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ZAUFANIE W SYSTEMIE KOMUNIKACJI
MARKETINGOWEJ

Artykul przedstawia analiz¢ pojecia zaufanie jako cechy
podstawowe] we wspdtpracy pomigdzy podmiotami w komunikacji

marketingowej. Zaufanie wystepuje jako czynnik kluczowy w * 0. Leszczuk
zmniejszeniu napigcia emocjonalnego oraz niezdecydowania w Wschodnioeuropejski
procesie realizacji transakcji zakupowych. Uniwersytet
Narodowy

Stowa kluczowe: komunikacja marketingowa, zaufanie, ryzyko, im. Lesi Ukrainki
oczekiwania, niezdecydowanie. (m. Luck, Ukraina)

TRUST IN THE SYSTEM OF ADVERTISING COMMUNICATIONS

The article deals with trust as a fundamental factor interaction of advertising
communication. Trust is the key factor of reducing psychological tensity and uncertainty in the
process of purchasing actions.

Key words: advertising communication, trust, risk, expectations, uncertainty.
NOBIPA B CUCTEMI PEKJIAMHUX KOMYHIKAIIIN

B crarTi po3sriasgaerbcs JoBipa SIK OCHOBOIOJIOKHMM YMHHUK B3a€MOJII cy0’€KTiB
pexiiaMHOI KoMyHikalii. JloBipa BUCTyHa€e KJIOYOBUM (AKTOPOM 3MEHILIEHHS MCUXOJOTTYHOT
Halpyru Ta HEBU3HAYEHOCT1 B MPOILIEeC] 31iCHEHHS KyHIBEeIbHOT Aii.

Knwuoei cnoea: pexiiaMHa — KOMYHIKaIlis, JOBipa, PpHU3HK, OYIKYBaHH,
HEBHU3HAYCHICTb.

BuBueHHs 10BipH HE € I[IJIKOM HOBUM IPOLECOM, ajie B Halll JH1 HOTO aKTyalbHICTh
3poctae. Skuio panime npodigeMi J0BIpH NPUIAUISUIM Majo yBaru HaBiTh Takl MUCIUTENL K
[Imaton, Apwucrtortens, ABryctuH, ['erenp, Kant, JIokk Ta iH., TO Ha cyd4acHOMY eTami
PO3BUTKY CYCHIUIBCTBA MpoOieMa JIOBIpH CTa€ OJHUM 13 HApLKHUX KaMEHIB €()EKTUBHOTO
(GyHKIIOHYBaHHS CYCHUIBHHX TporeciB. JloBipa mocTynoBo HabOyna CTaTyCy SIBHINA, SIKUM
00YMOBJIEHO ICHYBAaHHS BCbOTO CYCIUILCTBA SK CHCTEMHU Ta KOHCTPYKTHUBHOI B3aeMoOjili
eJleMeHTIB i€l cucreMu. Po3yMiHHSA JOBIpHU 3 NJIOMIMHU €TUKU MEPEXOJUTh Y BHUBYEHHS Ii
MPAaKTUYHOTO 3HAYEHHS B yMoOBax rijobamizaimii cycniuibcTBa. L{um daxTtom 1 3ymoBiIeHa
aKTyaJIbHICTh POOOTH.

OngHuM 13 coliajdbHUX SBUI, pE3yJbTAaTUBHICTh SKUX Oa3yeTbcs Ha JOBIpl, €
peKkiiaMHa KOMYHIKalis. SIK coliajdpHa B3a€EMOJiI BOHA € CHCTEMOIO B3a€EMO3YMOBIIEHHX
collalbHUX 1M, 3a sSKUX 1 ogHOro cy6’ekTa (y HAIIOMYy BHMIAJKy 1€ PEKJIaMOJaBellb)
OJIHOYACHO SIBJISIIOTHCS SIK MPUUYMHOIO, TaK 1 HACIIJKOM BIAMOBIAHMX AiM IHIIHUX CYO’ €KTIB
(uimpoBOi ayaurtopii). MeTorw aaHOi cTAaTrTi € 3’siCyBaHHS 3HA4YEHHsS JOBIpU B IpoOlLeci
JNOCSATHEHHSI MPAKTUYHOI METU PEeKJIaMHO1 KOMYHIKaIil, a caMe: CTUMYJIIOBAHHS KYIIBEJIbHOT
11 HOTEHIIHHOTO CIIOKMBaya.

TeopernuHoo 6a3010 HAIOTO JOCIIKEHHS cTany npaul @. dykysmu (1995), H.
Jlymana (1979), b. Bap6epa (1983), E. Epikcona (1968), V. beka (1992), E. I'izenca
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(2005), I1. ITommku (1999), A. Cenurmena (1994), B. Becemnosa (2004), T. Ckpunkinoi
(2000), B. Cromsap (2008), A. Kympeituenko (2008).

HaykoBe TpakTyBaHHS AOBIpU MPONIIIO LIIAX PO3BUTKY BiJ «06a30Boi noBipu» [4] 1o
JTOCTIDKEHHS i1 IK OCHOBH MOPSJKY B COIliayibHIN cucTeMi [6]. He3Baxkaroum Ha BIAMIHHOCTI1
B 1HTepmperauii HOHATTA «AOBipa», BUEHI PI3HUX HAYKOBUX HANPAMIB MNPUXOJATH MO
BHCHOBKY, III0 JJOBipa € HE3aMIHHUM KOMIIOHEHTOM COL1aJIbHOT B3aeMO/I1, 1 11 poJib 3pocTae B
Mipy 3pOCTaHHS 3HAY€HHS L€l B3aeMoli Ta ii TpUBaJIOCTI.

C. Kacranmo y cBoix poOortax [7; 8] HaBOAWTh JOCUTH JACTAIbHUM aHamni3 AediHimii
noBipu. B pe3ynprari KOMHO'FOTEPHOTO KOHTEHT-aHali3y THUX LHUTYBaHb JOBIPH, SKI
TpaIrIgoThCcs Halyacrime (72 BapiaHTH), BiH 3pO0OUB I'ATh OCHOBHUX BUCHOBKIB:

i [To-nepmie, noBipa Oe3mocepenHiM YMHOM TMOB'sS3aHa 3 OYIKYBaHHIMH,
MEpEKOHAHHSIMHU, BOJIEBUSABJIECHHSIMU a00 YyCTaHOBKaMH;

i [To-npyre, noBipa MpoOSBASETHCA MO BIAHOMICHHIO 0 Pi3HUX 00'€kTiB. Takumu
MOXYTbh OyTH IHII1 iHAMBIAH, TPYIU, OpraHi3anii, ColianbHi IHCTUTYTH;

[To-Tpere, nosipa nocuth vacto (B 42 3 72 BHU3HAY€Hb) BU3HAYAETHCS 4YEpe3
nir0 a00 MOBEIHKY, THM CaMUM MIJAKPECITIOEThCS NISTbHICHUM aCTEKT IOBIPH;

i [To-ueTBepTe, BUSHAUEHHS JOBIPU BKJIIOUYAIOTh PE3YIbTATH Ta HACIIIKH MPOSBY
noBipu. IlepenbauaeTbes, mo Ali KOHTpareHTa MOXYTh OYTH CHPOTHO30BaHUMH Ta
MO3UTHUBHO OL[IHEHUMHU CY0'€KTOM JIOBIpH;

i [To-n'sTe, ToymMadeHHs AOBIPUM BKJIIOYAE PU3UKOBAHICTb CUTYyaIlll NPUUHATTS
pILIEHHS.

AmepukaHcbkui ¢itocod Ta noaituyHui ekoHomicT Opencic Pykysama BBakae, 110
J0BIpa € «KJIIOYOBOIO XapaKTEPUCTUKOK PO3BUHYTOTO CYCHUIbCTBA, KA MPOSBISIETHCS SK Ha
IHIMBIAYyaJbHOMY piBHi, TaK 1 Ha pIBHI colliaJbHOMY (JI0OBipa 10 COILIaJbHUX IHCTUTYTIB 1
nepxkaBu B mimoMy)» [2, 3]. Takum umHOM, KaTEeTopis «JAOBipa» Mae MIKOCOOHMCTICHHUM Ta
y3araJjbHEHUN XapakTep, 3 HUX Nepmuil ¢GopMyeTbCsi Ha MIKPOpIBHI, a JAPYruid — Ha
MakpopiBHI. DyHKI[IOHAJIbHE PO3YMIHHS JOBIpU Ha MIKPOPIBH1 J03BOJISIE CHPOEKTYBaTU
OTpUMaH1 3HaHHS Ha MakpopiBeHb. T0OTO, pO3yMIHHS MPOLIECY JOCATHEHHS CTaHy JOBIpU Ha
pPiBH1 MIDKOCOOMCTICHOT KOMYHIKaIlIi TI03BOJIsIE pOOUTH, MIATBEPKYBAaTH ab0 CIIPOCTOBYBATH
MPOTHOCTUYHI IPUIYIIEHHS Ha PIBH1 MacOBOi KOMYyHIKaIIii.

Axmo pexnamoaaBii (Big MPEACTaBHUKIB Majoro Oi3HECY 10 TpaHCHAIIOHAJIbHUX
KOMIIaHiil) NparHyTh MOCHIIOBATH B3a€MOJIII0 31 CBO€I LUIILOBOIO ayJUTOPIEI0 HA SIKOMOTa
JOBIIUHN Yac, TO MIIHICTh TAKUX 3B’ S3KIB 3aJICKUTH BiJl PIBHS JOBIpPH.

Komu mu roBopumo mnpo eQeKTHUBHICTh pEKJIaMHUX KOMYHIKaIl[ii, TO HEOOX1JHO
PO3YMITH, L0 BOHHU MNPOXOJASATh LIJIAX MOCHITOBHOI 3MIHM PI3HUX MPOLECIB y MOBEAIHII
MOTEHI[IHHOro crnokuBada. HallmpocTimy noetanHy MapKEeTHMHTOBY MOJENIb CHOXHBALBbKOT
MOBEAIHKHU 3anponoHyBaB e B 1896 poui amepukancbkui pexinamict Eamo Jlesic. Lle rak
3BaHa MoJenb «AIDA»:

A — Attention (yBara);

I — Interest (iHTEpec);

D — Desire (0axxaHH#);

A — Action (mis).

KokHa 3 mux 1aHOK HE € aBTOHOMHOIO 1 B IIPOIIECI peKjiaMyBaHHsI OyTH CaMOIILIIO
He Moke. EdexkTuBHICTh pekiaMHOI KOMYHiKalili BU3HA4Ya€ JIMIIE 3aBepllajbHa JIaHKa
npouecy — ais. Ha erani nepexony OakaHHs B A1I0 caM€ HMOYYTTS JOBIPU YMOKJIMBIIIOE ii
peanizailiio; Jig CTa€ BUPA3HUKOM IPOSBY JAOBIpU. B mionimHi pexkiaMHUX KOMYHIKaLilil MU
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YCBIIOMJTIOEMO JII0 SIK TaKy, siKa 0OyMOBJICHA OYIKYBAaHHSIM Ta CIOJIBaHHSIM. A OYIKyBaHHS
4acTo MOB’s3aHe 31 CTAHOM HEBU3HAYEHOCTI.

B npomy kontekcti bepnapn bapOep mnwucaB: «J/loBipa € uyMMoOCh OUIBIIMM, HIK
CHOMISJAIBHUN PO3TIISL MalOyTHIX MOXJIUMBOCTEl. MM NMOBHHHI aKTUBHO BECTH cele 1o
BITHOMICHHIO JI0 MallOyTHHOTO, 3AIMCHIOIOUM MEBHY Jil0, 0 Mae€, MPUHAWMHI, YaCTKOBO
HEBU3HAYEHI 1 HemepenbadyBaHi HacHiaku» [5, 9]. Takum umHOM, B JOCIIKEHH] PEKIAMHHUX
KOMYHIKalii MU TOBOPUMO IMpO JAOBIPY SK KOHCTPYKTHBHY (opMmy peakuii Ha pi3HI
HemependadyBaHi HACHIAKH, IHITUMU CIIOBAMHU — Ha PU3HK.

[nero pusuky xapakTepHy MJisi Cy4acCHOrO CYCHUIbCTBAa BIieplie OOIpyHTYBaB
HIMEIBKUN COII0JIOT Ta MOMITUUYHUU (Pimocod Yabpix bek. 3rigHo #oro kKoHUeNii, pusuK —
HEMUHYYUH MPOAYKT TMpolecy MNpUUHATTS pimieHb. HaykoBeub TpakTye pHU3HK K
«CUCTEMAaTUYHY B3a€MOJIII0 CYCNUIbCTBA 3 MOTPO3aMM Ta HeOe3NeKaMu, 1HIYKOBAaHUMHU Ta
BUPOOJIEHUMHU MOJIEPHI3AIlI€I0 K TaKOI0. PU3KKH, HAa BIAMIHY BiJ] HEOE3MEK MUHYJIHX €MOX, —
HAaCJIIKM 3arpo3JIMBOi MOTYTHOCT1 MOJAEpHI3alii Ta, HOPOJ)KyBaHUX HEIO HEBIEBHEHOCT1 Ta
ctpaxy» [l]. B eBousroniifHii mapaaurmi cycniibCTBa pPHU3UK 3MIHUB HeOesmeky. B ix
po3pi3HeHH1 HiMmeubkuil couiosor Hikmac Jlyman BiAIITOBXyeThCS BiJ 1CHYBaHHSA
HEBIEBHEHOCTI BIJHOCHO MaillOyTHHOro 30MTKY 1 BKa3ye Ha Te, 10 € JB1 MOXJHBOCTL. 3
OJHOTO OOKYy, HMOBIpPHI HACIIOKH PO3MJISJAIOTHCS SIK PE3yibTaT MNPUHHATOTO JIOJUHOIO
pILIEHHS, a 3 IHIIOr0 — MPUYMHU HACHIJKIB KPUIOTHCS HE B J1i JIOJUHH, 2 B HABKOJIUIIHBOMY
cBiTI. B mepmoMy BuIajKy HayKoBelb T'OBOPUTH MPO PHU3UKU HPUNUHATTA PpIIIECHHS,
[IOB’513aHOTO 3 HENPaBWJILHUM BUOOPOM, a B IpyroMy BUIIaJAKYy MOBA iJie PO HEOE3MEKH.

Pexmamua xoMyHIKaIis HE € HEOE3MEKOW MpOTe € kepenoMm pusukiB. lle omna 3
IPUYMH HEraTUBHOIO CTaBJEHHS [0 pekiamu. HeraTuBHe cTaBJIE€HHS N0 pekjiIaMu
MOSCHIOEThCA M OaraTbMa IHIIMMU HOpUYMHAMU. TyT 1 HU3bKUM pIBEHb JKUTTS HACEJICHHS
Ykpainu, T00TO, pO3IpaTyBaHHS, BUKIMKAHE HEJOCTYMHICTIO PEKJIaMOBAaHWUX TOBapiB, 1
HEJIOCTAaTHIN NMpodecioHani3M THX, XTO pOOUTh peKiaMy, HEJIOCTaTHS €KOHOMIUHA KyJlbTypa
HACeJICHHs, aJie HaldacTille MPUYMHOI HEraTUBHOTO CTABJCHHS € HEBIAMOBITHICTH SIKOCTI
TOBapy o0Opa3y, CTBOPEHOMY pEKJIaMOI0. YSBIEHHS OUIBIIOCTI MEpPEecIYHUX JIIoJAed Mpo
pekiiaMy JOCUTh TyMaHHI. B HHMX BiJuyTHE IIOCh HEJONMYCTHUMHME 3 €THUYHOI TOYKHU 30Dy,
KOPUCIIHMBICTh, a caMa peKJaMHa MPOJYKI[id CIPUMMAEThCS rajaciiuBO0, NepeOuIbIIeHOIO,
OMaHJIMBOI0 Ta Iaxpaicpkoro. OcoOiaMBO pI3KIM KPUTHIl pekiiaMa MiAJA€TbCA caMe SK
nitunie kamitanismy. «HaxaOna, xwmika, Oe3kajicHa, IO HE 3HAE JKOJAHUX OOMEXKEHb, HE
MIIKOPSETHCS HISKUM BEJIIHHSAM MOpaji, IPpOHUKAa4Ya B yCi MOPU CYCHUIBHOTO OPraHi3my 1
BHUKJIMKa4a BCIOJIM PO3KIAJaHHA — peKjaMa ... € JIMIIE MIKPOKOCMOM IMOPOJUBILOIO ii
nany» [3]. ABTop uuTatu — BUYeHHM-ekoHOMIcT moyaTky XX crouirTs ['puropiit Huneposuu,
KWW BIJHOCUB peKjaMy A0 MNPUHOMIB «HEIOOPOCOBICHOT KOHKypeHU1»: «PaHO 4 mi3HO
peKIaMa HEeMUHYUYE MEPETBOPIOETHCS HA MPOCTEe maxpaiictBo» [3]. OgHak, BiH k€ BU3HABAB,
II0 «IpPU BCIX HEraTHUBHUX BJIACTUBOCTSX BOHA BCE-TaKU € CIOJYYHOIO JIAHKOK MIXK
MIATPUEMIIEM 1 PUHKOM, YacTO €IWHUM 1 He3amiHHUM» [3]. Take moaBiliHEe CTaBICHHS /0
peKiiaMU B Cy4acHHMI mepioj y NepeciuHol J0ANHY JUIIe MOCHINIOCh. 3 0JHOro OOKY, yacta
HECYMJIIHHICTh MIANPHUEMIIIB IPU3BOJAUTH HA €MOIIIIHOMY PIBHI JI0 3all€peyYeHHs peKIaMHu, 3
IHIIOTO — T1, XTO BOJIOJAIIOTh OCHOBAaMU €KOHOMIYHHMX 3HaHb, HE MOXYTh HE BHU3HABaTH, 110
pekiiama BIJIrpae BaXJIUBY «IIPOTPECUBHY» POJIb B PUHKOBINA €KOHOMIIIL.

Bume naBemeHe n03BOJIsi€ HAM BUIUIMTH TPU OCHOBHI XapaKTEPUCTUKHU TOBIPU B
peKiiaMHiil KOMyHIKalii, K1 NIABUIIYIOTh ii €EeKTUBHICTh:

I. JloBipa MiHIMI3ye HEBM3HAYEHICTh Ta BaraHHs, HPOJAUKTOBAHI CTPaxoM
PU3HUKY, 1, TAKUM YMHOM, MPUILIBUIIYE KYMIBEIbHY A1I0;
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2. JloBipa 10 pekiaMHOI NPOAYKIii 3MEHUIye IICUXOJIOTIYHY HAIpyry CTaHy
OYIKYBaHHS;
3. JloBipa B pexjiaMHIN KOMYHIKAI[il MOCUIIIOE 3B SI3KU PEKIAMOIABIIS 3 I[IJILOBOO

aAyJUTOPIEIO Ta MOJETIIYE MOJATBITY KOMYHIKAIIIIO.

Jlana cTaTTst MOXe OyTH OJTHUM 13 BUXIJHUX IMYHKTIB pPO3IJISAY IpoOJIeMU 3MEHILICHHS
JOBIpU JI0 pEKJIaMH SIK COILIaJbHOrO SBUIIA B yMOBax riyioOaii3aiii Ta HepeHacU4YeHHS
1HpOPMAIITHOTO TTPOCTOPY.

[Tomyk nuisixie, cnoco0iB Ta 3aco01B MiJBUIIEHHS JOBIPU 0 PEKIaMHOT KOMYHIKaIii
[P HENIHIMHOMY «KJIIIOBOMY» MHUCIEHHI JIOJUHHU 1H(OPMALIHHOTO CYCHIIbCTBA TAKOX
00YMOBJIIOE aKTYaJIbHICTh MOJAJBIINUX JIOCIT1KEHb.
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TRUST IN THE SYSTEM OF ADVERTISING COMMUNICATIONS
O. LESHCHUK

The study of trust is not entirely new process but nowadays its actuality is being increased.
While the problem of trust was paid little attention to even by such thinkers as Plato, Aristotle,
Augustine, Hegel, Kant, Locke etc. at the present stage of social development the problem of trust
has become one of the cornerstones of the social processes effectual functioning. Trust is
gradually acquiring a status of the phenomenon by which the entire society existence as a system
and a constructive interaction of the system elements are conditioned. The interpretation of trust
moves from the ethics plane into the studying of its practical significance in the globalized society.
The actuality of this article is predetermined by this fact.

One of the social phenomena the effectiveness of which is based on trust is advertising
communication. As a social interaction it appears to be a system of interdependent social actions
when the actions of one subject (in this case the advertiser) at the same time are both the cause and
the consequence of the other subjects (a target audience) appropriate actions. The aim of the
article is to clarify the importance of trust in achieving practical purpose of advertising
communication, namely, to stimulate purchasing actions of a potential consumer.
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The works of Fukuyama (1995), Luhman (1979), Barber (1983), Erickson (1968), Beck
(1992), Hidens (2005), Sztompka (1999), Selgmen (1994), Veselov (2004), Skrypkina (2000),
Stolyar (2008), Kupreychenko (2008) have become a theoretical basis of the article.

Scientific interpretation of trust was being developed from "the basic trust" [4] to its
studying as a basis of a social system order [6]. Despite all the differences in the concept of "trust"
interpreting, the scholars from different scientific fields have come to the conclusion that trust
appears to be the irreplaceable component of social interaction. Its role is being increased together
with increasing of the significance and duration of social interaction.

In his works S. Castaldo [7; 8] has given a fairly detailed analysis of “trust” definitions. As a
result of the computer content analysis of trust citations which most frequently (in 72 options)
occur he has made five key conclusions.

- First, trust is directly associated with expectations, beliefs, will expression, or settings;

- Second, trust is manifested in relation to various objects: other individuals, groups,
organizations or social institutions;

- Third, trust is often defined (in 42 of 72 determinations) by means of actions or behavior,
thereby emphasizing the trust activity aspect.

- Fourth, determinations of trust contain the results and consequences of the trust
manifestation. It is assumed that the counterparty’s actions may be forecasted and positively
estimated by the subject of trust;

- Fifth, interpretation of trust involves risk situations in making decisions.

American philosopher and political economist Francis Fukuyama believes that trust is "a key
characteristic of the developed society manifested both at the individual and at the social levels
(trust in social institutions and the state as a whole)" [2, 3]. Thus, the category of "trust" has
interpersonal and generalized character. The first of them is formed at the micro level, and the
second - at the macro level. The functional understanding of trust at the micro level enables a
person to project the obtained knowledge to the macro level. So understanding of the process of
trust attaining at the level of interpersonal communication allows us to make, to confirm or to
refute prognostic assumptions at the mass communicative level.

While the advertisers (from small businesses to transnational companies) are striving to

intensify their interaction with the target audience for the longest term, the strength of these ties is
depending upon the trust level.
When talking about advertizing communications effectiveness it is necessary to understand that
they are suffering different successive process changes in a potential customer behavior. The most
elementary phased marketing model of the consumerist behavior was proposed by the American
advertiser EImo Lewis in 1896. This is the so-called «AIDA» model:

A - Attention;

I - Interest;

D - Desire;

A - Action.

None of these links is an autonomous one and it can’t be an end in itself at the process of
advertizing. The effectiveness of advertising communication is defined only by the final link of
the model - action. At the transitional phase of the desire into the action the sense of trust makes it
possible for the action to be realized. The action becomes the expresser of trust demonstration. In
the plane of advertizing communications we understand the action as the one which is carried out
due to one’s expectations. And waiting is often associated with the state of uncertainty.

In this context Bernard Barber wrote: "Trust is something more than the contemplative
consideration of future opportunities. We must behave actively towards the future making the
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particular action which has at least partly indeterminate and unforeseeable consequences "[5, 9].
Thus, researching the topic of advertising communications we speak of trust as the constructive
form of reaction to various unforeseeable consequences, in other words to risk.

For the first time the idea of risk as the one typical for modern society was justified by the
German sociologist and political philosopher Ulrich Beck. According to his concept risk is the
inevitable product of the decision-making process. The scientist regards risk as "the systematic
interacting of the society with threats and dangers which are induced and produced by
modernization as such. Risks unlike the dangers of the past epochs have always been the
unavoidable ones as the consequences of modernization, fear and uncertainty generated by it. [1].
In the evolutionary paradigm of the society risk has replaced danger. In their distinction the
German sociologist Niklas Luhman starts from the existence of uncertainty regarding the future
damage and indicates the two possibilities. On the one hand, the likely consequences are regarded
as the result of taken decisions. On the other hand, the causes of the consequences are not in the
human actions but in the world around. In the first case the researcher speaks about the risks
associated with the wrong choice and in the second case the dangers are meant.

Advertising communication is not the danger but the source of risks. This is one of the
reasons for negative attitude towards advertising. Negative attitudes to advertising may be
explained by many other reasons such as the low living standards of the Ukrainians, that is the
irritation caused by the inaccessibility of the advertized products, the lack of professionalism of
advertisers as well as the lack of the population economic culture. But the most frequent cause for
the negative attitudes is the nonconformity of the advertized goods quality to the image created by
ads. The most ordinary people’s ideas about advertising are rather vague. Ethically, something
inadmissible like self-interest is felt in them and the promotional products are perceived as noisy,
exaggerated, misleading and fraudulent ones. Advertising has been especially sharply criticized as
a brainchild of capitalism. "Impertinent, predatory, ruthless, knowing no limits, having no
restrictions and not obeying any imperatives of morality, penetrating into every pore of the society
body and causing everywhere social corruption - advertising ... is just a microcosm of the system
by which it was created’’ [3]. The author of this quote is an economist scholar of the early
twentieth century Grigory Tsyperovych who referred advertising to the techniques of "unfair
competition": "Sooner or later advertising will inevitably turn into a mere fraud" [3]. However, he
also acknowledged that "despite all its negative features advertising still is the connecting link
between the entrepreneur and the market, often being the only one and irreplaceable" [3]. Such an
average person’s double attitude to advertising in modern times has only been intensified. On the
one hand, very often unfair business on the emotional level leads to denial of advertising, on the
other - those who understand the basics of economics can not deny that advertising plays an
important "progressive" role in a market economy.

All the facts mentioned above enable us to distinguish three main characteristics of trust in
advertising communications which improve its effectiveness:

1. Trust minimizes uncertainty and hesitation motivated by fear of risk, and thus speeds up
the purchasing action;

2. Trust in the promotional products reduces psychological stress of waiting;

3. Trust in advertising communication strengthens advertiser’s relationship with target
audience and facilitates further communication.

This article may be one of the starting points of examining the problem of reducing the trust
in advertising as a social phenomenon in the context of globalization and the information space
glut.
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Searching for the ways and means of increasing the trust in advertising communication in
non-linear “’clip thinking’’ of the information society person also stipulates the further research
actuality.
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