peknama/reclame

Peknama, yxoas Hayanom B ryOMHY BEKOB, HACTOAWMIA pa3max M xapaktep npuobpena B
MHIOYCTPUANbHYIO 3MOXY, KOrga NpouM3BOACTBO NMPeAMeTOB NoTpeb/sieHns onpeaenseTca He
CTOJIbKO CMPOCOM, CKOJIbKO MALIMHHbIM XapaKTepPOM NPOU3BOJCTBA, ¥ CMPOC CTAN0 HEOOXOANMBIM
nojorpeBaTb MCKYCCTBEHHO.

K 3ToMy c ycnexom npon3BOAMTENb NPUCNOCOOMN peKnamy.

Ho Bcemy cBosi Mmepa. A B VIpKyTCKe ee TepaloT.

[opojg yrHeTeH M NoAaBEH OLWENOMAAWMUM KONNYECTBOM HAPYXHOW peKnambl, HEYMECTHbIM ee
pasmelleHVEeM U BbICOKUM MPOLEHTOM MApruHanbHOM KynbTypbl MCnonHeHua. [laxe Te, KTO K
pekname OTHOCUTCA TEPMNUMO, C MOHMMAHUEM, HE MOTYT Bpa3yMUTENbHO OOBACHUTb, 3a4eM
noHagobunocb BAPYr cpa3y, 3a Kakue-to 3-5 neT cpaTth ropoj Ha nopyraHue pekname,
apXUTEKTYpy yauu, naowapen, OTAeNbHbIX NAMATHUKOB WMCTOPUM U KYNbTypbl 3aCNOHUTH
peKJaMHbIMU WNUTAMK, 06NENUTbL peKnamMoi BUHbIE JOMa O NONHOTO 00e31nYeHus.

[nsa MHOrux peknama He 6onee Kak yrognueas NpUCIyXHMLA 06LWeCcTBa, MAeaNn3npyLOLLEero
NOTPeOUTENbCKMIA MHCTUHKT.

HapyxHaa peknama, BHeLpAACb B FOPOLCKYI0O BU3YaNbHYIO Cpeay, OTHUMAET y rOpOoXaH ropog.
3amewasn ero coboi, OHa NOCATaeT Ha ero UAeHTUYHOCTb. Peknama no onpepeneHunio BpaxaeoHa
ropogy, n TaM, rge€ 31O OCO3HAIOT, A€PHKAT €€ B Y3[1€. Bnaanmup byx, masHbI peaakTop

Advertisement, with its roots in remote ages, has acquired the full vim and vigour in industrial
era, when consumer production is determined by machinery characteristics of production
rather than by demand, so it has become necessary to rouse the demand artificially.

And the producer has successfully adjusted advertisement to it.

But everything should have reasonable limits. In Irkutsk they are losing such limits.

The city is depressed and overwhelmed by the tremendous quantity of outdoor advertisement,
its clumsy placement and high percentage of marginal performance. Even those who treat
advertisement with tolerance and understanding, cannot give clear explanation why, all of a
sudden, it was necessary within only 3-5 years to profane the city, to hide architecture of its
streets, squares and single monuments of history and culture behind advertisement screens, to
cover its outstanding buildings with advertisement and to rob them of individuality.

Many people perceive advertisement as nothing more than obsequious servant for the society,
which idealizes consumer instinct.

Outdoor advertisement, while penetrating the city visual environment, bereaves the citizens of
their city. When replacing the city by itself, advertisement encroaches on the city's identity. By
its definition advertisement is hostile towards the city. Where people comprehend it, they hold
it in leash. viadimir Bukh, editor-in-chief
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