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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.

MNEHETPAIIMSA PEKJIAMHOT'O CUMBOJIA B BPEHIWHI'E TOPOJOB
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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.
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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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concept of «context». Functioning of archaeological site of in modern culture depends on the perceiving subject (social
groups and personality) and has a contextual character. The result of the author’s research is a typological model of
socio-cultural contexts of archaeological site. It is the result of the analysis of publications (messages on the Internet
the print edition), which contain the interpretations of specific sites by various subjects of culture.
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I[Mpomeccel, mpoucxosue B KoHIenTocdepe, CroCOOCTBYIOT BBISBICHHIO HOBOH peabHOCTH, (GOPMHUPYIOT MHHO-
BAIlMH, OPraHU3YIOT U MEePEOPraHn3yIOT AESTEIHHOCTD YeNIOBEKa, OCYIIECTBIIIOT TPAHCIIIIHIO IIEHHOCTEH B CMBICIIOB 13
OZIHOM c(hepbl ero >KM3HEEeTEIFHOCTH B JPYTyi0. B cTaThe paccMOTPEHBI ONPEENCHHS: «CII0BOY, KTEPMUH, KIIOHSATHEY,
«KOHIIENT», IPOAHAITI3UPOBAHBI HIX COJEP KaHIe 1 B3aUMOCBSI3b, ICCIICIOBAH MEXaHN3M TPAHCILIIIUH KyJIBTYPHBIX CMBICIIOB
YKa3aHHBIX MOHSTHI B 00J1aCTH HAYYHO-KYJIBTYPHOW JeMapKaliK C MPHBIICYCHHEM JIOTHYECKOT0, HCTOPUYECKOIO METO/IOB,
CEMHOTHYECKOTO MOAX0AA U T.JI. B kauecTBe mpuMepa TpaHCISINN KyIbTYPHBIX CMBICIOB B 00IACTH HAyKH M HCKyCCTBA
HPOAHAITM3UPOBAHO TIOHSTHE «IIPOCTPAHCTBOY. [loka3aHo, 4To Ha mpouecc (HOPMUPOBAHHS HOBBIX IMOHATHI U MEXaHH3M
TPAHCIHIINK  KYJIBTYPHBIX CMBICTIOB W3 OTHOM (DOPMBI YEIOBEUECKON AESTENPHOCTH B APYTYIO OKa3hIBAIOT BIIMSTHUE KaK
BHYTpPEHHHUE (DaKTOPBI: MHTEIUICKTYaIbHBIN, HPABCTBEHHBIH, CTETUUECKHIT MOTEHIINAN BBIIAIOLINXCS JIIO/IEH 3TOro BpeMe-
HH, TaK W BHEITHNE COIMOKYIIBTYPHBIE SBICHHS, CIIOCOOCTBYIOIIIE aKTyaI3alliH yKa3aHHBIX TIPOIECCOB.

CONCEPTUAL NATURE ANALYSIS OF THE PROCESSES OF CULTURAL MEANINGS
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The processes occuring in the conceptual sphere contribute to the identification of a new reality, form innovations, organize
and reorganize human activities, realize values and meanings from one form of human activity to another. The definitions «word»,
«termy, «notiony, «concept» are considered in the article, their content and correlation are analyzed. The transmission mechanism
of cultural meanings of these notions in the field of scientific and cultural demarcation is revealed. Logical and historical methods,
semiotic approach, etc. are applied. The notion «spacey is analyzed as an example of cultural meanings transmission in the science
and art field. It is shown that the formation of new concepts and mechanism of cultural meanings transmission from one form of
human activity to another is influenced by as internal factors: intellectual, moral, aesthetic potential of outstanding people of the
time, so external socio-cultural phenomena contributing to the actualization of these processes.
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B craree maHo 000CHOBaHWE MPUMEHEHUS! CEMAHTHUECKOTO METOoJa ISl aHaIn3a B3aNMOOTHOIICHUS HAYKU 1
uckyccrsa. [TokasaHo, 4To 1Ba ypoBHS (YHKIIMOHMPOBAHMS KaK HAyKH, TaK U HCKYCCTBA — COLMAIbHO-(QUI0CO(CKHIA,
KyJBTYpOJIOTHIECKUH ¥ HHANBHIYaIbHO-TICHXOJIOTHIECKHUH, TMIHOCTHBIA HMEIOT 00IIiee HavaIo — TBOPUECTBO. TBOp-
YeCKOE Hauyasio ¢ KyJIbTYPOJOTHUECKON TOUKH 3peHHusi, TPexkJe BCEro, HaXOAUT BeIpakeHUE B s3bIke. B cuiry sToro,
JIOCTATOYHO aJ€KBaTHBIM METOIOM HCCIIEIOBAHMS AEMapKaIlui HayKH M NCKYCCTBA SIBIISICTCSI CEMAHTHIECKUI METOJ,
MO3BOJIAIONIMI BBISIBUTH X OTJIMYHME HA Ka4€CTBEHHOM ypoBHe. Criennduka CHCTEMHOrO MOIX0/a, TPUMEHEHHOTO K
npobieMe B3aNMOOTHOIICHNS HayKH M MCKYCCTBA, 3aKJIIOYAETCS B TOM, YTO CHCTEMHBIH MOIXOJ B OHTOJIOTHYECKOM
Y THOCEOJIOTHYECKOM IUIaHE JeTEPMUHHUPYET HaINYhe U 0COOEHHOCTH ceMuoc(ep HayKH M UCKYCCTBA, BBIABISET HX
CTPYKTYPHYIO HHBAPHAHTHOCTD, T.€. UX (OPMATBHO-JIOTHIECKYI0 KOHCTAaHTHOCTb.
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The use of semantic method for the analysis of science and art correlation is provided in this article. It is shown that two
levels of science and art functioning — social-philosophical, cultural and individual-psychological, personal have a common origin -
creativity. Creativity finds expression in the language first of all. Therefore, semantic method is an adequate tool for the studying of
science and art demarcation to identify their difference in quality. The specificity of the system approach, applied to the problem of
science and art correlation, consist in that a systematic approach in ontological and epistemological terms determines the presence
and features of science and art semiotic space, reveals their structural invariance, i.e. their formally logical constance.
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