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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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