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KHIKKOBA AHOTAIIA AK PEKJIAMHUI TEKCT

BOOK SUMMARY AS AN ADVERTISING TEXT

Anomauisa. Axmyaivnicmo po6omu noaszde y 00CHOKEHHI AHOMAYIT KHUZU AK PEKIAMHOZO MEKCMY Md SUKIUKAHA
MPanchopmayisamu Ha inopMayitiHoMy PUHKY, WO CYMMEBO IMIHUIU CMAHOBUWE SUOASHUYOT chpasu. 3oxkpemd, 3
nOSIBOI0 THIMEPHEMY Y YUMAYIE8 3HUKA HAZAIbHA Nompedd KYynyeamu OpyKosawi sUOAHHS, OCKILbKU OLALWICIY 13 HUX
abo iHopmayin Ha TXHI MmeMu MOKHA 3HAUMU 6 Mepexi Oe3kouwmosHo. Mema 00CAI0KeHH — PO3ZASIHYMU KHUKKOBY
amomayiio K peKaAamMHull mexcm, d 30Kpema 3acmocysamu NPUHYUNY i nPpAeuld KONipaumunzy cmeopenms pexiammuozo
mexcmy 05 OpYKOBAHUX 8UOAHL 00 KHUKKOGOI anomauii. [ns docsienenns memu 3dcmoco8y8diics 3dzdlbHO-HAYKOB]
Memoou anairisy, cummesy, Y3azaivHenmus md onucosui memod. /[is Xxapakxmepucmuxu ymos eudasHuuoi JisioHOCmi
ma eumoz 00 CyuacHozo GUIAGHUUOZO PUHKY 3ACMOCOBYEABCS ONUCOBUL Memold. Memod ananisy 3acmocogysascs 0as
BUBYUCHHS AHOMAUT KHUKKOBUX GUOAHL, CUHME3Y — GUOKPEMACHHS HEOONIKI6 KHUKKOGUX AHOMAYIU, Y3AzdloHEeHHs —
Gopmymosanus npobaemu ma arzopummy it eupiueHHs..

Tonosni pesyvmamu 0ocai0Kenns NOKA3ANU, WO 8 4dAC POIGUHEHUX THDHOPMAYIUHUX MeXHOI02il Mma 6i0KPUmMozo in-
Gopmauiinozo npocmopy, anomauis cyudcrHoi YKpaiHcokoi KHuzu MAe Oymu cmeopend He auwe 3d 6UOASHUUUMU CINAH-
dapmamu, a i nionopsi0Ko8YE8aMUCs 3aKOHAM PeKIAMHOT disivnocmi. 11[06 KoHKypysamu He auwe 3 8IMUUSHIHUM, d U
THO3eMHUM BUOABHUMUM NPOOYKMOM, AKUL MAK CAMO NPUCYMHIL HA YKPATHCOKOMY PUHKY, ABMOPU Md 8UOABUL CbOZOOHT
Maomv 6ymu y Kypci ocmanHix mpendis, iHHOBAYil Yy udasHuYil chepi, NOBUHHI eheKmusHO BUKOPUCTO8YSAU pe-
Kaamui ma PR-incmpymenmu. 3nauumicmo 00CAi0KenHs: NOASL2AE Y GUSHAYCHHT 2006HUX HeJOAIKI6 KHUKKOB0T anoma-
AIDA 0o Hanucanms KHUXK060T anomayii 3 memoro nidsuwumu ii KyniseioHy cnpomoxnicmo. Byau 3pob.ieni eucHosku,
Wo anomayisi € 0OHUM 13 IHCMPYMEeHMi6 COHYKanHs 00 0ii npudbamu KHuzy NOMEHYIUHUM NOKYNYEM, d OMKe BUMAZAE
KOMOTHAWIT 8UOAGHUMUX CIMAHOAPMIE 3 PEKLAMHUMU NPUHUUNAMU.

Kaiwouosi caosa: anomayis; eudasnuua cnpasa; xkunuzd;, Konipaumunz;, mapkemunzosa modeiv AIDA; pexiama; pe-
KAAMHULL MeKCM; Yilb08a ayoumopis..

Abstract. The relevance of the research is the study of a book summary as an advertising text which is due to
transformations of the information market that significantly changed the situation in the publishing business. In
particular, the need to buy printed edition disappeared in the Ukrainian society after the invention of the Internet.
Readers won’t buy book printed editions because of free access to the same books or similar information on the
Internet. The main objective of the research is to study a book summary as an advertising text, in particular, to apply
principles and rules of copywriting of printed texts to the book summary. The methods that were used to achieve the
main objective are common methods of scientific knowledge, in particular, such as analysis method, synthesis method,
generalization method, and descriptive method. The descriptive method was applied to characterize conditions of
publishing activity and the requirements to the modern publishing market. The analysis method was used to study
summaries of book editions, the synthesis method was applied to identify disadvantages of book summaries, the
generalization method was used to define the problem and propose an algorithm of its solution.

The main results of the study showed that in the time of developed information technologies and the open information
space, the summary of the modern Ukrainian book should be created not only according to publishing standards but
also adhere to the laws of advertising sphere. Authors and publishers should be aware of the latest trends, innovations
in the publishing, effectively use advertising and PR tools to compete with national as well as foreign publishing
product, which is also present on the Ukrainian market. The significance of the study is to identify the main
disadvantages of the book summary, which influence on its further sale. In particular, it was proposed to combine
principles of the AIDA marketing model with standards of a book summary in order to increase book purchasing power.
The conclusion of the research is that the book summary is one of the incentive tools that argue into buying a book by
a potential consumer and therefore requires a combination of publishing standards and advertising principles.
Keywords: advertising; advertising text; book; copywriting; publishing; summary; target audience; the AIDA model.
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changing and improving almost every day. Users

have easy access to information, while manufacturers
of various products and services must regularly report
on their activities and have a continuous impact on
the potential consumer. This leads to the emergence
of advertising dominance, the so-called advertising
clutter. Advertising clutter occurs when a large amount
of advertising is directed at a person, which a person
can not properly perceive [1]. It explains the relevance
of the research, which concerns the competitivity of a
book as a product.

Problems of book advertising, peculiarities of
writing advertising texts of editions, PR materials
of publishing sphere were studied by such Ukrainian
researchers as T. Bulakh [2], A. Melnychenko [3],
V. Teremko [4], N. Varenyk [5], S. Vodolazka [6;
71, N. Zelinska [8].

The book has also become an active customer of
advertising services, which has transformed it into
an advertising platform. In particular, it refers to a
publishing product placement, which devalues the
reputation of the book.

Publishers and book authors began actively use the
product placement, as it gives the opportunity to stay
financially on the market in the current unfavorable
conditions. «The product placement is a new genre
of hidden advertising that is used for the veiled
transmission of advertising messages with the aim of
psychologically affecting a person to promote goods or
services» [6]. In particular, such publishing houses as
«Folio», «AST», «Eksmo», «Astrel», «Kharvest» are
actively using this instrument in their activity [6].

Publishers and authors use product placement in
books despite the fact that the identification of such
advertising by readers reduces their level of trust in
a publication. The researcher N. Varenyk maintains
the position that it is used creatively different forms
of promotion of goods today, the marketing tools are
constantly improving. Potential consumers are indignant
because of constant and unauthorized intrusion of
advertising in their personal information space. Every
day an average consumer is exposed to 3-4 thousand
promotional messages. That is why a consumer fences
off to advertising, he or she seems to hear advertising,
but consciously does not perceive it [5].

In particular, copywriting is an effective way to find
a balance between classical and innovative approaches
of advertising and PR for publishing. It means that a
product (book) isn’t decisive. An advertising or PR
text about a product (book) must be in the focus of
attention. So, we interpret the notion of copywriting as
a process and a result of writing exclusive and original
text, the purpose of which is to cause a sequence of
emotions, feelings and experiences that will lead to a

Introduction. Information technologies today are
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predictable response of target audience — a desire to
become a consumer of certain products or services [9].

The researcher of the publishing sphere S. Vodolazka
determines internal advertising text elements of a book
edition. They are divided into verbal and visual and based
on different principles of creating an advertisement and
influence on a reader. The visual advertising elements
of a book edition include illustrations on the cover,
publishing and serial logos, font markings of various text
items, photographs of an author; the verbal advertising
text elements include summary, author’s name, title of
a work and various texts of an advertising content that
are placed on the cover of a book or inside its text [7].

The main objective of the research is to study a
book summary as an advertising text. The tasks of the
research are to characterize conditions of the publishing
business and the requirements to the modern publishing
market; to study summaries of book editions; to identify
disadvantages of book summaries; to apply principles
and rules of copywriting of printed texts to the book
summary; to make a conclusion of the research.

Research methods. The methods that were used
to achieve the main objective are common methods of
scientific knowledge, in particular, such as analysis
method, synthesis method, generalization method, and
descriptive method. The descriptive method was applied
to characterize conditions of publishing activity and
the requirements to the modern publishing market. The
analysis method was used to study summaries of book
editions, the synthesis method was applied to identify
disadvantages of book summaries, the generalization
method was used to define the problem and propose
algorithm of its solution.

Results and discussion. We propose to consider
a summary of a book edition in the context of
copywriting.

Despite the sacred attitude to the book in
the Ukrainian culture, it is, first of all, a product
which has its target audience. So, before creating an
advertising text for a particular edition, its target
audience must be examined. Usually, non-specialist in
the field of advertising and public relations analyses
target audience only a few criteria. However, the
future buyer of a book shouldn’t be determined by
the criteria (letters and numbers). The analysis must
present a target audience profile.

A target audience is a particular group of consumers
within the predetermined target market, identified as
the targets or recipients for a particular advertisement
or message [10]. A target audience profile is a
generalized character of a buyer, which consists of social
and demographic, geographic, social and economic,
psychographic and behavioral characteristics [11].

According to the laws of copywriting a recipient
of advertising, in any case, can’t be people in general
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or masses of consumers [12, s. 40]. The efficiency of
advertising depends on a thorough study of the target
audience profile, and primarily on the definition
of psychological and social guidance, stereotypes,
lifestyle [13].

As well as a target audience profile, a book as a
commercial product must be analyzed: its characteristics,
advantages, disadvantages, topics, competitors, etc.

The object of advertising or PR can be not only
a separate book but also books of one author, a series
of books. A publishing house or a bookstore can be
emphasized through the book. These tasks must
be solved before developing an advertising or PR
strategy for publishing products. Their resolving will
define other tasks, for example, attract attention to
a particular edition, attract a new target audience,
introduce or promote the author, etc.

In particular, there are special requirements to book
summary in the context of copywriting that must be
adhered. The summary is defined as a brief statement
of content of a book, article, report, etc., which gives
grounds for drawing conclusions about the expediency
of their more detailed study. A book summary consists
of information about content of the work, its purpose,
value, orientation [14].

There are main requirements for writing a book
summary:

1. A summary should have a concise, concrete form,
but at the same time give a brief description of the
publication. This requirement is the same to the main
rule of copywriting — information about the object of
advertising should be laconic, without much words,
each word must perform a certain task (to arouse one’s
interest, reinforce, argue, have credibility, etc.).

2. Tts volume should have a maximum of 500—600
characters. In particular, the advertising text always
takes into account and adapts to the format of the
channel of distribution of information.

3. A summary uses standard language. If a
book is considered as an object of an advertisement,
its summary must obey the rules of copywriting.
Advertising uses the vocabulary of a target audience.
That is why before creating advertising and PR texts, a
copywriter thoroughly studies a target audience.

4. If a summary contains unknown words, they
need to be explained. But the principles of copywriting
do not allow the use of confusing vocabulary in
advertising texts.

5. A summary should not give false information about
the objective characteristics of a book. This requirement
complies with the rules of copywriting — high-quality
advertising and PR texts contain true information about
a product or service) [14].

There are also other principles of copywriting,
which should be used when writing a book summary:
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e it is necessary to point out the advantages of the
object of advertising and PR;

« the object of advertising and PR, its positioning,
the unique selling proposition are repeated several
times in the text using various means;

o the verb is preferable in the text of a summary
because it causes action and creates a dynamic in the text;

« the present tense form and active voice should be
used in the text of summary;

o the texts of the summary should be addressed
directly to the reader (consumer);

e it is necessary to use emotional words instead of
standard language;

o it is important to avoid a negative verb form,
giving preference to the affirmative sentences;

e it is necessary to take into account the format of
an edition and adapt the text to its format.

The authors of a summary usually underestimate
its role, mentioning only general information that is
informative, but not advertising.

If a book is considered as an advertising product,
the text of a summary should sell it. Purpose of any
product is to supply a consumer’s need. The book
supplies the intellectual and aesthetic needs of readers.
The main tasks of a summary are to attract attention,
interest, cause a desire to read, and as a result buy
a book. These tasks are completely in line with the
principles of the main AIDA marketing model.

The AIDA Model

A O Attention

I O Interest

*L_

The AIDA model is widely used in marketing and
advertising to describe the steps or stages that occur
from the time when a consumer first becomes aware
of a product or brand through to when the consumer
trials a product or makes a purchase decision. AIDA is
an acronym that stands for Attention, Interest, Desire,
Action [15].

The steps proposed by the AIDA model are as
follows:

Desire

Action

o Attention — the consumer becomes aware of
a category, product or brand (usually through
advertising).

o Interest — the consumer becomes interested in
learning about brand benefits and how the brand fits
with lifestyle.
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e Desire — the consumer develops a favorable
disposition towards the brand.

« Action — the consumer forms a purchase intention,
shops around, engages in trial or makes a purchase [16].

The summary of a book should attract attention,
interest, cause desire and encourage the purchase.

We propose to consider how the AIDA marketing
model is applied in the summary of a book. The first
stage of the influence on a consumer, which corresponds
to the first letter A (attention) of the marketing model,
concerns the attraction of the consumer’s attention to the
book. The technique that allows capturing the attention
of the reader with the help of summary is a direct appeal
to the target audience. It can be as a direct appeal to
a particular group of people by referring to their social
status, positions, etc., and a description of the situation
in which the potential reader of a particular edition is
or wants to be.

For example, such phrases can be the direct appeal
to a certain group of people: «Farmer» (books of
agriculture, etc.); «Dear women» (romance novels,
etc.); «Businessmans», «Dear teachers (books of the
professional direction, etc.). Such appeal as <«Dear
reader> does not attract the attention of the target
audience. It is perceived as a general word because it
does not indicate in any way specific needs. Moreover,
any person who turns the leaves of a book is a reader.

Also, emotional words at the beginning of the
summary can be used to draw attention to the book. For
example, it can be written: «A unique book that includes
the most up-to-date trends of fashion, cosmetology,
psychology, sociology...» instead of starting the
summary with the phrase «A book is dedicated to a
woman'’s lifes.

The second stage of the influence on a consumer,
which corresponds to the letter I (interest) of the
marketing model, is to interest the potential consumer to
buy a book. The techniques to keep the reader’s interest
concern features of the text of the summary.

Any person is interested in information that is
new, relevant, clear and concise. For example, words
«revolution», <«unique», <«modern», <«unknowns,
«fresh», <«modern», <«non-traditional», as well as
«new», « innovation», etc. indicate new information.

The third stage of the influence on a consumer,
which corresponds to the letter D (desire) of the AIDA
marketing model, is to cause the desire to buy the
book. The techniques to cause desire with the help of
a summary are addressing to the organs of the senses
(sight, smell, touch, taste, hearing), arguments and
human needs.

For example, addressing to the organs of the senses
can be realized with the help of such phrases as «Just
look at bright illustrations of this book...» (sight), «It
is a pleasure to keep this book in hands and smell its
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pages» (touch and smell), «...your dishes would be so
delicious with this recipes book» (taste), etc.

The fourth stage of the influence on a consumer,
which corresponds to the fourth letter A (action) of
the AIDA marketing model, is to motivate the target
audience to buy the book. The techniques to cause
buying of the book are the use of the present tense,
the imperative form and words, and phrases that
propose to buy the book, for example, «Use the book
recommendations and become a successful specialist...»
(professional literature), etc.

Conclusion. The objective of the research, in
particular, studying a book summary as an advertising
text, was realized. Conditions of publishing business and
the requirements to the modern publishing market were
described; summaries of book editions were analyzed,
disadvantages of book summaries were identified; the
main problem of book summaries were characterized,;
principles and rules of copywriting of printed texts to
the book summary were applied; recommendations for
improvement of book summaries are given.

Modern conditions of the Ukrainian publishing
business are characterized by developed information
technologies, accessibility of information and competitive
growth. A book became an advertising product which
needs to be promoted as well as other products. One
of the instruments of book promotion is its summary.
Often authors of a summary underestimate its role.
Usually, the function of a summary is to give general
information about an edition. It was studied that the
book summary should perform functions of advertising
text. The principles of copywriting and the AIDA
marketing model can be easily combined with the tasks
of a book summary.
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KHHUXHAS AHHOTAIIHA KAK PEKJIAMHDBIH TEKCT

Annomayus. AxmyarvHocmo pabomvl 3aKI0UAeMCs 8 UCCAe008AHUU AHHOMAUUY KHUZU KAK PEKIAMHO20 MEKCMA U
6bI36AHA MPAHCHOPMAUUIMU HA UHDOPMAYUOHHOM PIHKE, UINO CYUWECMEEHHO USMEHULU YC08US PAGOmbL 015 u30amenv-
cK0z0 desa. B uacmmuocmu, ¢ nosigjieHuem unmeprema y wumameaeti ucue3id HAcmosmeavHds Heo6x00uMOCmy NOKYNAmy
neuamuole u30AHUS, NOCKOILKY GONLUUHCTNEO U3 HUX UTU UHDOPMAYUIO HA UX MEMbl MOKHO HAtimu ¢ cemu 6ecnaam-
Ho. Ilenv uccedosanus — paccmompemv KHUKHYIO AHHOMAUUI KAK PEKIAMHOII MEKCm, d 6 4ACHOCU NPUMEHUMNb
NPUHUUNLL U NPABULA KONUPATIMUHZA CO30AHUSL PEKIAMHOZ0 MEKCMA OJis NeUAMHHIX USOAHUL 6 KHUKHOU AHHOMAUUU.
s docmukenus ueau npUMeHsIUCy HAyuHvle Memodvl AHAU3d, CUHMe3d, 0000WeHUs U OnUCAmevHvlll Memoo. [lus
Xapaxkmepucmur Ycaos8utl u30ameabckol 0esme bHOCmu U Mpebosanull K COBPEMEHHOMY U30AMENLCKOMY PUIHKY NpuMe-
HSLIICS, ONUCAMENLHBILL Memod. Memood anaiusa npumersiics 04 U3Y4eHuss AHHOMAYUT KHUKHOIX U30aHUll, cunmesa — onpeo-
eN1eHUs, HeOOCTNAMKO8 KHUKHOIX AHHOMAUU, 0600WeHUs — (POPMYIUPOSKU NPOBIEMbL U AIZOPUMMA €€ PeULeHU.

Tnasnvle pe3yavmamot UccAe0068anUs. NOKA3AU, UMO 80 6PEMS PAIGUNBLY UHBOPMAUUOHHBIX MEXHOL0ZULL U OMKPLIMOZO
UHGPOPMAUUOHHOZO NPOCMPAHCINGA, AHHOMAUUS COBPEMEHHOU YKPAUHCKOU KHUzu O0JKHA Obimb CO30AHA HE MOILKO
N0 U3DAMENLCKUM CIMAHOAPMAM, HO U NOOUUHSIINGCS 3AKOHAM PEKAAMHOU JesmeavHocmu. mobv. KOHKYpuposams He
MOJILKO ¢ OMEUCCMBEHHVIM, HO U UHOCTIPAHHLIM U30AMETLCKUM NPOOYKIMOM, KOMOPLLIL MAK Ke NPUucymcemsyem na yxpa-
UHCKOM pbIHKe, asmopvl U u30dmeau cezoOHs 00JXKHbL Oblmb 6 Kypce NoCAeOHUX mpeHdos, UHHO8AUUTl 8 U30amebCKou
cghepe, 0oaxHbL IPPEKMUBHO UCNOAL308AMb PeKAAMHbIe U PR-uncmpymenmol. 3HAUUMOCb UCCIE006AHUSL 3AKTIOUAEN-
csL 6 onpedeseHuu 2IAGHLIX HeJOCMAMKOS KHUXHOU AHHOMAUUU, KOMOPble SAUSOM HA NOKYNAMEALHYIO CROCOGHOCTYL
KHuzu. A 6 wacmuocmu, 6vl10 NPeOIoKeHO NPUMEHUND MAPKeMUuHz06y0 Modeab AIDA K HAnucanuio KHUXHOU aAHHOMA-
YUY C UeTbI0 NOBLICUMY ee NOKYNAMEbHYH CRocoOHOCMb. Dolau coenanvl 6vi600bl, 4mMo AHHOMAYUS S6]SIeMCS OOHUM
U3 UHCMPYMEHMO8 NOOYKOeHUs K Oelicmeuio NOMEeHYUAIbHUIX NOKYnameaet npuobpecmu Kuuzy, d 3nawum mpebyem
KOMOUHAUUU U30AMENCKUX CIMAHOAPMOE ¢ PEKAAMHOLMU NPUHUUNAMU.

KmoueBbie ciaoBa: anHomauus, usdameavckoe 0ea0, KHuzd, KOnupaimunz, mapkemunzosas modeav AIDA, pexaama,
PEKIAMHBLIL MeKCm, ueaeedas ayoumopus.
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