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Annomauusa. B cmamve unmepHem-peKiamMa pAcKpbl8Aemcs 6 KAuecmee COYUANbHO-
NOMUMUYECKO20 SAGNEHUs, 20€e a8mOopbl 00pawWaromcsa K pasiudHbiM napaoueMam 6 Kauecmee 0Oujux
meopemuyeckux opueHmayutl 0 no3Hanus gernomena. Joxazvieaemes, 4mo ucciedo8anus COYUarbHO-
NOMUMUYECKOU PeanbHOCMU JCUSHU COBPEMEHHO20 COYUYMA, KOMOPHILL yiice He Modcem 000umucy 6e3
UHMEPHEeM-PEKNAMYL, 8 MOM YUCAEe U NOAUMUYECKOU, OASUPYIOMCS HA MPeX OCHOGHBIX NAPAOUSMATbHBIX
OCHOBAHUAX.  CMPYKMYPHOM, UHMEPNPEMAMUGHOM, 00veOUHUMENbHOM — (UHMESPAMUBHOM,).
Packpuvisaemcs, umo unmeprnem-peknama Kax COYUANbHbIU UHCHMUMYM 8bICIYNAEN 8 KAuecmee 6 mMoMm
yycne u NONUMUYECKo20 (eHoMeHa u npedcmasisiem coboll 0080IbHO YCHOUYUBYIO COBOKYNHOCHb,
KOMOpYI0 0OCMAMOYHO J1e2KO UOEHMUDUYUPOBAMb KAK COBOKYNHOCL (OPMANLHBIX U HEPOPMATLHBIX
npasui, NPU3BAHHLIX CIYHCUMb UHIMEPECaM, 8 Nep8yIo 04epedb, NPou3eooumeneli peKiamol.
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Abstract. In the article, Internet advertising is revealed as a socio-political phenomenon, where
the authors turn to various paradigms as general theoretical orientations for cognition of the
phenomenon. It is proved that studies of the socio-political reality of the life of modern society, which can
no longer do without Internet advertising, including political advertising, are based on three main
paradigmatic foundations: structural, interpretive, unifying (integrative). It is revealed that Internet
advertising as a social institution acts as a political phenomenon, among other things, and is a fairly
stable set, which is quite easy to identify as a set of formal and informal rules designed to serve the
interests, first of all, of advertising producers.
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Introduction. The term advertising has an ancient origin: it originates from the Latin
word “reklamare”, which means “to shout loudly” or “to announce”, which was practiced in
Roman squares and in crowded places, where heralds loudly announced breaking news or
conveyed vital issues to the attention of citizens. Researchers, studying online advertising as a
socio-political phenomenon, turn to various paradigms as general theoretical orientations for
understanding reality. Paradigms are intended to identify a set of stable and generally valid
norms, and, as the American researcher J. Macionis put it, a paradigm is “that initial image of
society that guides the course of thinking and research” [10, p. 42].

Materials and research methods. The thematic field of research contributed to the use
of general scientific methods of theoretical knowledge, such as the scientific description of the
object of knowledge, the axiomatization method, the hypothetico-deductive method, the
formalization method, etc. Among the specific scientific research methods, the authors turned to
the method of theoretical pluralism.

The main part of the study. Turning to paradigms that make it possible to study Internet
advertising as a socio-political phenomenon, we can turn to the scheme of multi-paradigm
research of advertising as a social phenomenon proposed by S.A. Kravchenko, N.E. Pokrovsky
and M.O. Mnatsakyan [8, p. 26]. Research into the socio-political reality of life in modern
society, which can no longer do without online advertising, including political advertising, is
based on three main paradigmatic foundations: structural, interpretive, unifying (integrative).

If we turn to the structural paradigm, the task of which is to reveal the understanding of
society as a universal and systemic structural field, then we must pay attention to the fact that the
space for carrying out advertising activities has its own clear subordination, organization of roles
and functioning parts. In turn, each part of society has its own function. We can notice the
connection between the harmony of a social system and how society functions, develops, and
how parts perform their functions. As for Internet advertising, the connection is built as follows:
advertising on the Internet requires such components as the ability to access the Internet, the
availability of accessible networks, Internet literacy of the population, the permitting level (since
in some countries there is strict censorship in relation to users Internet), the availability of
modern devices among the population, the level of technological development of the country and
society, etc. It turns out that Internet advertising is a combination of traditional image advertising
with the dissemination of information, including political information, and sales through the
global Internet.

Here the researcher’s task is to consider what level of development the social system of a
particular society has reached, paying attention to how online advertising plays the role of a
social institution, intervenes in politics, constructs political reality through the manipulation of
public consciousness, etc.

Research results and their discussion. Internet advertising as a social institution acts as
a social phenomenon and is a fairly stable phenomenon today, which is quite easy to identify as a
set of formal and informal rules that include and, in the course of social development, change the
list of advertising principles, information structures and technologies. It is necessary to take into
account that in the Internet environment all processes proceed very dynamically, so traditional
planning methods may turn out to be unproductive, and the strategic plans themselves, and in
particular political marketing ones, may be suitable only for short periods of time.

In the Internet environment, a perspective or strategy must form a mental image of the
desired outcome, which will be the most important prerequisite for the success of promoting an
organization or political campaign. Regarding other types of advertising, in this case, developing
a strategy means correctly assessing the course of a political campaign and its competitors in the
Internet market, developing political technology activities in the Internet environment for at least
several months in advance, and finding ways to achieve set goals in the user environment. This
process is very important in the context of the growing virtualization of everyday life in society,
for functioning on the scale of a new virtual life. Unlike traditional advertising activities, where
control of distribution channels is exercised by the enterprise, in the Internet environment this
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control often passes to consumers: they have the potential to determine the demand for any
product or service, influence the competitiveness of a product or service, and expect
improvements and personalized service.

At the same time, it should be noted that “broad prospects for the development of
political advertising are associated with the use of the blogosphere and social networks. Firstly,
the social sector of the Internet can provide a huge reach to an information-active audience.
Secondly, communication on social networks is horizontal communication, which is much more
comfortable for the audience than traditional media. Thirdly, in social networks there are
conditions to quickly find out and immediately share information, as well as express your
personal opinion (interactive opportunities)” [7, p. 226]. Being in solidarity and being a
researcher, we will add that the sphere of politics can no longer exist without political
technologies that cover the practical activities of political actors and subjects of politics, despite
the divergence of goals, sometimes their opposite.

Thus, we have come to an interpretive paradigm, which creates an image of the success
of a politician or the success of a policy being pursued. The point is that “modern Internet
technologies can serve as a building material for organizing political communication, for
example, a political club on the Internet” [12, p. 62], building a political image, promoting a
political course, building a political strategy and tactics, certain mindsets and political
consciousness.

For socio-political institutions to work, it is important to have the trust of the audience,
when the attitudes introduced by advertisers and image makers are assimilated as part of the
inner world of the individual, as part of his personal worldview, value orientations and socio-
political ideas, and expectations. Advertisers adhere to these principles because we are talking
about the manipulative nature of advertising, which is able to produce significant changes in the
psychological and behavioral characteristics of the audience. The socio-political context, coupled
with the advertising text, ultimately determines whether the advertising offer will be accepted,
i.e. whether the proposed model of consumer behavior will be implemented in practice, whether
political advertising will be effective.

In this regard, E. Giddens makes an important point that people's strategic behavior is
largely based on how they interpret their environment, therefore, to understand human behavior,
subjective phenomenological concepts should be taken into account [17]. And J. Habermas is
absolutely right when he reveals that “The concept of normatively regulated action concerns not
the behavior of a fundamentally lonely acting subject who discovers other acting subjects in his
environment, but members of a social group who orient their actions towards common values”
[16, p. 10]. J. Habermas emphasizes the integrity of the interpretive paradigm, since “this world -
whatever we call it - is quite diverse and complex, and people living in society constantly strive,
through the production of practical experience, to cope with this world, to map it and agree on
the appropriate maps” [16, p. 6].

Relying on the basic principles of the classics of the theory of communicative action, we
agree with N.A. Gilmutdinova that interpretive paradigms place emphasis on the study and
interpretation of human behavior in the socio-political environment [4, p. 15]. For example,
advertising in the paradigm of facts (“structural functionalism”) is closest to a socio-political
phenomenon, since within the framework of socio-political institutions advertising appears in a
system of standardized expectations that influence and determine “expected, predicted”
behavior. In this paradigm, which determines the “correct” behavior of an individual, the
individual plays a certain social role.

As for the paradigm of the unifying (integrative) nature of political online advertising,
this message is partially outlined in the Federal Law of June 12, 2002 No. 67-FL “On the Basic
Guarantees of Electoral Rights and the Right to Participate in a Referendum of Citizens of the
Russian Federation,” which normatively determines the course of pre-election campaigning
carried out during the election campaign. As for organically integrated references to a political or
other product in works of science, literature and art, the current edition of the FAS law on
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advertising provides an exception for them, while the upcoming bill mitigating the punishment
for violating the law on advertising implies amendments that “extend this exception for any
results of intellectual activity, which significantly expands the scope of its application - including
reviews from bloggers” [15].

Integrative concepts are more systematically revealed in the works of P. Bourdieu, P.
Sztompka and others. Thus, P. Bourdieu, considering the communicative spheres of society’s life
from the point of view of its integration formulas, individual - social, subjective - objective,
connects with the concept of "habitus” (incorporation), which is further revealed and linked into
a single chain of interrelated concepts. According to P. Bourdieu, we are talking about
ontological participation [2, p. 25] when building integrative bonds of society. In turn, P.
Sztompka considered a culture of trust as the main basis for integration in society. As suggested
by O.E. Bykova, “The originality of his system of views on the phenomenon of trust lies in the
fact that he proposed a definition of trust as having an inextricable connection with action...
When entering into interactions with other people or social institutions, a person experiences
some uncertainty and anxiety due to the lack of reliable information about partners in sufficient
volume. And trust is a way that helps her reduce the level of anxiety, uncertainty and risk, allows
her to live and interact with the world around her” [3, p. 134].

All of the above confirms the point of view according to which we can consider online
advertising, including political advertising, separately from other types of communication
activities, since it has turned into a special professional niche focused on providing society with
information aimed at producing information by interested parties about goods for the purpose of
exchange by the audience, which must either buy the product or make the choice desired by the
advertiser.

However, practice shows that advertising with a sufficient degree of probability
guarantees the typification of consumer behavior of target audiences, maintaining balance in the
“production and consumption” system (thus realizing its original function). But for an institution
to work, it is necessary that the attitudes and stereotypes it introduces become the property of the
individual’s inner world, his value orientations and expectations. Therefore, our next task is to
highlight the integrating functions of online advertising as a socio-political phenomenon. Most
researchers believe that there are three of them: the function of socialization, adaptation and the
function of promoting progress.

Let's consider the function of socialization. Indeed, Internet advertising performs an
important function of the process of integrating into the consciousness of individuals general
knowledge and ideas about the presence in society of certain proposals, norms, stereotypes, even
certain values and motives inherent in a given society, behavior patterns, etc.

In everyday activities, a person encounters the fact that advertising confronts him with
different opportunities for self-realization, broadcasting to the audience the opportunities
provided in terms of opportunities of various kinds: ranging from cultural opportunities and
spiritual self-improvement to material and social opportunities. At the same time, a person
neutrally, and sometimes aggressively, obsessively and systematically develops desires to use
these opportunities, to take active actions to bring these opportunities to life. It is believed that
these human actions following the advertisement correspond to the interests of society as a
whole [11], which can be argued. As an example, let us give active advertising on the Internet of
various radical political organizations of a religious nature. Presented as necessary for spiritual
development, these advertising “constructions” play a negative role in the life of society, in no
way contributing to the interests of society as a whole. Yet, for the most part, advertising
contributes to the dissemination of socio-political values, since in most cases a bright world is
advertised, where respect, success, and care are welcomed. Thus, advertising, including online
advertising, more often transmits socially approved values, rules and norms to the audience than
negative attitudes.

As for the function of socio-political adaptation, we note that Internet advertising adapts a
person to the environment in which he exists, introduces him to the world around him, with the
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help of advertising, including Internet advertising, a person is included in a given society and
gets to know it characteristics, habits, preferences and preferences, i.e. joins society. G.M. wrote
about this back in the 60s. McLuhan in his famous treatise “Culture is our business” that the new
generation literally “sucks in” precisely through advertising “all the times and all the space of the
world from their mother’s TV” [14, p. 108].

Additionally, researchers note the function of online advertising as promoting progress.
Agreeing with the researchers, we note that Internet advertising really introduces into the
individual’s consciousness new knowledge and ideas about new technological innovations, about
new ways to improve human life. Of course, thereby Internet advertising contributes to the
introduction of technical innovations and novelties into human life, in completely different areas
of social practice. This technological dependence of man was noticed back in the nineteenth
century by the domestic researcher N. Plisky, who literally suggests the following: “the merit of
advertising is that it... spreads knowledge and experience and explanations everywhere, it makes
it possible for every inventor and improver to make their fruits publicly known.” useful works,
and for many other people to benefit from recent discoveries” [13, p. 47].

Researcher 1.V. Krylov [9] additionally identifies another integrating function of Internet
advertising, which is expressed in the fact that it serves to neutralize social anxiety and relieve
the level of social tension. It is impossible to disagree with these theses, since Internet
advertising, like all advertising in general, can play both a destructive or mobilizing role, and can
“smooth out” a conflict situation, offering a uniform normative and value system for society. As
a result, the emergence of coordinated and successful social functioning of various components
of not only the social organism, but also the political world is possible, which is one of the
central points of the integrating, social function of advertising, including in the Internet space.

The listed functions do not exhaust the communicative capabilities of online advertising
as a socio-political phenomenon. Thus, we can talk about the innovation function, which serves
not only to provide the individual with information about innovations, but also to prepare a
person’s consciousness for impending changes, upcoming changes, to some extent removing the
protective barrier that is inherent in the majority before changes in science and technology, when
humanity in its overwhelming majority is not ready for fundamental changes in existence,
considering some new items to be a whim or premature. For example, many people in the early
days of mobile phones considered them harmful or too complicated to use. Today, no one can do
without their use. Advertising has significantly accelerated the introduction of various ideas:
political, environmental, etc.

Researchers understand the features of conscientious advertising as follows:

1) truthfulness. This is a feature that is recognized by potential buyers and consumers as
one of the main characteristics of advertising. Truthfulness obliges the advertiser and
manufacturer to provide truthful information about the advantages and benefits that correspond
to reality.

2) specificity must reflect factual material based on accurate arguments and reliable
digital data. We assume that compliance with this principle in advertising should prevent
unjustified objectivism and minimize the use of manipulative technologies.

3) targeted advertising means that its main purpose is the conscientious advertising of
goods, services, ideas, etc. Additionally, the purposefulness of advertising, including political
advertising, indicates a rational approach to advertising, when the audience perceives advertising
as an integral part of their life.

4) the humanity of online advertising means that advertisers and political strategists must
promote the spiritual and moral improvement of the individual, expand his political and other
knowledge, promote solidarity with democratic principles, world values, support and develop the
desire for the right way of life, etc.

5) advertising must necessarily be characterized by competence, which means building
the basic foundations of advertising on the latest achievements of science and technology, when
advertising corresponds to technical progress in all areas of social life: and not only in areas
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close to technology and new products, such as mechanical engineering, instrument making or
gadgets, but also in politics, art, design, sociology, medicine, psychology, economics and
ergonomics, etc.

To the above list we would add the importance of having an educational component in
conscientious advertising. For example, “citizens of many modern countries are given the right
to exercise political activism, which is understood as actions performed by citizens whose goal is
social, political, economic or other changes in the territory of their country, carried out on
personal initiative, regardless of government authority” [6 , With. 56]. As we understand,
without an educational component in conscientious advertising, such a message loses its
significance, although it is extremely important.

Advertising has become a constant companion in a person’s living space, occupying the
minds and imagination of a modern manufacturer interested in promoting his product or service
to the masses. Relying on the social conditionality of the advertising phenomenon, researcher M.
Eisenberg classifies the types of social sphere of advertising activity in the Internet environment
as follows [1, p. 136]:

- the economic sphere, which covers areas such as trade, production, labor supply,
finance, job searches, etc.

- the sphere of household services (sewing, cleaning, mending, fortune telling, tourism,
production of household items, service, tutoring services, nannies, recreation, etc.);

- the sphere of intellectual services: press, Internet, education, medicine, books,
scientific works, etc.;

- religious sphere: religious texts, missionary appeals, invitations to ritual events,
demonstration of the activities of religious cults, various sects, etc.;

- the sphere of political PR: slogans, appeals from politicians, advertisements calling for
a rally, demonstration, manifestation; political campaigning for election candidates, electronic
mailing, etc.;

- advertising of entertainment events: circus, concert, theater, etc.;

- legal advertising: advertising of rewards for assistance in catching criminals, assistance
in finding missing persons, invitations to trials, etc.;

- environmental and scientific advertising: educational advertising, scientific
popularization in electronic publications, blogs, webinars, etc.;

- dvertising of family and interpersonal relationships: instilling family values,
advertising of large families, invitations to meet, marriage announcements, advertising of joint
travel, family horoscopes, etc.;

- charity advertising: calls for donations and messages about charity events, etc.

Researchers suggest that the above types of advertising activities have a significant
drawback: they describe various objects or objects of advertising influence. If you follow the
proposed logic, then you can continue the list, for example, in this way: advertising of animals
(I’I1 give it to good hands), calling it a zoological species, and, reasoning in this vein, advertising
of medical services, etc., is skipped [5].

Conclusion. By its essence, Internet advertising remains the targeted dissemination of
any information about the properties of goods that

are interesting to consumers and all kinds of services. It should be noted that information
on the Internet is created to make goods or services popular, attract the attention of potential
consumers to them, and create a political image. At the same time, any advertising, including
political online advertising, should help improve the quality of life of people. Thus, with the help
of political online advertising, the population more effectively understands the political course
and political strategy of political parties and elites, the image of political figures and
organizations with the greatest convenience. For political strategists and commodity producers,
the sale of services or goods is accelerated, returns from the labor of working personnel are
expected, and costs are minimized. Internet advertising that meets all the requirements of human
society must have such features as humanity, specificity, truthfulness, competence and

236 Bbinyck Ne 4, 2023



Modern Science and Innovations. 2023. No. 4 (44)

purposefulness. And in general, the entire advertising process of influencing the consumer
should be built in close connection with his lifestyle, economic, political, social and ethical tasks
of modern society.

JUTEPATYPA

1.  Aienbepr M. Menemxkment pexkinambel. M.: TOO Unter TEX, 2013. 249 c.

2.  Bbypaoe I1. Hauana. M.: Socio-Logos, 1994. 288 c.

3. brxosa O. E. Konnenmus nosepus Ilerpa HItomnku // @unocodpus n obmectso. 2021. Ne 2. C. 119-134.
URL: https://doi.org/10.30884/jfio/2021.02.08 (mata o6pamenus: 12.02.2023).

4. TwumemytanaoBa H. A. VHTepripeTanysi 1 IOHAMaHHE B COIMATBHO-TYMAaHUTAPHOM IO3HaHWUHM // BecTHHK
VY IBSHOBCKOTO TOCYAapCTBEHHOTO TexXHIYecKoro yHuBepeutera. 2005. Ne 3. C. 15-19.

5. Bunmsr u cnenudrka pEeKIaMBI KaK OJIHOTO u3 METOIOB TIPO/IBHKCHUSI. URL:
https://asv0825.ru/reklamnoe_delo/6.html?ysclid=Inxbpyx32f990518355 (nata obpamenus: 12.02.2023).

6. esiuenko 1O. B. IMonurthueckass pekiaMa Kak cTparerdst (GOpPMHUpPOBaHHs BBICOKOTO YPOBHS KYJBbTYPHI
JeMokpatuy rpaxkaaH // CounanbHble HOpMBI M pakTHKH. 2023. Ne 58-2. C. 54-56.

7.  Koznosa A. Vcnons3oBaHHe MHTEPHET-TEXHOJIOTHH B MOJUTHYECKOW pekname // BectHnk MockoBckoro
roCyIapCTBECHHOTO yHHBepcuTeTa eyatu. 2013, Ne 6. C. 224-227.

8. Kpasuenko C. A., Muauakansa M. O., [Tokposckuii H. E. Conponorus: napagurmsl 1 Temsl. M.: AHKIJL,
1997. 404 c.

9. KprutoB U. B. Teopus u npaktuka pekiaambl B Poccun / Y. B. Kpeutos. M.: Lentp, 2016. 234 c.

10. Macuonuc JIxx. Coumonorus. CII6: 2004 r. 750 c.

11. Meckon M. X., Ansbept M., Xenoypu ®@. OcHoBBI MeHemKMeHTa. M.: [leno, 2014. 342 c.

12. Hecmammnsiit A. O. MHTEpHET-TEXHOJOTHN B IOJUTHKE M TOJUTHYECKHE MH()OPMAaNMOHHBIE WHTEPHET-
TEXHOJIOTUH: PA3INIHs B CYIIIHOCTU U conepkanuu noHsaTwii // ConnyMm u Bnactb. 2017. Ne 2. C. 59-65.

13. Tnuckwuii H. 1yt k 6orarctBy. Pexnama. Ee 3nauenue, npoucxoxnenue u ucropus. CI16.: JlutPec, 2010.
180 c.

14. Tepun B. II. MaccoBas kommyHukaus. Mccnenosanue onsita 3anaga. M.: Hayka, 2012. 223 c.

15. ®AC nHamepeHa CMATYUTH HaKa3aHUE 3a HapylieHue 3akoHa o pekname. URL: https://rg.ru/2023/10/17/fas-
namerena-smiagchit-nakazanie-za-narushenie-zakona-o-reklame.html (zata o6pamenus: 12.09.2023).

16. XaOepmac 1O. OTHOIIEHHS K MHUPY M pal[iOHAIbHBIC aCHEKThI JCUCTBHS B YETHIPEX COLMOJIOTHYECKUX
nousiTusix aectsus / [lep. ¢ uem. T. TsryHosotii // Connonorudeckoe o6o3penue. 2008. T. 7. Ne 1. C. 3-25.

17. Giddens A. The Consequences of Modernity. Polity Press, Cambridge-Stanford University Press. Stanford.
1990. 186 p.

REFERENCES

1. Ajzenberg, M. Menedzhment reklamy. M.: TOO Intet TEKH; 2013. 249 p. (In Russ.).

2. Burd'e P. Nachala. M.: Socio-Logos; 1994. 288 p. (In Russ.).

3. Bykova OE. Koncepciya doveriya Petra SHtompki. Filosofiya i obshchestvo. 2021;2:119-134. Available
from: https://doi.org/10.30884/jfio/2021.02.08 [Accessed 12 February 2023] (In Russ.).

4. Gil'mutdinova NA. Interpretaciya i ponimanie v social'no-gumanitarnom poznanii. Vestnik Ul'yanovskogo
gosudarstvennogo tekhnicheskogo universiteta. 2005;3:15-19. (In Russ.).

5. Vidy i specifika reklamy kak odnogo iz metodov prodvizheniya. Available from:
https://asv0825.ru/reklamnoe_delo/6.html?ysclid=Inxbpyx32f990518355 [Accessed 12 February 2023] (In Russ.).

6. D'yachenko YuV. Politicheskaya reklama kak strategiya formirovaniya vysokogo urovnya kul'tury
demokratii grazhdan. Social'nye normy i praktiki. 2023;58-2:54-56. (In Russ.).

7. Kozlova A. Ispol'zovanie internet-tekhnologij v politicheskoj reklame. Vestnik Moskovskogo
gosudarstvennogo universiteta pechati. 2013;6.:224-227. (In Russ.).

8. Kravchenko SA, Mnacakanyan MO, Pokrovskij NE. Sociologiya: paradigmy i temy. M.: ANKIL; 1997.
404 p. (In Russ.).

9. Krylov IV. Teoriya i praktika reklamy v Rossii. IV. Krylov. M.: Centr; 2016. 234 p. (In Russ.).

10. Masionis Dzh. Sociologiya. SPb: 2004; 750 p. (In Russ.).

11. Meskon, M.H., Al'bert, M., Hedouri, F. Osnovy menedzhmenta. M.: Delo, 2014. 342 p. (In Russ.).

12. Nesmashnyj AO. Internet-tekhnologii v politike i politicheskie informacionnye internet-tekhnologii:
razlichiya v sushchnosti i soderzhanii ponyatij. Socium i vlast'. 2017;2:59-65. (In Russ.).

13. Pliskij N. Put' k bogatstvu. Reklama. Ee znachenie, proiskhozhdenie i istoriya. SPb.: LitRes; 2010. 180 p.
(In Russ.).

14. Terin VP. Massovaya kommunikaciya. Issledovanie opyta Zapada. M.: Nauka; 2012. 223 p. (In Russ.).

15. FAS namerena smyagchit' nakazanie za narushenie zakona o reklame. Available from:
https://rg.ru/2023/10/17/fas-namerena-smiagchit-nakazanie-za-narushenie-zakona-o-reklame.html ~ [Accessed 12
September 2023] (In Russ.).

Issue No. 4, 2023 237


https://asv0825.ru/reklamnoe_delo/6.html?ysclid=lnxbpyx32f990518355
https://rg.ru/2023/10/17/fas-namerena-smiagchit-nakazanie-za-narushenie-zakona-o-reklame.html
https://rg.ru/2023/10/17/fas-namerena-smiagchit-nakazanie-za-narushenie-zakona-o-reklame.html

CoBpemMeHHast Hayka 1 nHHOBaruu. 2023. Ne 4 (44)

16. Habermas Yu. Otnosheniya k miru i racional'nye aspekty dejstviya v chetyrekh sociologicheskih
ponyatiyah dejstviya. Per. s nem. T. Tyagunovoj. Sociologicheskoe obozrenie. 2008;7(1):3-25. (In Russ.).

17. Giddens A. The Consequences of Modernity. Polity Press, Cambridge-Stanford University Press.
Stanford; 1990. 186 p.

HNH®OPMALIUA Ob ABTOPAX

Cepreii CrenanoBuu Jlazapsin — JOKTOp HCTOPHYECKHX HAyK, JOIEHT, mpodeccop Kadeaps
HWCTOPUYECKUX H COIMAIBHO-PIIOCO(DCKIX AMCHUIUIAH, BOCTOKOBENEHHUS M Teosorud, llsTuropckwmit
rOCYJapCTBeHHBIH yHHBepcuteT, np. Kanununa, n. 9, r. Ilaturopck, 357352, Poccus, +79614974324,
aflost@yandex.ru

Acusat KasueBHa borameBa — [OKTOp TOJUTHYECKUX HAyK, HOIEHT, mpodeccop Kademps
KYPHAIUCTHKH, MEIMAKOMMYHUKAIMid W CBsI3ed C 0OLIecTBEHHOCTHIO, WHCTUTYT MEXIyHapOAHBIX
oTHoIeHuH, IIsTuropckuii rocyaapcTBeHHbIN yHUBepcUTeT, np. Kanununa, 1. 9, r. [laturopck, 357352,
Poccus, ab-ww@mail.ru

Canum Pammnouuy KoOaeB — acmupant, IIaturopckuii rocymapcTBEHHBI YHUBEPCHUTET, TIP.
Kanununa, 1. 9, r. Ilaturopck, 357352, Poccus, salim.ssg@mail.ru

INFORMATION ABOUT THE AUTHORS

Sergey St. Lazaryan — Dr. Sci. (Hist.), Associate Professor, Professor of the Department of
Historical and Socio-Philosophical Disciplines, Oriental Studies and Theology of Pyatigorsk State
University, 9, Kalinina Avenue, Pyatigorsk, 357352, Russia, +79614974324, aflost@yandex.ru

Asiyat K. Botasheva — Dr. Sci. (Polit.), Associate Professor, Professor of the Department of
Journalism, Media Communications and Public Relations, Institute of International Relations, Pyatigorsk
State University, 9, Kalinina Avenue, Pyatigorsk, 357352, Russia, ab-ww@mail.ru

Salim R. Koblev — Postgraduate Student, Pyatigorsk State University, 9, Kalinina Avenue,
Pyatigorsk, 357352, Russia, salim.ssg@mail.ru

Bxiag aBTOpPOB: Bce aBTOPHI BHEC/IU PaBHbII BKJIAJ B IOATOTOBKY IMyOJIMKaLKH.
Kon(uukT nHTEpEcOoB: aBTOPHI 3asBIISIOT 00 OTCYTCTBHH KOH(IMKTa HHTEPECOB.

Contribution of the authors: the authors contributed equally to this article.
Conflict of interest: the authors declare no conflicts of interests.

Cmamus nocmynuna 6 peoaxyuro: 12.10.2023;
0006pena nocne peyensuposanus: 08.11.2023;
npunama k nyonuxayuu: 07.12.2023.

The article was submitted: 12.10.2023;

approved after reviewing: 08.11.2023;
accepted for publication: 07.12.2023.

238 Bbinyck Ne 4, 2023


mailto:ab-ww@mail.ru
mailto:ab-ww@mail.ru



