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Tema guceprauii:
1. MeTonuka eMnipuyHoi ifeHTUdIKaLil KyJIbTYPHUX KOJIiB KOMEPLIiNHHOI peKIamMu.

2. Methodology for Empirical Identification of Commercial Advertising Cultural Codes.

Pedepar:

1. Inceprarnis npucBsYeHa po3poodLii METOIUKHY ifeHTUdiKalii KyJIbTypHUX KOJiB KOMEPLiHOI pexyiamMu. Y
Iycepralii IpoaHasi3oBaHO KOHUENTYaIbHI MiAX0AU 10 PO3KPUTTS OHTOJIOTIYHUX BIACTUBOCTEN KyJIbTYPHUX KOIB
y coujosioriyHoMy Ta PpisiocodcbKoMy AUCKYpCi, OOIPYHTOBAHO MiAX0nU [0 MOOYOBY €MIIipUYHUX iHIUKATOPIiB
KyJIbTYPHHUX KOJiB KOMEPLIMHOI peKIaMU. 3i¥ICHEHO TUIIOJIOTI3aLlil0 KyJIbTYPHUX KOJIB, 0 TPAHCIIOIOTLCS YE€PE3

Bi3yaJibHY IpYKOBaHY KOMEPLINHY PEKJIAMY i BUOKPEMJIEHO II'ATh IX TUIIIB: "Kpaca i CEKCyaybHICTh", "CiIMEIHE 1ACTS

1 MOpaJIbHI TOYYTTS",

6araTcTBO i po3KilIHe XUTTA", "3B0pOBUi Croci6 Xutts”, "KompopTt". 17151 KOKHOTO TUILY
KyJIbTYPHUX KOJIiB 6yJ10 cOPMOBAHO Habip IIKajJ CeMaHTUYHOTro audepeniany (mpodinpHi mKanm), siKi
BUCTYIAIOTh iHAVMKATOPaMU BiZl[TOBiHOTO TUITY KyJIbTYPHUX KOAIB. [liiTBEPI’KEHO OYEBULHY, JIOTIYHY, 3MiCTOBY,

KOHCTPYKTHY, €MIIipUYHY BaJIiIHICTh PO3PO06JIEHOI JOCTIZHUIBKOI METOJUKY, & TAKOX ii HaAiHICTb.



2. The thesis is devoted to development and validation of the methodology for empirical identification of cultural
codes in commercial advertising. Cultural code is considered as an ideal formation, which attributes symbolic
meanings to objects and phenomena, creates the basis for forming notions about the value of these objects and
phenomena for the individual. The phenomena and objects of reality are interesting for the individual only as much
as they have meaning and significance for his or her life-activity. These meanings are created by the culture, are
transmitted through the system of cultural codes. The culture forms subjective, symbolic reality, on the basis of
which value orientations are formed as a derivative of subjective reality. Cultural codes create the system of
subjective coordinates in which the life-activity of the individual develops. The cultural needs based on the
symbolic meaning of the objects and phenomena of reality are formed in the system of these coordinates. The role
of myths in forming cultural codes was investigated. The myths, ensuring figurative fixation and semantic
construction of the world, are the intensional basis of cultural codes. Myth, assigning certain "names" to the
objects of the outer world, that is, encoding them, is able to form the notions about significance of these objects
for the members of social community, and therefore is able to form value attitudes towards them. Cultural codes
are formed on the basis of system of precedential phenomena, which are often represented by myths and
mythologems prevailing in certain cultures. Owing to its "mythological basis" an important characteristic of
cultural code is thereby created - the idea of "natural self-evidence" of notions about properties of the object
which have been formed by cultural code. The results of implemented analysis (by using the method of concept
mapping) allowed to reveal such main types of cultural codes which are represented in print visual commercial
advertising in Ukraine: "beauty and sexuality", "family happiness and moral feelings", "wealth and luxurious life",
"healthy life-style", "comfort". The research methodology is based on the use of semantic differential, which allows
to explore the connotative meanings associated with cultural codes. The semantic differential scale includes
relevant scales that are focused on identifying the most common cultural codes in commercial advertising,
determined in the previous stages of the study.
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