Whether new or old, traditional or modern, boutique or 100-plus rooms,
independent or corporately owned, in luxury it’s about creating a unique
magical experience like no other.

ADVERTISING IN MARKETING
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XapKiBChKUi Aep)KaBHUHN YHIBEPCUTET XapuyBaHHS Ta TOPTiBII

Pexnama — moea pumky, 3a 00NomMo20l0 KO 6i3Hec CRIIKYEMbC 3
nomenyitunumu Kichmamu. LLJo6 0Oiznec 0y8 npubymkosum, 6adNcIu60 3HAMU
ocobrusocmi yici Mosu.

The average person sees an estimated five thousand ads per day.
From commercials on television and pop-ups on the Internet to advertising
on bathroom stalls and subway platforms, the messages are endless. That's
why effective communication to a specific target audience is the key to
making advertisements stand out and get results.

In modern advertising management, the main emphasis is on
integrated communications related to this brand. A trademark (brand) is
something that is the subject of promotion. A brand can be a company,
organization, product, service, problem, idea or person.

Thanks to advertisements, promotions and sales promotion, the
communication process is carried out. Depending on a particular brand, the
prospective buyer has relatively stable associations, which are called
communication effects. With their help, the brand's position in the market is
created, and the consumer is inclined to think about buying. They can be
partially or completely the result of any form of marketing communication -
advertisements, promotions, sales promotions and presentations.

For advertising to motivate customers to take action, it must have
communication effects. To do this, it is necessary to determine what effects,
ie associations associated with the brand, should arise in buyers and what
position in their eyes should take the brand for people to start acting. For
this purpose the purposes of communication which are defined for each
campaign separately are established. As a rule, the goals of communication
are selected from the following set: the need for the category, brand
awareness, attitude to the brand, intention to buy the brand and customer
support. Usually advertising communications promote awareness of the
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brand and the formation of attitudes towards it. Incentives usually help to
raise brand awareness and reinforce the intention to make a purchase.

BOMOBI MUCTELTBA KUTAIO

HOiimnze 3san, [IBIT
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XapKiBChKUH JepyKaBHUI yHIBEPCHTET XapuyBaHHS Ta TOPTiBIIi

Kuraticbki 00i10BI MHCTENTBa, 0 HAOYIU MOMYJSPHOCTI B YChOMY
cBiTi B XX CTOINITTI 3aBASKH 3HAMEHHUTOMY akToOpoBi bprocy Jli, csararoth
KOPIHHAM y TpaiuuidHy KynbTypy Kwutato. OpmHak npu3Ha4YeHHS MLIKiI
«ymry», sik ix HaszuBaroTh y [linHeOecHil, He B TOMY, 00 yOMBaTH, KapaTtu
abo BecTH BiiiHY, a B TOMY, 100 NPUHECTH MUP i 3YMUHUTH HACHUIILCTBO.
I[1pu oMy yiryicTu 34aTHI AEMOHCTPYBATH HaJ[3BUYAHY TEXHIKY: XOOUTH
10 CTiHaX, MPOOMBATH TOBCTI KAMEHI 1 BraJlyBaTu pyXH CylepHHKa.

Cnouatky OoiioBi mucreurBa Kwuraro 3apommnucs B JaocH3Mi Ta
Oymiu3Mi, Oyaydd TICHO MOB’SI3aHMMU 3 JyXOBHHM CaMOBJIOCKOHAJICHHSIM.
BoiioBi MucTeLTBa TOJOBHUM YHHOM OYJIM CIPSIMOBaHI HA PO3BUTOK y 001
OJaropoHUX SKOCTEH, apTUCTUYHHUX 3/10HOCTEH, 3MILHEHHS 370pOB’S Ta
3a0e3MeueH sl JIOBTOJNITTS, a TaKoX CIYKWIM sl CaMO3axHCTy Ta
3aro0iraHHs HacCWILCTBY. He BumagkoBo ieporiidp «y» B CIIOBI «0OHOBI
MHUCTENTBa» («y-IIy»), M0 O03HAYa€ «OOHOBHMU, BIHCHKOBHI», CKIaIa€ThCs
i3 JIBOX YaCTHH: («3YIIUHHTH» 1 «CIHC», IHIIUMH CIOBAMH — «3YIUHHUTH
BiliHY». CrapomaBHi KWTallli Takox roBopwin: «BilichbKOBil crpaBi
HABYAIOTHCS IS TOTO, 11100 MPUHECTH KOPHUCTh JIEPIKaBI».

BaytpimHi ctrni 6oiioBux MuctentB Kurtato poOisTh akIeHT Ha
BHYTPIIIHFOMY BIOCKOHAJIEHH! JIIOAWHU, a 30BHIIIHI — YIOCKOHATIOIOTHCS
«330BHI BCEpEeOUHY», MPHUIUIAIOYN Oimblie yBarm ¢izumuHiit dopmi. Born
TPEHYIOTh OIHOYACHO CBiIOMICTB, TiJIO 1 mymry. I BHyTpimiHi, i 30BHIIIHI
CTHIJII BYATh BOJIONIHHIO Pi3HUMH BHIAMH 30poi, TAKUMH SIK A0, Med,
CIC, XKepanuHa, cokupa. Bomomap kyHT-y («MalCTepHOCTI») OIUH 3IaTeH
MIPOTHCTOATH THCSAYi BOIHIB, TOMY IO ISl TEXHiKa MEPEBUINye 3BUYAIHI
¢izmuHi MoximBOCTI moauHU. barato BuamiB OoiioBux mmucrentB Kwuraro
MOXYTh MIHCHO PO3BHHYTH Yy IIOAWHN HE3BHYAiiHI 34i0HOCTI, Mpo M0
CBiUaTh 5K ICTOPHYHI 3aIFICH, TaK i CyJacHi JuKepena.

OCKUIBKHA coliaJbHe 1 KYJIbTYpHE cepeoBulle IS
PO3IOBCIO/KEHHSL ~ TpaguuiiHuX OoifoBux Mucrenrs Kwuraro  Oyno
3pyifHOBaHe, 06araTto KHWTaWIiB 3a0ylu CHpaBXHIM TIMMOOKWHA 3MicT ymry.
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