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In 2015, Russia should switch to digital broadcasting. This means significant changes in the television market,
step into a new era of television, as well as the transition to a new model of television. Changes do not come at one time,
so the new trend is already visible. In the first place, it further segmentation of the audience. The spectator now selects
the most appropriate channels to him content. And the choice of the viewer rich. In addition to large media assets in
Russia are intensively developing so-called «channels of interest»,more often called niche. Analyzing trends in Russian
television, describe the nature of changes in the advertising communication technology product placement. Research
material published in Russian and foreign sources of technology product placement, a content analysis of the use of
technology product placement on niche channels Russian TV.
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B crarbe mpeamnonaraeTcsi pacCMOTpeTh (PEHOMEH HACHTHYHOCTH JINYHOCTH B YCJIOBHSIX COBPEMEHHOIO 00IIie-
CTBa IMOTPEONICHHUs], YTO CHOCOOCTBYeT Oosiee MTyOOKOMY MOHMMAHHUIO MOTPEOHOCTEIl MHIMBUIOB, BBISBICHHIO HX
CTpeMJICHHIT B CaMOOMpe/eJICHUH U caMopeanu3anuy. Ecian poiib COBPEMEHHOTO YEJIOBEKA 3aKIFOYaeTCsl He B pea-
JM3aLUK NPEHA3HAYCHHOH CYIIHOCTH, a B CAMOPEAIN3allM1 Yepe3 CO3aHue caMoro celds, peannu3alui CBOUX yHH-
KaJIbHBIX Ka4eCTB, TO YEJIOBEK MOJ] BO3ACHCTBUEM MOJIBI MOKET CaMOPEaI30BaThCsl, CHOPMUPOBATH HACHTHYHOCTD B
o01IecTBe CHMBOIMYECKOTo moTpednenus. Moaa GpopMupyeT HOBBIN THIT OTPEOUTENS, Il KOTOPOTO BaKHBI KA9€CTBO
Belleil, BOIUIOIEHHE MEUThI M HOBBIE BIICYATIICHHS, & HE OOJiee BHICOKOE MOJNIOKEHHE B O0IIECTBE U HICHTH(UKAIINS
C BBICIIHMH CIIOSIMH 00111ecTBa. Moia CeroiHst — 3T0 MHCTPYMEHT MHAMBUIYaJIH3alli1 JIFOACH, a He BO30OHOBICHHE
COLMAJILHOM TUCTAHIINH.
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The article is supposed to consider the phenomenon of identity of the person in conditions of a modern society
of consumption, which contributes to better understanding the needs of individuals identify their aspirations in self-
determination and self-realization. If the role of modern man is not in the designated entities and self-realization
through the creation itself, and to realize their unique qualities, a man under the influence of fashion can fulfill their
potential, to form an identity in society symbolic consumption. Fashion is creating a new type of consumer, for
whom quality is more important things, a dream come true and new experience, and not a higher position in society
and identification with the higher levels of society. Fashion today - a tool customize the people, not the resumption
of social distance
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B coBpeMeHHBIX KOMMYHUKAIUSAX KOMMEPUYECKUX KOMIIAHUH CTHJIb )KU3HU CTAHOBUTCS JIOBYIIKOM» JUIsL TOT-
pebutenst yciyr u ToBapoB. C(HOPMUPOBAHHBIE CTPATETHH KXU3HEHHOTO MOBEACHUS (OPMHUPYIOT IPEeTHAMEPEHHBIN
MOUCK TIIaHa ASHCTBUH B chepax AesTeIbHOCTH CyObeKTOB KOMMYHHKAIMK, TEM CaMbIM OINPEesisi CBOM PeaKInH
Ha BHEITHHE NCTOYHHUKH HHpopManuu. COBPEeMEHHBIH CTHIIb KHU3HU €BPOIEHCKOro o0ImecTsa, 1a 1 MHPOBOTO CO-
001IeCcTBa B MIPUHIIMIIE, CTPOUTCS] BOKPYT OCHOBHBIX «BEX», BHICTPAUBAEMBIX CPEJCTBAMH MacCOBOI MH(pOpMAIHH,
CPE/ICTBAMH PEKJIaMbl, HACAKAAEMBIMH Yepe3 pa3INIHbIe HCTOYHUKH KOMMYHHUKanuu crepeorunamu. Co3ganHas B
3M0XY MOCTHEKJIACCUYECKOH KyJIbTyphl MOZEIb [TOBEACHUS JIIOACH OIpeesisieT JeHCTBUTEIbHBIA TUIT UX ITIOBEICHUS.
Henp3s Ha3BaTh AaHHYIO TEHACHIHUIO NMO3UTUBHOH. Ecim B commanucTudeckux obmecTBax o0pas M CTHIIb KH3HU
(dbopMupyeT ToCyaapcTBO — OHO BBIHY)KICHO JICHCTBOBATh B OIPEJEIICHHBIX paMKax, oOecrieurBas cOOCTBEHHYIO
CTaOMIBLHOCTE. UTO XKe KacaeTcsl CTHIISI JKU3HH, ONPEEsIeMOro KOpIopannei, To 3/eCh MBI HE MOXEM CTaBHTh
YETKUX TPaHMII.
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