PUBLIC IMAGE OF A POLITICIAN AS AN ELEMENT OF POLITICAL ADVERTISING
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Abstract. The article represents a public image of a politician from the point of view of its role in the contemporary process of community development. The theme is especially topical in view of the forthcoming presidential elections in Ukraine. The author tells about the changing role of political advertising and its influence on the formation of mass opinion. Perfect personal qualities of a political candidate are circumstantially described in the article.
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In today’s modern world it is almost impossible to achieve anything in politics without having your own public image. According to Lilleker (Lilleker, 2006) the image is the public representation of the political leader, the candidate in elections, the political party etc.  Loads of political advertisements must help you to popularize yourself forming your own public image. The theoretical basis of political advertising requires deep development, and present-day theoretical proposition – careful analysis, generalization and harmonization with the realities of the next stage of formation of this area of political communication.
The image of a leader is one of the main tools of political advertising. The results of different researches show that in the audience's expectations, there is always a permanent list of qualities that, in the opinion of voters, any leader should possess. The famous Ukrainian writer and marketing specialist G. Pocheptsov said: ‘A candidate must have one or more features that inspire us all, - he must be attractive, dynamic, look like a winner, cause sympathy, be sincere, humane, emit confidence and stability’ (Pocheptsov, 1997). According to different sociological surveys, those politicians, who stand for election in our country should demonstrate the following qualities: ability to communicate with people, political flexibility, good sense of humor, and ability to inspire and motivate humans. They should have credibility, be new figures in politics, but have some experience in management behavior. They must also have such feature as sharpness of mind and inner energy. It is desirable for the candidate to be at least 40 and not more than 60 years old. Willingness to assume responsibility for solving socio-economic problems is also noted. Among other decisive characteristics there is nationality, gender (one of the polls has shown that most voters would like to see men in important posts), religion of a candidate as well as the level of professional competence, experience in state activity, moral qualities, emotional and psychological features. The public image of a candidate is almost as important as his or her political sphere. Hence, Richard Joslyn, who observed political commercials on American television between 1960 and 1984, concluded that only 15% are concentrated on the sphere of political interests and activity, while 57% – on personality and qualities of candidates (Tyutelova, 2018).
The image of serious political entities and leaders is not an accidental mixture of circumstances, something given, something that appears by itself, on the contrary it is well-planned.  A lot of specialists on communication take care of it. They identify key characteristics of the image of a definite political entity or candidate, manage its development and modify it when necessary. Orzekauskas and Smaiziane (Orzekauskas and Smaiziane, 2007) indicate that there are four levels of image building:
· fundamental image, the first level of image building which includes the individual and organizational principles, philosophies, objectives and standards of acting;
· internal image which includes planning, conducting and organizing political activities directed towards the members of the political party in order to strengthen their loyalty to the party, as well as the party solidarity;
· external image which includes the activities through which a politician and political entity are presented in public, building of appropriate relations with the media and public as entirety, behavior of a politician or political entity in public;
· unattainable image which includes the influence of behavior on the factors that are related to a politician or political entity, their cultural matrix, education, motivation etc.
There are numerous examples of politicians who, due to their advertising campaign, were able to become presidents of their country. The first who caught our attention was George Bush. In the 1989 election, being the vice president and former head of the CIA, G. Bush presented himself as a man, ready to take a presidential post and able to cope with the power of the head of the state. In his promotional videos, G. Bush appeared shaking hands with President Reagan, then meeting M. Gorbachev and M. Thatcher. The advertising tactics he chose allowed him to win the election. Any action – real or just proclaimed – should be strong enough to make an unforgettable impression.
One more striking personality who can serve an example here is previous US president – Barack Obama. At the end of 2006 no one took Obama seriously. He was the so-called dark horse. But after he nominated his candidacy for the election on February 10, 2007, an extensive presidential campaign began. During the time that remained before the election his character was shown in several famous TV shows (The Simpsons, South Park); many popular artists released songs in his support (Barack Obama Music Video – Yes We Can, Ludacris – Ready 4 Change (Obama Is Here), I Got a Crush on Obama – Liya Coffman); a large number of souvenirs and clothing with images of Obama were produced and distributed. He also signed a contract with Microsoft, according to which advertising in support of Obama appeared in 18 games. And this is still not a whole list of places and things, where Barack Obama's brand appeared at that time. Going online Obama made the youth his main audience. He logged in and started his active work in such social networks as Twitter, Facebook and MySpace. Thus, with the help of an active Internet campaign, Obama managed to get closer to people and it helped him to win the 2008 presidential campaign. (Obama, 2008)
The last figure we are going to focus our attention on is one of the Ukrainian presidential candidates – Volodymyr Zelenskyi. From our point of view, we can draw some parallel lines between Barack Obama and Volodymyr Zelenskyi and speak about definite similarity between them. Yesterday’s showman, Volodymyr Zelenskyi is one of the most discussed personalities on Ukraine’s political arena today. His main audience as well as it was with Obama’s is youth. He is as open and close to his electorate as possible. V. Zelenskyi is carrying out his active work with the help of modern media. He even posted his election program on the network, where people have an opportunity to read it and suggest their possible changes. A month before the presidential elections which are to be held on March 31, 2019, he launches the third season of one of his most popular projects, called „Servant of the People”. In this serial Zelenskyi plays a history teacher who, in the course of random circumstances, becomes the president of Ukraine. All he strives to achieve is to fight corruption in his homeland and make the citizens feel proud of this country. So it is really interesting whether the electoral program of Zelenskyi will help him to achieve the same success as Barack Obama.
To draw a conclusion, it is important to notice that the role of a public image of a politician is changing and it is very important for people who create advertising campaign to keep up with the time we live in.
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