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SOCIOCULTURAL POTENTIAL OF TV ADVERTISEMENT

Purpose of Research. The purpose of the research is to analyse the sociocultural potential of the commercial and its
main elements influence on the consumers’ minds, including children and young people and their perception of the quality or
low-quality television product. Methodology. Methodology of the research is based on the using of different groups of meth-
ods: theoretical (analysis and synthesis of empirical material, its classification, systematization, generalization); diagnostic
(questionnaires, interviews, interviews with journalists, psychologists, pediatricians, employees of TV companies) to deter-
mine the main areas of the studying the problem of using the socio-cultural potential of TV commercials; conceptual and
structural ones (analysis of the subject and the genre palette of TV commercials, interest of its audience). Scientific Novelty.
The scientific novelty of the study is to highlight the socio-cultural potential of the commercial as an effective instrument to
manipulate the consciousness of consumers and to form the worldview of the individual. Conclusions. Television advertise-
ments provide the broad communication. In addition, commercials actively affect the human consciousness. We can list up
the following positive features of the advertising: information and cognitive function of TV commercials; social TV commer-
cials, which attract viewers to socially important problems; the competition, generated by the television advertisements, which
is a necessary component of the state’s development; the improvement of telecommunication, etc. However, TV advertising is
not always safe for watchers, who often "consume" teleproducts, which make them, be "dependent" on television. It leads to
the detriment of physical health (especially children and adolescents) and the reduction of the criticality of the consumer’s
perception. TV and radio companies do not have the technology of forecasting and using the sociocultural potential of TV
commercials. In our opinion, TV programs should be created according to the programmatic approach to the preparation,
creation and release of television advertising, redistribution of functions of advertising managers, advertising agents and direc-
tor of television programs. To develop of the domestic social institution of advertising, we have to significantly improve the
educational activities among advertisers and specialists in the field of developing promotional products, in order to prevent the
spread of low-quality advertising, which can damage the consumers” mind. All in all, in our opinion, the production and
placement of television advertising must be controlled by the state.

Key words: commercial, consciousness, sociocultural potential consumers, viewers, advertising, TV program,
manipulation.
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Ha3zapenko Kamepuna Onexcanopiena, 3000y6au Kuiscokozo HayioHanbH020 YHieepcumemy Kyabnypu i MUCmeyms

CouniokyJIbTYpHUIl NOTeHIIia TeJieBi3iHHOI pexIaMu

MerToro 10cTiIKeHHSI € aHATI3 COLIOKYIFTYPHOTrO TOTEHIliANTy TEJIEBi3iHHOI peKiaMy Ta BIUTMB 1i OCHOBHHUX €lle-
MEHTIB Ha CIIOXKHMBAdiB, BKITFOUAIOYM [HTSH Ta MOJOAb, Ha iX CHOPUMHATTS TENEBi3iMHMX MpPOAYKTiB. MeTomosiorisa mo-
CITiDKeHHs 0a3yeThCs HAa BUKOPHCTAHHI PI3HMX TPy METOMIB: TEOPETHUHI (aHATi3 1 CHHTE3 eMIipUYHOro Matepiamy, Horo
Kiacudikais, CHCTeMaTH3allisl, y3aralbHEeHHs); eMITipUYHi (aHKETYBaHHS, IHTEpB IOBaHHS, OECiM 3 KypHAIIICTAMH, TICUXO-
JIOTaMH, TIe/liaTpaMH, IpaliBHUKaMH TEJIeKOMIIaHii) /Il BU3HAYEHHsSI OCHOBHHMX HANpSIMKIB BUBYEHHS NPOOJIEMU BHKOPU-
CTaHHS COLIOKYJBTYPHOTO TOTEHI[iay TeJepeKiiaMy, JIEMOHCTpalii Ha TeleKaHalaX BHCOKOSKICHOTO IPOIYKTY
COLIOKYJIBTYPHOTO cipsiMyBaHHs. HaykoBa HOBHM3HA JIOCHI/KEHHS TOJISITa€ y BUSIBICHHI COIOKYJIBTYPHOTO MOTEHINATY
TeJIeBI31MHOI peKyIaMu SIK e()EeKTHBHOTO IHCTPYMEHTY MaHIIyJISMIT CBIIOMICTIO CIO)KMBaYiB Ta (hOpPMYBaHHS CBITOIIISILY OCO-
6ucrocti. BUCHOBKH. ABTOp aKIIEHTYe yBary Ha HEOOX1THOCTI epeKTUBHOrO BUKOPHCTAHHs 00 €KTa JOCITIPKEHHS B CyJac-
HOMY iH(oOpMaliifHOMy IpPOCTOpi, IO, B CBOIO YEpry, JO3BOJUTh BHPIIIMTH HH3KY IJIOOAIBHUX BHKIUKIB. Came
JIEMOHCTpAIlisl Ha TeJIeKaHAIaX BUCOKOSIKICHOTO PEKJIAMHOTO TPOJYKTY COLIOKYJIBTYPHOTO CHPSIMYBAaHHS JIO3BOJIUTH 3MEH-
LIUTH TIPOSIBH arpecii, HACWIILCTBA, HEETUYHY TTOBEIIHKY Ta iHIII SBHINA, IIJ0 HEraTHBHO BIUIMBAIOTH HA CBIJOMICTh CIIOXKU-
BauiB TeneinopmatiiiiHoro nmpoaykry. HeoOXimHnmu 3axonamu B IboOMY HaIpsiMi Ha JIEp»KaBHOMY PiBHI € BHECEHHsI 3MiH JI0
YHHHOTO 3aKOHOJIABCTBA YKpaiHH II0I0 PO3ITOBCIODKEHHS PEKIaMH Ha TeeOadeHHi. Takok HaBOJATHCS JIaHi 100 BIUTUBY
Tejenepenay Ha MCUXiuHe 3710pOB’ s JiTel, BAKOPUCTaHHS IPUHOMIB TICHXOJIOTIYHOTO BIUTMBY Ha CIIOXKHBAYiB TellEpEKIaMU,
CTHMYITIOBaHHS iX arpecHBHOi moBeMiHKH. CyCHiILCTBO TOBWUHHE B3STH /I KOPCTKHUH KOHTPOJb 3MICT Ta (opMH Te-
JIEBI31MHOI0 PEKJIAMHOT0 TIPOCTOPY, 11100 3aro0irTn HeOaKaHUM HACITIIKaM.

KurouoBi cjioBa: Tenepekiiama, CBiZIOMICTh, COLIOKYJIBTYPHUHN IMOTEHINAN, CIIOXKHBAYi, IIISaadi, pPEKIaMHHMA
pONHK, Tenenporpama, MaHimyJIsiis.

Hasapenko Examepuna Anexcanoposna, couckamens Kuescko2o nayuonaibnozo yHueepcumema Kyibmypol
U uckycems

ConMoKyJIbTYPHBIIi MOTEHNHAJ TeJIeBU3HOHHON PeKJIaMbI

IesibI0 MCCIIeI0BAHMS SBIISICTCS aHAIU3 COLMOKYJIBTYPHOTO MOTEHIMANA TEICBU3HOHHON PEKITaMbl U BIHS-
HHE €€ OCHOBHBIX 3JICMCHTOB Ha l'[OTpe6HTeJ'[eﬁ, BKJIrO4as ﬂeTeﬁ U MOJIOACKDb, U Ha UX BOCHPUATHUEC TCICBU3NOHHBIX
NpoAyKTOB. MeTOM0M0rus 1cclieIoBanus 0a3upyeTcs Ha UCIOJIb30BAHUH PA3JIMUHBIX IPYIIT METO/IOB, CPEIN KOTOPBIX
OCHOBHBIMH SIBIISIFOTCSI: TEOPETHIECKHUE (aHATHU3 M CHHTE3 SMIIMPHUYCCKOTO MaTepuaa, ero KiIacCu(puKkarys, CHCTeMaTH-
3arust, 0000LICHHE); IMIUPHICCKUE (AHKSTHPOBAHUE, HUHTEPBBIOUPOBAHKE, OCCEIBl C KYPHAIUCTAMH, ICHXOJIOIaMH,
neAnaTpaMy, pabOTHUKAMH TEICKOMIIAHUHN IS ONPEASICHUS NIABHBIX HAIPABICHUN M3yYCHHs MPOOIEMbI UCIIONB30-
BaHUS COLIMOKYJIbTYPHOTO MOTEHIHAIA TEIPEKIaMBbl, IEMOHCTPALIMK Ha TEICIKPAHAX BBHICOKOKAYECTBEHHOIO PEKIaM-
HOTO MPOIYKTa COLMOKYJIBTYPHOH HampasieHHOCTH). HaydHasi HOBH3HA HCCICHOBAHHUS 3aKIIOYACTCS BBISBICHHN
COLIMOKYJIBTYPHOr'O TIOTCHIINAA TEICBU3HOHHON PEKIaMbl Kak d((GEeKTHBHOrO HHCTPYMEHTa MAHHUITYILSILIUN CO3HAHHEM
notpebuTeseit ¥ HOPMUPOBAHHS MUPOBO33PEHHS JTUYHOCTH. BBIBOIBI. ABTOpP aKICHTHPYET BHUMaHHE HAa HEOOXOIH-
MocTH 3()(HEKTUBHOIO UCIIOIBH30BaHMsI 00BEKTa HCCIESIOBAHHS B COBPEMEHHOM MH(OPMAIMOHHOM MPOCTPAHCTBE, YTO,
B CBOIO OY€pe/ib, MMO3BOIHUT PEIIMTD Psifi II00AIbHBIX MpobsieM BpeMeHH. VIMEHHO NeMOHCTpauus Ha TeledKpaHaX BbI-
COKOKa4YeCTBEHHOI'0 PEKJIAMHOTO MPOAYKTA COLHOKYIBTYPHOH HAIPaBICHHOCTH OACT BO3MOXKHOCTH YMEHBIIUTH IIPO-
SIBIICHHE arpecCHy, HACHJIMS, HEITHYECKOE MOBEICHHWE M IPYrHe SIBICHHS, KOTOPbIE HEraTHBHO BO3JCHCTBYIOT Ha
MHpPOBO33peHHE TOTpebuTeNeil TenernHpOopMannoHHOro mpoaykra. HeoOXOAMMBIMH MepaMH Ha TOCYAApCTBEHHOM
YPOBHE SIBISICTCSl BHECCHHs W3MEHEHHUH B [EICTBYIONICE 3aKOHOAATEICTBO YKPAUHBI B CBSI3U C PACIPOCTPAHCHHEM
peKIaMbl Ha TeneBuAeHHU. TakkKe IPUBOMITCS JaHHBIC O BO3ICHCTBIHU Telenepeaad Ha MCUXUISCKOe 30POBbE IETeH,
UCIONIb30BaHUE NPHEMOB ICHUXOIOIHYECKOr0 BO3ACHCTBHUs HAa MOTpeOHTENeil TeleperiaMbl, CTUMYITHPOBAHHS HX
arpeccuBHOro moseaeHus. OOIIECTBO IODKHO B3SITh MOA JKECTKUH KOHTPOJIb COACpKaHUe M (hOPMBI TEICBH3HOHHOIO
MPOCTPAHCTBA, YTOOBI H30€KATh HEXKENATEIBHBIX OCIECTBHIA.

KiioueBble c10Ba: Tenepekiama, CO3HaHHE, COLMUOKYIbTYPHBIM HOTEHIHAN, TOTPEOUTENH, 3PUTEIH, PEKIaM-
HBII POJIHK, TEIEIPOrpaMma, MaHHITYIISILISL.

Formulation of Problem. Television advertising is a part of modern culture. It presents new tools and
techniques to influence the audience by incentives, motivations, needs and beliefs of consumers. Naturally, it is
based on a set of creative techniques and forms that use the means of visual, verbal and spatial components.

Today, television advertising competes with different aspects of mass and elite culture for the con-
sumers’ attention. Therefore, we can achieve the reasonable balance of public interests by the culturological
analysis of the problems of advertising in the Ukrainian society.

The purpose of the research is to analyse the sociocultural potential of the commercial and its main
elements influence on the consumers’ minds, including children and young people and their perception of the
quality or low-quality television product.

The purpose of the article determines the following tasks: to summarize the literature, concerned the
research; to find out the functions of television advertising; to identify the peculiarities of application of its
sociocultural potential.
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Analysis of Recent Scientific Researches. The problems of advertising are studied by the following
Ukrainian researchers: V. Volovych, E. Holovakha, N. Lysytsa, N. Panina, N. Udris [6] (Sociology); I. Pen-
chuk, N. Temekh [5], A. Yakovets [7] (Journalism); L. Vasilieva (Philosophy), O. Olenina(Art studies) [3],
O. Kopievska [2] (Cultural studies). Many foreign scholars have devoted their works to the dynamics of so-
ciocultural changes. They are J. Baudrillard, L. lonin, A. Moles, N. Pobeda, A. Toffler, H. Huber, etc. The
distribution of advertising is analysed by the following foreign authors: W.-F. Arens, D.-R. Denison, S. Ka-
ra-Murza [1], H. Karter, T. Koenig, M. Manuylov, etc.

Some scientific works are devoted to the social and psychological aspects of advertising and the
mechanisms of its influence on the consumer with the using of elements of psychoanalysis (J. Vicary, E.
Dichter, L. Cheskin). The aesthetic criteria and various components of advertising (texts, images, coloures,
light, composition, sounds) and their influence on a consumer are traced in the works of L. Bezpalov, I. Ber-
her, Ye. Kanevskyi, R. Klyes, Ye. Lebedyev, V. Lytvynov, T. Skidi, S. Smirnov, O. Snarsky, R. Chernykh.

At the same time, the aesthetic component of advertising (especially commercials) remains little-
studied. There are many issues that need special attention of the researchers. They are the scientific analysis
of the influence of television advertising on consumers (including children and young people), TV watchers’
perception of the product. All of them determine the choice of the topic.

Main Part. In Ukraine, television advertising caused a lot of controversy, criticism and negativity in
society a few years ago. Time passed. Nowadays, criticism has already concerning only the content of adver-
tising. We can see many advertising during the TV shows, films, serials with the highest rating. In addition,
the popular programs often broadcast the advertising in prime time, which begins at 18.00 o’clock. There-
fore, it is time when people usually return home and turn on the TV to watch the favorite show or serial, in-
stead they have to watch 15-20 minute advertising, which interrupts films. Such practice is extremely
harmful for a man. Watching the film, a person is getting some emotions. So, their sudden interruption and
the different information hurt the person’s mind. It leads to the splitting of the psyche: the emotional sphere
and the sphere of thinking. These processes make the human thinking lose its integrity. Finally, the individu-
al has the attacks of aggression, which destroy and change his subconscious and mind.

Despite of it, TV commercials do the certain tasks that are necessary for the economic development
and trade. Social advertising differs. It highlights the crucial painful issues and problems of the society. Thanks
to the audiovisual images of television social advertising, we can form new views or attract the viewer's atten-
tion the important social problems of humanity. Naturally, the informative-cognitive function of the TV adver-
tising is very significant. It informs the viewer about new goods, the market of services, cultural events.
Moreover, television can be the basis for the popularization of the ideological stereotypes, values, guides, etc.
Advertising generates the competition that is the necessary component of the state economic development.

The development of television continues. The profitable part, obtained by the sale of the channel’s
advertising space, is an important component of the quality of the airspace of the channel. That is why rich
and rating TV channels can buy the most expensive films, foreign TV programs, the rights to create world
TV shows, improve and expand their own TV production, etc.

Finally, the last issue concerns TV commercials in the general context of "consumer-advertisement"
and deals with the proposals to solve the vital problems of the television advertising space of Ukraine.

A commercial should not promote aggression, violence, immoral behaviour, or phenomena that ad-
versely affect a person. After all, consumers of advertising can be adults as well as children of preschool age,
who cannot read. They are able to copy and quote the actions of the advertisement characters. It is also im-
portant technically to align the sound level of television broadcasters. The volume of the commercials should
not be higher than the sound level of the air. To keep viewers’ aesthetic pleasure from watching a movie or
other terrestrial unit, we should not interrupt the TV show by the commercials, which are the integral parts of
the current television broadcast. Looking through the TV program, the viewer can find out when his favorite
films, serials or TV programs start. Therefore, the viewer also has the right to know when a 15-20 minute
advertisement starts.

Taking into account that today the volume of television advertisements occupies the large part of the
airspace, we can meet the need to form the state institution that would regularly monitor the creation of ad-
vertising products on television and its implementation in the sociocultural space of the media.

Analysing the above-mentioned information, we can make the following conclusion. The high-
guality television advertisement in Ukraine will allow expanding the access of Ukrainian citizens to various
interesting information, promoting their cultural development, forming the national culture and ideological
orientations, developing the creative potential of the society. However, the production of the commercials
should be under the state control.
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N. Temekh writes the following position: "Young watchers learn the patterns of behaviour at the tel-
evision screen as well as they learn certain patterns of behaviour in their families, at school, in higher educa-
tion, in a production team, etc. Negative excitement, caused by a TV screen, can transform into real
aggression. Video production with provocative and aggressive content propagates violence, cruelty, pornog-
raphy and blocks the high moral and spiritual maturity of a young person. The low quality foreign entertain-
ment, TV shows create the pseudo-aesthetic conformism in Ukrainian youth, moreover, the skeptical or even
contemptuous attitude to the national musical culture, nihilism" [5,16].

The aforementioned facts show that television plays an important role in the formation of high spir-
itual and moral values and Ukrainian national ideals. At the same time, many TV companies offer the audi-
ence the primitive works, various surrogates, which negatively affect the audience of all ages, especially
children and young people.

Therefore, N. Udris notes "the state's information policy regarding the functioning of advertising in
the media should be followed to the best world and domestic models of advertisement products that do the
sociocultural and economic mission: to educate the person with a new approach to his style and lifestyle,
based on the careful attitude towards national and world culture, rational using of human and natural re-
sources" [6, 15].

0. Olenina emphasizes that "the advertising has great opportunities for improving the important so-
cial process of the interconnection between the production and the consumption... The flow of imported
goods, facilitated by powerful advertising, burst into the Ukrainian market. Comparing with them, the do-
mestic advertising products is weaker and does not correspond to the current level of advertisements with the
variety of tools and forms of influence on the consumer™ [3, 1].

In the work “"Manipulation of Consciousness”, S. Kara-Murza, a famous Russian scientist, says that
today "information products" are being released by large private corporations (super companies), which have
been including in the list of the 500 largest US companies since the 1970's. Moreover, such firms united with
the most powerful banks that became the main owners of television companies™ [1, 176]. These TV compa-
nies spend great sums of money to create the TV products, which make consumers be depended on televi-
sion. In S. Kara-Murza opinion, the destruction of the person’s critical thinking is one of the important
factors for the successful manipulation of human consciousness [1,178].

Here are some examples of psychophysiological techniques of TV commercials that reduce the criti-
cality of people’s perception. For example, there is a text with a constant repetition of the name of the prod-
uct, which is being advertised.

We also can see the using of the psychological "anchor" or the creation of conditional-reflex com-
munication — "our goods are good, whereas the others are bad". "A usual kitchen combine... (accompanied
by the background sounds, disturbing music and annoyed or sad faces), whereas our kitchen combine ... (ac-
companied by the calm music, happy couple on the screen)”. Another example deals with the advertisement
of baby products: "In other nappies (we can see a crying baby), and with the words "nappies of Johnson-
Baby" (we see babies who are happily laughing). The companies also use three-dimensional tunnels — con-
centric circles, rotary spirals, corridors coming from the depth of the screen to the viewer, and other methods
of hypnotization. We often can meet the applying of the manipulation with coloures from a vivid black and
white picture (life is gray when we do not have this product) to bright saturated coloures, when people get it.

The commercials often use the manipulation of the soundtrack. The volume of sound in the video is
rapidly increased compared with the "background" level. The sudden acoustic shock reduces the criticality of
the human perception of the advertising information.

On January 22, 2007, Telekrytyka (Internet edition) circulated the text of the appeal of the National
Council on Television and Radio Broadcasting to TV and radio companies, concerned the commercials of "Mac-
Coffe" and "Euroset’. The National Council of Ukraine on Television and Radio Broadcasting ordered the heads
of national, regional and local TV and radio companies immediately to execute the order of the Kyiv Prosecutor's
Office and the conclusion of the National Expert Commission of Ukraine for the Protection of Public Morality
about the cessation of broadcasting on the air of the TV and radio company of Ukraine videos "10 cars for 10
packs (the company "MacCoffe™) and "No ... to yourself! All for people (the company "Euroset™) [4].

Analysing the above-mentioned facts, we should note that these examples are only the small part of
criticism and censorship, which really have "worked" in the direction of the reducing the distribution of neg-
ative influence on television. The TV companies took those videos from the air. However, it is wonder how
much such commercials, which uses the means of manipulation of consciousness, are remaining on the air.
So, we will make an attempt to show some features of the manipulation.

The TV commercials often use pseudo-logic (logical deception), direct falsification and subcon-
scious calling. There is no direct call to buy in such advertisements. They demonstrate the process of contin-
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uous consumption and underline the fact that the possession of some kinds of banal products can make your
life happy and relax. Moreover, these goods will create the sense of holiday in contrast to the gray daily peo-
ple’s routine. In addition, the companies point out that the possession of the advertised product gives a cer-
tain social advantage over other people, who do not have it, in different life situations. So, we can see the
manipulation with the principle of the social comparison. The falsification of the evidence of the popularity
of the particular product is one of the most popular tricks of TV commercials. It is manifested in the series of
commercials with supposedly "unprepared pre-interviews" where professional actors play the roles of ordi-
nary buyers, "ordinary people in the street" and the crowd, who are buying the goods. This psychological
effect is used to make people buy the advertised product. (For example, in the commercials "a dentist" calls
for — "Just take a few pads of "Orbit" and taste them ..."). In many commercials, we can see that the creators
of the advertisements show the products in the plurality — two cushions of gum, one or two drops of "Maggi"
in the soup, two tablets of drugs in a glass, and so on. It subconsciously makes people spend much money to
buy the advertised product.

TV shows affect children's mental health. Pediatricians declare that the watching of TV programs is
forbidden for the children under the age of two years. Moreover, we need control the programs that are seen
by older children. In addition, the doctors consider that the children should not play in the living room with
TV-set. They also strongly object to any TV-sets in the children's rooms. In addition, visiting the doctors,
parents should tell in detail about how much and what the child is watching on the TV. It is believed that
such information can help to find out the reasons of various deviations in the child's health. Nobody doubts
that children are watching TV a lot. It affects vision, posture and mood. The television damages the psyche.
The research group of Tufts University in Boston emphasizes that babies make conclusions, based on the
emotional reactions of the adults. Kids can get upset or be happy. It depends on what, they have seen and the
reactions of their parents. In addition, the horror films can seriously affect the psyche of children. Our mind
is under the pressure secretly. Moreover, the people with critical thinking do not always notice that they have
been "zombied". The professional commercials often use very sophisticated techniques of the psychological
influence, primarily the principles of so-called neuro-linguistic programming. These methods were devel-
oped and implemented by the CIA specialists. It is the technology to control people’s will and make them do
some actions, using different innocent words. They directly form the core of the excitation in the human
brain. The latter is called the dominant. It quickly suppresses the activity of other brain areas and then sub-
mits them. The person ceases to critically perceive what is happening, and control his actions. In this state, it
is easy to manipulate an individual.

Therefore, we agree with the psychologists, who offer to forbid the children under the age of 4 to
watch TV shows. The children at the age of 6 (90% of the maturation of the brain) should to watch TV an
hour per week. So, parents must make a choice between dissatisfaction with the child and the deliberate harm
to him/her. The disadvantage of a TV for a preschool child is the passive observation of the plot, which leads
to the inability to play independently. In the preschool age, the game is the main "work" for the child that
forms his personality.

A. Yakovets, a journalist, emphasizes that "the advertising in programs should differ from other ele-
ments of the given program. The broadcasting time, allocated to advertising may not exceed 15 percent per
hour of broadcasting of any form of ownership ... Advertising does not contain the texts or the images that
may cause spiritual, moral or psychological harm to young people and children" [7, 183].

So, television occupies a significant place in Ukrainian society. It is one of the most interesting
sources of information. Adults can filter unnecessary and necessary information whereas the children, like
sponges, learn everything what they hear and see. Sometimes, they copy the behaviour of screen characters,
especially negative ones. In our opinion, some commercials are the bomb of the slow action. Parents do not
pay attention the information, which is gotten by their children.

Finally, we can say that the commercials are the powerful tools of the influence the society. For ex-
ample, the commercial "Kinder Chocolate" shows its brand and product, accompanied by the important hu-
man values such as relations between parents and children, communication with children, attention to
relatives and love. Perhaps, our society will control the content and forms of the television advertising space
to prevent unwanted consequences and tragedies.

Scientific Novelty of Research. The scientific novelty of the study is to highlight the socio-cultural
potential of the commercial as an effective instrument to manipulate the consciousness of consumers and to
form the worldview of the individual.

Conclusions. Television advertisements provide the broad communication and are the closest to per-
sonal communication. In addition, commercials actively affect the human consciousness. We can list up the
following positive features of the advertising: information and cognitive function of TV commercials; social
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TV commercials, which attract viewers to socially important problems; the competition, generated by the
television advertisements, which is a necessary component of the state’s development; the improvement of
telecommunication, etc.

However, TV advertising is not always safe for watchers, who often "consume" teleproducts, which
make them, be "dependent” on television. It leads to the detriment of physical health (especially children and
adolescents) and the reduction of the criticality of the consumer’s perception. TV and radio companies do not
have the technology of forecasting and using the sociocultural potential of TV commercials. In our opinion, TV
programs should be created according to the programmatic approach to the preparation, creation and release of
television advertising, redistribution of functions of advertising managers, advertising agents and director of
television programs. To develop of the domestic social institution of advertising, we have to improve the educa-
tional activities among advertisers and specialists in the field of developing promotional products, in order to
prevent the spread of low-quality advertising, which can damage the consumers’ mind. All in all, in our opin-
ion, the production and placement of television advertising must be controlled by the state.

Prospects of Further Research. The research does not highlight all aspects of the functioning of televi-
sion advertisements in the Ukrainian television space. We need also analyse the following issues properly:
communicative and psychological peculiarities of the using the sociocultural potential by TV commercials and
the specificity of creating a quality advertising product, based on the combinations of various kinds of arts.
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