Theoretical and practical aspects of mass communication

Advertising plays

UDC 007:304:659.3

L. Teodorska
V. N. Karazin Kharkiv National University

Adventure discourse in «child» advertising

Teopopcbka J1. . MpurogHuubKi enemMeHTM B peknami gna piterW. Y cratTi po3rnsigalTbCsi OCHOBHI
NPUrogHMLIbKI MOTUBW B CyYacHi «auTadii» peknami. NpoaHanizoBaHo 11 TUMOMOri30BaHO peknaMHi ponvku, ae
npuroga € HeBid’EMHOK YaCTUHOI MOOYAOBU CHOXKETY Ta YMHHMKOM MPUBEPTAHHA W YTPUMAHHSA yBaru Aiten, a
TaKOX rofIOBHUM (haKTOPOM 3anam’ATOBYBaHHSI OUTSYOK ayaAWUTOPIED peknaMu Ta peknamoBaHoro o6’ekta. Ha
OCHOBi NpOaHani3oBaHWX pPeKrnamMHUX PONWKIB BUOKPEMSIEHO T[OSIOBHI TWNW npurof, LWO HawnyacTiwe
3yCTpiYaloTbCsl B KOMEPUIHMX MOBIAOMIEHHAX. 3HAYHe Micue B XWUTTI AMTUHM Hapasi nocigae peknama: ons
MarneHbKUX peuunieHTiB peknaMHi NoBiAOMMEHHS BUKOHYIOTb He CTiNbkKu iH(OPMAaTUBHY, SIK BUXOBHY, OCBITHbO-
couianizauiiHy Ta po3BaxanbHy yHKLUii. PeknamicTv npy CTBOpPEHHI peknamu, LinbOoBOK ayaUTOPIED SKOT €
OiTW, BUKOPUCTOBYIOTb Pi3Hi CMOCOOM 3amyyeHHs yBaru, siki NOAEKYAW TSKilOTb OO0 MaHinynoBaHHA OUTSYO
cBigomicTio 11 nigceigomicTio. OHMM i3 TaKMX € anentoBaHHA 40 AUTSYOro NparHeHHs 4o nNpurog.

Knrouoei cnoea: pexknama, dumsiya ayoumopisi, 3asy4eHHs yeaau, npu2o0a, npu2o0HuUybKul, munu.

Teopopckas J1. U. MpukniovyeH4yeckne anemMeHTbl B peknamMe Aans geterM. B cratbe paccmaTpuBaroTcs
OCHOBHbIE TMPUKIIOYEHYECKNEe MOTUBbLI B «AeTCckow» pekname. [lpoaHanusnpoBaHO W TUMONOrM3MPOBAHO
peKnamMHble PONUKK, rae MNPUKIoYeHVe ABMNSEeTCH HeOTbeMIIEMOW 4acTblo MOCTPOEHUs CloxeTa M akTopom
npvBneYeHns 1 yaepxaHus BHUMaHUA OeTen, a Takke CTaHOBUTCS rMaBHbIM (hakTOPOM 3anoMUHaHUS AETCKON
ayauTopuen peknambl U peknamvpyemoro obbekta. Ha ocHOBe npoaHanmamMpoBaHHbLIX PeKNaMHbIX POSIMKOB
BblJENEHO rMNaBHble TUMbl NPUKMIOYEHWI, KOTOPble Yalle BCEero BCTPEYaloTCs B KOMMEPYeCKMX COOBLLEHMUSX.
3HauuTenbHoOe MeCTO B XW3HW pebeHKka cerdac 3aHMMaeT peknama: Ans ManeHbKUX PeuunmneHToB pekrnamMHble
COoOOLLEHNs1  BBLIMOMHAT He CTOMbKO MH(OPMAaTUMBHYIO, CKOMbKO BOCMMTAaTElNbHYO, obpasoBaTenbHO-
CoLManuanpyoLLyto 1 paserekaTenbHyo yHKUMKN. PeknammncTsl Npy co3gaHny peknambl, Leneson ayautopuen
KOTOpOW SABMSATCA AETU, UCMOMb3YIOT pasHble CNocobbl NMPUBMEYEHUS BHUMaHWUS, KOTOpble MHOrAa 6nunsku K
MaHUMynMPOBaHNIO OETCKMM CO3HaHMEM M noaco3HaHneM. OOQHUM U3 HUX SBMSIETCSA anennupoBaHue K eTCKOMY
CTPEMIIEHMNIO K NPUKIOYEHNAM.
Knioyeebie cniosa: peknama,
NPUKIOYeHYecKul, munbi.
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Teodorska L. Adventure elements in advertising for children. The article examines the main adventure
theme in children advertising. There were analyzed and typologized the commercials, where the adventure was
an integral part of building the plot and was a factor in attracting and retaining the attention of children, as well as
becoming a major factor of memorization of advertising and the advertised object by children’s audience. On the
basis of the analyzed commercials the main types of adventures that are most often found in commercial
communications were highlighted.

Keywords: advertising, children’s audience, adventure, attract attention, types.

an important role in when creating advertising, target children audience

children’s lives today. For younger recipients
advertising messages do less informative than
educational, educational  socialization and
entertainment functions. Advertisers employ
various ways to attract the attention of children
when creating promotional texts. For example, it
may be using bright colours, fun music, and
dynamic plot, images of famous cartoon characters
or stories.

The purpose of the research is to focuse on
children’s audience commercials, in which there
are elements of adventure, to identify and describe
the main types of accidents, the most common
promotional samples. The object of study is the
children’s advertising, in which there are adventure
motifs.

The relevance of the work is that advertisers
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by using different ways to attract attention, which
sometimes tend to manipulate the child’s
consciousness and subconsciousness. One of these
is appealing to the child’s desire for adventure.

By using the keyword «adventure» one needs
to give a precise definition of this concept.
According to the explanatory dictionary,
«adventure — 1. What happened (often unforeseen,
unexpected); event, case. Unwanted, unpleasant or
dangerous for some event. 2. Events that occur
while traveling, travels often associated with risk.
Adventure — 1. built on adventures. Inherent to
anyone who seeks adventure» [6].

Children advertising often show technical
sophistication and thoughtfulness: bright colorful
pictures, motion, animation; and mostly in every
advertising for children it is told how much fun
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your child will have, if eats or gets a toy or that
thing. It is often used visual and sound effects that
have to attract the attention. «Children»
commercials quickly flashed on the screen. They
have less information press than the «adult»
advertising, and the positioned product here is
usually associated with a holiday or a game [8:80].

Children perceive advertising as a kind of a
videostory, a videomyth, not associated with
information about the product (service), but with a
mythological aura around the advertised item. The
effect on children’s audience increases if videos
have music, colour. These elements are perceived
by children is somewhat different way from adults:
children find «their humor» in advertising spots,
isolated elements which adults do not pay
attention, such as animal identification with a
person through identification with a hero-animal.
Adpvertising in the perception of a child is a game
or a fairy tale. So, just like the heroes of fairy tales
— characters of commercials — are simple, clear and
close for a child [2].

Children of all ages are active, they have a
huge need for physical activity, action. Children
need adventure, travel, discovery of something
new, unknown [3]. In order to create an effective
message that would cause the trust and ensure a
positive image of a product or service, advertisers
often depict certain behaviors grounded on the
synthesis of games and adventures that attract
children.

In «Children psychology» T.Dutkewycz
described the following features of children’s
imagination: «Imagination is included as a
necessary component of verbal -creativity of
children, especially in the form of fairy tales. The
child imparts the heroes with actions and
characters according to their actual characteristics,
behavior and way of life» [1:238].

According to the researcher, «the development
of imagination, coupled with the growing interest
of a child to the sphere of social relations leads to
the fact that at the age of 5-7 children create
imaginary worlds inhabited by their current
characters. For example, a preschooler invents a
friend — a little man, with whom he plays or goes
through imaginary adventures» [1:238].

The advertisement with adventure elements
often combines «dynamic, exciting plot, sudden
unexpected turns of events, elements of intrigue,
the conflict between good and evil; romantically
set largely idealized character — a bright
personality who actively defends his ideals, often
possesses supernatural power, skills, temperament,
ete.» [7].
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The statement above can be proved by these
commercials.

In a series of advertisements of yogurt
«Rastishka» the main hero Dinosaur Dino is
portrayed as the best friend of children, who
together with children immersed in the magical
world of adventure. According to the cycles of
advertising all the adventures of Dino with his
friends are divided into several types:

— a fight against evil: «OcTpiB ABIHHHKIBY,
«Illkona dapiBHUKIB», «JliHO-3aBOM» («Island of
twins», «School of wizards», «Dino-factory» —
a.transl.);

— learning something new: «IIpukonbHi Taty
30upaii — TBapuH BHBYaii!», «Maruitm nrykaid —
YJapiBHUK OCTpiB 30upaii!y», «/lomamHix TBapuH
30upail — abeTky BuBHail!», «Jlocmimkyii KocMoc
pasom 3 [ino» («Cool tattoo gather — animals
learn», «Seek magnets — collect magic island!»,
«Pets gather — alphabet learn», «Explore space
with Dino» — a.transl.);

— a travel: «JlroOu Ykpainy — momopoxyit 3
Hixo!», «36upait MaraiTn — OJJOPOKYH CBITOM!»,
«HoBa xapra — "3umoBa VYkpaina"» («Love
Ukraine — travel with Dino», «Get magnets — travel
around the world», «New map "Winter
Ukraine"» — a.transl.);

— a call for active recreation: «llikaBy rpy
30upail Ta 3 Apy3smu rpait!» («Interesting game
pack and play with friends!» — a.transl.);

— a time travel: «Kapty cBity 30upaii —
icTopito TBapuH BuB4Yaii!» («World map pack —
study the history of animals!» — a.transl.).

An important feature of advertising of
«Rastishka» is that the main character of
commercials dinosaur Dino offers children to learn
in the entertainment and adventure form. In the
commercials little audience is invited to seek
magnets, stickers, puzzles, tattoos with alphabet,
images of domestic and wild animals at various
products, to study modern animals and their
ancestors, cities of Ukraine and the world.

Adpvertising of cake «Barney» is based on the
similar principle. In commercials the main hero
Barney the Bear encourages children for
adventures. Unlike the above-mentioned series of
advertisements here the emphasis is made on
entertainment. Children and Barney the Bear are
presented playing in nature, overcoming different
obstacles, learning walking on stilts, making a
rainbow, serving delicious breakfasts etc.

The main hero initiates adventures («Hi, I’'m
Barney. Do you like adventure?»). The peculiar
feature of «Barney» is positioning the Bear as an
assistant, with whose help children make new
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discoveries («bapni. lllogHs — HOBI BIIKPUTTSY,
«Beceni BimkputTs mouMHaOThCS 3 bapHiy,
«SIckpaBWii CMaK HOBHX BIIKpUTTIB», «Jlimst
MaJleHbKHX TepHoBiakpuBaviBy («Barney. Every
day — new discoveries», «Funny openings begin
with Barney», «Bright taste of new discoveries»,
«For young pioneers» — a.transl.). Here we find
the combination of a fun fairy hero, bright colors,
children’s laughing and diverse music. This
synthesis of means of influence helps to attract the
attention of children and motivate them.

The symbol of TM «Nesquik», containing
cocoa (chocolate drinks, instant cocoa, prepared
cereals) is Quicky the Bunny. A specific feature of
the Bunny is twisting the ears from pleasure. In
advertising, it usually gets into various adventures
hankering to taste the product: flying a cow, racing
a car through a dirt road with puddles etc. Most
advertising «Nesquik» uses humor to enhance
memory effect. Sometimes Quicky the Bunny is
clumsy, but it is always cheerful and energetic. It
appears in various roles. It plays the role of a
rowdy («I can not resist the incredible savour of
"Nesquik"! I want to eat it right now!»), an
assistant in solving problems («If you want all
come out the best, start it in a good mood»), a
faithful friend («Oh, no, it is ["Nesquik"] over! —
Do not worry! I have an idea!»), a wise counselor
(«Quickly! It’s time for breakfast!»).

Advertising designed for children’s audience is
intended not just to keep the attention of small
recipients, but also to achieve memory effect and
recognizability of an advertised product. It is a
common practice in children’s advertising to use
adventure motifs. In different series of promotional
advertising of certain goods or services a variety of
adventures are displayed. Depending on the
positioning of the product on the market, the
characteristics of the message of adventures are
divided into different types.

Adventure as a journey. This form
distinguishes with dynamic, moving, fast changing
pictures  and  storylines. @~ A researcher
T. Tabunshchyk in the article «Adventure books:
Genesis, the specifics and peculiarities of
formation» describes areas where action can occur.
We use his typology in our research [7]:

- exotic islands: «Pacrimka. Marritu nrykai
— yapiBHUH ocTpiB 30mpaii!», «bapui. loxus —
HOBi BimkputTs» («Rastishka. Seek Magnets —
magic island gather», «Barney. Every day — new
discovery» — a.transl.);

- different countries: «30upaii MarHiTH —
nogopoxyit ceirom! («Get magnets — travel around
the world!» — a.transl.);
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- underwater depth: «Pacrimxka. IlikaBy rpy
36bupait Ta 3 gpy3smum  rpait!» («Rastishka.
Interesting game pack and play with friends!» —
a.transl.),

- outer space: «Pacrimka. Jlocmimkyit KocMoc
pasom 3 J[liHo» («Rastishka. Explore space with
Dino» — a.transl.);

- travelling in time and space: «PacTtimka.
Kapty cBiTy 30upaii — icTopit0 TBapuH BHBYaii!»
(«Rastishka. World map pack — learn the history of
animals!» — a.transl.).

Adventure as a journey is extremely popular in
advertising for children audience. Children like to
travel, they like to explore unknown places, to
learn historical facts and dive into fantastic worlds.

Adventure as a fight against evil. Good and
evil — the eternal values, that person carries from
birth through life. Many fairy tales, cartoons for
children are built on the opposition of positive and
negative characters. Children from early age are
instilled some good ideals. Children advertising as
well as fiction or animated films are based on these
examples. In advertising, where the plot based on
the fight against evil, images of all actors are
clearly thought out: «The system images are
typically opposite, all the characters are divided
into enemies and friends of the main hero. The
images of negative characters are not less detailed
than the images of positive characters. These are
often antipodes of the main hero. They are as
strong, smart and resourceful as good ones, but
have evil intentions and plans, care for their own
benefit at the expense of the environment» [7].
This type of advertising can be represented by
«Rastishka. Dino-factory» where the main positive
hero is dinosaur Dino, a little boy and a girl help it.
They resist negative character of professor Zliuka
who tries to make harm constantly. Dino and its
team always win Zliuka.

Adventure as a search of treasures. A treasure
hunt is one of the essential attributes of advertising
based on adventure. For children it is associated
with unknown, interesting, mysterious. This type
of advertising consists of a problem definition,
searching for solutions, showing the process of
«treasure hunting» and awarding the winners. It is
obvious that the treasure is the advertised product
that the main hero with friends is looking for. To
achieve the goal they have to pass a series of
obstacles. Such situation we can see in series of
advertisements «Nesquik», where the Bunny and
its team are looking for and trying to get a ready
breakfast. They show ingenuity and bravery in
solving non-standard problems. Enthusiasts always
overcome difficulties and as a reward get their
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treasure.

Adventure as a fairytale. A fairytale is a folk
or literary work about fictional events, fictional
people, sometimes involving fantastic forces; that
is not true; a fiction, a fable [5]. Fairy elements
were found in almost any of the analyzed
advertisements. We find in commercials
anthropomorphic characters — dinosaur Dino,
Barney the Bear, Quicky the Bunny — animals
which are endowed with human qualities. Usually
they get into fantastic adventures: flying a cow
(«Nesquik») of travel with time machine
(«Rastishka»), move to a school of magicians
(«Rastishkay). The tale is always assumed that the
character passes certain tests and changes,
becomes different. The plot consists of intrigue, a
conflict, and its solution. The tale always
incorporate a kind of «morality», related primarily
to the characteristics of desired and unwanted
behaviour [3]. Fabulousness in adventure
advertising not just reproduces adventure itself, it
enriches the story, makes the image brighter, adds
a fantastic aura — all these help to attract the
attention of a child audience, make a video easy to
remember and close for children.

Adventure as obstacles overcoming. Elements
of «overcoming the obstacles» on the way to the
goal are present in nearly all types of described
adventures. We say not in all because in some
commercials overcoming obstacles are an
independent and a key point in the plot. As a result
while overcoming difficulties the characters
temper their endurance, steadfastness, courage.
They meet various challenges and overcome them
to get what they want (the advertised product).

An advertising «Barney. Every day — new
discovery» demonstrates how the Bear helps a
little boy to hit the ball. Both heroes transfer from
real life (playing football among children) to the
magical world (Barney and the boy flying to the
island in a balloon where seals show the boy how
to hit the ball). In the commercial we see how a
situation develops from failure to a success thanks
to their resourcefulness and courage which help
them to overcome the difficulties.

Sum it up, there have been allocated the
following types of adventures: a journey, a fight
with evil, a treasure hunt, a fairytale, overcoming
of obstacles. These types are often found in
advertising for a child audience. Various
adventures complement each other. In the
commercial one type of advent may be the core of
the plot while the other has a supporting function
to enrich the story, give it brighter features.

Having considered the aforementioned
commercials, we came to the following
conclusions. Children perceive the protagonists of
advertising — like Dino, Barney and Bunny — not as
advertising characters, but more like fairytale
characters. For little audience commercials are
more like tales that last not for long, often
repeated, quickly memorized and have a dynamic
storyline. The heroes are friends with whom you
can realize your dreams: travel to unknown
countries, do forbidden things, fight with monsters,
discover new opportunities.

We highlighted four main groups of
adventures, each of which can carry out an
independent role in advertising spots or be
combined with others to achieve the main goal — to
attract the attention of children and gain their
favour. Such an appeal to adventure motifs in
advertising satisfies needs of children in fantastic
dreams and the pursuit of new knowledge different
from everyday life, from everyday reality.

Advertisement based on adventure has both
advantages and disadvantages in terms of social
consciousness. Among the positive signs is the fact
that this advertising instills a desire to learn (to
learn the alphabet, animals, country, etc.), non-
standard thinking (a rainbow at home). Among the
negative aspects of such advertissment we may
attribute depicting dangerous situations (flying a
cow, a quick ride by car), calls for collecting (in
order to collect the full collection, you need to
purchase the advertised product repeatedly). So the
advertisers do make good commercials for child
audience, but at the same time, unfortunately, these
samples of advertisement do not always follow
ethical standards.
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