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encourages the unification of values, needs, stereotypes, behaviour patterns by defining the consumers’ priorities,
turning products into symbols, predetermining the unity of a country.
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ITpoGnema mccnenoBanysl JAaHHOH TeMBbI OOYCIIOBIEHa TPOTHBOPEUHEM MEKTY HAPACTAIONIEH 3HAYMMOCTBIO PEKIIaM-
HOTO CHMBOJIa B TOPOJICKOM HPOCTPAHCTBE, 00yCIIOBIEHHOTO MH(OpMaTH3auei, 1 IeuIsiy IeHHOCTHO-HOPMAaTHBHOM T1e-
PEMEHHOH KyJIBTypHOTO TIPOCTpaHCTBA ropoza. Liens uccnenoBanms CBOAUTCS K ONPEIENEHHIO PO PEKIIAMHOTO CHMBOIIA B
KyJIETYPHOM IIPOCTPAHCTBE TOPOZIA, €ro IIeHETPAINY ¥ MOIH(HKAINN; JIOKA3aTeIbCTBE IK3UCTEHIIMN PEKIAMHOTO CHMBOJIA
B TOPOZCKOH cperie. bpennt roposia Kak HEKMH COLMAIBbHO-CUMBOIMYECKUI KOHCTPYKT CITyXKHT OIPEIETIECHHBIM MOJIEM JKH3-
HEJIESTENBbHOCTU JIMYHOCTH, B MPEZIeIaX KOTOPOro OCYLIECTBISICTCS €€ KOMMYHHKATUBHO-3HAKOBAs. AKTUBHOCTb, UMEIOIUIL
TIPH 3TOM 3TAJIOH 00pa3a, MOAPa3yMEBAIONIMI aCCOIMATUBHBIN BBIOOP OMPEJIENEHHON MO3MIMN HHAUBU/A B TOPOICKOM CO-
IMaJIHOM IpocTpaHcTBe. CHMBOJIBI HE BBICTPAHBAIOTCS IIPOU3BOJIBHO, M3BHE, UX ()OPMUPOBAHKE 00YCIIOBIEHO COLMAIBHBIM
B3aMMOJICHCTBUEM: CHMBOJIM3ALIHS €CTh HHCTPYMEHT, KOTOPBIH MPEeBpaIaeT reorpagpuieckoe MPOCTPAHCTBO B COLHATIBLHOE.
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The problem of researching this particular topic is determined by the contradiction between the increasing significance
of a symbol in advertising in the urban space, defined by the informatization, and deflation of the value-normative variable
of the cultural space of a city. The purpose of the research is to define the role of a symbol in advertising in the cultural space
of a city; its penetration and modification; proof of existence of the symbol in advertising in urban space. Brand the city as
a social and symbolic construct is a specific field life personality, which is carried out within its symbolic communicative
activity, while having a standard way of implying an associative choice of a certain position of the individual in the urban
social space. Symbols do not line up arbitrarily, outside, their formation is due to the social interaction: symbolizing a tool
that converts geographic space in social.
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B crarbe (heHOMEH apXeoIornyeckoro MaMsATHUKA PACCMaTPUBACTCS KAK KOMITOHEHT COBPEMEHHON KyiIbTypbl. [IpuBo-
JIATCS ONPE/IeNIEHNE ApXEOIOTMIECKOTO MTAMSATHHKA, SIBIISTIOIIESCs Pe3yIIETaTOM aBTOPCKOH KOHIIENTyaIN3alliy JaHHOTO (heHo-
MeHa. Ha ocHOBaHMHM NpHUMEHEHNs CEMHOTHUYECKOH METOIONOTHH, TTO3BOIISIONIEH MPeICTaBUTh apXeoIOrMIecK il MaMATHUK
B KaUeCTBE TEKCTA, a KYJIBTypy B Ka9eCTBE MAKPOTEKCTa, PACKPBIBACTCS CTPYKTYPHAsI CBSI3b apXEOJIOTHYECKOTO MAMSATHUKA 1
KYJIBTYpbl. APXEONOTHUECKNH MAMATHHK, KaK CTPYKTYPHBIH KOMITIOHEHT MaKpOTEKCTa KyJIBTYpbI, PACCMaTPUBAETCsl B PAKypce
TaKHX MOHSTHH, KaK «HHTEPTEKCT», KMETATEKCT», «KOHTEKCT». Betyiriee MeTooorndeckoe 3HaueHNE, OMPEIENsIeMOe KYIIETY-
POJIOTMYECKOM MCIUIUTMHAPHOM MPUHAUIEKHOCTBIO HCCIIEN0BaHNsl, OTBOAUTCS MOHSITHIO «KOHTeKCT». Ha ocHoBaHuM 31010
(DyHKIIMOHMPOBAHNE APXEOTOTHIECKOrO MaMsATHHKA B COBPEMEHHOM KYJIBType ONpENersieTcsl Kak KOHTeKcTyanbHoe. [1pruBo-
JINTCSl TUTIONIOTHYECKAsT MOJIENb COLIMOKYIIBTYPHBIX KOHTEKCTOB apXEOJIOTHUECKOTO MaMsITHHKA, BEICTPOEHHAS B UTOTE aBTO-
PCKOTO HICCIIEIOBAHYS HHTEPIPETAIif KOHKPETHBIX MaMSTHHKOB, IPOM3BEIEHHBIX CyObEKTaMH KyIIBTYPEI, 3a()MKCHPOBAHHBIX
B ITyOMKALMAX PA3IINYHbIX KaHPOB, ABYX ()OPMATOB: COOOIIEHHS B CETH HHTEPHET M MEYaTHOTO H3/IaHHs.

ARCHAELOGICAL SITES IN MACROTEXT OF MODERN CULTURE:
INTERTEXT, METATEXT, CONTEXT

Andreev V.M.

State Academy of Culture and Arts, Chelyabinsk, Russia (454091, Chelyabinsk, street Ordzhonikidze, 36-a)
e-mail: walandr@yandex.ru

The article examines the phenomenon of the archeological site as a component of contemporary culture.
Determination of the archeological site is the result of the author’s conceptualization of this phenomenon. Author uses
the semiotic methodology and represents an archaeological site as a text and culture as makrotext reveals structural
connection archaeological site and culture. Archaeological site as a structural component of makrotext culture, the author
considers the perspective of the concepts of «intertext», «metatekst», «contexty». Leading methodological significance
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