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®EHOMEHOJIOI' MYECKUE OCOBEHHOCTH JINCKYPCA COLIMAJIBHOM PEKJIAMBI
B PECIIYBJIMKE BEJIAPYCb

CoJsonosaukona T.B.
benopycckuii 2cocyoapcmeennwiii ynusepcumem, Munck

Ilo HexomopviM OyeHKam SKCNepmos, COYUudlbHas peknama cyujecmseyem 6 Pecnybnuxe
benapyce na npomsoicenuu 15 nem, oonaxo, necmomps Ha 3mo, 00 HACMOAUE20 MOMEHMA HA
HOCMCOBEMCKOM NPOCMPAHCIEE NPUCYMCMEyem npodiemMa MepMUHOI0SUYecK020 annapama
celi cghepvl coyuanbHoOU KOMMYHUKAYUU, 00YCI08NIeHHAS OMCYMCMEUeM KOMNIIEKCHbIX HAYYHbIX
UCcne008anull  OUCKYPCUBHBIX  NPAKMUK — OUCKYPCA — COYUANbHOU — peKlambl, d makice
oughghyznocmuio camoeo mepmuHa « COYUANbHASL PEKIAMAY.

Lens cmamvu — evifgreHue henomenonrocuu OUCKypca coyuanrbHol pexknamel 6 Pecnybnuke
benapyco.

Mamepuan u memoowvi. Mamepuanom uccied008anus NOCAYHCUIU BUOEOPOTIUKY COYUATLHOU
pekiamvl 6 Humepneme u Ha HAYUOHATLHOM 0ENOPYCCKOM menesudeHuu, ounboposl, pekiama
6/Ha mpancnopme, a Makace NYOIUKAYUU 3aPYOEHCHBIX U OMEYeCHEEHHbIX VUEeHbIX 8 OAHHOLL
oonacmu. Ilpu smom UCNONBL308ANUCH MemOObl  IMIUPUYECKO20, CPABHUMENbHO20 U
CMAMUCMUYecKo20 anaiusd, CUCMeMHbIt U UHCIMUMYYUOHANbHBIN NOOX00bl, A Makice opyaue
obuenayuHvle Memoowvl U NPUHYUNLL NOZHAHUS.

Peszynomamol u ux obécysyucoenue. Paccmompena xoppenayusi mepmMuHa «COYUANbHAS PEKAAMA» 60
@panyy3ckom u pyccko-/6e1opycckoazblyHOM OUcKypcax. B pesynomame ananuza coyuanvhou pexiamul 6
Pecnybnuxe benapyco ycmanoeéneno, umo Haubonee aKxmyanbHolMu MeMamu COYUATbHOU PeKIambl
A61A10MCcs 0e30NaAcHOCMb 00POAHCHO20 08udicenuss, bopvba ¢ napkomanuell, BUY, kypenuem, a makoice
npusneyeHue 6HUMAHUs K npodieme nampuomusma u cmamyca 6enopycckoeo sAsvikd. Bviasneno, umo
peknama na 0enopycckoM sA3vlKe He HOCUM Pe2VIAPHbIlL Xapakmep, a OenopycCKull sA3blK NPUMeHIemcsl
UMb 8 KOHKPEMHbIX PeKIAMHbIX KAMRAHUAX. Ycmanoenensl xapakmephvie Ol OUCKYPCA COYUANbHOTU
PEKAAMbL  CAYHAU MUMUKPUU: 20CYOAPCMBEHHAS. PEKAAMA, MUMUKPUPYSL NOO COYUATNBHYIO, MOJCem
ABNAMBCA NOTUMUYECKOU U 0adice Kommepyeckol. Hexommepueckasn e pexnama, OelicmeumenbHo,
ModKcem He cmagums 3a0ayy yeeauueHus npudbliu, 0OHAKO OHA 8 MO JHce BPeMA MOXHCem U He ABIAMbCA
coyuanbHOU (8 mom ciyyae, eciu He OyOem 3ampazusamv OCmpble COYUAIbHbIEe npobiemvl). B ceorw
ouepedb, HEeKOMMEPYEeCKUll XApakmep COYUATbHOU PpeKIambl He UCKAIYAem B03MONCHOCHU ee
UCNONL308ANUA OUZHEC-CIPYKMYPAMU.

3akntouenue. Tepmun «coyuanvbHas pekiamay no-pasHomy mpaKmyemcs 60 (panyy3cKom u
pyccko- / 6enopycckosnzblyHom ouckypcax. OCHO8HbIM KOHCIUMYMUSHLIM NPUSHAKOM OUCKYDPCA
COYUATLHOU PEKNAMbL 80 (PPAHKOAZLIYHOM OUCKYPCE ABNIAEMCA CMbICT COOOWeHUs, d 8 PYCCKO- U
0e10pyCCKOAZLIYHOM — MEMAMUKA U HeKOMMePYeCKUll Xapakmep.

Jluckypc coyuanvhoti pexiamvl e 0baadaem coOCMBEEHHOU S3bIKOBOU CReYUDUKOT, a 3auUMCmeyem ee
Y Opyeux munog peKiamHo20 OUCKYPCa — KOMMEPUECKO20 U NONUMULECKO2O.

Hcnonvsosanue 0Oenopycckoeo A3vlka 6 OUCKYPCAX coyuanbHol pekiamvl 6 Pecnybauxe benapyce
HOCUM Hepe2yIAPHbIIL XapaKkmep U, Kak npasuio, 00yCloeleHo memMamuiecku (npusiederue eHUMaHus K
cmamycy 0en0pyccKo2o s3bIKa,).

B pyccko- u 6enopycckosasbiunom OUCKYpCax cOyUanbHol pekiamsl npeoonadaem «MacKuily 6apuanm
opeaHu3ayuU co0epIHcamenbHol CMPYKmMypbl, d 60 PPAHKOAZLIYHOM — «HCECKULLY.

Knrwouesvie cnosa: ouckypc coyuanvHoll pexiamvl, MAHURYIUPOGAHUE, KOHCTNUMYMUGHDII NPUSHAK,
KOMMYHUKAYUs, 00uecmeo.
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Some experts consider that social advertisements have existed in the Republic of Belarus for
15 years. However, until now in the post-Soviet space there has been a problem of the
terminological apparatus of the whole sphere of social communication, which is conditioned by
the lack of complex researches of discourse practices of social advertisement discourse as well
as by the diffuse character of the term of social advertisement itself.

The purpose of the research is to identify the phenomenology of social advertisement
discourse in the Republic of Belarus.

Material and methods. The research material was social advertisement Internet and National
Belarusian Television videos, billboards, public transport adverts as well as publications of
foreign and domestic researchers in this field. The methodological base was methods of empiric,
comparative and statistic analysis, the system and institutional approaches as well as other
general scientific methods and cognition principles.

Findings and their discussion. Correlation of the term of social advertisement in the French and
Russian-/Belarusian language discourses is considered. As a result of the analysis of social advertisement
in the Republic of Belarus is was established that the most current topics of social adverts are traffic
security, combating drug addiction, AIDS, smoking, as well as drawing attention to issues of patriotism
and the Belarusian language status. It was found out that adverts in Belarusian are not of regular
character and cases of social mimicry typical of social discourse advertisements are found out: state
advertisements which mimic under social ones can be political and even commercial. While non-
commercial adverts can really avoid the task of profit increase but at the same time can be not social (if
they do not touch urgent social issues). First of all the non-commercial character of social adverts does
not exclude its application by business companies.

Conclusion. The term of social advertisement is interpreted differently in the French and
Russian-/Belarusian language discourses. The main constitutive feature of the discourse of
social advertisement in French discourse is the meaning of the message, while in the Russian
and Belarusian language one it is its theme and non-commercial character.

Social advertisement discourse doesn’t have its own language specificity but borrows it from other
types of advertisement discourse — the commercial and the political.

The use of the Belarusian language in social advertisement discourse in the Republic of Belarus is not
regular and, as a rule, thematic (attracting attention to the status of the Belarusian language).

In the Russian-/Belarusian language discourse of social advertisement a “mild” variant of setting up
content structure prevails, while in the French language one the “tough” variant prevails.

Key words: social advertisement discourse, manipulation, constitutive feature, communication,
society.



