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where advertising may be confused for reality artifacts. A g
example is an advertisement of “Voskhod” Advertising Age
in Yekaterinburg — “How to Make a Bureaucrat Work™. Po
of public officers were drawn around pits on the roads, the pi
imitating these public officers’ opened mouths. The s
example was used in Belgium for a commercial advertisement
Orbit chewing gum: an open-mouthed man’s portrait was dra
around a manhole lid on the pavement (the mouth — sewer-grate
had to remind of foul breath). i

But most ambient advertising methods have been
borrowed from street art. Street drawings have been used by
Cola, McDonalds, Toyota, MTV. The brand Smirnoff advertised
its products with the help of the so-called “reverse graffiti”: the
artists cleaned dirt and dust from different city space elements so
that the clean spaces could be read as advertising messages. An
English artist Julian Beever having signed a cohtract with PA
DDB Amsterdam made a very natural drawing of a fearsome hole
on a city mall floor. It was accompanied by words «Just Call Usy.
It was a famous slogan of the Dutch insurance company Centraal
Beheer. The advertisement of the Prague Torture Museum looked
like a chalk-edged dead man’s headless silhouette. The silhouette
was drawn on the very edge of the metro platform, its “neck”
abutting the train’s sliding doors.

Today, the latest urban advertising trends include
installations comprising urban environment elements. For
instance, a revolver with its muzzle being a factory’s smoking
chimney drawn on a house wall (ecological advertising). Another
example is a house wall with the drawing of a herd of mammoths
with a car parked next to the wall. The car is capable of managing
the mammoths’ weight (advertisement of a Toyota loading
pickup). Shop windows can demonstrate the widest range of
installations made of various objects: the goods sold become part
of a genuine artistic canvas. In Prague, the Torture Museum hung
gallows loops and handcuffs instead of straps in underground
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carriages. They were accompanied by signs with the museum’s
- name. A morally dubious but catchy solution!

, A specific feature of contemporary art is action-based art-
objects. In this case, artistic experience is embodied rather in an
~ action than a thing. Such are performances and happenings. An
- example of using a performance technology for advertising
- purposes may be a campaign in a shopping mall in Amsterdam
when the visitors witnessed Rembrandt’s painting “Night Watch”
come alive. Thus, people were reminded of the local museum’s
wealth. The technology of happening was used in organizing
campaigns of Femen group. The movement started from
provocative political activism but with the course of time the
project grew increasingly commercialized. Thus, in 2013 in
Milan female activists participated in fashion-advertising of
Cartier and Faberge jewelry — during the campaigns the women
appeared wearing this jewelry which was passed on to the whole
press community.

An example of transition from performance to happening
may be an action-based advertisement created in 2011 by PA
DDB Paris for the National Railways of France. The campaign
was called "Bienvenue, Au revoir"/" Welcome, Goodbye" and
advertised an online train ticket booking service. The advertisers
chose five passengers who had booked their tickets, learned about
their interests and involved them in a performance which made
their dreams come true. Thus, a hard rock fan was met at the
station by a group of rockers, a Kung-Fu man participated in an
exhibition battle staged for him, etc. The videos about each of the
lucky passengers were uploaded on YouTube and shown on TV.
Integration of various communications enhanced the campaign’s
efficiency, which is generally typical of integrated marketing
communications. [16; 17]

As it was already mentioned above, a specific feature of
contemporary art is its aiming at interaction. Interaction between
artwork and the audience has always taken place. But in most
cases, it has been represented by mental interpretation of artistic
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work hypothetically enabling the audience to alter their behavi
and conscience. As for the audience’s impact on the artwork,
has been in the form of the artwork passive evaluation, whi
could also hypothetically lead to altering the work and its au
as well. But modern understanding of interaction assumes that th
audience can really influence the art-object transforming
physically and, thus, becoming the co-author.

The essence of interactive advertising is shifting fromthe
impact on the consumer to interaction with them. Interaction in
outdoor advertising is still far from being varied but there
increasingly appear interactive shop windows and billboards,
sensor screen walls, interactive promoters. The most prospective
trend is the use of augmented reality technologies in advertising,
One of the most impressive examples of using such technologies
in advertising is the project “Doorway to Europe” created by
advertisers from DDB Paris Agency for French Railways. The
objective of the campaign was to invite people to travel to various
European countries and cities. Parisian streets were lined with
doors on opening which people could virtually find themselves in
Geneva, Brussels and other European cities. The video screen
behind each door telecast in real time mode what was happening
in each city square.

In conclusion, it is worth underlining that trends, methods
of artistic representation of the world and interaction with the
audience developed by contemporary art help advertisers lessen
further extensive expansion of advertising within city space
which results in the disappearance of urban environment identity.
Methods and technologies borrowed from contemporary art
enable advertisers to diminish the audience’s negative reaction to
excessive advertising in the city without diminishing impact on
the audience. On the other hand, contemporary art elements
engaged in advertising habitualise this kind of art, introduce its
discourse in the citizens’ everyday life facilitating its
comprehension.
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OUTDOOR ADVERTISING: INTEGRATION OF
COMMERCIAL COMMUNICATION AND ART-OBJE

Savelyeva O.0.
Doctor of Social Science, Professor
Peoples' Friendship University of Russia
Institute of World Economy and Business
The Department of Advertising and Business Communications

Abstract. The article focuses on forms of interconnection between
advertising and art. It is observed that the new aspects of such
interaction are shaped due to the so-called contemporary art. The
basis of this new language is replacing pieces of art with art-

objects, the use of non-standard for art materials, direct

interaction and receiving immediate feedback from the audience.
The article also reveals trends and methods of contemporary art
which participate in shaping today’s urban environment. The
main object of research is urban outdoor advertising. We analyse

ambient advertising and street art as well as examples of'_
advertising installations, performances and happenings. Special

attention is drawn to interactive urban advertising. Methods and
technologies borrowed from contemporary art enable advertisers

to diminish the audience’s negative reaction to excessive

advertising in the city. On the other hand, contemporary art
elements engaged in advertising habitualise this art, introduce ils
discourse in the citizen’s everyday life facilitating its
comprehension. The article proves that the integration of
advertising and contemporary art can play a significant role in
reducing the interference of advertising in urban space.

Keywords: urban advertising, art, contemporary art, ambient
advertising, interactive advertising, integrated communications
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The city appeared as a center for social communications,
 including trade. Therefore, commercial information in the form of
word-of-mouth, signs, graffiti and later billboards, posters, etc
has always been an element of urban environment. One should
admit that it was urban space that first witnessed advertising
- placement. With the course of time, advertisements (primarily
visual) in streets and squares started to be called “outdoor
advertising”. Today, it represents a rather considerable part of
marketing communications. According to the Russian
Association of Communication Agencies (RACA), in 2014
outdoor advertising accounted for 12% of ATL-communications
market, trailing only TV- and Internet-advertising. At the same
time, being the oldest sector of advertising market, outdoor
advertising has successfully retained its positions at the time of
digital-communications. This is what makes it considerably
different from another “old-time™ advertising channel, the printed
media. Thus, within the period of 2013-2014, the amount of
outdoor advertising didn’t see any change while the share of
printed advertising decreased by 11% (including special
advertising editions where it decreased by14%). [1] Yet the new
market conditions and rapidly developing mass communication
technologies make outdoor advertisers search for new ways of
targeting potential customers.

Indeed, it is outdoor advertising that earlier shaped and
continues to shape urban environment today. [2; 3; 4] But its
substantial part has hardly been perceived by the target audience.
To attract citizens” attention (let alone the real impact) advertisers
have increasingly been resorting to cityscape invasion:
advertising constructions have become bigger in size, the number
of constructions has increased as well. [S] This has caused not
only public disapproval but also legal restrictions on outdoor
advertising, if not its full prohibition. Since 2007, outdoor
advertising has been fully banned in Sao Paolo (excluding shop
windows and signs) as well as in another 1500 cities worldwide.
In 2012, Moscow City Government issued “New Regulations on
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Advertising Constructions’ Installation and Exploitation” whi
was followed by dismantling 20.000 advertising facilities
third of the total number). As a result, one can observe
appearance and development of such promotional means f
goods, services and non-profit offers that, still bei
advertisements, are actually mimicries of cityscape art design. |
Moreover, the so-called “contemporary art” provides lots of
opportunities for it. ]

Advertising and art have been closely interconnected for
at least two centuries. [7] This has included famous artisty
participation in creating advertisements, the use of trendy artistic
styles, playing upon popular artwork in advertising. The new
forms and directions of such interaction are being shaped today
due to the so-called “contemporary art”. This term refers to the
set of various artistic practices and directions which appeared at
the close of the 20th century. Most of them are based on
abandoning not only the classical tradition but also the art of
modernism. The “traditional” work of art created in the late 20th-
early 21th century is referred to as “modern art”. [8; 9] ‘

The term “contemporary” for characterising trends and
work of art was first used in 1971. [10] However, according to
some information, this term appeared in 1948 in the USA. [11]
The Russian equivalent of “contemporary art” became popular in
Russia in the 1990s. It was (and still is) applied to work created
firstly by means of expanding the so-called “language of art”, i.e.
those means, methods, material and technologies which are used
for fixing and communicating a person’s aesthetic perception,
emotions and spirituality. [12, p. 264] It is this language
expansion which, from our viewpoint, offers the main
opportunities for “art accretion”. Still such expansion questions
such object’s being artwork. [13]

These means and methods are based on a painting, a
sculpture or anything to be called “artwork™ replacement with the
so-called “art-object”, i.e. a certain area of communicative space
reflecting the author’s aesthetic perception and embodying the

—_
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artistic image created by him or her. This may be a light
composition, virtual reality on screen, a specially made or
modular volumetric object, an action performed individually or
by a group, the body of the artist or some other person, a territory,
etc. The expansion of technologies and material today is beyond
all boundaries. There seems to be no substance which could not
be transformed into a creator’s artistic expression. Another vital
feature of contemporary art is its aiming at direct interaction with
the audience and getting its immediate feedback “now and here”.

The discourse of contemporary art includes a variety of
the new “art language™: assemblage (two- or three-dimension
object compositions), video-art (art-objects created with the help
of video and television), installation (a work made of individual
elements and designed for specific place and time), performance
(a series of individual or group actions), happening (an event or
action in which the artist involves the audience), street-art
(writings or drawings on cityscape surfaces, including asphalt),
land-art (a work based on natural landscape). Contemporary art
arsenal also includes the so-called “urban interventions” —
performance, installation or another work of art that comprise
elements of the surrounding urban environment. Even this list,
which is far from complete, demonstrates the boundless
opportunities of the new “art language” adaptation to solving the
tasks of advertising. The most significant environment for
exposing such advertising art-objects is becoming urban space.

A booming outdoor advertising trend has recently been
“ambient”, i.e. advertising placement on non-advertising surfaces.
Advertising goes beyond the boundaries of those parts of urban
space where it is easily recognised as advertising. It becomes part
of the environment, its identifying frameworks are disposed of
and it starts to be seen as an inherently valued artistic expression
within the urban space. [14; 15] The techniques of creating such
kind of advertising may be different. One of the “inverted
commas’ destruction” forms in advertising is exploiting surfaces
inappropriate for it (for instance, paved roads), i.e. such places
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