OTxe, Ha CHOTOJHINIHIMN [€Hb AHTPOMOLEHTPU3M € OJHMM 3 OCHOBHHX
NPUHIIUIIB Cy4acHO1 JIHrBICTUKU. OUEBUIHUM € Te, IO BITYM3HSIHA Ta 3apyOikHA
HayKa 3MIHWIA MapagurMy CBOrO PO3BHUTKY, MOCTABUBIIM B IIEHTP YBaru JIOJUHY —
TBOPIISI MOBH [3].
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THE ROLE OF COLOUR AS A NON-VERBAL MEANS WHILE
PRESENTING MALE IMAGES IN ADVERTISING

Copywriters use different means of product image design in advertising —
verbal and non-verbal — to catch the customers’ attention and to induce them to buy
goods. Among the non-verbal means are considered to be illustrations, colour, font,
punctuation. Being the components of an advertising message, they attract customer’s
attention and fix the advertised object in the memory.

Colour in relation to verbal communication tends to have several strengths.
Firstly, the use of certain colour(s) is creative tools with important potential. They
can be used to emphasize a brand feature or attract a receiver’s attention to a
particular part of an advertisement. Secondly, we can speak about the speed of
perception and accuracy. In addition, the colour has the ability to convey emotions
much more expressive than words: beauty, tenderness, happiness, sadness are
transmitted faster and more forcefully through images than through words. Moreover,
colour is contextual, cultural and situational. It can be gender distinguished.

The research question studied in the abstract is the role of colour while
presenting male images. Designers tend to distinguish male and female colours.
Advertisements, where the target audience is male, are usually in deep cold shades,
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such as blue, grey, or black; while those for female audience tend to be neutral or
warm tone colours such as pink, apricot, cream or champagne [1, p. 16].

The colour choice depends on the product specific features. In male
advertisements, yellow or gold and brown are traditionally associated with luxury,
elegance, wealth. Such perfumes as The Giordani Man, Ascendant, Signature, Dark
Wood can be the vivid examples [5].

Black symbolizes tends belonging to power, prestige, elegance, style,
reliability, simplicity, and sophistication. Be the Legend — eau de toilette is created
for the urban man, caught up in the dazzling agitation of his life, for the modern man
follows his own path. Elegant Business Watch for Him is a stylish analogue watch
with faux leather strap, golden metal case and chic black face featuring classic hour
markers [4]. Such anti-perspirants as Eclat Homme, S8 Night, Flamboyant are for
those men who are tending to attract attention because of their exuberance,
confidence, and stylishness.

Blue and its shades are usually associated with the sky, the sea, the ocean. We
can feel the breath of the latter in the following items: North for men — perfumery
cleansing soap, Excite — eau de toilette, Ascendant Aqua — eau de toilette, Infinite
Rush — eau de toilette. Flamboyant Prive — eau de toilette, luxury yacht inspired
poker chip embedded in the bottle; the spicy scent of bergamot, mandarin with a
wood mix and hints of salt accords of the sea; some men dream it, the flamboyant
man lives it [2]. Rival — men’s fragrance is only created for the confident person that
combines the strength and power, what is hidden inside; it creates a staunch,
fascinating and at the same time, a mysterious image of a modern gladiator in sports
and life [6].

Dark blue is inherent in confidence and self-assurance. Tycoon Eau de Toilette
speaks to the man who sets his sights high. The fresh, salty hint of the ocean, fiery
notes of sun breeze and elusive black amber evoke the essence of a man born to lead

[3].

White symbolizes purity, cleanliness and freshness. For instance, North for
Men — eau de toilette, anti-perspirant, deodorant spray, face wash and shave system,
protecting lip balm; Glacier Ice — eau de toilette.

Green means life, nature, environment, youth, money, renewal, hope, and
power as in perfumes: Citrus Tonic, Glacier Rock, Soul. Ecollagen — wrinkle
correcting night cream, created with the unique Plant Stem Cell extract.

Silver is a neutral colour, which may be used to denote prestige. It also
conveys exclusivity. For example, S8 — eau de toilette, Deep Impact — shower gel.

Adventurousness, self-assured, dynamic, charismatic, being strong and
effective, being able to think rationally — are all male traits that are usually
encouraged in advertising. Moreover, the roles of sportsmen, father, husband or
fiancé in advertising have become greater nowadays.

It can be concluded that creating good advertising is a great challenge. The
recognition and perception of a brand are highly influenced by its visual presentation.
Being one of the main non-verbal components in an advertising message, interacting
with a linguistic message (a text or an advertising mark), and being a gender
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distinguished, the certain colour as a visual message has a pragmatic focus and
performs several functions ensuring the effectiveness of advertising.
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TEKCTOBASA I'PA®PUKA B AHI'JIOA3BIYHOM
PEKJIAMHOM CJIO'AHE KOCMETHYECKUX CPEJICTB

HccnenoBaHuio peKIaMHOIO CIOTraHa Kak BaXKHOTO KOMIIOHEHTa PEKIaMHOTO
TEKCTa TOCBAUIEHO MHOro pador. CylecTByeT HECKOJBKO OIpPEAeICHHM
PEKJIAMHOTO CIIOTaHa, OAHAKO CPEeIM MCCIIEOBATENEH 10 CUX MOp HEe HAOJtoIaeTcs
oOIEro MHEHUS OTHOCHUTEJIbHO 00beMa W COAEp>KaHMsI ATOro MOHATUSA. MBI He
coOupaeMcsl co3JaBaTh HOBOT'O OIPEACNICHUS CJOraHa, a TOJbKO OTMETHUM, 4YTO
PEKJIAaMHBIN CJIOTaH XapaKTepu3yeTcs 00raTcTBOM M pa3HOOOpa3rueM BepOalbHbIX U
HeBepOaJIbHBIX CPEACTB, CPEIN KOTOPBIX €CTh U IpauuecKue CpeacTBa.

B mnameit pabGore MBI OCTAaHOBUMCS Ha PACCMOTPEHHH CHEIU(BUKH
MIPOSIBJICHUSI SI3bIKOBBIX MPUEMOB M CPEJCTB TEKCTOBOM TpadUKH B aHTIIOS3bIYHOM
PEKIIAMHOM CJIOTaHE KOCMETUYECKUX CPEJICTB.

Hcnonb3oBannue pa3iMyHbIX BHUJIOB TI€UAaTHOW TEXHUKH [JISI  CO3JaHUS
JOTIOJIHUTEIBHOTO CMbICIA — 3TO OTKJIMK Ha CHELU(PHUUECKYIO0 YEPTY COBPEMEHHOTO
BOCIIPUSITUSI: MacCOBO€ CO3HAHHWE OTHAET MPEANOYTEHHUE BU3yaldbHbIM cUMBOdaM. K
MEeYaTHbIM TEXHUKAM OTHOCAT (POTOMOHTaX, KOJUIaXK, PUCOBAHHBIE WJUIFOCTPALIMH,
OpUTHHATbHAs mpudToBas OpraHu3alus TEKCTOBOT'O IPOCTPAHCTBA.
N3o00pa3urenbHas TEXHUKAa B PEKJIAMHBIX CJOTaHaXx OOBIYHO JIOMOJIHAETCS
«TEKCTOBOW» rpadukoil. HMccrmenoBaTenu MOJYEPKUBAIOT, YTO HECMOTpPS Ha
MPUOPUTETHOCTh BU3YaJIbHOM COCTABJISIONIEH PEKJIAMHBIX CJIOTaHOB, O€3 MOHUMAaHUS
BEpOAMKU PELUUIUEHTY OYEHb CII0OKHO BOCHPHUHSTH MPEIJIAraeMoOe CEMAHTHUYECKOE
npocTpancTBo [1: c. 78].

Cpenu siBeHUN TEKCTOBOU rpadMK B PEKJIAMHBIX CJIOTaHAX KOCMETHYECKHUX
CpeICTB HAOJIOJAIOTCS ABE TPYIIIBI TPHEMOB.

K nmnepBoit rpynme oTHOcsATCS  UIpU(TOBBIE  BBIIEICHHS, KOTOPHIE
aKTyalu3UpYyIOT BO3MOXKHOCTH JBOMHON MHTEpIpeTanuu coolmeHus. Yamie Bcero
no/100HbIe TpaduyecKue BBIACICHUS UCIIONB3YIOT B PEKJIAMHBIX CJIOTaHaX C IIEJbI0
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