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AHHOTAIMA

MHorue MeXXAyHapOofHble KOMIIAHMM CTaIKMBAIOTCA C IPO6IeMOil afalTalny COOCTBEHHBIX PEKIaMHBIX
KaMIIaHMII B PasHBIX CTpaHaX. ITO CBA3aHO C TeM, UTO MM HEOOXOAMMO YUMTBIBATb MHOXKECTBO pasiny-
HBIX (PaKTOPOB, KOTOpbIe MOTIYT MOBIMATb Ha BOCIPHATIIE PEKIAMHOTO COOOLIEHNUS 1, COOTBETCTBEHHO, Ha
9 PEKTUBHOCTD BCeil PeKIaMHOI KaMIIaHMNI. B JaHHOI cTaTbe paccMaTpyBaeTcsl MpobieMa JI0KaIu3aLun
MEeX/[yHapOJHBIX PeK/TaMHBIX KaMIaHMUIA, IOCBAILIEHHbIX PeKaMe CIIOPTUMBHBIX TOBapoB. B kayecTse mpu-
Mepa paccMaTpUBaeTCsl IOKA/IM30BAHHBII BapyMaHT [7100aIbHON peKIaMHol Kamanuy Reebok 2018 ropa.
[lenb MCCIENOBAHNS: BBIABUTDL 6a30Bble OMIMOKM B OIpee/IeHNI K/II0UeBbIX aCIIeKTOB IO3NUIIOHIPOBAHIS
OpeHza B Ipoljecce afalTaliy MeXXYHAPOFHOI PeKTaMHOJ KaMIIaHUY CIIOPTUBHBIX TOBAPOB Ha POCCHUIL-
CKOM pBIHKe Ha IIpMMepe peKIaMHoll KammaHuy Reebok.

MerToqpl 11 OpraHKM3aIA UCCTeTOBAHNUA. [I/Is1 JOCTIDKEeHNS IOCTABICHHOI! ey GBI BBIOPaHBI CTIeAyIOLIne
METOMIBI IPOBeMIeHNsI HAyYHOTO MCC/IeOBAHSA: AHA/IN3, CUHTe3, 00001eHne U XO/UI-TeCT. MeTox Xo/mI-TecTa
HO3BO/IITI IIOTY4NTD 6OJIee pasBepHYTbIe fAHHbIE, HeXKeIN aHKeTUPOBaHNUe. YYaCTHUKAM XO/UI-TeCTa Ipel-
JIaTaIM OTBETUTb Ha BOIIPOCHI aHKETBI, TOKA3bIBA/IM PeKTaMHbIe POIMKY, GaHHEpBI, KaK OPUTMHATIbHbIE, TaK
U Y>Ke JIOKa/IM30BaHHbIe poccuitcknuM odricom Reebok. B saxmounTenbHOI JacTit NCCTIeTOBAHMS YIaCTHIKI
XOJI/I-TeCTa BBICKA3bIBA/IM CBOE MHEHIE OTHOCUTEIbHO JAHHOI PeK/IaMHOI KaMIIaHWUM 1 [aBa/Ii COOCTBEH-
Hble peKoMeHAauu. [laHHas MeTOLOIOTMYeCcKasi OPraHM3ALIs MCCIeNOBAaHMs I03BO/IIIA BBIABUTD 6a30BbIe
XapaKTePUCTHUKHU CTPATErNYeCKOTo MO3ULMOHNPOBAHIS OpeH/ia BHE 3aBICUMOCTI OT CyObeKTa ITaHNpOBa-
HUAL

Pesynbrarer. IIpoBeIeHHbIIT XO/UI-TECT OKa3asl, YTO OOILeCTBEHHOCTb IIOMOXKUTEIBHO OTHECTIACh K OPYUTHMHA/Ib-
HOJI BepCUM PEK/TAMHON KaMITaHUM, B TO BpeMs KaK MHEHMs TI0 JIOKA/IM30BAaHHOMY BapMAHTy PEK/TAMHON KaM-
mannu Reebok paspemumice. OnpeneneHHast YacTh Y4aCTHUKOB XO/UI-TECTa 3asABIIN, YTO IIOFOOHbIE peK/TaMHbIe
KaMITaHMM HeIIpJeM/IeMbI /I Cepbe3HBIX OPEH/0B, KOTOPbIe He MO3MLOHMPYIOT cebs B JaHHOM Kitiode. [lpyrue
YYaCTHMKI XOJI-TeCTa OFOOPIIIN CMeTIble KpeaTUBHbIE XOfbI MapKeTOIOToB poccuiickoro oduca Reebok.
3akioueHe. B cTaTbe Bblie/IeHbI OCHOBHBIE MOMEHTBI, Ha KOTOPbIE CIefyeT 06OpallaTh HOBBIIIEHHO® BHIIMA-
HIfe IIPY JIOKa/IM3aLMy PEKTaMHbIX KaMIIaHUIT OPEHIOB CLIOPTUBHOI OfEXK/bL, e TaTbHO PACCMOTPEH BOIIPOC
0 BaKHOCTM IPOBEZIeHNsA MPe/IBapUTENbHBIX MCCIEOBAHNIL IO 3aIlyCKa alalTMPOBAHHON PeK/TaMHON KaM-
MIAHMH, TaK KaK 3TO IO3BOMIUT UCIIPABUTD ONIpeNie/IeHHbIE 3/IEMEHTBI B CAaMOJi PeK/IaMe, a TaKyKe ITOITOTOBUTD
AHTMKPU3VICHBIE MEPBI, €CIM PeK/TaMHasl KaMIIaHMsA IPUBEJeT OPraHU3alMIo K KPU3MCHON cUTyanun. bpen-
JaM CIIOPTUBHOI OJEX/bL, /s TOTO YTOOBI M30eXaTh OLIMOOK IIPY TOKAaIM3ALNY PeKTaMHbIX KaMIIaHMWIL,
TlAHBI PeKOMEH/IallMM 110 UCTIONIb30BAHMIO ONpeNle/IEeHHBIX aITOPUTMOB Ha ocHoBe Big Data, koTophle Mo3Bo-
JIAT aHA/IM3MPOBATh MIPOLUIBLIL OIBIT MOZOOHBIX PEKTAMHBIX KaMIIAHWII 1 IIPOTHO3MPOBATH IIPUMEPHBIe pe-
3yJIBTAThl, BIVIOTb O TOTO, KAKYIO peaKIMIO BBI30OBET PEK/IaMa y 00LIeCTBeHHOCTIL.

KiioueBble cmoBa: T0KanIn3alysg MeXXAYHAPOTHBIX PeKTaMHbBIX KaMIIaHMII, peKIaMHas KaMianus Reebok,
peKlaMa CIOPTUBHBIX TOBAPOB, IPOO/IeMa afaNTaly MeXXAYHAPOZHBIX PeKIaMHBIX KaMIIaHMIL, peKlama
OpEHIOB CIIOPTUBHOI OTEX/bL.
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Abstract

Many international companies face the challenge of adapting their own advertising campaigns for different in-
ternational markets. This is linked to the need for taking into account many different factors that can affect the
perception of the advertising message and, accordingly, the effectiveness of the entire advertising campaign.
This article discusses the problem of localizing international advertising campaigns dealing with advertising
sports goods. A localized version of the 2018 Reebok global ad campaign is considered as an example.

The purpose of the study: to identify the basic errors in determining the key aspects of brand positioning in
the process of adapting the international advertising campaign of sporting goods to the Russian market on the
example of the Reebok advertising campaign.

Methods and organization of the research: to achieve this goal, different methods of conducting scientific
research were chosen: analysis, synthesis, generalization and hall test. The hall test method allowed us to ob-
tain more detailed data than the questionnaire survey. The participants of the hall test were offered to answer
questions from the questionnaire. They watched commercials and observed banners both original and already
localized by the Russian office of Reebok. In the final part of the study, the participants of the hall test expressed
their views on the advertising campaign and gave their own recommendations. This methodological organiza-
tion of the study enabled us to identify the basic characteristics of strategic brand positioning, regardless of
the subject of planning.

Results. The hall test revealed that the public had welcomed the original version of the advertising campaign.
At the same time, there were divergent views on the localized version of the Reebok ad campaign. A certain
percentage of the hall test participants stated that such advertising campaigns are unacceptable for serious
brands that do not position themselves in this vein. Other participants of the hall test approved the bold crea-
tive moves of the marketers of Reebok Russia.

Conclusion. The article highlights the main points to which you should pay special attention when local-
izing advertising campaigns for sportswear brands. The authors has examined the issue of the importance of
conducting preliminary research before launching an adapted advertising campaign, since this will make it
possible to correct certain elements in the advertisement itself, as well as to prepare anti-crisis measures if the
advertising campaign leads the organization to a crisis situation. In order to avoid mistakes in the localization
of advertising campaigns, sportswear brands are recommended to use certain algorithms based on Big Data.
It will enable them to analyze the experience of such advertising campaigns and predict approximate results
down to the public reaction to advertising.

Keywords: localization of international advertising campaigns, Reebok advertising campaign, advertisements
for sporting goods, problem of adapting international advertising campaigns, advertisements for sportswear
brands.

BBEAEHHE

IOT PEKAAMHYIO KaMIIAHUIO, AH0O, HA0OOPOT, HE

AAs obecrredeHnA KOHKYPEHTOCITOCOOHOCTH H
ITOBBIIIICHNA CIPOCA HA COOCTBEHHYIO IIPOAYK-
IIIIO  MEKAYHAPOAHBIE KOMIIAHUH HYKAAFOTCH
B IIPOABHKCHUH CBOHMX TOBApOB HA PBIHKAX B
pasupix crpanax. Kommanmm, mpownsBoadrie
TOBQ.pBI AN 3AHATHH CHOpTOM, TAKKE HEC ABAA-
rorca uckArouenneM. OAHNM M3 MHCTPYMEHTOB
ITPOABH/KEHIA, KOTOPBIH HAHOOAEE YACTO HC-
rmoAbsyercs, ABaderca pexaama [10]. Aas ycmerr-
HOTO HpOABI/I)KCHI/IH CO6CTBCHHI)IX TOBapOB
MAPKETOAOTH TOAOBHOIO OPHCA ITPHAYMBIBAIOT
PA3AMYHBIC DPEKAAMHBIC KOHIICIIIIMH. OAHAKO,
KOTAA ACAO AOXOAHT AO AAQITAIINH TAOOAAB-
HBbIX pCKl\aMHBIX KAMITAHUI HA prHKaX B APYFI/IX
CTPaHAX, MHOTHE KOHIIEIIIMH M KpPEaTHBHbIC
3aAYMKH He cpabarpiBaroT. Kak IpaBmao, 310
HPOI/ICXOAI/IT IO HCCKOABKHUM HpI/I"II/IHaMZ AI/I6O

HpeACTaBHTel\I/I 6p€HAa HCHPZ\BI/I/\I)HO aAaHTpr—

VYNTBIBAIOT MEHTAAUTET TPAKAAH I ICIIOAB3YIOT
OPUTHMHAABHYIO PEKAAMY O€3 M3MEHEHHI, I OHA
HE BOCIIPUHNMAETCA ayauTopuei. B pesyaprare
peKAAMHAA KAMITAHHA HE AOCTHIAET ITOCTABACH-
HBIX ITEAEI.

Baxmo orMeTnTs, 9TO AOKAAM3AIINA PEKAAMHBIX
KAMITAHUI BBI3BIBACT HHTEPEC KAK Y 3aPYOC/KHBIX
HCCAGAOBATEAEH, TaK M y OTedecTBeHHBIX. Ha-
npumep, DA Paiic u Axex Tpayr B cBoem Tpy-
A€ OTMEYAIOT, KAK BA)KHO YIHUTBIBATH ACIICKTEHI,
CBA3AHHBIC C ITO3UI[HOHNPOBAHMEM KOMITAHWI
1 IIOCACAYIOIIMM PEKAAMHBIM COODIIEHUEM,
KAK Ha BHYTPEHHEM pBLIHKE, TAK M Ha BHEIITHEM
[6]. Ecam e paccmaTpuBaTh TPYABI OTEIECTBEH-
HBIX aBTOPOB, TO, Hampumep, Myapos A.H. B
cBoci pabore OOBACHACT IPHYMHEL, 11O KOTO-
PBIM HE MOKET OBITH EAUHOM PEKAAMBI AASl BCEX

AOKAABHBIX pI)IHKOB, n paCCManI/IBaCT METOABL
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HcrroAb3oBanusA HartmoHAABHEIX CMII B MeKAy-
HAPOAHOW pEKAaMe, HA KOTOPBIE HEOOXOAMMO
obpartuTs BHUMaHME [3].

Kaxxpas raoOaspHas pekAaMHas KaMIIAHHUA MO-
KET IO-PA3HOMY IIPOABUTD CEOA, ITOITOMY HEOO-
XOAHMO TIIATEABHO IIPOAYMBIBATD M VUM THIBATD
Bce (PAKTOPHI, KOTOPBIE MOIYT ITOBAHMATH Ha BOC-
npustre pekaamsl [9]. C OAHOM CTOPOHBI, aAaIl-
TAITHA MEKAYHAPOAHOH PEKAAMHOM KAMITAHUI
B APYITIX CTPaHAX IIPEACTABAACT COOOM BecbMma
HHTEPECHOE ABACHIE, HO B TO K€ BPEM#A OHA CO-
ACPKUT OYEHb MHOI'O PHCKOB.

OAHINM H3 TAKHX APKAX UM HEAABHUX IIPUMEPOB
AAATTAITIH  MEKAYHAPOAHOM PEKAAMHOM — KaM-
IIAHUHU ABAfACTCA peKkAaMHad kamiaHua Reebok.
B 2018 roay xommanumst Reebok mpoBoamaa
rAODAABHYIO peKAaMHYFO Kamianuio «Be more
Humany, MOCBAIIEHHYIO ITOAACPIKKE JKCHIIHH,
Acsymek [8]. OpHUruHAABHEI BAPHAHT PEKAAMBI
Reebok pacckassiBaeT O CHABHBIX JKCHIIHHAX, O
ITOOEAAX, O IIEHHOCTH 3AHATHIA CITOPTOM, ITOITYTHO
AEMOHCTPHPY# TOBAPBI CAMOI KomrTarnu. To ectp
PeKAaMa HE IIBITACTCH HABA3ATH HCKHE IICHHOCTH
OOINIECTBY, a CTAPACTCA IIPOAATH TOBAP, 3AIICIIUB
KEHCKYIO ayAHTOPHIO. B opurnHasbHON Bepcum
PEKAAMBI IPUHAAH yuacTre akTpuchl ['aab [apor
n Aanaii I'ypupa, dpuraec-tpenep Awennn ['at-
nep, auaxkeit Y3LDA, nesuna Apuana ['panac,
mMoaeab Awmmaxn Xaaua, cropremenkn Karprm
Tana Aasuacaorrup u [lepon Keim Baprep.
Poccuiickuii opuc kommannn Reebok perra B
IIOAHON Mepe HE HUCIOAB30BATh OPUIMHAABHBIIT
ITOCBIA AAHHOH PEKAAMHOM KAMITAHUN. OpI/IFI/I—
HAABHYIO HACIO BIAOHM3MCHHUAM, CBA3AB C TEMOIT
deMrHI3MA 11 CACAAB Ha HEe OCHOBHOI yiop [1].
B kagecrBe repoes pekAamMHON kamraruy «Hu B
KAKHE PAMKH» B POCCHICKON BEPCHU OBIAM 3a-
ACHCTBOBAHBI: aBTOP KaHaAa «/KeHckad BAACTB»
3aamaa MapIeHKyAOBa, YeMIIMOHKAa EBporrer
o croptuBHOM Ooprbe Amkeanka [luasiesa,
6oert MMA FOcteraa 17 paubik. AaHHAS pEKAAM-
Haf KAMITAHNA B MEAHACPEAE BBI3BAAA CEPHE3HBIH
pesonanc. Uepes HECKOABKO 4YacOB ITOCAE IIy-
OAMKALIIH PEKAAMHBIC ITOCTBI YAAAUAH U3 O(H-
ITUAABHOIO aKKAyHTa Reebok B WMucrarpam, a
BEAYIIUIH CIIEOUAANCT IO MAPKETUHIY B POCCHIA-
ckom oduce Reebok ysoamacs. [TpeacraBurean
roAroBHOrO oduca kommannn Reebok sasBuan o

TOM, 9TO C HUMH AAHHYIO pCKAaMHyIrO KOHIICII-

IMEO HE COTAacOBhIBAAN [2]. Bozrmkaa xpmsuc-
HasA curyanud. B cersr OBIAO MHOTO HEraTHBHBIX
OT3BIBOB OT ITOAB30BATEACH, a O(UIIHAABHBII
ambaccapop kommarnn Reebok B Poccnn Boipa-
3HA HEAOYMEHHUC IO ITOBOAY HOBOH PEKAAMHOIT
kammaann [4]. MHOTHE KOMITAHHN OOBITPBIBAAL
AAQHHBIH MH(OPMAIIMOHHBII ITOBOA B CBOHX pe-
KAAMHBIX KAMIIAHUAX. DBIA cepbe3HbI 0OIIe-
CTBCHHBIM pe3oHaHC. B AaHHOM caywae apamTa-
nuA pekAaMHON Kammannm «Be more humany
ObIAA BOCIIPHUHATA BECbMa HCOAHO3HAYHO.

[leAbrO AAHHOIO MCCAEAOBAHUS ABAAETCSA BBISB-
AeHpe 0A30BBIX OIMMOOK B OIPEACACHHH KAFO-
UEBBIX ACIICKTOB ITO3HIIHOHUPOBAHUA OpPEHAA B
IIPOIIECCE AAAIITAITIH MEKAYHAPOAHOH peKAAM-
HOH KAMITAHHH CIOPTHBHBIX TOBAPOB HA POC-
CHIICKOM PBIHKE HA IIPUMEPE PEKAAMHOM KAMITa-

Huu Reebok.

METOABI

M OPTAHU3AILINA NCCAEAOBAHUA
AAl AOCTHIKEHHSA ITOCTABACHHOM IIEAH OBIAH
BBIOPAHBI ABE TIPYIIIBI MCTOAOB IIPOBCACHUS
HAYYHOIO HCCAeAOBaHmA. K 1epBoil rpyime
CTAHAAPTHO OTHOCATCA OOITIEHAYIHBIC METOABI,
TAKHME KAaK aHAAM3, cuHTe3 u 0boOmenue. B ka-
YeCTBE CICIHAABHOIO METOAQ, HAIIPABACHHOTO
Ha cOOp AACKBATHOIO SMIIHPUYECKOIO MaTCpHa-
A2 AAA IIOCACAYIOIIECIO AHAAM3A KAYCCTBEHHBIX
CBOMCTB HCCAEAYEMOIO OOBEKTa, OBIA BBIOpAH
METOA XOAA-TECT4, KOTOPBIA ITO3BOAHUA ITOAY-
9uTh OOACE PAZBEPHYTHIC AAHHBIC, HCKCAU AH-
keTrpopanue. VIcxoas U3 eAeBOI ayAUTOPUN U
rrosuroHnposanns komiaann Reebok, yaact-
HUKAMH XOAA-TECTa OBIAN BBIOPAHBI MOAOABIC
ATOAN B Bospacte o1 17 A0 25 AeT B KOAMYeCTBE
150 ueroBek. YIaCTHHKAM XOAA-TECTA ITPEAAATA-
AW OTBETHTH HA BOIIPOCHI AHKETBI, ITOKA3BIBAAT
PEKAAMHEIC POAUKH, DAHHEPBI, KAK OPHIHHAAB-
HBIC, TAK M YIKE AOKAAH3OBAHHBIC POCCHHCKHM
ocpucom Reebok. B szaxaroumrespmoiil wactm
HNCCACAOBAHHA YIACTHHUKH XOAA-TECTA BBICKA-
3BIBAAM CBOE MHEHHE OTHOCHTEABHO AAHHOM
PCKAAMHOH KAMIIAHHHA U AABAAN COOCTBEHHBIC
pexomenaarmu. AanHas METOAOAOTHYECKAA Op-
TrAHU3aIIUA UCCAECAOBAHUS ITO3BOAMAA BBIABHTH
6a30BbIC XAPAKTEPUCTUKH CTPATETHYECKOTO II0-
3UIIHOHUPOBAHUSA OPEHAA BHE 3aBHCHUMOCTH OT

CyODbEKTa ITAAHHPOBAHHA.
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PE3YABTATBI MICCAEAOBAHUA

1 X OBCYXKAEHHE

B miepByro ouepeab HEOOXOAMMO OBIAO BBIACHHTD,
YTO YYACTHHKH XOAA-TECTA XOTAT BUACTD B PEKAA-
M€ CHOPTHUBHOM OACKABL B OCHOBHOM y4aCTHHKN
OTMETHAHM, YTO XOTAT BUACTH CAMY OACKAY/OOYBb
(38,7%) AMOO MOTHBAITMOHHYIO COCTABASFOITIYEO
(30,7%), r1pu 510M AOOABHUB, YTO UM OYCHD HPABAT-
€Al PEKAAMHBIC MOTHBAITHOHHBIC POAUKI KOMITAHII
Nike (prcyrox 1). Takixe yIACTHIKE OTAAAH IIPEA-
ITOYTEHHE N3BECTHBIM AFOAAM (16%0) 1 TpancAmpo-
Bauuro 3auATHi crioproM (12%).

Ha caeayrortiem srarie yHaCTHHKHA XOAA-TECTA OT-
METHAH, KOTO OHH XOTAT BHACTH B PEKAAME CIIOp-
THBHBIX TOBAPOB (PHCYHOK 2). BoAbITe TOAOBHHBI
Y9aCTHHKOB XOAA-TecTa (58,7%) B KauecTBe IIpeA-
craBUTEACH OPEHAA B PEKAAME CIIOPTHBHBIX TOBA-
OB XOTAT BHAETH crIOpTcMEHOB. Eirre wacts yuact-
HIKOB OTAAFOT Tpearrourerne mMoaeasm (17,3%)
n kareropun akrpucel/akrepst (8%). Yacrs yuacr-
HHKOB JKCAAIOT BHACTB AFOACH U3 ITOBCCAHEBHOM
#u3HN. Takum 0Opasom, OOABITIE BCErO B PEKAaME
XOTAT BUACTb MEAUIHBIX AUYHOCTEN 1, 1O 3aBepe-
HHAM YYACTHHKOB XOAA-TECTA, ’KEAATEABHO AOBOAB-
HO M3BECTHBIX. [IpH 5TOM OTMEYAAOCH, UTO repon

PEKAAMHOM KAMITAHHH AOAKHBI HMETh CITOPTHB-
HYIO ITOATAHYTYIO (DHIYPY.

ITocAe TOro Kak OIPEACAHAT, UTO MMEHHO XOTAT
BHACTb B PEKAAME YYACTHUKU XOAA-TECTA, MBI Ha-
YAAT BBIABAATH OTHOITIEHHE K MIMEIOITIIMCA CAOTa-
HaM. AASL TOTO YTOOBI OIIPEACANTH, KAKOH CAOTaH
CTOHT BBIOPATH B KAYECTBE OCHOBHOIO, OBIAO pe-
ILICHO IIPEAAOKHTD YUACTHHKAM XOAA-TECTA TPU
BHAA CAOraHOB. [lepBplii BapmanT cAOraHa OBIA
OPHIMHAABHBIIN, KOTOPBII ncroApsosasn B CIITA;
BTOPOH BAapHAHT — 3TO IIEPEBOA OPUIMHAABHOIO
CAOIaHa; TPETHI BAPHAHT — TO CAOIAH, KOTOPBIX
HCHOAB30BAACA B POCCHICKOM BEPCHU PEKAAMHOM
kammanun Reebok. PosHO moAoBHHA yYaCcTHIKOB
XOAA-TECTA BBIOPAAW OPHIMHAABHBIN CAOTAH pPe-
kaamuo kamrmanun (50%). Ha Bropom mecte oka-
32ACA TIEPEBOA OPHTMHAABHOTO cAoraHa (37,2%).
UYacre yuactamkoB xoAA-Tecta (12,8%) BRIOpasm
AOKAAN3OBAHHBIN CAOTaH MAPKETHHIOBOTO OTACAA
poccniickoro ocuca Reebok. To ectp GoAbITmH-
CTBO YYaCTHHKOB XOAA-TecTa (87,2%0) mpeArodan
OPHIMHAABHBIN BAPHAHT AMOO €ro IIEPEBOA Ha PYC-
CKUIT AI3BIK.

I'lo Toit #e METOARKE OBIA TIPOTECTHPOBAH APYTOH
CAOTaH U3 TOM 7K€ PEKAAMHOI KamITaHuH. B Aanrom

@ rMotueaumio

@ 3aHATHE CNOPTOM

@ W3eeCTHBIX NIKAEA

@ camy ogexayobyes

@ cruns

@ coueTaHue ux C ApYroN oaexaon

PucyHok 1 - OTBeTbI y4aCTHMKOB XONI-TECTa Ha Bonpoc «YTo Bbl x0-
TUTE BUAETb B peKslaMe CrIOPTUBHOM OAEXKAbI?»

Figure 1 - Answers of the hall test participants to the question:
What do you want to see in the advertisements for sportswear?

@ cnoprcmenos
@ axtpuciaktepos
@ wmopenei
@ [eByLUeK 13 NOBCEAHEBHOM HU3HM
@ cawmy ogexay
@ Koro yrogHo, My3bIKaHTOB
@ napHeit U3 NOBCEAHEBHOM HU3HU
PucyHok 2 - OTBeTbl Y4aCTHMKOB Xo/i-Tecta Ha Bonpoc «Koro Bbl xoTute BU-

AeTb B pek/iaMe B KauecTBe npeacTaButeneit 6peHaa?»
Figure 2 - Answers of the participants of the hall test to the question: Who do

you want to see in the advertisements as brand ambassadors?
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cAaydae OOABIIIE BCETO TOAOCOB HAOPAaA IIEPEBOA
opuruHassHOTO cAaorana (59%). Ha Bropoe mecto
YYaCTHUKN HCCACAOBAHMSA ITOCTABUAM OPHITHAAD-
Heli caoraH (32%). AOKAaAM3ZOBAHHBIN BapHAHT
CAOTaHA POCCHICKON BEPCHH PEKAAMHOM KAMITA-
HIH PaCITOAOKIACA Ha TperbeM mecte (9%0).

ITpocmarpusas 00e BEPCHE PEKAAMHOMN KAMITAHII
(OPUIHHAABHYIO M AOKAAM30BAHHYIO), YIACTHHKI
XOAA-TECTA BECbMA IOAOKUTEABHO OTHECAHCH K
OPUTHHAABHOIN PEKAAMHON KaMITaHuH. YTo KacaeT-
CA AOKAAM3OBAHHON BEPCHM, TO MHEHUSA PA3ACAU-
Anch. Jacrp y9aCTHHKOB HCCACAOBAHMSA 3aABHAM,
YTO 9TO HEIPUEMACMO AAA CCPBE3HBIX OPEHAOB,
ITPOM3BOAAIIINX ~ CITOPTHBHYIO ~OAGKAY. Apyras
YACTh OAODPHAA CMEAYIO 3aAYMKY MapKETOAOTOB
poccuiickoro oduca Reebok, aobasus, uro sro
IIPUBACKACT BHUMAHIE H 9YTO MHMO AAHHOH pe-
KAAMBI HHKTO He TporaeT. OAHAKO HA AOITOAHH-
TEABHBII BOIIPOC O TOM, ITOSBHAOCH AH JKCAAHIIC
nprobpectu ToBapel kommaHmn Reebok mocae
IIPOCMOTPA  AOKAAM30OBAHHOH BEPCHH  PEKAAMEL,
AMOO OTBETHAH OTPHIIATEABHO, AHOO 3aTPYAHH-
AUCH OTBETUTH. ACAATH OAHOZHAYHBIC BBIBOABI OT-
HOCHTEABHO TOIO, HACKOABKO PEKAAMA OKa3aAaCh

npoAaromef/i, C IIOMOITIBIO XOAA-TECTA HEC IIPCA-

CTABASIETCH BO3MOKHBIM. TOYHBIE AAHHBIE MOYKHO
OYACT IOAYHHTH TOABKO OAATOAAPS OTHUETAM O IIPO-
Aaxax. Take OBIAO OTMEIEHO, UTO AAHHAA PEKAAM-
Has KAMITAHIA ITOAHIMACT B POCCHIICKOM ODITIeCTBE
OIIPEACACHHBIE TEMBI 1 IIPODAEMBI, KOTOPBIE MOTYT
HMHTEPECOBATh OIPCACACHHYIO IICACBYEO IPYIIIY.
Ho B AaHHOM cAy¥ae HEOOXOAHMO OIIPEACAHTD,
KAaKOBa OBIAA M3HAYAABHASA ITEAD PEKAAMHOIN KAMITa-
uun Reebok m Gbraa Au oHa AocTurHYTA.

Io sasBACHMAM MAPKETOAOIOB H KPEATOPOB POC-
CHIICKOTO IIPEACTABUTEABCTBA KomIaHnu Reebok,
OHU TTOAHOCTBIO TTOAOKUAMCH HA COOCTBEHHBIN
omerr n kpearus [5]. To ecrp Hukakme ITpeaBa-
PHTEABHBIC HCCACAOBAHMS HE IIPOBOAMANCH. B
AAQHHOH PEKAAMHOM KAMITAHUH ITOAHUMACTCHA AO-
BOABHO CEPbE3HAA OOIIECTBEHHAA TEMa, ITO3TOMY
OIIPEACACHHBIC TECTHI Y€PE3 NCCACAOBAHMUA CACAO-
BAAO IIPOBECTH, YTOOBI IIOHSHTB, KAKYFO PEAKIIHIO
BBI3OBYT T€ FAW FHBIEC SACMCHTBI PEKAAMHOI KaM-
masun. B 3TOM cAy9ae cTaAo OBl IIOHATHO, OT ¥ero
CTOHAO OBI OTKa3aThCA HAH KK BBICTPOUTH KOMMY-
HUKALIHEO C AYAUTOPHEI A HAMOOABIIICH acpdpek-
TuBHOCTH. Harpumep, yaacTHHKI XOAA-TECTA OTAG-
BAAH TIPCAIIOYTECHHE ANOO OPUTHHAABHOMN BEPCHI

CAOTIaHa, AMOO €ro TIEPEBOAY. To ecrb C ITOMOITIBIO

@ Never apologize for being strong
@ Hukorga He U3BMHANCA 3a TO YTO Thl

CUNbHbINA

@ MMepecaab ¢ UMbl MYKCKOTo

000peHuA Ha My>KCKOE NULO

PucyHok 3 - OTBeTbl y4aCTHMKOB Xonn-Tecta Ha Bonpoc «Kakoi cnoraH u3
npeanoXeHHbIXx Bam HpaButca 6onblue?»

Figure 3 - Answers of the hall test participants to the question: Which of the
suggested slogans do you like best?

@ We change the world every time we
lead by example

@ Mol MeHAEM MU KaXKabiii pas, Koraa
nogaem npumep

@ A He gorosopuna

PucyHok 4 - OTBeTbl yHaCTHMKOB XO//I-TeCTa Ha Bonpoc «Kakoi cnoraH
U3 NpeAioXeHHbIX Bam HpaButcs 6onbe?
Figure 4 - Answers of the hall test participants to the question: Which
of the suggested slogans do you like best?
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HICCACAOBAHUA YAAAOCH OBI BEIOPATD OIITUMAABHBIH
CAOTAH H, BIIOAHE BEPOATHO, MHOIMX HErATHBHBIX
KOMMEHTAPHEB B CETH YAAAOCH OBI 30e/KaTh, 4 TAK-
7K€ He IPHUIIIAOCE OBI BCE YAAAATH U3 OPUITHAABHBIX
axkayHTOB Instagram. 1o 3asBAeHMAM yIACTHUKOB
HICCACAOBAHIS, CACAOBAAO CACAATH AKIICHT HA Ca-
MOH TIPOAYKIIIH AMOO HA MOTHBAITMOHHON COCTAB-
ASFOITICH, KK M B OPUIMHAABHOM BEPCHUU PEKAAMEL
ApyrumM apryMEHTOM B ITIOAB3Y IIPOBCACHUSA HICCAC-
AOBAHHA MO/KHO CUHTATD TOT (DAKT, UTO, HATIPHMED,
IIPOBEACHHE (DOKYC-TPYIIIIBI ITOKA3aAO0 OBI, K 9geMy
CACAOBAAO OBI TOTOBUTBCH, U TIO3BOAHAO 3apaHee
rmpoBecTH  onpeaercHnbie  PR-meporpraria  Aad
peIIeHus MOTEHIMAABHON KPU3UCHOI CHTYAITHH.
To ecrb ITOATOTOBHTH HECKOABKO CIICHAPUCB Pas3-
BUTUSA CHTYALIUH H IIOA KAKABIA CLIEHAPHH ITPHAY-
MATh OIIPEACACHHBIC AHTHKPH3UCHBIE MEPBI AAS FIX
perrerns. DTO TO3BOANAO OBI CIIOKOHO U OIIepa-
THBHO CpPEArnpoBaTh HA KPU3HUCHYIO CHTYAIHIO H
OBITH TOTOBBIMU K PEaKIIUH OOIecTBeHHOCTH [12].
Caeayrormest IpoOAEMOI AOKAAMBAIHI, ITO MHEHIEO
VIACTHHKOB, ABAACTCA HECOOTBETCTBHC 3AfBACHHOI
TeMBI IIPHHATBIM B OOITIECTBE IICHHOCTAM. BHIManHme
YIaCTHHKOB MCCACAOBAHUA OBIAO AKIIEHTHPOBAHO HA
ToM, uto Poccrrt He ToTOBa Celigac K IIOAOOHOMY IIO-
CBIAY B PEKAAMHOH Kammaaur. OTMEIaAOCh HEAOY-
MEHHE, KAK IIPOABIZKCHIE CIIOPTHBHBIX TOBAPOB CBf-
3aHO C aAIPECCHBHON PEKAAMOI Ha TeMy (DEMIHII3MA.
Bwmecro sroro warre Beero xorsr, 4roOBI B pexaame
AEMOHCTPHPOBAAH TOBAP W ITOKA3BIBAAN MOTHBALIV-
OHHBIC POAUKH, Kak y komrtarm Nike.

3AKAFOUEHUE

Takrm 0OPa3OM, MOJKHO OTMETHTD, YTO OAHOW M3
OIIMOOK TPH AAAITTAITHI IAODAABHOIT MEZKAYHA-
POAHOI PEKAAMHON KAMITAHUH ABASCTCH TOT (DaKT,
YTO MOTHBBI IIEAEBON ayAHTOPHH, (PAKTOPHI, KO-
TOpPBIE CITOCOOCTBYFOT KEAAEMOMY BOCITPHATIIO
PEKAAMBI F TPUHATHIO PEIIEHHA O ITOKYIIKE, B ITOA-
HOH Mepe He BbBAfroTcs. Hayka o mpussaTum pe-

IICHMSA O ITOKYIIKE I/II‘paCT BA/KHYIO pOAb B ITICITOYKE
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