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THE USAGE OF METHODS AND TECHNOLOGIES
OF ART-MANAGEMENT IN THE SOCIO-CULTURAL SPACE
OF THE KRASNOYARSK TERRITORY
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The article analyses the problem of effective usage of methods and technologies of art-management in the regional
system of training specialists for culture and arts of the Krasnoyarsk territory in accordance with general and specific
rules of socio-cultural educational space development. The ways to decide this problem are: the technological approach,
the application of the “technology” idea to cultural, artistic and educational sphere. The usage of the given approach
suggests peculiar instrument management of the process of the professional training specialists in the artistic, cultural
and educational sphere. It also must ensure the achievement of the set goals and anticipated results. The author gives
his own art-management methods and technologies classification that includes the collection of organizing, applied,
marketing, educational, professionally aimed, communicative and event technologies. YIK 008.001:78.01
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N MY3bIKAJIBHO-9CTETHYECKUX KOHIENIUHU
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[TpoBenen aHann3 0COOEHHOCTEH B3aMMOCBS3M MY3BIKAJTbHOH PEATbHOCTH U MY3BIKATbHO-ICTETHIECKUX KOH-
nenuuil. My3blkanabHas peanbHOCTh U My3bIKaJIbHO-ICTETHYECKAsl KOHLETLUS — TSPMHHBI, BOLIEIINE B KYJIBTYpOJIO-
rU4ecKue AUCKypchl. HeomHO3HaYHOCTh ATUX TEPMHUHOB BEIPAXKAeT Pa3HbIE IMO3MIMH KyJIBTYpPOIOroB, (GHIOCO()OB 1
HCKYCCTBOBEIOB B MX MHTEpIIpeTanuy. B MaHHOH cTaThe KOHKPETH3UPYETCS UX COICpPIKaHME, a TakoKe MPEAIaraeTcs
MOHMMaHUE WX BHYTPEHHEH B3aMMOCBSA3M Ha OCHOBE MPHUHIUIA ACTEPMHUHI3MA. YKa3aHHbIE OOBEKThI HMEIOT YEPTHI,
KOTOpBIE JIAI0T BO3MOXKHOCTb BHJIETh UX KaK OT/EJIbHBIC 3BEHbSI BCEOOIIECH CBSI3M, MO3BONISIONINE HX CIELH(PHIUPO-
BaTh Kak 000COOJIEHHbIE, JOCTATOYHO AaBTOHOMHBIE OOBEKTHI, HMEIOINE CBOM HMMAHEHTHBIE YepPThl, CBOHCTBA U OT-
HomIeHHs. 3aUKCUPOBAHO, YTO MY3bIKAJIbHAsl PEaTbHOCTh M MY3bIKaIbHO-ICTETHYECKask KOHIEMIINS UMEIOT CBOU CO0-
CTBEHHBIE CTPYKTYPHI U COEAUHEHBI Pa3HOOOPA3HBIMH CBA3AIMH KaK JA€TEPMHHALUH, TaK U CaMOJAEeTEpPMUHAIIN. DTO
HO3BOJIAET OO TIOIHO MPOCISAUTD M UCCIEA0BATh MYy3bIKAIBHYIO XKU3HB ONPEIEICHHOTO HCTOPUUECKOTO NEPHO/A.
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The interrelation of the musical reality and musical aesthetic concepts has been analyzed. The musical reality and
the musical aesthetic concept are the terms, which are quite often mentioned in cultural discourses. The ambiguity of
these terms shows different positions of culturists, philosophers and critics in their own interpretation. The content of
these terms gets précised in this work. It offers an insight into their interrelation based on the principle of determinism.
These objects have features that give the ability to see them as separate chains of the general connection, allowing
them to be specified as separate, self-contained objects with their immanent features, properties and relations. It’s been
observed that the musical reality and the musical aesthetic concept have their own structure and are related by different
links of determination as well as of self-determination. This allows you to observe and explore the musical life of a
certain epoch.

AHTPOIIOLIEHTPUPOBAHHBIN XAPAKTEP PEKJIAMHOI'O JIUCKYPCA
Ky3smnna O.B., Mapkos A.Il.

HOVY BIIO Cankr-IletepOyprekuil ryMaHUTapHbIH YHUBEPCUTET IPO(COI030B,
(r. Cankr-IletepOypr, ya. @yunka, 1.15)

B noctungycTpransHOM 00ILIECTBE OAHUM M3 CPEICTB AMHAMMKH IIEHHOCTHO-HOPMATHUBHBIX CTPYKTYp aHTPO-
MOJIOTMYECKUX MATPHUI] Ky/IbTyphl CTAHOBUTCS peKJIaMa, KOTOpasi B MOCTIEAHUE AECATUIIETUS BEIXOAUT 3a MPEebl Mo-
HATHUSL «MapKEeTHHI» U CTAHOBUTCS Ba)KHEWUIIMM MHCTUTYTOM BOCHMTAHMS U COLMAIM3alUM JTUYHOCTH, OKA3aBIIUCh
Hanbollee OCHANIEHHON B TEXHOJIOTHYECKOM IUTaHe. B cTaThe paccMaTprUBaroOTCs TEXHOJIOTHUECKHE BO3MOXKHOCTH CO-
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BPEMEHHOM peKiIaMbl, KOTOPask UCHOJIb3yeT MaHUIYJIATUBHbIE CTPATETMM M TEXHOJOTMU BIMSHUS HA CO3HAHME U IIO-
BesieHne noTpeduTess. TpaHCIUpyst HOPMBI U CTAaHAAPTHI TOTPEOICHNs, COBPEMEHHas peKJiaMa CTAaHOBUTCSI MOIITHBIM
CPEeICTBOM MOAHM(MHUKAIIHN COI[HATEHOTO TOBEICHUS HHANBHUIOB, KOPPEKTHPOBKU X IIEHHOCTHO-HOPMATUBHOM C(epHl.
Moaudukarys aHTPOIOIOTHYECKIX OCHOB KYJIBTYPBI ONPEJIeIIeTCs LeNeHANPABICHHBIM HCIIOIb30BAHIEM B CUCTEME
PEKIIAMHBIX MPAKTHK 0a30BBIX ICHXOKYJIBTYPHBIX MEXaHU3MOB. Pe3ynbraToM BO3/IEHCTBHS PEKJIAMHBIX TEXHOJIOTHH
CTAHOBUTCS PAacHIUPEHNE CHEKTpa acONUAIBHBIX (POPM CaMOBBIPAKEHMS U JiepopMaIys IIEHHOCTHO-HOPMAaTHBHBIM
MaTpUIl KyIbTYpBL
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In post-industrial society advertising becomes one of the means of the dynamics of values and normative structures
of anthropological matrix of culture. Advertising has been exceeding the bounds of the concept “marketing” and it
becomes the most important institution of education and socialization, moreover, being equipped more technologically.
This paper discusses the technological capabilities of modern advertising, which uses more sophisticated manipulative
strategies and technologies of influence on the mind and behavior of the consumer. Broadcasting standards and
consumption patterns, modern advertising is becoming a powerful tool for modifying social behavior of individuals,
adjustment in their values and norms of behavior. Cause of the result of the impact of advertising technologies an
expansion of the range of anti-social forms of expression is being occurred, that leads to deformation of values and
norms of the society.
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B crarbe paccmarpuBaetcs peHOMEH JTaKyHapHOCTH, MTPEICTABICHHBIN B (MHCKOU TelepekiaMe. B HacTosiiee
BpeMsl pa3BUTHE MEKAYHAPOAHBIX KOHTAKTOB, B3aMMOJIEHCTBUE PA3IUUHBIX TOCYAAPCTB, STHOCOB M KYJIBTYp CTaHO-
BUTCS BCe 00JIee MHTCHCHBHBIM. JIaKyHBI SIBISIOTCS HEOTHEMIIEMOM YacThIO MPOIECcca MEXKKYILTYPHOH KOMMYHHKa-
i, obecriedrBast MICHTH(HUKAIMIO KaK Ha JIMYHOCTHOM, TaK M Ha COIMAIBLHOM ypoBHsX. [Ipu sTOM, Kak mpaBumio,
JaHHOE SIBJICHHE HE YIaBIMBACTCS KOMMyHHMKaHTaMH, TI0O3TOMY PacCMOTPEHHE MPUPOABI (peHOMEHa JIaKyHapHOCTU
NPECTaBISETCS YPE3BBIUAMHO BaKHBIM HE TOJBKO B HAyuyHOM, HO M B MPHUKIAJHOM acrekre. B mmpokom cMbicie
JaKyHapHOCTb HPEACTABIIET COO0I «TaKoe COCTOSIHUE OOIECTBEHHOTO OBITHS, CO3HAHUS U COLIMOKYJIBTYPHOII peab-
HOCTH, KOTOPOE IOPOKIACT JIAKYHBI, — HECOOTBETCTBUS B KOMMYHHKAIMN». Hannane takyH MoXeT co3aBaThb mpooie-
MBI TIPH UX BOCHPHATHH B PYCCKOHM ayAUTOPUH. B cTaThe aHaMM3MPYIOTCA S3BIKOBBIE U KYIBTYPOIOTHUECKHE JIAKYHBL.
Ocoboe BHUMaHHE YACSASTCs KYJIBTYPOIOTHYECKUM JIaKyHaM, TaKUM Kak ATHOrpaduueckue, NoBeJeHIECKIe, Hallno-
HaJIbHO-IICUXOJIOTMYECKUE, PYTHUHHBIC U P JPYTHX.
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In the article we focus on «lacunarity» phenomenon applied to Finnish TV-commercial. At present, the
development of international contacts and interaction of different states, ethnic groups and cultures is becoming
more intense. Gaps are an integral part of the process of intercultural communication, providing identification
both on the individual and societal levels. Thus, as a rule, this phenomenon is not captured communicants, so
consideration of the nature of the phenomenon of lacunarity is extremely important not only scientifically but also
in practical aspects. In a broad sense, the lacunarity is “a state of social being and consciousness and socio-cultural
reality, which creates gaps — inconsistencies in communication” Lacunas may cause problems in its interpretation
by Russian audience. Here we analyze language lacunas and lacunas in cultural studies. We pay more attention to
discover lacunas in cultural studies, such as ethnographic, behavior, national, psychological and routine lacunas and
some others.
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