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The advertising space acts as a global axiological translator at the present stage, forming
a new anthropological type. Acting as a mechanism of persuasion, advertising has become
a particular cultural consumption factor, forming a certain way of life and worldview of
a person. Public service advertising is the most up-to-date, dynamic and accessible system
among information and advertising technologies as to creativity. The purpose of the article
is to analyse the peculiar workings of public service advertising discourse and determine the
dominant sphere of advertising impact. The research methodology is based on the use of
analytical, structural methods, and also objectivity and consistency standards for identifying
the procedure, features and typology of public service advertising and functional features of
forms of social advertising impact. The study’s scientific novelty consists of public service
advertising as a cultural phenomenon, demonstrating the importance of a comprehensive
study of cultural, anthropological and philosophical aspects of advertising activities.
Conclusions. Thus, focused on the mass environment and reality, advertising is ontologically
focused on material mediation and is the most profound intuition of social action. The
art of advertising is an ability to convey information, prioritise skills and creativity, and
attract the creative realities of a person’s identity and the subject of advertising discourse.
It is proved that in advertising, virtual reality becomes a broad integrative mechanism in
all its connotations, presentation, systems of human functioning and personal identity
in the virtus space of contemporary culture. The culture of information and advertising
presentations tries to assimilate, on the one hand, a cultural tradition, and on the other —
makes it possible to escape from the brutal, primitive reality of complaint, the need to
survive, compete for life. The entire advertising system is ontologically immersed in ethics
and aesthetics.
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Introduction

One of the cultural and creative aspects of modern life, which enters mass
culture, acquiring a highly sharp artistic impulse of the expressive type, is ad-
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vertising. It has become a separate, independent art form with a huge budget
and a significant impact on society. Modern advertising messages acquire the
characteristics of a performance type, are theatricalised, become serial, form
presentations. Cultural, social and economic processes create conditions for
the existence of advertising space in a new capacity, namely as a global axiolog-
ical transmitter, forming a new anthropological type of person, which acquires
certain features due to the peculiarities of today’s consumer society. New tech-
nologies for competitive advertising products are being created at an accel-
erated pace. New ideas are being produced constantly because an advertising
campaign is often based on one specific idea.

At the same time, among information and advertising technologies, the
most relevant is public service advertising, the effect of goal setting of which is
carried out by a certain sociopragmatics. Public service advertising is also the
most dynamic advertising message system and is free in terms of the artistic
potentials of the advertising image.

Purpose of the article

The purpose of the article is to analyse the features of the functioning of
public service advertising discourse and determine the dominant sphere of ad-
vertising action.

The research methodology is based on analytical and structural methods,
which made it possible to study public service advertising in information and
advertising discourse as a mechanism of culture creation and identify its fea-
tures and typology. In the study, the principles of objectivity and systematisa-
tion are also used to identify regularities and functional features of communi-
cation forms, the material mediacy of which is the most profound intuition of
the social action of advertisings.

The study’s scientific novelty consists of public service advertising as
a cultural phenomenon, demonstrating the importance of a comprehensive
study of cultural, anthropological and philosophical aspects of advertising
activities.

Recent research and publications analysis. L. Romanovska’s works (2019),
who considers public service advertising an innovative form of social reflection,
that uses vast opportunities to spread aesthetic, moral, spiritual and social pos-
itive values; M. Hasiuk and V. Shkrabiuk’s works (Hasiuk & Shkrabiuk, 2019)
devoted to the types and mechanisms of influence of public service advertising
on the human psyche, in particular the features of the use of rational and emo-
tional public service advertising in the prevention of addictive behaviour in ad-
olescence; O. Hrabchak (2015), who focuses on the identification of the subject
field of the concept of “public service advertising”, the role of public service
advertising in the processes of self-regulation of society, the features of the
functioning of the public service advertising market in Ukraine and the prob-
lems of its research are significant for understanding of public service adver-
tising and its impact on human behaviors/psyche. A. Sohorin (2018) examines
the advertising impact on the norms and gender stereotypes of consumers and
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analyses the problems of the construction of gender stereotypes in advertising
discourse.

Main research material

Advertising is highly diverse in terms of content presentation style, values
and ideology. Under its influence, people’s worldview can become unsystem-
atic and contradictory. And it is for these reasons, advertising is considered
an important factor in the formation of morals, lifestyle, and behaviour. It is
especially true for children and young people who do not have the experience
for critical comprehension of information yet. Moreover, performing the role
of persuasion mechanism, advertising carries the danger of negative impact —
the creation of false, extra or harmful needs, the focus on meeting only psy-
chophysiological needs, the increase of prestige. Instead, there is an indirect
abasement of spiritual and intellectual values (Hrabchak, 2015).

Advertising discourse is ingrained in the consumer’s fibres that it acts as an
inevitable cultural consumption factor. Modern society can no longer imagine
its existence without advertising. Teenagers sing advertising slogans, and ad-
vertising songs are part of children’s everyday life. A person promotes oneself,
becomes a subject of advertising discourse, and sees no other role in communi-
cation than presentational and gaming.

Typologically, advertising is differentiated by genre characteristics: out-
door, transport, verbal type, radio, television. We also single out such type of
advertising discourse as inserts in informational messages and works of art,
which initially caused shock, but later we got used to them, and it turned out
that they are the most effective. The commercialisation of the advertising space
shows that advertising is not just a “motor trade”; it has become a kind of reg-
ulator of mass culture and everyday culture.

Advertising genres are polarised, and there appears demand for public ser-
vice advertisings: drug addiction, alcohol, depression, discouragement, etc. re-
quire not only treatment of the targeted client but also specific measures of
a particular intervention in the human soul. Moreover, advertising as a type of
identity and consumption of values in a certain period gets to the model space
of artistic images of social goal setting, especially in the context of globalism.

It should be noted that most researchers of public service advertisings con-
sider it either in terms of sociological roles and functions or political science
concepts. Public service advertising as a mechanism of suggestion and influ-
ence has a clear publicistic direction with its clearly defined syntagmatics (spa-
tial articulation), which forces the design of public service advertising to con-
centrate its messages, bring them to the aphoristic limit of self-determination.
However, the “public service advertising” notion has not got final definitions yet.
Any advertising is public. However, “public” refers primarily to advertising that
exposes social issues and personifies them.

Public service advertising dramatises the conflict of denial and call for join-
ing to specific values most of all, thus achieving the most significant degree of
contrast. The subject of public service advertising is not an individual or a par-
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ticular community but the human race as a whole. It is the horizon, actor and
actant of social action. But there is a paradox: the human race as a total does
not act. It does not even contemplate. The race is the ultimate abstraction of
a person or generic person who lives in real time and space, realises himself in
a particular environment.

In public service advertising, the text carrier is a particular type of infor-
mation, the characteristics of which are publicism, publicity and advertising
(Mel’nik, 2010a). It means that the text presentations, although being advertis-
ing formally, meet the criteria of publicism meaningfully, and the social media
advertising text is understood as one of the mechanisms for the construction of
social problems. The category of the problem becomes a constant in social and
advertising discourse. The feature of public service advertising as publicity is
variable, which is manifested by the explication of the initiating subject of adver-
tising activity, which is not typical for public service advertising discourse. “The
advertising nature of the information presented in the text of public service me-
dia advertising is understood as the ability to pass representative information
through the basic modules of advertising impact: segmentation, positioning,
image-making, branding. Considering this, the brand name expressed implicitly
in the structure of the text of public service media advertising and, correspond-
ingly, implemented poorly in the process of influence of such basic module as
branding, it becomes necessary to reconsider views on the role that grows in the
process of the promotion of socially significant ideas, positions and image of the
social object that is advertised, which perform a compensatory function in this
case” (Mel’nik, 2010b). A brand as a trademark, as a “quality guarantor” does not
play a leading role in public service advertising. Any subject of the discourse is
already a generic subject. And thus, the branding issue disappears.

Thus, the manifestation of modern social problems is defined as a con-
trasting dispositive, where good and evil are polarised. And, in fact, public ser-
vice advertising is included in similar categories: social propaganda, socially-
oriented advertising, socially responsible advertising, non-commercial adver-
tising, public advertising, public service advertising discourse, etc. Thus, the
nominative nature of public service and advertising discourse only emphasis-
es its uncertainty. So, the space of “public service advertising” indicates that
society acts as a mask, as a metaphor for other problems. A person in society,
a person outside society, a person as a generic being that fits in and does not
fit into society, produce an ideological complex of public service advertising,
which is religious in its essence. “Religare” — connection of people, connection
with the absolute — with the absolute good, that eliminates metaphysical evil,
exposes metaphysical guilt or, conversely, raises it to a pedestal — these are the
mechanisms that work in public service advertising implicitly.

Public service advertising needs to treat social ulcers. Therefore, its vis-
ualisation and aggressive problem definition make it possible to exacerbate
counterfactual realities. That is, to deny the destructive reality at the level of
the deep metaphysical foundations of its emergence and suggest “radical med-
icines” that give the possibility to be sure that a person will become different.
The text of the public service advertising has its communicative specifics and
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semiotic reality, which manifests social problems and forms the need for their
elimination.

At the same time, verbal and visual markers of public service advertising
are only its phenomenological features. Behind them, there is the image’s poly-
modality, absoluteness of the ideal, absoluteness of life and denial of death, de-
nial of disease, degradation, stagnation. One of the most important principles
of public service advertising discourse is contrast. Most often, there is death —
life, illness — health, degradation — development, disharmony — harmony.
They correspond to the desired ideal categories: life, health, success, ideal, har-
mony, etc. The problem of the dispositive of public service advertising consists
not in binarity and opposition but the search for the dispositive as a system
of reconciliation of contradictions, but reconciliation by the intensification of
the social problem, which in the verbal and visual context of the discourse is
determined by the semantic continuum of radical elimination of evil. Instead of
“nothingness” (the antithesis of being), there is an image of creation, transfor-
mation into a real, integral being of a person. It is always a utopian path, which
leads mainly to visionary, suggestion. In the art aspect, this path is a roman-
tic manifestation of the self-realisation of the author’s idea. But public service
advertising does not smooth away or level out problems but, on the contrary,
aggravates them trying to find a positive way out of the negative. “The possi-
bility of such mutual understanding regarding the criteria, models, standards
of a correct decision in all human life situations implies speech mutual under-
standing in every possible language game, which is a priori connected with the
rules that can be established not by “convention”, but, on the contrary, make
“convention” possible. In my opinion, these meta-rules of all conventionally
established rules belong not to certain language games or life forms, but a tran-
scendental language game or an unlimited communicative community”, notes
communication theorist Karl-Otto Apel (1982).

Thus, there is not only verification of certain meanings of life but also an
event in public service advertising. That is the symbolic reality of problema-
tised existence presented on a particular stage. And here, it is vital to apply the
category of “act”. Everyone who participates in the discourse becomes actants,
causing this act. The act of problem presentation can be simultaneous, which
solves all the problems in an instant, or it can eliminate them in the future and
never solve them. The range of temporalities from one moment to eternity,
solution and non-solution of the problem at all — is the distance in which the
dispositive of the discourse of public service advertising is formed. The dispos-
itive is not a concern for oneself, according to M. Foucault, and not a problem
of comprehension of a reasonable solution. This solution is rather aesthetic,
visionary, mystical.

V. Muzykant, analysing the theory and practice of modern advertising, gives
a detailed phenomenology of advertising discourse according to T. Smith: “The
first time people look at any given ad, they don’t even see it. The second time,
they don’t notice it. The third time, they are aware that it is there. The fourth
time, they have a fleeting sense that they’ve seen it somewhere before. The fifth
time, they actually read the ad. The sixth time they thumb their nose at it. The
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seventh time, they start to get a little irritated with it. The eighth time, they
start to think, “Here’s that confounded ad again”. The ninth time, they start
to wonder if they’re missing out on something. The tenth time, they ask their
friends and neighbours if they’ve tried it. The eleventh time, they wonder how
the company is paying for all these ads. The twelfth time, they start to think
that it must be a good product. The thirteenth time, they start to feel the prod-
uct has value. The fourteenth time, they start to remember wanting a product
exactly like this for a long time. The fifteenth time, they start to yearn for it
because they can’t afford to buy it. The sixteenth time, they accept the fact that
they will buy it sometime in the future. The seventeenth time, they make a note
to buy the product. The eighteenth time, they curse their poverty for not al-
lowing them to buy this terrific product. The nineteenth time, they count their
money very carefully. Finally, the twentieth time prospects see the ad; they buy
what is offering” (Muzykant, 1988, p. 39).

When public service advertising is created, it is important to consider the
age and social characteristics of the target audience. If the recipients of public
service advertising are young people, the source of dissemination must be the
Internet (in particular, social networks) and less — television. Informational
messages of public service advertising should be directed not only to the ob-
ject of influence but also to its environment. The rational component of pub-
lic service advertising should contain information about the harmful effects
of alcohol, tobacco or drugs on the human body, as well as about difficulties in
addiction and problems that can potentially arise in various spheres of life. The
emotional one is more influential when using positive motivation, stimulating
a sense of responsibility and duty. Therefore, it is especially important to use
the short-term insertion of emotional advertising in rational advertising to in-
crease the recipient’s attention (Hrabchak, 2015).

Advertising as a way of identity is utterly archaic. Thus, K. Sal’nikova
(2001), who studied the motives of identification in advertising, writes: “Adver-
tising constantly calls for the use of products, to consume them in all substan-
tial, essential forms. It is a general sustain purpose of advertising. The direct
realisation of the excitatory vector in action is the motive of eating. In adver-
tising plots, any food theme is natural, the consumption of products as if with-
out a trace, in its pure form, in the literal sense, that is, consumption as such.
<....> Beauties and handsome men eat, closing their eyes and freezing almost
in ecstasy. The close-ups of the delighted faces are intertwined with extra-large
plans of erotically moving lips. The characters of other types, especially simple-
tons, eat “tastefully” and joyfully, with moderate and excessive physiological
optimism. Families eat in a melodic minor or major, perfectly simultaneously.
Food is a pleasure that is accessible to everyone. And that’s why food is a “uni-
ty”, a yummy association that unites the entire potential audience of people
equal about food from birth. People of different appearance, gender, age, social
status, character, profession, intelligence — all people are created equal to eat
something” (pp. 17-18).

In advertising, there is always the effect of identity totalisation, which
is carried out simply by “communion” to the things, “eating” the advertising
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image. Haptic eating, the impact of searching for the most profound identifi-
cation systems, simplifies communicative discourse and homogenises it. The
homogeneity of advertising is defined so much that the boundary between
male and female is overcome. Advertising becomes androgynous. The androg-
yny of advertising universalises information transmission systems even more.
It is especially noticeable in the post-Soviet space: the purely female type of
attractiveness and glamour does not work because people are in a difficult
situation; they can not buy everything. And the strong-willed male impulse is
reduced in advertising because society suffers from political fights, new rich
people, millionaires; that’s why androgyny arises in one or another genre di-
mension, a figurative flash image that presents either men or women as sub-
jects of consumption. Therefore, advertising should not be considered as an
auxiliary phenomenon. It becomes a total communication discourse. And the
first of the main tasks of advertising is the need to be relevant. Advertising is
always focused on the replacement of the subject with a flash image, brand,
trend. Thus, the perfect item is always advertised. However, the function of
advertising is not to make a person buy a particular thing or service but en-
courage them to buy.

Advertising becomes polyphonic; advertising genres become polarised.
The communicative space of advertising is acquiring the signs of the poetics of
Postmodern art, including such broad relations as land art, for what it’s worth
an advertising campaign about repainting rocks in red, green, blue colours. On
the one hand, it is the determination of industrial markers of nature, and on
the other hand — advertising of paints. Performance advertising tricks are also
involved when advertising turns into a particular myth design.

Advertising becomes one of the aesthetic and cultural dimensions of every-
day culture and is closely integrated into popular culture. Advertising begins to
work in the field of protest simulacra, in particular, putting up non-commercial
political posters in unapproved places, production areas of products contradicts
the advertising discourse in general but actualises attention to itself in con-
trast. Media and multi-activity of advertising become highly aggressive, which
begins to offend the recipient immediately. There arises a need to humanise
advertising messages and form certain communicative ethics of advertising.
P. Ricoeur (1995) writes: “The violence of speech should be considered not only
as a formal truth but also be spoken of as the imperative of the commandment
“Thou shalt not kill” at any time, even when it cannot be fulfilled. The one who
keeps this commandment always recognises the other as an intelligent being
and respects him in every possible way” (p. 146).

There are also specific strategies implemented in the advertising culture
as effective mechanisms for information presentation and transmission. It is
about the balance of presentation and management. The codes of sign systems
according to Kh. Kaftandzhiev (2006) are defined as a system of rules by which
signs are used when a message is created and perceived. They include: “rules
of alphabetising, semantics, syntactics and pragmatics. The alphabetic code is
a system of rules by which we structure the alphabets of sign systems. The se-
mantic code is a system of rules that we use to structure and express meanings.
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The syntactic code is a system of rules according to which we combine charac-
ters into texts. The pragmatic code is a system of rules that help to use signs
depending on the corresponding communication situation” (p. 34).

It should be emphasised that the means of information transmission are
changing, but the communicative and semiotic context remains the same.
A balanced presentation also has a significant role in integrating advertising
technologies, as equipment prices are reducing. It is not difficult to imagine
a time when the walls of the exposition will be made entirely of digital panels.
However, traditional materials and demonstration tools will balance informa-
tive and communicative opportunities for information presentation.

An essential aspect of advertising is the management and maintenance
of media technologies. Content can quickly transform from the most modern
means of imagination to the most routine ones. Such changes should be pro-
grammed as certain cyclical fluctuations in the information and advertising
space, using the possibility of eliminating outdated items, not to mention reg-
ularly updating positioning systems. It is about the exposition of the informa-
tion field, although these problems belong to a culture. Each of the identified
areas of information and advertising presentation performs a specific function
based on its tasks. After all, the temporality of information presentation, the
focus on its constant updating and capacity, understandable codes of its trans-
mission, and, at the same time, its effectiveness and attractiveness — this is the
supertask of all cultural practices of advertising.

So, advertising brings its unique locus to everyday culture. It is focused on
a condensed expressive manner of image presentation, unfolding it into infin-
ity (public service advertising), as well as on a balanced information presenta-
tion (sociopragmatics of advertising messages), which tries to subject (criti-
cism) all other information messages to complaints, to consolidate its image
as a dominant one. Advertising performs the material intermediary function of
the imaginative construction (verbal, visual, figurative, subject). The informa-
tion construction as a pattern, gestalt of the advertising message characterises
the unity of all determined aspects, their cultural and historical integrity.

Conclusions

It was found out that the culture of information and advertising presenta-
tions as a kind of art is defined in ontological realities that have been institu-
tionally formed in the space of the environment of the objective world. Since
advertising is focused on the environment, reality, then it is concentrated on
the material mediation or conversion of all other auditory, visual, symbolic,
sign forms of communication into the code of a thing ontologically, material
mediation is the most profound intuition of the social action of advertising.
Thus, a thing, a symbol, a sign, an image represent the ontology of advertising
messages as a human-dimensional space, a reality with artistic features. The
art of advertising is defined as the ability to convey information, formulate its
priority skilfully and as creativity — to attract the creative realities of a person’s
identity and the subject of advertising discourse.
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It is essential to understand the integrative locus, the mechanism of cul-
ture formation. In our opinion, virtual reality in all its connotations, all modes
of its presentation, systems of functioning and self-determination of a person
as a being in the virtus space of contemporary culture become a broad integra-
tive mechanism. After all, virtus man does not have a mortal form of existence.
On the contrary, a human consumer receives a guarantee of immortality by
purchasing a particular product or service. In fact, this is an archaic code of
culture creation — the elimination of death. Still, it is not brought to the surface
because this archetype is devalued in the context of modern sociopragmatics of
communication. The immortality of the “homo” genus appears in portraits —
the faces of people who have already achieved it. The cyborg warriors, victims
of disasters, legendary artists, singers are combined in one comprehensive
course of the dynamics of information messages of everyday culture, in which
advertising performs the role of a director, an arranger and a seductive image.

Thus, it is possible to state that the culture of information and advertising
presentations tries to assimilate, on the one hand, cultural tradition, and on
the other hand — provides an opportunity to escape from the brutal, primitive
reality of the complaint, the need to survive, compete for life and more. The
whole system is ontologically immersed in ethics and aesthetics. It should be
also noted that advertising has a reduced aesthetic reality, in particular, “trag-
edy” as an aesthetic category is almost not defined in it. We will not see tragic
videos in advertising, and they are more focused on the comic than the tragic.
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nii pexnamu. HaykoBa HOBM3HA TIOJISITAE Y JOCTIIKEHH] colliaibHOT pekyaMu Ik peHOMeHa
KyJIbTypY, IEMOHCTPYIOUM 3HAUYIIiCTh KOMIIJIEKCHOTO BMBYEHHSI KYJIbTYPOJIOTiUHOTIO,
AHTPOIIOIOTiYHOTO Ta (iocodChKOro acHeKTiB peKIaMHOI isyibHOCTi. BucHoBKM. OTKe,
Opi€eHTOBaHa Ha MacOBe CepeloBUIIe Ta pPeasbHICTh, peKjiaMma OHTOJIOTIYHO 30cepemKeHa
B PEUOBMHHOMY OTIOCEPEIKYBaHHI Ta € HAIMOIIO iHTYii€r0 coniambHOi fii. MucTeTBo
peKyiaMy BMU3HAYAETHCS BMiHHSIM JOHECTM iHbOpMallilo, MaiCTepHICTIO BU3HAUUTU i
MPiOPUTETHICTD, i TBOPYICTIO — 3alyYUTM KpeaTUBHi peasii iIeHTUYHOCTI JIOOVHU Ta
cy6’eKTa DPEKIIaMHOTO IOMUCKypcy. oBemeHO, 10 B peKaaMi IIMPOKUM iHTerpaTUBHUM
MeXaHi3MOM CTa€ BipTyajbHa PeanbHICTh y BCiX il KOHOTalisIX, Ipe3eHTallisx, CUCTeMax
(YHKIIOHYBaHHSI Ta CaMOBM3HAUEHHS JIIOAMHU B MPOCTOPi Virtus Cy4acHoi KyJbTypu.
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KynpTypa iHbopMalliiiHO-peKIaMHKX IIpe3eHTallili HaMara€ThCsl 3aCBOITH, 3 OTHOIO OOKY,
KYJIbTYPHY TPaJMuILilo, a 3 iHIIOr0 — Ja€ MOX/IMBICTh BTeUi BiJl OpyTaJbHOI, MPUMITUBHOI
peaybHOCTI peK/IaMallii, HeOOXigZHOCTi BMKMBATH, 3MaraTucs 3a SKUTTS, a BeCb peKJIaMHMit
KOMIIJIEKC OHTOJIOTiYHO 3aHYPEHMII B €TUKY i eCTeTUKY.

Knwouosi cnosa: peknama; coliiabHa peKkaaMma; KyabTypa; MUCTELTBO; TEXHOJOTis;
inopmarris

KYJIBTYPOTBOPYECKOE U3MEPEHHME COILIMAJIBHOM PEKJIAMBI
Top6aub I0puit iBaHoBUY

Kandudam kynemyponozuu, doyeHm,

ORCID: 0000-0001-5837-4409, y.i.gorban@gmail.com,
Kuesckuii HayuoHaneHwlii yHU8epcumem KyJavmypsl U UCKYCCM,
Kues, Ykpauna

Ha coBpemeHHOM B3Tarme peKJIaMHOE€ IPOCTPAHCTBO BBICTYMAET KaK [IOOAIbHbIN
aKCUOJNIOTUYECKUIT TPAHCIASITOP, KOTOPBI (OPMUPYET HOBBIM AHTPOIOIOTUYECKUIA
TuUI. BBITOMHSST pOJib MeXaHM3Ma YOeXAeHMus, peKjiaMa CTajia OINpeneeHHOV HOPMOii
KYJIbTYPHOTO TOTpe6IeHs, pOpMUPYsT OTIpele/IeHHbI 06pa3 XKU3HU ¥ MUPOBOCIIPUSITHE
yesioBeka. Haubosee akTyanbHOI, IMHAMWYHON 1 CBOOOMHOI B TUIAHE XYIOXKECTBEHHbBIX
MOTEHI[MII CUCTEMOI cpeau MH(POPMAIMOHHO-PEKIAMHbBIX TEXHOJIOTUI  SIBJISIETCSI
coumanbHas pekaama. Llesbio CTaThu SBASIETCS aHAIM3 0CO6eHHOCTEN (PYHKIIVMOHMPOBAHUS
COLIMANBbHOTO PEeKJIaMHOTO IMCKypca ¥ OIpefeseHye NOMMHAHTHONM cdepbl PeKIaMHOTO
BO3/IeliCTBUSI. MeTOmOMOT ST UCCIeJOBaHMSI OCHOBAHA HA MCIOIb30BaHUM aHATUTUYECKOTO,
CTPYKTYPHOTO METO/IOB, a TAKKE TIPUHIIUTIOB 06EKTUBHOCTHU U CYICTEMHOCTH J1J15T BBISIBJIEHWST
MeXaHM3Ma, MPU3HAKOB U TUIOJIOTUYM COLMAIBHON pPEeKIaMbl U (PYHKIVMOHAIbHBIX
ocobeHHOCTe)1 GOpM COLMATBHOIO HeicTBMS peknaMbl. HayuHass HOBM3HA 3aKII0YAETCS
B UCCIEIOBAaHUM COIMAIbHOI peKIaMbl Kak (eHOMeHA Ky/IbTypbl, JTeMOHCTPUPYS
3HAYMMOCTh KOMIUJIEKCHOTO W3Y4YeHUST Ky/IbTyPOJOTUYECKOTO, AHTPOIOIOTNYECKOTO
" Gri10coCKOro acreKTOB PeKIaAMHOI NesiTeIbHOCTU. BbIBOAIbI. VITaK, OpMeHTUPOBAHHAS HA
MacCOBYIO Cpelly ¥ PeabHOCTh, peKaMa OHTOJIOTMYECKY COCPeOTOYEHA B BeIlleCTBEHHOM
OTIOCPE/ICTBOBAHUM U SIBJISIETCSI CaMOil TIyOOKOV MHTYUIME COIMaIbHOTO IeliCTBMUS.
VcKycCTBO pekyiamMbl OTIPelesieTcsl YMeHMeM J[IOHeCTM WHOOpMauuio, MacTepCTBOM
OTIPeJIeIUTh €e TMPUOPUTETHOCTb, ¥ TBOPUECTBOM — IIPUBJIEYb KpeaTUBHbIE peaauu
UIOEHTUYHOCTY YeJIoBeKa U CyObeKTa PeKJIaMHOTO AucKypca. Jloka3aHo, YTO B pekiame
MVPOKUM MHTETPATUBHBIM MEXaHMU3MOM CTAHOBUTCSI BUPTYaabHAas PeaJbHOCTh BO BCEX
ee KOHHOTAUMSIX, MPe3eHTalusIX, cucTeMax (YHKIMOHMPOBAHUS M CaMOOTIPeNeTeHus
yeJioBeKa B TMPOCTPAHCTBE Virtus COBpeMEHHOI KynbTypbl. KynbTypa MHMDOpPMAaLVOHHO-
PEeKJIaMHbBIX TTpe3eHTAlMii TTbITAETCS] YCBOUTD, C OOHOM CTOPOHbI, KyJAbTYPHYIO TPAIUIINIO,
a C [Opyroil — pmaeT BO3MOXHOCTh IoOera OT Tpyboil, NMPUMUTUBHON peasbHOCTU
pekIaManyy, Heo6X0IMMOCTY BbDKMBATh, GOPOTHCS 32 JKM3Hb, @ BECh PEKIIAMHBII KOMIUIEKC
OHTOJIOTMYECKY ITOTPY>KEH B ITUKY U ICTETUKY.

Kniouessie cnosa: pexnama; conuaabHast pekjiama; KyJbTypa; UCKYCCTBO; TEXHOIOTUS;
mnHpopMaIus
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