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In the article harmful in uence of advertisements are on television is traced on the psyche of child, her pointlessness, 
obtrusiveness and neglect by her by all ethic norms of journalism.
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The article examines the issues of social TV communication as a source of advertisement information transmission, 
which can ensure the high level of consumers’ attraction. It is grounded on the idea that television as the source of 
advertisement information transmission gives the opportunity of wide use of various methods of effective in uence on 
the recipients. The necessity of searching the ways of harmonization the relations as «TV advert-consumer» is stressed 
in the article. The basic article theses are con rmed by the speci c TV advertising materials’ analyse. 
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