHo-
UHhOpMaUUOHHasi mexHonoausi; paboma ¢ 06u/ecmeeHHOCMbHO.

J1. ®. lNleckoBa, CcT. BUKNagau,
10. B. LLleBYeHKoO, CT. BMKNagad

COLIANbHA PEKINAMHA IH®OPMALIA K OOWUH 13 ACMNEKTIB MPO®ECIUHOI AIANIbHOCTI
COUIANBbHOr o NPAUIBHUKA

AkmyanbHicmb memu docnidxeHHs1. Y cmammi aemopamu npedcmasrieHi mpakmyeaHHsl Io-
HAMMS  «couianibHa peknama», 0brpyHmMoeaHoO HeoOXiOHiCmb  8UKOPUCMAHHS  PeKIaMHo-
iHbopMmayitiHUX mexHooeil coyjanbHUMU ripauigHuUKkamu y npogecitiHit digrbHOCMI, 03Ha4eHO 0cob-
Jniugocmi iHQhopMy8aHHSI HacesnneHHs npo OisfibHICMb couyianbHUX Criy6 ma coyianbHUX rociyaax.

lNMocmaHoeka npobnemu. Cnid gidmimumu, wo 0518 ycniwHOoI peanizauil couyiansHoO20 npoekmy
gaxriuee 8MiHHS npauigHuka couianbHOI cghepu guKopucmosygsamu pekramMHo-iHghopmayitiHi 3acobu
y npogpeciliHit disirbHOCM.

AHani3 ocmaHHix docnidxeHb i nybnikayil. Yeaea ykpaiHCbKux OOCNIOHUKI8 20/108HUM HUHOM
30cepedxeHa Ha NMUMaHHSX 8U3HAYEHHSI CYymHOCMI MOHAMMSs «coujianbHa peknamay, ii ocobnueoc-
med, Kpumepiie sgkocmi ma egekmueHOCMI, a makoxX MexaHismie ii peanizauii (A. AHOpyCceHKo,
T. MNpumak, C. AHOpiswkiHa, H. Bymenko, f1. [etidap, I. Joebax, O. pybiH, H. Komaposa ma iH.).

BudineHHs1 HedocnidxeHUX YacmuH 3a2anbHoi npobnemu. Po3pobka ma 8UKOpPUCMAaHHST PEeK-
nlamMHux 3acobie y 8im4usHsHIU coujanibHil ma coujanibHO-reda202iqHil npakmuui.

MNMocmaHoeka 3ae@aHHsI. Cb0200Hi OouinbHUM € 30ilicHeHHsT aHani3y ocobriugocmel npakmuku
3acmocysaHHs coujasibHOI peknamu 8 npakmuyHil QisribHOCMI coyiaibHUX rpauigHUKie.

BuknadeHHs1 OCHOBHO20 Mamepiany. Y cmammi po3arisiHymo ocobnueocmi 8UKOpUCMaHHST Co-
UianbHoi peknamu 8 cgbepi couianbHoi pobomu. Po3ensHymi uini, munu ma ¢byHKUii couianbHoOl pek-
namu. CmpameaidHoto Memoro yiel dissnnbHoCmi Mae cmamu O3HalOMIIEHHSI HacereHHs i3 ycmaHosa-
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Mu ma 3aknadamu, sudamu rnocrye ma 0ornomoe, Wo 80HU Hadaromb, (hOPMYy8aHHS PasuUsIbHO20 ysi-
8M1IEHHST PO Me, YUM XXUBYMb couyiarbHi criyx6bu U HeKoMepUilHi opaaHizayii.

BucHoeku gidnoegidHo do cmammi. Aemopu, 8 pe3ynbmami 3a2anbHo20 aHanidy Haykoeol rli-
mepamypu cmeepdxKyromb, WO 8rnposadXeHHs peknamMHUX ma iHghopmauyiliHux mexHorsoeil 8 rnpoye-
Ci HaGaHHSI coyjanibHUX MOC/y2 HaceseHH € nepedymMo8or coujanbHOi cmabinbHocmi i 0obpobymy
YKpaiHCbK020 cycrinnbcmea

Knroyoei cnoea: coujanibHa pekniama; HeKoMepuiltiHa peknama, pekrnamMHo-iHghopmaujtiHa mexHo-
nozisi; poboma 3 epomadcbKicmio.
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Urgency of the research. Recently Ukraine has faced the socioeconomic transformations leading
to a radical transformation of the social system, great increase and aggravation of social problems.
Current state of the Ukrainian society shows that our country requires faster recovery and stabilization.
A significant potential for solving this problem can be seen in such a multifaceted social institution as
social advertising, which is considered to be a proven and effective tool for preventing and eliminating
the causes of social deprivation of a society.

Target setting. Nowadays, social advertising that provides social services to the population for ed-
ucational purposes is widely spread in Ukraine. Practice shows that in order to implement social pro-
jects successfully, the ability of a social worker to use advertising and information tools in professional
activities is very important as researchers call the modern society to be an informative, post-industrial
and postmodern, highlighting many aspects in the framework of these characteristics. We should em-
phasize the increasing role of mass media in the social processes of the XX-XXI centuries. Mass
communication, carried out by means of mass media, influences the whole society: its structure, liveli-
hoods, priorities; as well as every individual. Informatisation in general, and mass media in particular,
perform an integrative function in the modern world.

Therefore, whether we want it or not, we constantly fall under the influence of social advertising.
However, we should perceive it as a means of any other informational impact: trying to monitor and
control the changes that take place in our consciousness and emotional sphere when interacting with
certain information, and not to believe in every word, try to check the information that has turned out to
be important for us and motivates us to take certain actions. Social advertising can be useful for a so-
ciety as a whole, and every citizen in particular, only in case when it is perceived consciously, soberly
and deliberately. Paradoxically, in the Ukrainian society with its numerous problems, social advertising
has not been developing properly.

Actual scientific researches and issues analysis. The various sides of advertising were the ob-
jects of attention of many scholars, but first of all it is worth pointing out the works by B. Grushin,
Yu Borisov, N. Khudenko. A significant contribution to determining the role of social advertising has
been made by T. Astakhov, I. Burenkov, V. Ivanov; the specifics of social advertising has been inves-
tigated by V. Weiner, O. Grubin, S. Zharov and other scholars, the value aspect of social advertising
has been studied by such researchers as M. Piskunova, L. Fedotov.

The attention of Ukrainian researchers is mainly focused on the questions of definition of the es-
sence of the concept of "social advertising”, its features, criteria of quality and efficiency, as well as
mechanisms of its implementation (A. Andrusenko, T. Primak, S. Andriyashkina, N. Butenko, L. Hey-
dar, G. Dovbakh, O. Grubin, N. Komarova and others). We should point out the scientific research
work "Social Advertising: Theory and Practice" aimed at students, teachers and researchers by
G. Nikolashishvili who founded the "Laboratory of Social Advertising” in 2002.

Many foreign researchers studied the issue of social advertising. It is necessary to mention the
legendary theorist and advertising expert D. Ogilvy, who devoted a chapter to social advertising in his
monograph "Ogilvy about advertising”; researchers K. L. Bove and U. F. Arens gave a few pages to
social advertising in their fundamental book "Contemporary Advertising”.

Article 11 of the Law of Ukraine "On Advertising" states that social advertising information is the in-
formation of state bodies on healthy lifestyles, health care, nature conservation, energy conservation,
prevention of offenses, social protection and safety of the population that does not have a commercial
character. Such advertising should not mention specific products and their manufacturers [2]. Today,
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advertising and information technology extend to the social sphere - the system of social protection
and social services for the population. Such kind of advertising as social advertising is becoming more
and more widespread in Ukraine.

Uninvestigated parts of general matters defining. The issue of working out and introducing the
advertising tools into social and socio-pedagogical work is only at the beginning of its development in
our country.

The research objective. Thus, the purpose of this article is to analyze the peculiarities of using
social advertising in the sphere of social work.

The statement of basic materials. Nowadays, social advertising is considered to be the leading
advertising and information technology in the system of social protection of the population. However,
such a phenomenon as social advertising has a 50-year old history and is determined by specific fea-
tures [1, p. 81]. The Law of Ukraine "On Advertising" defines the general concept of social advertising
as information of any kind distributed in any form, aimed at achieving socially useful goals, populariza-
tion of universal values and the dissemination of which is not aimed at making profit [2]. So, social
advertising can be used as a tool for involving society in social processes, in particular for project ide-
as implementations by social workers.

Among researchers, there is no consensus on the definition of "social advertising”. Thus, for exam-
ple, L. Fedotova reviews social advertising as advertising video, a layout etc. O. Antipenko gives a
broader definition: "social advertising is a socially-targeted advertising that does not aim to generate
profit". B. Obrytko gives the similar defenition, noting that “social advertising is non-commercial infor-
mation of state bodies and public organizations on actual social issues, in which neither concrete
products nor its producer are mentioned" [6]. L. Heider and G. Dovbach identify social advertising as
an effective educational tool that enables to reach and motivate a large audience.

According to Y. Romat, social advertising is one of the types of non-commercial advertising, the
purpose of which is the formation of certain psychological settings contributing to the achievement of
socially significant goals at different levels: from individual social groups to a society as a whole.

M. Piskunova defines social advertising as a form of social reflection, awareness of civic responsi-
bility, an indicator of the ability not only to understand the essence of the social problem, but also to
call for a solution. It involves the use of one of the most advanced channels of communication - adver-
tising [7].

G. Nikolaishvili, specifying the content of social advertising, defines it "as a form of communication
focused on attracting attention to the most pressing problems of society and its moral values" [5, p. 9].
At the same time, as M. Gribok notes that "social advertising calls for the solution of social problems,
appeals to a person as a citizen, a representative of a society. It motivates not for purchases but for
actions" [4, p. 25]. In the Dictionary of Reference for Social Educators and Social Workers, the follow-
ing definition is given: "social advertising - information on healthy lifestyles, health care, ecology, ener-
gy conservation, crime prevention, social protection and the safety of people who do not have com-
mercial character and aimed at children, adolescents, youth, women, different categories of families"
[9, p. 194].

In the study of R. Vainoli the essence and significance of the influence of advertising in the life of
society are highlighted:

- advertising as well as the media is a flexible system, the content of which has been constantly
changing, while other components of the macro, meso, and macro levels undergo changes rather slowly;

- advertising has the ability to influence not only the individual but also the educational function of
such institutions as family, school, the closest environment. It forms a public opinion at the level of so-
ciety and the country;

- the direct object of the activity of informational messages is considered to be both individual and
a large group of people who constitute the audience for one particular means of mass media;

- the mass media has many opportunities to influence people by means of information and prac-
tical samples of different lifestyles [3].

Summarizing the meanings of the reviewed definitions, we can conclude that almost all authors
reasonably point out the specifics of the goals of social advertising, aimed at solving significant social
problems. Public non-profitable organizations and state institutions are likely to be the customers. Due
to the fact that the purpose of social advertising is to change the attitude of the public towards any so-
cial problem, and in the long term perspective to develop new social values, view social advertising as
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one way of working with public opinion. Understanding and awareness of its educational and adaptive
functions affect the effectiveness of social services activities.

Institutions of the social protection system of the population cannot ignore social advertising, un-
derstanding its impact on the effectiveness of their activities. In this regard, social advertising and pub-
lic relations should play an important role in the marketing of social services. The strategic goal of this
activity should be familiarization of the population with the institutions, types of services they provide in
order to form a correct image of social services and non-profitable organizations.

Nowadays, a network of state and non-state institutions providing social services has been created
in Ukraine. Public, charity, volunteer and religious organizations are very active. Volunteer organiza-
tions mainly provide assistance to new social categories - Anti-Terrorist Attack participants, their chil-
dren, members of ATO families, forced migrants, internally displaced persons, while state and private
entities distribute their social work to a wider audience.

The objectives of social advertising are the following: setting up of a general informational and ad-
vertising field of social orientation; providing practical and useful information to the population on dif-
ferent directions of social influence; developing a socially oriented, attractive, healthy (physically and
morally) way of life; forming the image of a young, stable family as a guarantor of the development of
a society; anti propaganda of negative phenomena, addictions, criminalization of society, etc.; image
advertising and specific advertising of the events of the center of social services for family, children
and youth as executors of the state youth policy.

Social advertising should be constructive in nature and create a positive emotional perception of
the world. Types of advertising: outdoor advertising (street, transport, in places of accumulation of
people); postal advertising (sending materials on the list, sending materials on the principle of "every
home"); computerized advertising (advertising information that comes to computer terminals, the
screen); advertising in the media (advertising in the press, on the radio, television, in the cinema); in-
terpersonal communication (relations with representatives of mass media); exposition (organization of
exhibitions, galleries, stands).

Social advertising can be implemented in various forms: oral (radio), writing (posters, postcards,
shields), pictorial (photography, badges, graffiti, computer graphics), combined (clips, television com-
mercials).

Social advertising is an important element of political, economic, moral and psychological stability
of a society. Therefore, it performs a number of important functions:

1) informational - informs about the presence of a certain social problem that requires an immedi-
ate solution;

2) educational - explains the reasons for the emergence of social problems and suggests ways to
eliminate them;

3) educational - forms such behavior patterns that contribute to a non-conflict comfortable common
living of people in a society and satisfy their physical, moral, aesthetic and cultural needs;

4) economic - contributes to the receipts of taxes from citizens, at the expense of which social pro-
grams and projects will be financed;

5) incentive to act - "soft" advertising, which causes positive emotions, forms an internal readiness
for action, and then the action itself; and is designed for long-term results; "tough" - has an aggressive
character, shocking, shows the social phenomenon on the negative side, therefore prompting the con-
sumer of social advertising for a quick reaction.

The goals of social advertising are: development of positive associations, socially meaningful for
each member of a society; affirmation and propaganda of moral principles (kindness, love to fellow-
man, care for animals and ecological problems of mankind); approval of charity; improvement of the
educational system, cultural level; the formation of the tastes of the nation [8, p. 161].

In Ukraine, in accordance with the Law "On Advertising” (Article 12), the following requirements are
put forward to social advertising:

1. "An advertiser of social advertising can be any person.

2. Social advertising shall not contain references to a specific product and / or its manufacturer, an
advertiser, or intellectual property objects owned by the manufacturer of the product or the advertiser
of social advertising.
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3. People who make and disseminate social advertising free of charge and people who transfer
their property and funds to other people for the production and distribution of social advertising shall
be subject to the benefits provided by the legislation of Ukraine for charitable activities.

4. Mass media - distributors of advertising, whose activities are wholly or partly financed by state or
local budgets, are obliged to place social advertising of state authorities and local self-government
bodies and public organizations free of charge in the amount of not less than 5% of the airtime, print
space given for advertising.

5. Mass media - delivers of advertising that are entirely or partially financed by state or local budg-
ets are obliged to provide privileges for the placement of social advertising ordered by educational cul-
tural and health institutions, which are held at the expense of the state or local budgets, as well as
charitable organizations "[2].

The Law of Ukraine "On Social Services" that provides the provision of social services, including
advertising and information, foresees that one of the activities of social workers is the dissemination of
objective information about the types of social services, the formation of certain ideas and attitudes of
a society to social problems.

Social workers take measures to inform citizens about the activities of the social service depart-
ment and what kinds of social services it provides, the procedure for applying for social services and
the conditions for their provision.

It should me mentioned that informing the population can be fulfilled by means of using:

- social service information cards which are placed in the social service premises in order to famil-
iarize visitors with information in cataloged folders and / or information stands. Information cards can
also be posted on the social service web page;

- information stands is the best means of providing information about social services with the fast-
est possibility of its replacement (update). It should contain relevant and comprehensive information
needed in order to receive social services;

- printed informational materials, specialist guides and booklets containing the following information
: the purpose and objectives of the social service department; the address, contact phone and work
schedule; the social services provided and the conditions for their provision; the characteristic of social
services provided by the social service departments; main social groups of citizens who are entitled to
social services in the social service departments; qualifications and experience of the staff who pro-
vide social services in the social service departments;

- the social service web page where one can place much more information than can be placed in
an advertisement section in a newspaper or magazine, a booklet, an advertising postcard, etc. It must
be said that a web page is very beneficial as it can be used at any convenient time, when a phone is
engaged or difficult to manage to get somebody on the phone;

- an address to the hot line and direct personal communication [10, p.39].

It should be noted that in order to maintain effectiveness of the use of information technology, the
head of the social service department should identify responsible employees in this area of work. Vol-
unteers may also fill in information, but overall supervision should be coordinated by the social service
staff. The supervisor must review the information pages of the social service departments periodically
and evaluate the quality of this work. Of course, the supervisor should be able to view the comments
of the participants and responses of visitors of the web page in order to know the reaction of the public
to the work of the service department and its employees, keep up to date with the latest news and, if
necessary, make an immediate decision [10].

Conclusions. Nowadays, our country faces increase in the activity of social advertising at both the
country and regional levels. However, this problem is still poorly developed at the theoretical and em-
pirical levels. So, one should assume that social advertising in Ukraine has a huge potential for devel-
opment. After all, social advertising is a powerful tool for shaping public opinion and very essential for
our society because social advertising promotes social support of the population, restore humanistic
relations between people; and on this basis promotes the development of new economic ties and civil
society. Implementation of advertising and information technologies into the process of providing so-
cial services to the population is a prerequisite for achieving social stability and welfare of the Ukraini-
an society. Social advertising is a separate form of mass media, constantly evolving and fulfilling its
main function - making the world better.
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