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characteristics of patients with psychogenic dyspnea 
and various forms of asthma. 
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ȼɜɟɞɟɧɢɟ 
ȼ ɫɨɜɪɟɦɟɧɧɨɣ ɪɚɞɢɨɥɨɝɢɢ ɢɫɩɨɥɶɡɭɸɬɫɹ ɰɢɮ-

ɪɨɜɵɟ ɤɨɦɩɶɸɬɟɪɧɵɟ ɬɟɯɧɨɥɨɝɢɢ ɜɨ ɜɫɟɯ ɪɚɡɜɢ-
ɬɵɯ ɫɬɪɚɧɚɯ. ȼ ɩɪɨɲɥɨɟ ɭɯɨɞɹɬ ɫɬɚɪɵɟ «ɩɥɟɧɨɱ-
ɧɵɟ» ɬɟɯɧɨɥɨɝɢɢ ɩɪɟɞɫɬɚɜɥɟɧɢɹ ɢ ɯɪɚɧɟɧɢɹ ɪɟ-
ɡɭɥɶɬɚɬɨɜ ɪɟɧɬɝɟɧɨɥɨɝɢɱɟɫɤɢɯ ɨɛɫɥɟɞɨɜɚɧɢɣ. ɋɨ-
ɜɪɟɦɟɧɧɵɟ ɚɩɩɚɪɚɬɵ ɞɚɸɬ ɢɡɨɛɪɚɠɟɧɢɟ ɜ ɰɢɮɪɨ-
ɜɨɦ ɜɢɞɟ, ɱɬɨ ɩɨɡɜɨɥɹɟɬ ɜɵɩɨɥɧɹɬɶ ɞɨɫɬɚɬɨɱɧɨ 
ɫɥɨɠɧɭɸ ɤɨɦɩɶɸɬɟɪɧɭɸ ɨɛɪɚɛɨɬɤɭ. ȼ ɦɟɞɢɰɢɧɟ 
ɫɨɡɞɚɧɵ ɟɞɢɧɵɟ ɦɟɠɞɭɧɚɪɨɞɧɵɟ ɫɬɚɧɞɚɪɬɵ ɨɛɦɟ-
ɧɚ ɦɟɞɢɰɢɧɫɤɢɦɢ ɞɚɧɧɵɦɢ. ɂɧɬɟɧɫɢɜɧɨ ɪɚɡɜɢɜɚ-
ɸɳɢɦɫɹ ɫɬɚɧɞɚɪɬɨɦ ɹɜɥɹɟɬɫɹ DICOM (Digital Im-
aging and Communication in Medicine), ɩɪɟɞɧɚɡɧɚ-
ɱɟɧɧɵɣ ɞɥɹ ɩɟɪɟɞɚɱɢ ɪɚɞɢɨɥɨɝɢɱɟɫɤɢɯ ɢɡɨɛɪɚɠɟ-
ɧɢɣ ɢ ɞɪɭɝɨɣ ɦɟɞɢɰɢɧɫɤɨɣ ɢɧɮɨɪɦɚɰɢɢ. Ɏɚɣɥ, 
ɯɪɚɧɹɳɢɣ ɨɞɧɨ ɢɡɨɛɪɚɠɟɧɢɟ ɜ ɫɬɚɧɞɚɪɬɟ DICτε, 
ɜɤɥɸɱɚɟɬ ɜ ɫɟɛɹ ɤɚɤ ɢɡɨɛɪɚɠɟɧɢɟ, ɬɚɤ ɢ ɫɨɩɭɬ-
ɫɬɜɭɸɳɭɸ ɢɧɮɨɪɦɚɰɢɸ. 

ɋɰɢɧɬɢɝɪɚɮɢɱɟɫɤɢɟ ɢɡɨɛɪɚɠɟɧɢɹ – ɷɬɨ ɢɡɨɛ-
ɪɚɠɟɧɢɹ, ɩɨɥɭɱɟɧɧɵɟ ɩɪɢ ɩɨɦɨɳɢ ɫɰɢɧɬɢɝɪɚɮɢɢ. 
ɋɰɢɧɬɢɝɪɚɮɢɹ – ɷɬɨ ɡɚɩɢɫɶ ɫ ɩɨɦɨɳɶɸ ɫɩɟɰɢɚɥɶ-
ɧɨɣ ɤɚɦɟɪɵ ɪɚɫɩɪɟɞɟɥɟɧɢɹ ɩɨ ɬɤɚɧɹɦ ɜɜɟɞɟɧɧɨɝɨ 
ɜ ɨɪɝɚɧɢɡɦ ɪɚɞɢɨɚɤɬɢɜɧɨɝɨ ɩɪɟɩɚɪɚɬɚ. 

Ʉɨɦɩɶɸɬɟɪɧɚɹ ɬɨɦɨɝɪɚɮɢɹ (ɄɌ) ɩɨɡɜɨɥɹɟɬ ɩɨ-
ɥɭɱɢɬɶ ɞɜɭɯɦɟɪɧɵɟ ɢɡɨɛɪɚɠɟɧɢɹ. ȿɫɥɢ ɫɤɚɧɢɪɨ-
ɜɚɬɶ ɚɧɚɬɨɦɢɱɟɫɤɢɟ ɫɬɪɭɤɬɭɪɵ ɬɨɧɤɢɦɢ ɫɪɟɡɚɦɢ, 
ɬɨ ɬɪɚɞɢɰɢɨɧɧɚɹ ɄɌ ɩɨɡɜɨɥɹɟɬ ɩɨɥɭɱɢɬɶ ɦɭɥɶɬɢ-
ɩɥɚɧɚɪɧɵɟ ɢɡɨɛɪɚɠɟɧɢɹ. 

Ɇɭɥɶɬɢɩɥɚɧɚɪɧɵɣ ɪɟɠɢɦ – ɫɬɚɧɞɚɪɬɧɵɣ ɬɪɟɯ-
ɦɟɪɧɵɣ ɪɟɠɢɦ, ɜ ɤɨɬɨɪɨɦ ɚɧɚɬɨɦɢɱɟɫɤɢɟ ɫɬɪɭɤ-
ɬɭɪɵ ɩɪɟɞɫɬɚɜɥɟɧɵ ɧɚ ɬɪɟɯ ɜɡɚɢɦɧɨ ɩɟɪɩɟɧɞɢɤɭ-
ɥɹɪɧɵɯ ɩɥɨɫɤɨɫɬɹɯ (ɪɢɫ. 1). ȿɫɥɢ ɬɟɥɨ ɱɟɥɨɜɟɤɚ, 
ɧɚɯɨɞɹɳɟɝɨɫɹ ɜ ɚɧɚɬɨɦɢɱɟɫɤɨɣ ɫɬɨɣɤɟ, ɭɫɥɨɜɧɨ 
ɩɨɦɟɫɬɢɬɶ ɜ ɬɪɺɯɦɟɪɧɭɸ ɩɪɹɦɨɭɝɨɥɶɧɭɸ ɫɢɫɬɟɦɭ 
ɤɨɨɪɞɢɧɚɬ, ɨɫɶ Б ɪɚɫɩɨɥɚɝɚɟɬɫɹ ɜ ɩɟɪɟɞɧɟɡɚɞɧɟɦ 
ɧɚɩɪɚɜɥɟɧɢɢ, ɨɫɶ В ɢɞɺɬ ɫɥɟɜɚ ɧɚɩɪɚɜɨ ɢɥɢ ɫɩɪɚɜɚ 
ɧɚɥɟɜɨ, ɚ ɨɫɶ Г ɧɚɩɪɚɜɥɹɟɬɫɹ ɜɜɟɪɯ ɢ ɜɧɢɡ, ɬɨ ɟɫɬɶ 
ɜɞɨɥɶ ɬɟɥɚ ɱɟɥɨɜɟɤɚ. 

ɋɚɝɢɬɬɚɥɶɧɚɹ ɩɥɨɫɤɨɫɬɶ, БГ, ɪɚɡɞɟɥɹɟɬ ɩɪɚɜɭɸ 
ɢ ɥɟɜɭɸ ɩɨɥɨɜɢɧɵ ɬɟɥɚ. Ʉɨɪɨɧɚɪɧɚɹ, ВГ, ɪɚɫɩɨɥɚ-
ɝɚɟɬɫɹ ɜɟɪɬɢɤɚɥɶɧɨ, ɨɧɚ ɨɬɞɟɥɹɟɬ ɩɟɪɟɞɧɸɸ ɱɚɫɬɶ 
ɬɟɥɚ ɨɬ ɡɚɞɧɟɣ ɱɚɫɬɢ. Ⱥɤɫɢɚɥɶɧɚɹ, БВ, ɩɚɪɚɥɥɟɥɶ-

ɧɚ ɩɨɜɟɪɯɧɨɫɬɢ ɡɟɦɥɢ, ɨɧɚ ɨɬɞɟɥɹɟɬ ɜɵɲɟɥɟɠɚɳɢɟ 
ɨɬɞɟɥɵ ɬɟɥɚ ɨɬ ɧɢɠɟɥɟɠɚɳɢɯ. 

 
Ɋɢɫ. 1. Ⱥɧɚɬɨɦɢɱɟɫɤɢɟ ɩɥɨɫɤɨɫɬɢ 

 
Ɋɟɚɥɢɡɚɰɢɹ ɦɨɞɭɥɹ 
Ɉɫɧɨɜɧɨɣ ɡɚɞɚɱɟɣ ɜɨɫɫɬɚɧɨɜɥɟɧɢɹ ɹɜɥɹɟɬɫɹ ɩɨ-

ɫɬɪɨɟɧɢɟ ɬɪɟɯɦɟɪɧɨɣ ɦɨɞɟɥɢ ɩɨ ɞɢɫɤɪɟɬɧɨɦɭ 
ɧɚɛɨɪɭ ɚɤɫɢɚɥɶɧɵɯ ɫɪɟɡɨɜ. Ⱦɥɹ ɪɟɲɟɧɢɹ ɩɨɫɬɚɜ-
ɥɟɧɧɨɣ ɡɚɞɚɱɢ ɛɵɥ ɜɵɛɪɚɧ ɦɟɬɨɞ, ɨɫɧɨɜɚɧɧɵɣ ɧɚ 
ɭɬɜɟɪɠɞɟɧɢɢ, ɱɬɨ ɫɤɚɧɢɪɨɜɚɧɢɟ ɨɫɭɳɟɫɬɜɥɹɟɬɫɹ 
ɫɨɩɪɢɤɚɫɚɸɳɢɦɢɫɹ ɫɪɟɡɚɦɢ. ȼ ɷɬɨɦ ɫɥɭɱɚɣ ɝɟɨ-
ɦɟɬɪɢɱɟɫɤɢ ɨɬɞɟɥɶɧɨɟ ɢɡɨɛɪɚɠɟɧɢɟ (ɫɪɟɡ) ɫɨɫɬɨɢɬ 
ɢɡ ɜɨɤɫɟɥɨɜ (ɪɢɫ. 2). 

 
Ɋɢɫ. β. Ƚɟɨɦɟɬɪɢɱɟɫɤɨɟ ɩɪɟɞɫɬɚɜɥɟɧɢɟ ɫɪɟɡɚ 

 
Ɍɟɯɧɢɱɟɫɤɢ ɷɬɢ ɢɡɨɛɪɚɠɟɧɢɹ ɫɨɫɬɨɹɬ ɢɡ ɞɜɭɯ-

ɦɟɪɧɵɯ ɱɢɫɥɨɜɵɯ ɦɚɬɪɢɰ, ɡɚɩɨɥɧɟɧɧɵɯ ɡɧɚɱɟɧɢɹ-
ɦɢ ɰɜɟɬɚ (ɪɢɫ. 3). 
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Ɋɢɫ. γ. Ɍɟɯɧɢɱɟɫɤɨɟ ɩɪɟɞɫɬɚɜɥɟɧɢɟ ɫɪɟɡɚ 

 
Ɍ. ɤ. ɬɨɥɳɢɧɚ ɫɪɟɡɚ ɧɟɛɨɥɶɲɚɹ, ɬɨ ɜɨɫɫɬɚɧɨɜ-

ɥɟɧɢɟ ɬɪɟɯɦɟɪɧɨɣ ɦɨɞɟɥɢ ɦɨɠɧɨ ɜɵɩɨɥɧɢɬɶ ɩɭ-
ɬɟɦ ɫɛɨɪɚ ɜɫɟɯ ɨɬɞɟɥɶɧɵɯ ɫɥɨɟɜ ɜ ɩɚɪɚɥɥɟɥɟɩɢɩɟɞ. 
Ɍ. ɟ. ɢɡɨɛɪɚɠɟɧɢɟ ɩɪɟɞɫɬɚɜɥɹɟɬɫɹ ɜ ɜɢɞɟ ɤɭɛɢɱɟ-
ɫɤɨɣ ɦɚɬɪɢɰɵ ɫ ɰɟɧɬɪɚɥɶɧɵɦɢ ɡɧɚɱɟɧɢɹɦɢ, ɫɨɨɬ-
ɜɟɬɫɬɜɭɸɳɢɦɢ ɰɟɧɬɪɭ ɜɨɤɫɟɥɚ. 

 
Ɋɢɫ. 4. Ɍɪɟɯɦɟɪɧɚɹ ɦɚɬɪɢɰɚ ɫɪɟɡɨɜ 

 
Ɇɟɬɨɞ ɞɚɟɬ ɜɩɨɥɧɟ ɭɞɨɜɥɟɬɜɨɪɢɬɟɥɶɧɵɟ ɪɟ-

ɡɭɥɶɬɚɬɵ, ɬ.ɤ. ɜ ɩɪɨɰɟɫɫɟ ɫɤɚɧɢɪɨɜɚɧɢɹ ɩɨɥɭɱɚɸ 
ɧɚɛɨɪ ɫɪɟɡɨɜ ɬɨɥɳɢɧɨɣ ɜ ɧɟɫɤɨɥɶɤɨ ɦɢɥɥɢɦɟɬ-
ɪɨɜ (ɨɤɨɥɨ 1-2 ɦɦ). 

Ʉɨɪɨɧɚɪɧɵɟ ɫɪɟɡɵ ɩɨɥɭɱɚɸɬɫɹ ɩɭɬɟɦ ɪɚɫɫɟɱɟ-
ɧɢɹ ɩɨɥɭɱɟɧɧɨɣ ɤɭɛɢɱɟɫɤɨɣ ɦɚɬɪɢɰɵ ɮɪɨɧɬɚɥɶ-
ɧɨɣ ɩɥɨɫɤɨɫɬɶɸ (ɪɢɫ. 5). 

 
Ɋɢɫ. 5. ɉɨɥɭɱɟɧɢɟ ɤɨɪɨɧɚɪɧɵɯ ɫɪɟɡɨɜ 

 
ɋɚɝɢɬɬɚɥɶɧɵɟ ɫɪɟɡɵ – ɪɚɫɫɟɱɟɧɢɟɦ ɩɪɨɮɢɥɶ-

ɧɨɣ ɩɥɨɫɤɨɫɬɶɸ (ɪɢɫ. 6). 

 
Ɋɢɫ. 6. ɉɨɥɭɱɟɧɢɟ ɫɚɝɢɬɬɚɥɶɧɵɯ ɫɪɟɡɨɜ 

 

Ɉɩɢɫɚɧɢɟ ɩɪɨɝɪɚɦɦɧɨɝɨ ɦɨɞɭɥɹ 
ɉɪɨɝɪɚɦɦɚ ɩɪɟɞɫɬɚɜɥɹɟɬ ɨɞɧɨɨɤɨɧɧɨɟ ɩɪɢɥɨ-

ɠɟɧɢɟ (ɪɢɫ. 7). 

 
Ɋɢɫ. 7. Ƚɥɚɜɧɨɟ ɨɤɧɨ ɩɪɨɝɪɚɦɦɵ 

 
ȿɫɥɢ ɢɡɨɛɪɚɠɟɧɢɟ ɫɨɞɟɪɠɢɬ ɨɞɢɧ ɤɚɞɪ, ɬɨ ɚɤ-

ɬɢɜɧɨɣ ɛɭɞɟɬ ɩɚɧɟɥɶ, ɫɨɞɟɪɠɚɳɚɹ ɩɨɩɟɪɟɱɧɵɟ 
ɫɪɟɡɵ. 

ȿɫɥɢ ɢɡɨɛɪɚɠɟɧɢɟ ɫɨɞɟɪɠɢɬ ɧɟɫɤɨɥɶɤɨ ɤɚɞɪɨɜ, 
ɬɨ ɩɪɢ ɜɵɛɨɪɟ ɢɡɨɛɪɚɠɟɧɢɹ ɛɭɞɭɬ ɚɤɬɢɜɧɵ ɩɚɧɟ-
ɥɢ, ɫɨɞɟɪɠɚɳɢɟ ɮɪɨɧɬɚɥɶɧɭɸ ɢ ɩɪɨɮɢɥɶɧɭɸ ɩɪɨ-
ɟɤɰɢɢ.  

ɉɨɦɢɦɨ ɦɭɥɶɬɢɩɥɚɧɚɪɧɨɣ ɪɟɤɨɧɫɬɪɭɤɰɢɢ ɦɨ-
ɞɭɥɶ ɢɦɟɟɬ ɪɹɞ ɢɧɫɬɪɭɦɟɧɬɨɜ ɞɥɹ ɚɧɚɥɢɡɚ ɢɡɨɛɪɚ-
ɠɟɧɢɹμ  

1. ȼɵɞɟɥɟɧɢɟ ɡɨɧɵ ɢɧɬɟɪɟɫɚ (ɩɪɹɦɨɭɝɨɥɶ-
ɧɚɹ, ɷɥɥɢɩɬɢɱɟɫɤɚɹ ɢ ɩɪɨɢɡɜɨɥɶɧɚɹ ɮɨɪɦɵ). Ʉɚɠ-
ɞɚɹ ɡɨɧɚ ɢɧɬɟɪɟɫɚ ɢɦɟɟɬ ɫɜɨɣ ɰɜɟɬ. ɇɚ ɢɡɨɛɪɚɠɟ-
ɧɢɢ ɜɨɡɦɨɠɧɨ ɨɬɨɛɪɚɡɢɬɶ ɞɨ 16 ɡɨɧ ɢɧɬɟɪɟɫɚ. 

2. Ʌɢɧɟɣɤɚ – ɢɡɦɟɪɟɧɢɟ ɪɚɫɫɬɨɹɧɢɹ ɦɟɠɞɭ 
ɩɪɨɢɡɜɨɥɶɧɵɦɢ ɬɨɱɤɚɦɢ. 

3. Ʉɨɧɬɪɚɫɬɧɨɫɬɶ/ɹɪɤɨɫɬɶ – ɢɡɦɟɧɟɧɢɟ ɤɨɧ-
ɬɪɚɫɬɧɨɫɬɢ/ɹɪɤɨɫɬɢ ɢɡɨɛɪɚɠɟɧɢɣ 

4. ɐɜɟɬɨɜɚɹ ɲɤɚɥɚ – ɢɡɦɟɧɟɧɢɟ ɰɜɟɬɨɜɨɣ 
ɝɚɦɦɵ. 

5. Ɏɢɥɶɬɪɵ – ɩɨɡɜɨɥɹɸɬ ɧɚɤɥɚɞɵɜɚɬɶ ɧɚ 
ɢɡɨɛɪɚɠɟɧɢɹ ɪɚɡɥɢɱɧɵɟ ɷɮɮɟɤɬɵ. ȼ ɞɚɧɧɨɦ ɦɨɞɭ-
ɥɟ ɪɟɚɥɢɡɨɜɚɧɵ 5 ɮɢɥɶɬɪɨɜμ 

 Mean – ɩɪɨɫɬɨɟ ɫɝɥɚɠɢɜɚɧɢɟν 
 Median – ɦɟɞɢɚɧɧɚɹ ɮɢɥɶɬɪɚɰɢɹν 
 Enhancement – ɭɥɭɱɲɟɧɢɟ ɤɨɧɬɪɚɫɬɧɨɫɬɢν 
 Blur – ɪɚɡɦɵɬɢɟ ɢɡɨɛɪɚɠɟɧɢɹν 
 Edge Detection – ɞɟɬɟɤɬɨɪ ɤɪɚɟɜɵɯ ɩɢɤɫɟ-

ɥɟɣ. 
 
Ɂɚɤɥɸɱɟɧɢɟ 
ɋɨɜɪɟɦɟɧɧɵɟ ɚɩɩɚɪɚɬɵ ɞɚɸɬ ɢɡɨɛɪɚɠɟɧɢɟ ɜ 

ɰɢɮɪɨɜɨɦ ɜɢɞɟ, ɱɬɨ ɩɨɡɜɨɥɹɟɬ ɜɵɩɨɥɧɹɬɶ ɞɨɫɬɚ-
ɬɨɱɧɨ ɫɥɨɠɧɭɸ ɤɨɦɩɶɸɬɟɪɧɭɸ ɨɛɪɚɛɨɬɤɭ. 

ȼ ɫɮɟɪɟ ɡɞɪɚɜɨɨɯɪɚɧɟɧɢɹ ɩɪɟɢɦɭɳɟɫɬɜɚ ɰɢɮ-
ɪɨɜɵɯ ɬɟɯɧɨɥɨɝɢɣ ɨɱɟɜɢɞɧɵμ ɛɨɥɶɲɢɟ ɜɨɡɦɨɠɧɨ-
ɫɬɢ ɩɨ ɨɛɪɚɛɨɬɤɟ ɢɡɨɛɪɚɠɟɧɢɹ ɢ ɞɢɚɝɧɨɫɬɢɤɟ, ɫɨ-
ɜɪɟɦɟɧɧɵɟ ɫɢɫɬɟɦɵ ɚɪɯɢɜɢɪɨɜɚɧɢɹ ɢ ɩɟɪɟɞɚɱɢ 
ɰɢɮɪɨɜɵɯ ɢɡɨɛɪɚɠɟɧɢɣ, ɜɟɞɟɧɢɟ ɷɥɟɤɬɪɨɧɧɨɣ ɢɫ-
ɬɨɪɢɢ ɛɨɥɟɡɧɢ ɢ ɩɨɥɭɱɟɧɢɟ ɧɟɨɝɪɚɧɢɱɟɧɧɨɝɨ ɤɨ-
ɥɢɱɟɫɬɜɚ ɤɨɩɢɣ, ɷɤɨɧɨɦɢɱɧɨɫɬɶ ɢ ɨɩɟɪɚɬɢɜɧɨɫɬɶ. 

 



XI Ɇɟɠɞɭɧɚɪɨɞɧɚɹ ɧɚɭɱɧɨ-ɩɪɚɤɬɢɱɟɫɤɚɹ ɤɨɧɮɟɪɟɧɰɢɹ ɫɬɭɞɟɧɬɨɜ, ɚɫɩɢɪɚɧɬɨɜ ɢ ɦɨɥɨɞɵɯ ɭɱɺɧɵɯ 
«Ɇɨɥɨɞɺɠɶ ɢ ɫɨɜɪɟɦɟɧɧɵɟ ɢɧɮɨɪɦɚɰɢɨɧɧɵɟ ɬɟɯɧɨɥɨɝɢɢ» 
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Globalization has become an essential process in 

the global market. Nowadays an increasing number of 
multinational companies and global brands are build-
ing global presence. National economies are becom-
ing steadily more integrated as cross-border flows of 
trade, investment and financial capital increase. Con-
sumers are buying more and more goods, a growing 
number of firms now operate across national borders. 
Some products are so similar in their characteristics 
and their popularity is so high that it allows of starting 
to market them globally, using unified standardized 
techniques and strategies and regardless of the coun-
tries where this products are selling.  

The strategy of globalization and standartization 
of marketing campaigns tend to be very attractive. 
First of all definitely because it reduces costs of ad-
vertising campaigns development and promotion. 
Next advantage is that such campaigns for the most 
part are using pictures, music and usually minimal 
amount of simplified words while describing the 
product. This enhanМОЬ ЩЫШНЮМЭ’Ь МШЦЩОЭТЭТЯОЧОЬЬ КЧН 
allows exercising control over the entire marketing 
process in more simple way. Global marketing pro-
vides an advantage of high recognizability and per-
ception of a commodity as something reliable and 
quality. It also accelerates the process of product 
ХКЮЧМСТЧР ШЧ МШЮЧЭЫв’Ь ЦКЫФОЭЬ. BОЬТНОЬ, РХШЛКХ ЦКr-
keting campaigns contribute to cross-cultural integra-
ЭТШЧ ЭСЫШЮРС РЫКНЮКЭО ЮЧТПТМКЭТШЧ ШП МШЧЬЮЦОЫ’Ь Нe-
mands and willingness to purchase goods at a lower 
price forgoing some individual preferences. 

However, a universal unified for all the world 
campaign is hardly possible to develop, and a low 
number of such brands with standardized marketing 
approach displays this fact. For example among of the 
most successful international advertising campaign 
are promotions of Levi's, Coca-Cola and Benetton 
companies which can be considered as a global stand-
ardized campaigns. In Levi's commercial words are 
replaced with pop music, so that concept can be clear-
ly grasped in any country of the world, it has audio 
and visuals effects identical across-the-board and the 
ЦШЬЭ РОЧОЫКХТгОН ЩСТХШЬШЩСв. BОЧОЭЭШЧ’Ь КНЯОЫЭТЬТЧР 
campaign single idea is in slogan: «UЧТЭОН CШХШЫЬ ШП 
BОЧОЭЭШЧ», аСТМС ТЬ ЫОЩОКЭТЧР ТЧ ЦКЧв МШЮЧЭЫТОЬ КЧН 
is targeted at uniform perception regardless of cultural 
differences. Coca-Cola preferred slightly different 

approach performing homogeneous advertising cam-
paign with only language and main characters vary-
ing. And those standardized campaigns turned out to 
be successful partly due to the fact that some goods, 
mostly American, are popular around the world pre-
cisely because they enclose the image of American 
culture and American way of life. 

Being global and cross-national the marketing 
concept is based on the product positioning in the 
global market without taking into account the national 
component. For example, for the digital cameras the 
emphasis can be made on the ability to make great 
pictures easily and without much effort in any place 
of the globe, for shampoo the key point is that it pro-
vides healthy and beautiful hair, for a travel agency - 
a great vacation. Thereby global marketing approach 
is based on the identical way of meeting specific 
needs in any country. 

Although, marketing can not be fully global and 
standardized since there is no single global consumer 
and diverse consumer preferences commands for var-
ious marketing approaches. And marketers should 
distinguish the concept of a unified global standard-
ized product (which is possible) and a uniform stand-
ard advertising (which is 100% impossible), as cul-
tures differs from country to country. And an effective 
advertising campaign should reflect culture of the 
country where it is launching which is in varied ges-
tures, facial expressions, customs and habits, language 
and other nuances and cultural peculiarities. Moreo-
ver, advertising is the part and the mirror of each na-
tional culture. Despite the fact that consumers, brands, 
technologies and companies are increasingly becom-
ing global, advertising is likely to stay more local. So 
the strategy of adaptation in global marketing and 
product promotion with international markets is wide-
ly spread. 

Among the difficulties complicating global mar-
keting campaigns launching are the following: eco-
nomic, political and social systems differences; the 
development and use of  advertising channels;  the 
МШЮЧЭЫв’Ь МЮХЭЮЫО КЧН ЭЫКНТЭТШЧЬν ЭСО НТППОЫОЧМОЬ ТЧ 
sounds and colors perception; the style of life peculi-
arities; the life cycle of the goods in different coun-
tries etc. 

For example, in the Nordic countries advertising 
products as luxury items would be considered bad 


