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GLAMOR SOCIAL NETWORKS AND THEIR UKRAINIAN DIMENSION

Internet space, which has become a significant area of human life, can be considered as one of
the forms of the field of power, which, like the field of power in reality, maintains a certain order in
society. This function fully extends to the organization of the consumption process, which under no
circumstances should stop. Thus there is a special discourse of consumption, which means organized
social interaction about the sale and purchase of certain tangible and intangible assets (food, cloth-
ing, books, information, knowledge, etc.), which to some extent meet the needs of people and create
a sense of boundaries reality.

The study focuses on the study of social networks of the existence of glamor and the process of
promoting consumption as the main value of modern society. The Internet is considered as a special
field of power that regulates the process of consumption. One way to regulate this is to create and
promote social projects. The results of the research of the Internet project « Glamory — one of the most
influential and developed projects of the consumer society are given. Some virtual communication
resources that promote the idea of glamorization through marketing strategies are considered. Par-
ticular attention is paid to such strategies to promote the Internet project, as the use of site developers
training cycles aimed at programming consumer behavior, games with numbers, self-presentation
opportunities, sales information, marketing express surveys, the possibility of developing a virtual
career on the site, consulting on fashion and turning into a glamorous girl or man.

Key words: consumer society, consumer values, marketing strategies, social project, internet pro-
Jject, internet space, glamor.

Problem. Internet space, which has become a significant area of human life, can be considered
as one of the forms of the field of power, which, like the field of power in reality, maintains a certain
order in society (Burdye, 2007). This function fully extends to the organization of the consumption
process, which under no circumstances should stop. Thus there is a special discourse of consumption,
which means organized social interaction about the sale and purchase of certain tangible and intangi-
ble assets (food, clothing, books, information, knowledge, etc.), which to some extent meet the needs
of people and create a sense of boundaries reality.

The Internet makes a person feel complete in a plausible world due to the rapid dynamics of
change (virtual) life situations, changing roles and images, the ability to demonstrate themselves
(different) to others.

The Internet regulates supply and demand in the absorbing process of consumption. It develops
and strengthens the possibilist nature of social reality by providing increasing (including imaginary)
opportunities for self-realization. Blogs, forums, social networks are becoming public arenas for dis-
cussing the whole spectrum of consumption — from material to spiritual goods, from friendship and
love to hate.

Ideas disseminated on the Internet, on the one hand, should be close to everyday reality (should
be supported by everyday practices), and on the other — should aim to preserve the discourse of con-
sumption, in which Consumption acts as a meta-code of Internet communication. In order for these
two aspects to merge organically, it is necessary to create social projects and apply various marketing
strategies in their promotion. The more sophisticated and diverse will be the content of projects (their
fullness of meaning) and the impact of marketing strategies used by participants in virtual communi-
cation, the greater the likelihood of habituation (habitualization) (Berger & Lukman, 1995, p. 89-91)
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transformation norms. And the more likely a person, joining the relevant Internet resource, is inter-
ested in a new construct of the norm.

Thus, the scientific problem is to study virtual communication resources in terms of designing and
promoting social projects in the discourse of consumption using marketing strategies. In this regard,
of great interest are sites whose content is not rigorous, but rather multi-layered. These sites are or-
ganized on the principle of «do not want — do not look and do not read». Therefore, we can say that
the term «promotiony is used in its original meaning — as the promotion (creation, formation) of an
idea and some actions to approve, enshrine in the minds of site participants (both real and potential)
this idea. This meaning of the concept of «promotion» precedes the understanding of the term in mar-
keting, but more in line with modern reality.

Purpose. Consider the online project «Glamour», which for many millions of people offers a new
form of participation in glamorous life — to engage in the purchase of fashionable goods and touch the
feast of saints — idols of glamor.

Results and discussion. Of course, the main site in the promotion of glamorous lifestyle is «Glam-
our» (Glamour) — an online version of a women's magazine. It sets the tone for all fans of glamor,
defining the ideal to be pursued, to be equated and imitated. Glamour magazine is a classic of the
women's magazine genre, so everything that a woman would like to buy / make / master / try is col-
lected here, but for which she has neither the time nor the money. However, she can be around, as if
inadvertently peeking into the private lives of celebrities, as a neighbor to tease about the successes
or failures of others. It gives a sense of belonging to something big, significant that is happening in
the world.

For example, you can go to parties (there is such a section) Miu Miu in Paris, or an evening of
Glamor there, or at any premiere of the film. And you can easily discuss the personal life of any actor
or actress.

The authors of the site came up with a good move to involve readers in interactive communica-
tion, inviting them to evaluate the clothes or appearance of the celebrity («Who's who?»). Here are
examples of such an action: «The paparazzi caught Natalie Portman at the gas station. The actress was
dressed in a simple green T-shirt, shorts and espadrilles. Alessandra Ambrosio also prefers to refuel her
car. Which of the celebrities does it better?» You need to vote online for your choice. This is followed
by the call «Dress like ...» and shows photos of singers, actresses and other stars (Glamour, 2018).

In the section «Paparazzi» we meet the same reception: «Elle Fenning returns from Paris to Los
Angeles. Do you like the image of the actress?», «British singer Kimberly Walsh on the way to the
BBC. Would you dress like a musician?» Here, too, you need to vote, and then, comparing two stars
in the same clothes, to determine whose image is better. This move can be seen both as the develop-
ment of taste in potential buyers-imitators (simply imposing the product could negatively affect the
consumer behavior of readers), and as programming to memorize the style, model.

By the way, this way the fear of being like someone is lost, to lose your uniqueness: if the stars al-
low themselves to dress in the same outfits, then I can definitely afford to imitate them. But this is not
enough. It is necessary that women not only remember the fashion trends that exist now, but know ex-
actly what to buy in the near future. That's why the rubrics «GLAM-BLOG / The most stylish guests
of the Miu Miu show spring-summer 2014», «10 best images at the Paris Fashion Week shows» were
created and links on the topic: «Hermes: spring-summer 2018», «Chanel: spring-summer 2018»,
«Christian Dior: spring-summer 2018y, «Nina Ricci: spring-summer 2018», etc. (only 61 headings),
duplicated with the tags «Paris Fashion Week» and «Fashion Week», which presents fashion shows
in Milan, New York, London.

This game continues on other pages of the online magazine: on «Street Style» you just look at how
people who follow fashion can dress on the street; «Dress like» offers a complete set of clothing sam-
ples that your favorite idols like; «Flight analysis» consolidates what was done in the section « Who's
who?». In this way, a training and programming cycle is created: assessment with an everyday look —
imposing fashion images by demonstrating new trends, brands in fashion — a proposal to try on new
images — again an assessment of images you have already seen — a proposal to «dress like ...».
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It combines many factors that stimulate interest in updating the wardrobe. For example: the pro-
posal to try on new images is a psychological factor that actualizes the readiness for change; the
proposal to evaluate the images creates the illusion of having special design knowledge, which, of
course, impresses (and even flatters) the reader, increases their interest, and ultimately works on the
attractiveness of the change itself through the purchase of goods. Not only do all these manipulations
of evaluation, fitting, comparison activate the instinct of imitation, so they also draw women (the
main readers) to the children's experience of playing with dolls, with their dressing and dressing. And
this, it seems, should further weaken the will and increase suggestibility.

It 1s clear that the fashion industry requires the consumer to be perfect in everything, and there-
fore, along with clothing brands are promoting other brands — jewelry, cosmetics, fitness products.
The structure of the site includes sections that are divided into pages: «Beauty», «Fitness», «Rela-
tionships», «Horoscopes», «Forumy», «Shopping», «Contests», « Woman of the Year». Each of the
sections contains information on the topic, as well as ensures the consolidation of the main theme —
fashion trends in clothing — through links, tags, posting photos.

The magazine continues its traditions and on almost all pages and in all sections you can find a
game with numbers: «9 things that attract men», «8 ways to meet a handsome man on the streety,
«7 relevant styling of the season for any way and mood», «10 fashionable options for autumn outingy,
etc.

What is the appeal of this marketing method of presenting information? It is possible that some
framework is given, a clear interval (from one to 7, 9, 10, etc.), getting into which you will probably
be fashionable and successful. In addition, it is easier to remember the options: you know for sure
that there are exactly eight ways to meet a man, and you can, bending your fingers (the number never
exceeds the number of fingers on your hands), try each of them in turn or (also bending your fingers)
tell your friends about them. And in general, with the help of numbers, information seems to become
scientific, because it is quantified, and modern man, thanks in part to marketing, is accustomed to
perceive information in numbers (percentages, numbers).

Of course, the most interesting in terms of using marketing strategies are the sections «Forumy,
«Shopping» and «Contests». At the Forum with the slogan «Do not part with the forum for a min-
ute!» you can find a lot of interesting topics for discussion: «Fashion and style» (subforums: «That's
how I dressed today», «Fashionable Fludilka-2», «Money changer», «Fashionable and inexpensive
things» and more); «Beauty» (subforums: «My cosmetics and perfumes-2», «I'll give in good hands-2»
(= cosmetic flea market), «Reviews of perfumes and cosmetics»; «Figure» (subforums: «Cellulitey,
«Purification of the body»); «Show business» (subforums: «House-2 on TNT: discussing the show
and its participantsy, «Vacation in Mexico: discussing the show and participantsy», «Unsuccessful
photos of celebrities», «(Semi) naked celebrities»); «Club life» (subforums: «Face control: go to the
club!», «Drugs in clubsy», «Favorite restaurants, cafes ...», «Night life»); «Sex and love: we discuss
without shamey (subforums are closed to guests); as well as forums «Relationships», «Family», «Ca-
reer», «Travely.

All these forums represent a wide field for self-presentation: personal photos, demonstration of
fashion awareness, display and story about purchases, novelties, things that the forum participants
have. It is possible to increase your status (make a virtual career) by becoming a kind of mentor (in-
structor, leader, or, as it is now fashionable to say, «promotion and sales manager») for beginners. To
do this, you can compile a dictionary-guide (for example, the subforum «Flood about the beautiful»).

The main topics on the forum are mainly those that the moderators have marked as «Important top-
ic» and «Poll». Usually, these topics somehow go to the consumption of goods, such as: «Stylish and
inexpensive things: where?», «Discount cards: discounts, bonusesy», «The last straw - what's wrong
with us?» etc. Surveys are, in fact, well-organized marketing research of demand (in the short or long
term). Survey topics: «Do you often wear a skirt?», «Shoe size», «Your height», «The perfect figure —
what is 1t?». In addition to studying the demand, which in the future will undoubtedly be guided by
suppliers to stores, the polls set the setting - you need to be fashionable and well-groomed (especially
clear in the polls «Slimness and well-groomed — as a guarantee of sexuality and success in men: yes,
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or no? Let's discuss!», «What kind of person do you consider beautiful?»). The Glamor survey on
which networks PC users are registered in is still relevant (this will be useful for advertising attacks
on these networks).

In the «Shopping» section you can find the addresses of stores that sell fashion brands of clothing
and accessories, links to online stores and tips for those who want to buy gifts for a boyfriend, hus-
band and yourself.

And, of course, all pages of the magazine store the most up-to-date seasonal set of recommen-
dations. These headings are: «Basic wardrobe» (main autumn novelties), «Autumn trends» (curls,
arrows, bright lips, wet hair effect), which are for variety (and most likely to force the reader to stay
on the site as long as possible) are diluted by «Group therapy» (consultations of the psychologist
Glamor on various problems).

Of course, the glamor that embodies consumer values is promoted not only on expensive sites with
competent moderators and marketers. It exists in various forms, giving the opportunity to represent-
atives of different social groups to join the dubious pleasures and self-expression, self-realization, to
demonstrate themselves «in all their beauty», thus ensuring the infinity and diversity of the consump-
tion process. Therefore, we can talk about subprojects of the social project «Glamor», which have
their own specific features.

For example, there is a women's site forlove.com.ua, which is designed for well-off women who
care about their appearance, family, home, willing to spend money on the purchase of advertised
things. On this site first of all acquaint actually with a subject. The article «Glamorous style for
complete glamor. How to become a glamorous woman?» (Glamurnyy stil, 2019). A visitor to the site
learns that the main features of such a lady are «eroticism, the spirit of unshakable sexuality», they
«should always be well-groomed, have a good figure and self-confidence and have no problems with
finances». Readers are also drawn to the fact that examples of glamorous style exist everywhere and
«are represented in almost the image of any famous secular lady, whether a singer, actress or TV
presenter.

There is also a «Glamorous Women's Site» lady-glam.ru, which presents the following sections:
home page, attributes of glamor, glamorous appearance, glam dictionary, glamorous interior, glamor-
ous intimacy, fashion, glamorous lifestyle. Here is a guide on what, how, when and with what facial
expression you should (preferably) do to be a real glamorous girl: how to decorate the house, in what
colors to decorate the bedroom, bathroom and kitchen, what accessories you need to have. This is
not the end of the transition to a glamorous life: it is necessary to update the wardrobe, filling it with
expensive branded items, learn fashionable glamorous words from the glam dictionary provided on
the site, make a fashionable drawing on nails and fashionable tattoos. Then get acquainted with where
glamorous ladies celebrate the New Year, how to hold weddings, where they rest on their honeymoon
and what they do in everyday life, in what order they change their make-up, outfits, go to the salon
and meet the same glamorous girlfriends.

Recently, glamor is becoming more common among men. «With special diligence, all hints of
masculinity are removed, especially as an active principle. Any bodies in such a society are consid-
ered feminine, ie designed to extract pleasure from them, so these bodies require decoration ...» (Se-
menov, 2012). This is largely due to advertising, patterns of behavior of the stars.

There are sites that describe different fashion items for men. For example, on the site «How easy»
you can find instructions for creating a new image. To create the image of a fashionable guy, you need
to: 1) «trust advertising»; «always smell the most fashionable perfume», have a «neat hair, clean and
well-groomed hair, be thoroughly shaved»; 2) become the owner of fashionable gadgets: «the latest
model phone or at least an 1Pad, a thin, light and powerful laptop»; 3) «fashionable clothes and shoes,
stylish and preferably expensive watches»; 4) «be smart and interesting» (Garankin, 2019).

Popular sites about the beautiful life include: Vogue, Cosmopolitan, Elle, Fashion and beauty and
many others. Entering the word «glamor» in the search bar gives the following variations: «glamor
women's clothingy», «glamorous girls photoy», «glamorous clothes for dogs», «glamor life», «glamor-
ous pictures», «glamorous momy, «glamorous forumy», «glamor design», etc. These possible areas,
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designed to get acquainted with glamor, are further thematized in more detail. For example, «Glamor-
ous dog — Forums about dogs», «Forum of glamorous mothers», « Women's forums myJane». (Goog-
le found more than 2 million responses to your query). Each of the options offers consumption «under
its own sauce» — in its communicative code, whether it is «loving and beautiful mother», «luxurious
animal lover» or something else.

Conclusions. Despite the fact that glamor is criticized, ridiculed, glamorous members of the hu-
man race are mocked in every way (Glamurnaya kisologiya, 2019), he continues to live and develop.
Sometimes it looks like a grotesque, cartoon, parody of a person, sometimes disgusting, and some-
times pity. But the most important sign of a glamorous person — the willingness to spend the last
money to look «glamorous» remains the same for people of any level of wealth.

We considered the Internet project «Glamor». Of course, in one article it is impossible to describe
the full range of sites that develop in the discourse of consumption, but the main activities of these
sites were recorded. They all advertise luxury that requires the purchase of new and new expensive
things. As Z. Bauman rightly noted, the implementation of the principle of satisfaction necessitates
the formation of «competence of an experienced and tireless buyer» involved in a continuous race,
which becomes a real passion and rejects as unnecessary all other goals and aspirations of many»
(Bauman, 2008, p. 80- 84).

It is for this purpose that social internet projects exist, as they change traditional morals, promote
hedonistic values, while using a standard set of marketing strategies for zombie shopping.
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Cemko SIna CepriiBHa

KaHaAuaaT GuI0coPChKUX HayK,

acuCTeHT KadeIpu BCECBITHROT ICTOPIi Ta METOIOJIOT1T HAyKH
3 «IliBpeHHOYKpaiHChKHIA HAIllOHAIBHUN

nemarorivanid yaiBepeuteT imeHi K. J[. YimuHchkoro»
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COULIAJIBHI MEPEXI IVIAMYPY TA iX YKPAIHCHbKHUH BUMIP

Iumepuem-npocmip, wo cmag 3HAYYWOK cheporo HCUMMEOIAILHOCI NHOOUHU, MONCHA
po3zenaoamu 5K 00HY 3 hopm nos 81aou, siKe, MaK camo SK i noie 61aou 8 peaibHoCmi, NiOMpUmMye
negHUll Nops0OK & cycninbemai. L ¢hynkyia nonoo miporo nouupoemovcs i Ha Opeanizayito npoyecy
CNONCUBAHHA, 5Ke HI 3a AKUX 0OCMABUH He NOBUHHO 3YNUHUMUCA. TaK BUHUKAE OCOONUBUL OUCKYDC
CNONCUBAHHA, NIO AKUM POZYMIEMbCA OP2AHI308AHA COYIANbHA B3AEMOOIsA 3 NPUBOOY NPOOAHNC)-
NOKYNKU OesIKUX MAMepianibHux i HemamepianbHux yiHnocmetl (ivci, 0052y, KHue, ingpopmayii, 3HaHHs
mowjo), wo 3a0080JbHAIOMb 6 MIill YU [HWIL MIpi nompedu ooell i Cmeopoms 3a 00NOMO20H0
CMUCTI@ MENCE pealbHOCMI.

Locnioowcenns 30cepedicene HA BUBUEHHT COYIANBHUX MepeXC ICHYBAHHs 2namypy ma npoyecy
NPOCYBAHHA CNONCUBAHHSL K 20JI06HOI YIHHOCMI CY4acH020 cycnintbemaa. Posensoacmovcs inmephem-
npocmip K 0cobiuse noie 61aou, Wo pe2yire npoyec cnoxcusanus. QOHuUM i3 cnocobie makozo
pe2yllo8aHHs € CMBOPEHHs | NpOCY8amHs coyianbhHux npoexkmie. Hasoosmwcsa pesynvmamu
0ocniodiceHHs inmeprem-npoekmy «I1amyp» — 00H020 3 HAUOLILIU BNIUBOBUX | PO3GUHEHUX NPOEKMiE
cnooicuguo2o mosapucmaa. Pozensinymo oesxi 6ipmyanbHi KOMYHIKAMUGHI pecypcu, aKi npocy8aroms
ioei’ enamypuszayii 3a donomoeor mapkemunzoeux cmpameziti. Ocobnugy ysacy npuoiieno maxkum
cmpamezisim npoCYBaHHs IHMePHem-nPOeKmy, K BUKOPUCAHHS PO3POOHUKAMU CAUMI8 HABYATbHUX
YUKTIB, HAYINIEHUX HA NPOSPAMYBAHHA CHONMCUBYOI NOBEOIHKU, 2pU 3 YUDPAMU, MONCIUBOCMI
camonpesenmayii, IHOpMYBaHHA NPO  PO3NPOOAXCI, MAPKEMUH2S08]  eKCHnpec-Onuny8anHs,
MONCIUBICMb PO3BUMKY BIPMYANILHOI KAp '€pU HA CMOPIHKAX Catimis, KOHCYIbMY8AHHS 3 NUMAHb MOOU
i nepemeopenHIo Ha eNaMypPHY 0IBYUUHY aDO YON08IKA.

Knwuogi cnosa: cycninbcmeo cnojicusanHs, Cno#CUBaAybKi YiHHOCMI, MapkemuH2o8i cmpamezii,
COYianvbHULl NPOEKm, IHMepHem-npoeKm, IHmepHem-npocmip, namyp.



