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ADVERTISING AS A MODEL OF ECO-COMMUNICATION IN
HAYKANUSH MARK’S TSAGHIK MAGAZINE: A CULTURAL
STUDIES PERSPECTIVE
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Institute of Literature after Manuk Abeghyan of the NAS of the RA

The present study examines the advertising section of Tsaghik (Flower), the periodical edited by
Haykanush Mark and published in Constantinople between 1905 and 1907, with the aim of re-
vealing the distinctive characteristics of advertising as a communicative, cultural, and value-pro-
ducing phenomenon. The primary objectives of the research are to analyze the structural features
of advertising messages, identify the social functions of educational, philanthropic, publishing,
and commercial advertisements, and explore their role in shaping the emerging social image of
women, cultural identity, and community values. The actuality of this study lies in its conceptu-
alization of press advertising not merely as a source of economic information but as a communi-
cative system that constructs social perceptions and cultural values. Its scientific novelty is re-
flected in the application of the Humanitarian Advertising Ecosystem Analysis (HAEA) model,
an ecosystem-based discourse analytical framework that conceptualizes advertising as a dynamic
environment for the production of social relations, cultural memory, and public values. The re-
search adopts an interdisciplinary approach, integrating perspectives from advertising studies,
communication theory, cultural studies, social history, and gender studies. Methodologically, it
employs critical discourse analysis, semiotic analysis, historical-cultural interpretation, and com-
parative analysis to investigate the communicative functions and cultural significance of adver-
tising discourse. The findings demonstrate that the advertisements published in Tsaghik pro-
moted not only products, services, and institutions but also constructed ideals of the educated
woman, the prosperous family, a reading public, and modern urban life. Consequently, advertis-
ing functioned as an influential communicative instrument in the formation of the cultural iden-
tity of the Armenian community in Constantinople and in the articulation of its shared social and
cultural values.

Key words: Haykanush Mark, advertising communication, eco-discourse, humanitarian advertis-
ing; magazine Tsaghik, cultural memory, cultural and social capital; women’s social image

Introduction

The Armenian press of the late 19th and early 20th centuries served not only as a medium
for disseminating literary, political, and social ideas but also as a significant communica-
tive space in which social relations, cultural values, and transformations of everyday life
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were reflected and negotiated. Periodicals of this era functioned as instruments for shaping
the social environment, circulating not only information and ideas but also mechanisms
through which social behaviors, identities, and systems of values were constructed (Haber-
mas, 1989).

Within this context, advertising represents a particularly significant object of inquiry.
Contemporary communication theories no longer regard advertising merely as a mecha-
nism for promoting products or services. Rather, it is understood as a system for the pro-
duction of meaning and the construction of social reality through which desires, lifestyles,
and collective perceptions are created (Jhally, 1987; Williamson, 1978). Advertising does
more than communicate the availability of a product or service; it establishes the value
framework within which that offering acquires social significance.

A major contribution to understanding the communicative nature of advertising is pro-
vided by the work of the French philosopher, literary critic, and semiotician Roland
Barthes. According to Barthes, advertising messages operate not only at the level of their
denotative meaning but also generate secondary cultural and symbolic meanings (Barthes,
1977). From this perspective, advertising may be interpreted as a cultural text in which
products, services, or ideas become associated with particular values, social roles, and rep-
resentations of identity.

This perspective is particularly valuable for the historical analysis of advertisements
published in the press, as such materials reflect not only economic relations but also the
cultural logic of the society in which they were produced and circulated.

As the British cultural theorist and media scholar Stuart Hall argues, communication
should be understood not merely as the transmission of information but as a process
through which meanings are produced, negotiated, and circulated (Hall, 1980). Accord-
ingly, newspaper and magazine advertisements may be examined as integral components
of a communicative environment in which public understandings of education, family,
work, gender roles, and modern life are constructed and reproduced.

The theoretical framework of the present study is grounded in the Humanitarian Ad-
vertising Ecosystem Analysis (HAEA) model, developed as a comprehensive analytical ap-
proach for investigating advertisements in the historical press. This framework conceptu-
alizes advertising not as an isolated textual artifact but as a communicative ecosystem in
which economic, social, cultural, and axiological processes continuously interact and mu-
tually shape one another.

This approach is consistent with Pierre Bourdieu’s theory of cultural capital, according
to which education, knowledge, and cultural practices constitute essential resources that
shape the social positions of individuals and groups (Bourdieu, 1986). From this perspec-
tive, advertisements published in the historical press should be understood not merely as
commercial announcements but also as mechanisms for the accumulation and circulation
of cultural capital, contributing to the reproduction of social distinctions, cultural identities,
and systems of symbolic value.

From this perspective, the humanitarian advertisements published in Haykanush
Mark’s magazine Tsaghik may be interpreted as tools for the dissemination of cultural
capital, insofar as they offered readers not merely information or books but also opportu-
nities to cultivate education, refined taste, social prestige, and intellectual leadership
(Tsaghik, no 2, pp. 1-28).

The study also employs the method of critical discourse analysis, which views language
not simply as a reflection of social reality but as an active force in its construction (Fair-
clough, 1995). Accordingly, the language of Tsaghik’s advertisements is examined as a
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value-producing discourse in which lexical choices, forms of address, and rhetorical strat-
egies function to establish trust, authority, and social legitimacy.

The ecological approach to communication proposed in this study conceptualizes ad-
vertising as a system through which values circulate and are reproduced. In this context,
the notion of ecology is employed not in its environmental sense but as a metaphor for the
communicative environment, emphasizing the interconnectedness of social actors, institu-
tions, cultural priorities, and systems of values (McLuhan, 1964). Within this communica-
tive ecosystem, advertising constitutes a discursive space where individual needs, collec-
tive expectations, and cultural ideals converge and mutually reinforce one another.

The magazine Tsaghik, edited by Haykanush Mark and published between 1905 and
1907, provides an especially valuable case for such an investigation (Tsaghik, no 2, p. 1-
28). The magazine played a significant role in fostering the educational, cultural, and social
consciousness of Armenian women. Although previous scholarship primarily examined
Tsaghik as a source for the history of women’s journalism and Armenian literary and social
thought, its advertising section likewise constitutes a rich body of evidence for investigat-
ing the social and cultural transformations of the period. Far from serving merely commer-
cial purposes, these advertisements illuminate the communicative practices through which
cultural values, educational aspirations, and collective identities were articulated and dis-
seminated within the Armenian community of Constantinople.

The educational institutions, philanthropic organizations, translated and pedagogical
publications, household products, and services advertised in Tsaghik collectively construct
a distinctive representation of urban Armenian life in early 20th-century Constantinople
(Tsaghik, no. 2, pp. 1-28). A close examination of these advertisements demonstrates that
their function extended well beyond attracting consumers. Rather, they actively contrib-
uted to the dissemination of educational and cultural values, the legitimization of philan-
thropic initiatives, the cultivation of a reading culture, and the construction of a new social
image of women.

Accordingly, the advertising section of Tsaghik may be conceptualized as a distinctive
ecosystem of humanitarian communication, in which commercial offerings are closely in-
tertwined with educational, moral, and cultural messages. Within this communicative en-
vironment, advertising functioned not only as a means of economic exchange but also as a
mechanism for producing and circulating meanings, values, and social norms.

Against this background, the present study applies the Humanitarian Advertising Eco-
system Analysis (HAEA) framework to investigate the structural, discursive, and cultural
characteristics of the advertisements published in Tsaghik. By doing so, it seeks to demon-
strate how these advertisements participated in shaping the value systems of the Armenian
community in Constantinople and contributed to the construction of a modern social image
of women during the early 20th century.

The Galfayan Orphanage Advertisement as a Model of Eco-Discourse and Social Sol-
idarity in Tsaghik

An examination of the advertisements published in Tsaghik demonstrates that the com-
municative environment of the magazine was structured not merely around the transmis-
sion of information but also around the interconnection of diverse social actors, shared
values, and forms of cultural memory. From this perspective, the announcement of the
Galfayan Orphanage may be interpreted as an instance of communicative eco-discourse,
in which advertising functions as a mechanism for sustaining social relationships and fos-
tering a value-based social equilibrium (7saghik, no 11, p. 26).
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Within this framework, eco-discourse in advertising is understood as a communicative
environment in which interaction extends beyond the conventional relationship between
the producer of the message (the advertiser) and its intended audience. It also encompasses
historical and cultural memory, community values, social responsibility, and socio-cultural
identity. Consequently, the Galfayan Orphanage announcement cannot be regarded merely
as a notice of a forthcoming event; rather, it establishes an interconnected communicative
space linking the institution, the community, and the individual.

From the perspective of eco-discourse, every communicative act is interpreted in terms
of its function within its broader social environment. Whereas commercial advertising is
primarily directed toward the formation of consumer relationships, humanitarian advertis-
ing creates and reinforces mechanisms of social cohesion, solidarity, and collective respon-
sibility.

The announcement of the Galfayan Orphanage performs precisely such a communica-
tive function. It re-establishes the connection between past and present, links the institu-
tion’s historical legacy with the contemporary participation of the Armenian community,
and contributes to the cultivation of a culture of philanthropy.

This interpretation is closely aligned with Norman Fairclough’s theory of critical dis-
course analysis, particularly his argument that discourse does not merely reflect social re-
ality but actively participates in its construction by producing relations of meaning and
power (Fairclough, 1992). The discourse of the Galfayan Orphanage advertisement con-
structs a social reality in which care, compassion, and mutual assistance are represented as
natural, desirable, and indispensable values of communal life (Tsaghik, no 11, p. 26).

From an eco-discursive perspective, Jan Assmann’s theory of cultural memory also
provides an important analytical framework. By foregrounding the memory of the orphan-
age’s founder, Srbuhi Mayrapet, the announcement is transformed into a communicative
instrument for preserving collective memory (7saghik, no 11, p. 26). In this context,
memory is understood not simply as the preservation or reproduction of the past but as an
active social force that connects generations, institutionalizes shared remembrance, and
ensures the continuity and transmission of communal values (Assmann, 1992).

Another essential component of the communicative ecosystem constructed through the
Galfayan Orphanage announcement is public trust (Tsaghik, no 11, p. 26). The sustaina-
bility of a philanthropic institution depends not only on its internal activities but also on
the confidence and legitimacy it enjoys within the community.

Pierre Bourdieu’s theory of symbolic capital provides a useful framework for interpret-
ing this dimension of the advertisement. According to Bourdieu, authority and legitimacy
derive from values that society collectively recognizes and accepts as significant (Bour-
dieu, 1986). Viewed from this perspective, the announcement functions to restore and re-
inforce the symbolic capital of the Galfayan Orphanage by presenting it as an institution
of moral authority and social importance.

From the perspective of social relations, the announcement also constructs a discourse
of community connectedness. Robert Putnam’s theory of social capital emphasizes that
trust, civic engagement, and cooperation constitute fundamental foundations of a stable
society (Putnam, 2000). The advertisement for the Galfayan Orphanage represents pre-
cisely such an effort to activate these social bonds, inviting readers to participate not as
consumers but as members of a community united by shared responsibility and collective
action.

Accordingly, the Galfayan Orphanage announcement published in Tsaghik may be in-
terpreted as a nodal point within a broader communicative ecosystem, where historical
memory, philanthropic values, communal responsibility, and social trust converge. It
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demonstrates that humanitarian advertising can function as a mechanism for sustaining a
society’s normative equilibrium by fostering reciprocal relationships among individuals,
institutions, and the wider community. Rather than promoting consumption, the advertise-
ment cultivates civic participation, reinforces collective identity, and contributes to the cir-
culation of shared moral values.

An additional methodological consideration should also be emphasized. The formula-
tion “in Haykanush Mark’s magazine “Tsaghik’” is both deliberate and analytically pre-
cise, because the object of the present research is not advertising in isolation but the mag-
azine’s broader communicative culture, within which advertising functions as a medium
for the production and dissemination of social and cultural values. This perspective distin-
guishes the present study from conventional advertising research by situating advertise-
ments within the wider communicative, cultural, and ideological ecosystem of the maga-
zine, thereby highlighting their role as integral components of a historically situated system
of meaning-making.

The Advertisement for the Palagashian School as Educational Eco-Discourse

Within the pages of Tsaghik, advertising functions as a multilayered communicative
system in which ideas related to education, philanthropy, culture, family values, and social
identity are circulated (Tsaghik, no. 6, p. 17). From this perspective, the advertisement for
the Palagashian School is noteworthy as a specific form of humanitarian advertising, since
its primary purpose is not the presentation of a material offering but rather the communi-
cation of educational values, the reputation of the institution, and the idea of shaping future
generations.

In contemporary advertising theory, advertising is viewed not only as an informational
message about a product or service but also as a mechanism for the production of cultural
meanings. It creates particular representations of social reality by defining what is desira-
ble, valuable, and socially acceptable (Fairclough, 1992). This approach transforms edu-
cational advertising into not only a means of presenting an educational institution but also
a communicative space for the formation of social identity through learning.

Within the framework of the communicative ecology analysis of humanitarian adver-
tising, the announcement of the Palagashian School may be considered an educational eco-
discourse in which several actors interact: the educational institution, the family, the stu-
dent, and the community. In this communicative environment, education is presented as a
fundamental prerequisite for individual development, the preservation of national identity,
and social progress.

The Formation of Institutional Reputation and the Eco-Communication Strategy of Trust

One of the main communicative strategies of the Palagashian School advertisement is
the formation of institutional reputation. The advertisement states that the school has
achieved success “through the appreciation and encouragement of knowledgeable parents”
(Tsaghik, no. 6, p. 17). This formulation is significant because the quality of the institution
is presented not only through its own descriptions but also on the basis of public evaluation.

In the theory of advertising communication, such an approach can be understood as
social proof or as a strategic communicative technique. In the process of decision-making,
consumers are often guided not only by their own information but also by the trust and
evaluations provided by their social environment. In the case of choosing an educational
institution, this factor is particularly important, since parents’ decisions are connected with
their children’s future, security, and social position.
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The advertisement of the Palagashian School creates a specific discourse of trust among
its audience, through which the institution is presented as an already recognized and ac-
cepted educational environment. This strategy can also be interpreted within the frame-
work of Pierre Bourdieu’s theory of symbolic capital. According to Bourdieu, the reputa-
tion of an institution is formed through the symbolic values that society recognizes and
accepts (Bourdieu, 1986). In this case, the positive attitude of parents is transformed into
the institution’s social capital and enhances its reputation.

Education as a Value-Based System: The Formation of Cultural Capital

An important characteristic of the Palagashian School advertisement is that education
is presented not merely as a process of knowledge transmission but as a system of holistic
individual development. The advertisement mentions the teaching of Armenian, Turkish,
French, and English languages, scientific subjects, music, sewing and tailoring, embroi-
dery, and domestic economy (7saghik, no. 6, p. 17).

This multifaceted educational program reveals the complex system of perceptions re-
garding women’s education during the period. On the one hand, the school seeks to culti-
vate an individual endowed with linguistic, cultural, and intellectual abilities. On the other
hand, the educational program incorporates family-oriented and domestic skills, thereby
continuing to emphasize women’s traditional social role.

This phenomenon can be interpreted through the theory of cultural capital. According
to Bourdieu, education transmits not only knowledge but also cultural competencies, be-
havioral patterns, and means of social recognition (Bourdieu, 1986). In the advertisement
of the Palagashian School, education is presented as a pathway toward acquiring cultural
capital, enabling women to become more prepared and socially recognized individuals.

Women’s Education and the Formation of a New Social Identity

The advertisement of the Palagashian School also constitutes an important source for
examining the transformation of women’s social roles. It reflects a transitional period when
the concept of women’s education was beginning to move beyond the boundaries of do-
mestic preparation and to encompass broader cultural and social objectives.

However, this process was not unambiguous. The educated woman was presented sim-
ultaneously as an intellectually developed individual and as the person responsible for or-
ganizing and maintaining the moral and domestic order of the family. This duality is char-
acteristic of women’s educational discourses of the late 19th and early 20th centuries, in
which new social opportunities emerged through interaction with traditional gender roles.

According to the approach to gender history developed by American historian and gen-
der studies theorist Joan Scott, gender roles are not merely reflections of social reality but
also forms of meaning constructed through cultural and linguistic systems (Scott, 1986).
From this perspective, the advertisement of the Palagashian School constructs a new image
of women: educated, cultured, and comprehensively developed, while still functioning
within the frameworks of family and social morality.

European Education as a New Socio-Cultural Capital

The representation of European educational experience holds particular significance in
the advertisement of the Palagashian School. The participation of French and English
teachers, as well as the emphasis on the teaching of foreign languages—French and Eng-
lish—functioned not only as an advantage of the educational program but also as an im-
portant communicative strategy for constructing the institution’s cultural prestige (Tsaghik,
no 6, p. 17).
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Within advertising discourse, educational institutions are often positioned not only
through the presentation of the services they provide but also through their association with
particular value systems. In the case of the Palagashian School, this value system is con-
nected with the ideas of European education, knowledge, linguistic diversity, and moder-
nity. Thus, “Europeanness” as an educational component also carries symbolic signifi-
cance.

In the urban Armenian environment of Constantinople at the beginning of the 20th cen-
tury, European education was often perceived as an opportunity for social advancement,
cultural refinement, and engagement with the modern world. Therefore, the emphasis on
European educational elements in the school’s advertisement can be examined as a strategy
of institutional positioning through which the school presents itself as a modern and com-
petitive educational center.

This process can also be interpreted within the framework of cultural capital theory. An
educational institution transmits not only knowledge but also certain cultural competen-
cies, including linguistic skills, behavioral norms, aesthetic dispositions, and forms of so-
cial self-presentation (Bourdieu, 1986). In this sense, the advertisement of the Palagashian
School promises not only education but also an opportunity for cultural advancement.

The Book, Reading, and Education as a Cultural Eco-Communicative System

In Tsaghik, advertisements and announcements concerning books, reading materials,
and publications are not limited solely to the function of promoting sales. Within the mag-
azine’s communicative system, they perform broader educational, cultural, and social
functions by contributing to the dissemination of knowledge, the development of reading
culture, and the construction of the image of the educated individual (7saghik, no 2, p. 28).

From the perspective of the communicative ecology of humanitarian advertising, book
advertisements should be understood as an environment for the circulation of knowledge,
in which the book is presented not merely as a material object but also as a means of trans-
mitting values, memory, and cultural experience. In this context, the advertised product is
transformed into a cultural message: the reader is invited not only to acquire a publication
but also to participate in the process of acquiring knowledge and self-improvement.

Within advertising theory, the distinctive feature of the book lies in the fact that its
value is not limited to its material characteristics. Beyond its status as a consumer product,
the book possesses symbolic significance; it carries ideas, knowledge, and particular forms
of understanding the world. Therefore, book advertisements are generally constructed not
only around the presentation of content but also around the cultural values offered to the
reader. This characteristic is particularly evident in the advertisements published in
Tsaghik, where the book is presented as a means of advancing education, promoting the
moral development of the individual, and contributing to the progress of society as a whole.

Book Advertisements in the Eco-Communication System of Tsaghik

Through the application of the Humanitarian Advertising Ecosystem Analysis (HAEA)
model, book and publishing advertisements can be presented through the following levels:

a. The construction of institutional reputation, when books and publications are pre-
sented as reliable sources of knowledge.

b. The production of social capital, when reading is represented as a means of social
development.

c. The transmission of cultural memory, when books become instruments for preserving
values, language, and knowledge.
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d. The creation of communicative influence mechanisms, when book advertisements
also employ ideas of guidance, moral instruction, usefulness, and personal development.

e. The creation of public value, when they construct the image of the educated reader
and consumer, as well as the individual engaged in literary and cultural life.

An examination of the book, reading, and publishing advertisements in 7saghik demon-
strates that the magazine’s advertisements performed not only economic but also cultural
and educational functions. They presented the book as a means of acquiring knowledge,
fostering moral development, and contributing to social progress.

Through these advertisements, a new image of the reader was constructed: an individ-
ual seeking knowledge, aspiring toward self-education, and participating in cultural life.
At the same time, they contributed to the formation of a new social identity for women by
presenting the educated woman as an important agent in the cultural development of the
family and society.

Thus, the book advertisements in Tsaghik may be considered a eco-communicative sys-
tem for the formation of cultural capital, in which advertising becomes not merely a means
of promoting sales but also an instrument for the creation and circulation of knowledge,
values, and social identity.

The Book as the Core of Eco-Communication and Educational Discourse

Within the system of educational advertisements in Tsaghik, a particular place is occu-
pied by announcements related to books and reading culture. Among these, the advertise-
ment for an illustrated reading book intended for girls is of particular significance, as it
presents the book not merely as a printed material or a source of information but also as a
means of shaping the individual’s educational, moral, and cultural identity (7saghik, no 2,
p. 28).

From the perspective of the communicative ecology of humanitarian advertising, book
advertising should be understood as a communicative node for the circulation of
knowledge and the transmission of values. Here, the advertised object, the book, transcends
the boundaries of a commodity and becomes a cultural tool through which the reader’s
identity, behavioral norms, and worldview are formed.

In this sense, the advertisement for the girls’ reading book presents not only the content
of the publication but also the social purpose attributed to reading. The book is represented
as a means capable of contributing to women’s intellectual development, moral education,
and social preparedness.

The Transmission of Knowledge through Advertising and the Formation of Cultural
Capital

The advertisement emphasizes that the reading book contains “beneficial selected ad-
vice and moral guidance” (Tsaghik, no. 2, p. 28). This formulation is significant because it
demonstrates that the value of the book is not limited to its informational content. Rather,
it is presented as a means of transmitting a system of values. This approach can be produc-
tively interpreted within the framework of Pierre Bourdieu’s theory of cultural capital. Ac-
cording to Bourdieu, education and cultural productions transmit to individuals not only
knowledge but also abilities and values that contribute to their social positioning (Bour-
dieu, 1986).

In the case of the girls’ reading book, the publication functions as a means of forming
cultural capital. Through reading, girls acquire not only knowledge but also moral percep-
tions, linguistic abilities, and models of social behavior. Thus, the advertisement creates a
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distinctive ecosystem of knowledge in which the book, the reader, the family, and the ed-
ucational environment are interconnected as active participants.

Conclusion

The study of humanitarian advertisements in Haykanush Mark’s magazine Tsaghik
demonstrates that, in the Armenian press of Constantinople at the beginning of the 20th
century, advertising functioned not only as a means of commercial communication but also
as an important platform for the formation of cultural, social, and value-oriented processes.
Advertising materials presented not only products and services but also the period’s per-
ceptions of education, family, philanthropy, reading, women’s social roles, and modern
lifestyles.

The Humanitarian Advertising Ecosystem Analysis (HAEA) model applied in this re-
search made it possible to examine advertisements as an interconnected communicative
environment in which institutional reputation, social trust, cultural memory, and public
values are constructed. The application of this method enabled the interpretation of
Tsaghik’s advertising messages not only through their direct content but also through the
social and cultural contexts within which they functioned in the life of the Armenian com-
munity.

The analysis of the Galfayan Orphanage advertisement revealed the humanitarian po-
tential of advertising. It represents a form of philanthropic communication that promotes
not a culture of consumption but a culture of social participation. Through the announce-
ment, the history of the institution, the memory of its founder, and the value of philanthropy
were transformed into components of communal identity and social solidarity.

The advertisement of the Palagashian School reveals the principal strategies of educa-
tional communication: the creation of trust, the establishment of institutional reputation,
and the presentation of education as the foundation for the development of both the indi-
vidual and the community. At the same time, the school’s advertisement reflected the tran-
sitional perceptions of women’s education characteristic of the period, combining intellec-
tual development with traditional family roles.

The analysis of advertisements for books and reading materials demonstrated that, in
Tsaghik, the book was presented as a means of forming cultural capital. Reading and self-
education were regarded as essential conditions for women’s personal development, the
improvement of the family’s educational level, and social progress. These materials reveal
that the image of the educated woman became an important symbol of the time within the
magazine’s communicative system.

The advertisements published in Tsaghik constitute significant components of the com-
municative culture of the Armenian community in Constantinople at the beginning of the
20th century. They brought together forms of commercial and humanitarian communica-
tion, creating an environment for the circulation of values in which education, culture, phi-
lanthropy, and the ideals of modern life acquired new significance.

This study confirms that advertisements in the historical press represent an important
source not only for examining economic relations but also for exploring the cultural
memory, social roles, and value systems of a society. Through the example of Tsaghik,
advertising emerges as a form of cultural eco-communication that participates in the for-
mation of social identity and the ideological environment of its time.
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HAUPA AMBAPHYMSIH — Pexnama Kak mooens IKo-KOMMyHuKayuu 6 ycypuane «Llaxuxy
Aitkanyw Mapk (Kynemyponozuueckoe ucciedoganue). — Ilenbro HACTOSIIETO MCCIETOBAHUS
SIBJSIETCS aHATIM3 PEKJIAMHOTO pasjenia KypHana «[Jaxuky, N3AaBaBIIerocs Mo peJakuueid Ai-
kanym Mapk (Koncranturonons, 1905-1907), ¢ nenbto BbIsIBIEHUS 0COOEHHOCTEH peKiiaMbl Kak
KOMMYHHUKATUBHOTO, KyJIbTYPHOTO U LIEHHOCTHO-(popMupytomiero penomena. OCHOBHBIMU 3a0a-
4aMmu ACCIEIOBAHNUS SBIISIOTCS aHAIU3 CTPYKTYPBI PEKIIAMHBIX COOOICHHUH, BBISIBIEHHE COLIHAIIb-
HBIX (GYHKOMH 00pa30oBaTEeNbHOM, OIaroTBOPHUTENLHOM, M3IATENbCKOW M KOMMEPUYECKOH pe-
KJIaMBl, a TAK)KE UCCIIEIOBAaHNE UX POJIH B IIpolecce GOPMUPOBAHHS HOBOTO COLHAIBEHOTO 00pasa
KEHIUHBI, KyJIbTyPHOH UJEHTUYHOCTH U CUCTEMbI OOLIECTBEHHBIX LICHHOCTEH. AKmyanvHocms
uccienoBaHusl 00yCIOBIeHA TEM, YTO peKiaMa B MEPHOIUUECKON IeYaTH PacCMaTpPHBACTCS HE
TOJIBKO KaK CPEJCTBO Nepenadr SKOHOMIUYeCKOH HH(OpMaIiy, HO U KaK KOMMYHHKaTHBHAsI CH-
cTema, (hopMHpYIoIas OOIIECTBEHHBIE IIPEACTABICHUS U [IEHHOCTHBIC OPHEHTHPEL. Hayunas Ho-
6u3Ha PabOTHI 3aKITI0YAETCS B IPUMEHEHUN MOAEIHU IKOCUCEMHO20 OUCKYPCUBHO20 AHANU3A 2)-
Manumaptou pexiamvl (Humanitarian Advertising Ecosystem Analysis — HAEA), B paMKkax Ko-
TOPOIl pekIaMa paccMaTpHBaeTCsl Kak cpena GopMHpOBaHUS COIHMANBHBIX CBS3EH, KYIbTYpHOU
naMsATH U OOIIECTBEHHBIX LieHHOCTeH. MccnenoBanue HOCUT MedcouCyYuniuHaphvli Xapakrep,
00beANHSS TOAXO0bI PEKIAMOBEICHUS, TEOPUH KOMMYHHUKAIUU, KyJIbTYpOJIOTUH, COLUAIbHON
HCTOPHH U TeHIEPHBIX UCCIIe0BaHuM. B paboTe mpuMeHsI0TCs Meno0bl KPUTHYECKOTO TUCKYPC-
aHaJM3a, CEMHOTHYECKOT0, HCTOPUKO-KYJIBTYPHOTO W CPaBHHUTENBHOTO aHanmm3a. Pesyromamut
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HCCIIEeOBAHMUS MMOKA3bIBAIOT, UTO peKiIaMa, ITyOINKOBaBIIAsCS B JKypHane «Llaxuxy, mpeacTas-
JIs71a He TOJIBKO TOBAphl, YCIYIU M yUpexXIeHHsl, HO 1 (opMUpoBaja OpeacTaBieHus o6 o0paso-
BaHHOM XEHINUHE, 0JIaronoIyYHOH ceMbe, YNTAIOIIEM OOLIECTBE U COBPEMEHHOM I'OPOJICKOM 00-
pas3e ’KHM3HU, CTAaHOBSCh Ba)KHBIM KOMMYHMKATUBHBIM MHCTPYMEHTOM KOHCTPYHPOBAHHUS KYJIb-
TypHOU MJICHTUYHOCTH apMsIHCKOH 001mmHbl KoHCTaHTHHOTIONS.

KiroueBble cioBa: Alikanym Mapk, pekiiaMHass KOMMYHHUKAIHs, 9KO-IUCKYPC, TyMaHUTapHAs
pexnama, sKypHai «L{axux», KylIbTypHast IaMsITh, KYJIbTYPHBIN 1 COLNAIbHBINA KallUTal, COUAIb-
HBI 00pa3 KEeHIIUHBI
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