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PEKJIAMA KAK BUPTYAJIBHASA KYJIbTYPA COBPEMEHHOCTHU

A.A. Pazanyes

B psaode coepemennvix HAYUHBIX UCCIEO08ANUL PEKIAMHAA KYIbmypad OYEHUBAEMCs UCKIIOYUMENbHO
He2amueHo, Ymo HeONA2ONPUAMHBLIM  00pA30M  CKA3bIGAECs HA  QOPMUPOSAHUU U QYHKYUOHUPOBAHUU
omeyecmeenHoll Kynbmypbl. Aemop passenuusaem HeKOMopvle U3 CYWecmsylouux Mugos ob UCKIOYUmMensHo
He2amueHOM BIUAHUU PEKIAMHOU KYyIbmypbl, Hameddem HeKOmopble nepCneKmusbl ee paseumus.

Kniouegvie cnosa: pexnama, Kynomypa, SUpMyanbHOCMb, UCMOPUS, NEPCREKMUBLL PA3GUMU, KYIbIMypHbIE
yeHnocmu.

A.A. Ryazantsev
Advertisement as modern virtual culture
In a range of modern scientific research the advertisement culture is assessed negatively that affects the
formation and functioning of native culture negatively. The author clarifies some myths on the negative influence of
advertisement culture and defines some prospects of its development.
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