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B cratbe paccmaTpuBaroTCsl 0COOCHHOCTH COBPEMEHHOM cOolMalbHOM pekinambl. OcBelaeTcss BOIpoc
COOTHOIICHHUS PEKJIaMBbl U KYJIbTYPBl, BIHSAHUS PEKJIaMbl HA (HOPMUPOBAHUE TIOBEACHYECKUX CTEPEOTUIIOB H
HPaBCTBEHHBIX LEHHOCTEH o0mmecTBa. [IpuBoAsTCS M aHATU3UPYIOTCS OCHOBHBIC NIPU3HAKU COLMAILHON pe-
KJIaMBL. Y TBEP)KIACTCs, YTO PEKJIaMa, CO3JaHHAs U1 PacIpPOCTPAaHEHHs B OINPEAEICHHOM HAalMOHAJIbHOM
KOJIJICKTHBE, OTpaXKaeT KapTUHY MUPa 3TOr0 KOJUIEKTHBA, KOTOpasi GUKCUPYETCsI B S3BIKOBBIX EAMHUIIAX PeE-
KJIAMHOTO0 TEKCTa KaK HAalMOHAJIbHO 3HauuMas HH(poOpManys, WIM HALWOHAIBHO 3HAYMMBIE KIIOUYEBBHIC
CMBICHBI. BBICKa3bIBacTCd MHEHHE O TOM, YTO COBPEMEHHAs TEIEBU3HOHHAS pEKiaMa 9acTO COBMEIIAET B
cebe MHPOPMAIHMIO IBYX THIIOB — KOMMEPUYECKYIO U COIUaNbHYy0. [Ipu 3TOM KOMMepUecKasi COCTaBIISTIOIIAs
TEKCTa Kak Obl yXOAUT Ha BTOPOH IUIaH, CTAHOBUTCS COIYTCTBYIOIIEH HHpOpMaMel, IpuodpeTast Ipu 3TOM
3a CYeT LEHHOCTHBIX CMBICIIOB «COLIMATbHOIO» IJIaHa aKLIEHTUPOBAHHBIN XapakTep 3By4aHHs B OOIEM KOH-
TEKCTe PEKJIAMHOro coolOmeHus. Jloka3pIBaeTcs, YT0 B KOMMEPUECKOH TelaepeKiaMe yCHINBAeTCsS BOCIIUTA-
TeNbHast QYHKIHsI, CBOWCTBEHHAs COMAIBLHON peKiamMe.

KuroueBble ci1oBa: KoMMepuecKkas pekiama; COLMaNbHas peKjaMa, KapTHHa MUpa; KIHYeBOH
CMBICJI; HALIUOHAJIBHBIE IEHHOCTH; COLMAIbHO-KOMMEPUYECKAsl HAIIPABJICHHOCTD TEJIEPEKIIAMBI.
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The article considers peculiarities of modern social advertising. The issues of correlation between ad-
vertising and culture, of influence of advertising on the formation of behavioural stereotypes and moral values
of society are covered, main features of social advertising are analysed. It is claimed that advertisements made
for distribution in a particular national group reflect this group’s view of the world, which is captured in the
language units of the advertising text as nationally significant information, or nationally significant key mean-
ings. It is noted that modern television advertising often combines information of two types — commercial and
social. At the same time, the commercial component of text is fading away becoming auxiliary information,
however due to the value meanings of the «social» plan acquiring more intensive sounding in the whole context
of an advertising message. It is also proved that the educational function inherent to social advertising is being
enhanced in commercial TV advertising.
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