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BBepgeHme. CouyanbHasa pekiama ABASETCA BaXKHbIM 3/1eMEHTOM COBPEMEHHOM Ky/bTyp-
HOW 1 S3bIKOBOI Cpegbl, CNocobCTBYOWMM GOPMUPOBaHNIO 06LLECTBEHHOIO CO3HAHNUSA U
TPaHCAALMN KyNbTYPHBIX LIeHHOCTeN. B cBoe paboTe aBTOPLI CTaBAT Lie/bH BbISBUTL KO-
yeBble XapakTepPUCTUKN N 3aKOHOMEPHOCTU GYHKLMOHUPOBaHNS COLMAIbHOW pekaaMbl B
pPOCCUIACKOM 1 $paHLYy3CKOM JIMHIBOKYNLTYPHOM MPOCTPAHCTBE U onpeAenntb GpakTopel,
KOTOpble 06YCN0BANBAOT Pa3NNUNS N CXOACTBA B MOAXOAAX K CO3AaHUNIO U MPOABMXKEHUIO
couManbHbIX KAaMMaHUM,

MeToponorna M UCTOYHUKU. PaboTa OCHOBLIBAETCH Ha METOAOIONMN MEeXANCUUNANHAP-
HOro MNOAX0J4a, C UCMOAb30BaHMEM AMNCKYPC-aHaNN3a 1 KOHTEHT-aHamM3a. B ocHOBY TeopeTuko-
MeTOZ0N0rMYeckon 6a3bl nernm paboTsl B 061aCTN MeANaancKypca U ANHIBOKY/LTYPOIOTrN.
B kauecTBe SMNMPUYECKOro MaTeprana NCnosb3yTCA NPUMepbI COLManbHOM pekiambl, ony6-
NNKOBAHHbIE B POCCUICKNX 1 GPaHLIYy3CKMX NCTOUHMKaXx 3@ 2010-2025 rr.

PesynbTaTtbl 1 06cy>kaeHume. [pogeMOHCTPUPOBaHO CyLLeCTBOBaHMe 3HaunTebHbIX pas-
ANYNIA B NEKCMKO-CeMaHTUYeCKOM MoJie CoLmabHOM peknamMbl BO GpaHLy3CKOM 1 PyCCKOM
JIHIBOKY/bTYPHbIX MpOCTpaHcTBax. PpaHLy3ckas TepMUHONOMNA NojpasymMeBaeT Hanpae-
NEeHHOCTb Ha AMOLNN U NHANBUAYaNbHYH OTBETCTBEHHOCTb, @ PyCcCKas — Ha rocyAapCTBeH-
Hble MHTepecbl N KOMNeKTMBHbIE LeHHOCTU. B xo4e aHann3a TeMaTuKu BbisiBAieHa 3Ha4u-
TeNbHas CXOXeCTb K/I0YeBbIX TEM: 340P0BbI 06pa3 XM3HM, 6@30MacHOCTb JOPOXHOIO ABW-
XeHuns, 6opbba C 3aBUCUMOCTAMMU, NOAAEPXKKA CEMbU 1 IKONOTMNSA, OA4HAKO PacCTaBNAOTCH
pa3Hble akueHTbl. PpaHLy3ckas peknama 60/blle BHUMaHUA yaenseT Bonpocam 3K0A0ru,
paBHOMPaBWA MOIOB U KY/IbTYPHOIO HaceAns, B TO BPeMs Kak pycckas noAgvepkrBaeT Bax-
HOCTb MaTPUOTMU3MA, COLIMANbLHOM CTabUNbHOCTU N TPAAULIMOHHBIX LeHHOCTel. Bo dpaH-
Ly3CKOW pekflame TakxXe OTMeyaeTCs BOBMeYeHHOCTb Koprnopauuii B coumanbHble npo-
eKTbl. POCCMNCKNIA CerMeHT couanbHON peknamMbl 4eMOHCTPUPYET B60NbLLYIO MPUBEPXKEH-
HOCTb HaLUMOHaNbHbIM MPOEKTaM U roCyAapCTBEHHbIM MporpaMmMmaM. Bce 3Tn pasnnums
CBSI3aHbl C UCTOPUYECKMMU OCOBEHHOCTAMU GOPMUPOBAHUSA CTPYKTYP U YHaACTUS TPaXaaH-
CKOro obLecTBa B pa3BUTUN COLMANbHbIX MHULMATUB.

3akitoueHmne. BoigBneHHOe CyLLecTBEHHOE pa3nnyme B TeKCTax 1 TeMaTuke coumanbHOM
peknambl IBASETCA OTPaXeHMEM KYNbTYPHbIX TPAAULINA U UCTOpUYECKUX GaKTOpPOB poC-
CUIACKOrO 1 PpaHLy3ckoro obuiectsa. MNpu 3ToM 06a TMNa coumansHON pekaambl 4eMOH-
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CTPUPYIOT 3G PEKTUBHOCTE B 3aBUCUMOCTI OT KYy/IbTYPHOIO KOHTEKCTa U OXUAAHWNIA ayanTO-
pyn. Pa3nnumnsa B NOAX0Aax NOKa3blBatOT HEOOXOAMMOCTb YUMTbIBaTh HALMOHANbHYHO Crie-
undurKy Npu paspaboTke cOLUManbHOM pekaamMHOM cTpaTerum.
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Introduction. Social advertising is an important element of the modern cultural and
linguistic environment, contributing to the formation of public consciousness and the
transmission of cultural values. In this work, the authors aim to identify the key
characteristics and patterns of social advertising in the Russian and French linguistic and
cultural spaces, and to determine the factors that stipulate the differences and similarities
in the approaches to creating and promoting social campaigns.

Methodology and sources. The work is based on the methodology of an interdisciplinary
approach, using discourse analysis and content analysis. The theoretical and
methodological framework is based on works in the field of media discourse and
linguoculturology. The empirical material includes examples of social advertising published
in Russian and French sources from 2010 up to 2025.

Results and discussion. It has been demonstrated that there are significant differences in
the lexical and semantic field of social advertising in the French and Russian linguistic and
cultural spaces. The French terminology focuses on emotions and individual responsibility,
while the Russian terminology focuses on state interests and collective values. The analysis
of the themes revealed significant similarities in the key topics: healthy lifestyle, road safety,
addiction prevention, family support, and environmental issues, but with different
emphases. French advertising focuses more on environmental issues, gender equality, and
cultural heritage, while Russian advertising emphasizes the importance of patriotism, social
stability, and traditional values. French advertising also highlights the involvement of
corporations in social projects. The Russian segment of social advertising demonstrates a
greater commitment to national projects and government programs. These differences are
related to the historical features of the formation of structures and participation of the civil
society and the development of social initiatives.

Conclusion. The significant differences in the texts and themes of social advertising reflect
the cultural traditions and historical factors of Russian and French society. However, both
types of social advertising demonstrate effectiveness depending on the cultural context and
audience expectations. The differences in approaches highlight the need to consider
national specifics when developing social advertising strategies.

Keywords: social advertising, advertising discourse, linguocultural analysis, national specificity,
linguocultural space
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Beenenune. ConnanbHas pekiiaMa, Kak MOUIHBIM MHCTPYMEHT KOMMYHHUKALIUH, UTPAET BaXK-
HYIO posib B (OPMUPOBAHUU OOIIECTBEHHOI'O CO3HAHMS M MPOJBUKEHUH COIIMAIBHO 3HAUYMMBIX
neHHocTei. OHa SABISETCS 3epKajoM COLMOKYIBTYPHBIX 0COOEHHOCTEH 00I1ecTBa, OTpaXxkast ero
IIPUOPUTETHI, HOPMBI U KYIbTYypHYIO Tpaguuuto [1]. M3yuenue counanbHON pekiaambl Kak Mpo-
JYKTa JIMHTBOKYJIBTYPHI MTO3BOJISIET MOHATh MEXaHM3MBbI BO3/ICHCTBHSI Ha OOLIIECTBEHHOE MHEHHE,
BBISIBUTH CTPATErHH YOSKICHUS U ONPeeNUTh 3()(HEKTUBHOCTD Pa3IMUHBIX MTOJXOA0B B PEILICHUH
COLIMAJIbHBIX 3a7ad.

CpaBHUTENBHBIN aHATIN3 COLIMAIIBHON PEKIIAMBbI B Pa3HBIX COLMOKYIBTYPHBIX IPOCTPAHCTBAX
COCTABJISIET aKTYaJIbHOCTh MCCIIEAOBAaHUS B 30Xy MI00ATN3AlUNA U MEXKKYIBTYPHOTO COTPYIHU-
YeCcTBa U JaeT BO3MOKHOCTH BBISIBUTH YHUBEPCAJIbHBIE U clieu(UYecKre YepThl, 00yCIOBICHHBIE
HCTOPUYECKUMHU, TTOJIUTUIECKUMU, IKOHOMUYECKUMU, KYITBTYPHBIMU U SI3bIKOBBIMHU (haKTOpaMHU.

Lenpto faHHOTO HMCCIEN0BaHUS SIBISIETCS BBIIBICHHUE KIIIOUEBBIX XapaKTEPUCTHK U 3aKOHO-
MepHOCTel (YHKIMOHUPOBAHUS COLMAILHON peKJIaMbl B POCCUHCKOM M (DPaHIIy3CKOM JIMHTBO-
KYJIBTYPHOM IPOCTPAHCTBE, a TaKXe orpeeseHue (hakTopoB, 0OYCIOBIMBAIOIIUX PA3TUUUs U
CXOZICTBA B IOJIX0/1aX K CO3[JaHUIO ¥ MPOJBHKEHHUIO COLMATIbHBIX KaMIIaHUM.

ConmanbHas pekiama — 3T0 0COOBI BU PEKIAMHOTO JUCKYpPCa, KOTOPBIM XapaKTepU3yeTCs
PSAIOM 4YepT, OTVIMYAKIINX €ro OT JUCKypca KOMMEPUECKOM pEeKJIaMbl, KOTOpas HalpaBjeHa Ha
MaKCHUMAJIBHO IIUPOKYIO LEJNEBYIO AyAUTOPHUIO C LIEJIBI0 PEAIH3alUN IEHHOCTHOIO KOMIIOHEHTA
[2]. B ee 3amaum BXOJAT MPOCBEIIEHNE, BOCTUTAaHNE, MPO(UIIAKTUKA U PETYTUPOBAHHUE TTOBEICHHUS
obmectBa. biaronaps 3TuM cBoMM (YHKIUSM OHA UIPaeT BAKHEHIIYIO POJIb B YKPEIJICHUU 00-
LIIECTBEHHBIX CBSI3€H, IOBBIILIEHUU YPOBHSI CO3HATEILHOCTH U OTBETCTBEHHOCTH TpakJaH [3].

KynerypHO€E MpOCTPaHCTBO, B KOTOPOM (PYHKIIMOHMPYET COLMAIbHAst peKiiaMa, 3HAYUTEIbHO
BJIMSIET Ha UCTIOJIb3yeMbIe B HEell sI3bIKOBBIC cpeacTBa. [Ipuemsl, 3¢ (eKTUBHBIC B OHON KYIBTYpE,
MOTYT 0Ka3aTbCsl HENOHATHBIMH U JJa)K€ HEYMECTHBIMU B JIPYTOil, HOCKOJIBKY JIFOH CKJIOHHBI J10-
BEPATh UCTOUHUKAM MH(pOpPMAIINH, KOTOPbIE COOTBETCTBYIOT X KYJIBTYPHBIM MPEACTABICHUSIM U
HopMmaM. ConmanpHas pekiama BbI3bIBAa€T I0BEpUE U TO3UTUBHBIA OTKJIMK ayTUTOPUH JIUIIb B TOM
cllydae, ecJi OHa BIIMCHIBAETCS B OMPEENICHHBIN COMOKYIBTYPHBIN KOHTEKCT. HoBU3HA paboThI
3aKiIIo4yaeTcs B ee (PoKyce Ha BBISBICHUU CICIU(PUKN TAKUX KOHTEKCTOB, a TAK)KE S3bIKOBBIX MTPH-
€MOB TIpH CO3JaHUU 3(H(HEKTUBHBIX PEKIAMHBIX CTPATETUil B POCCUICKOM U (hPAHILy3CKOM JIMHT-
BOKYJIBTYPHBIX IIPOCTPAHCTBAX.

MeTo10/10THSI U HCTOYHUKH. B KauecTBE OCHOBHOI METOMOIOTHU OBLT BEIOPAH METOM KOM-
MapaTUBHOTO aHAJIN3a TEKCTOB COLUAIBHON peKIIaMbl, KOTOPBI MO3BOJIIII BBISIBUTH OOIIIHE U CIIe-
nuduIecKre 4epThl B CITOCO0AX MPEICTABICHUS COITUATBHBIX TTPOOJIEM, B CTPATETUAX YOSKICHUS
U B 10/1X0/1aX K (pOpMUPOBAHUIO OOIIECTBEHHOTO MHEHHUSI B ABYX Pa3HbIX KyIbTypax. OCHOBHBIM
MCTOYHUKOM SMIIUPUYECKOT0 Marepuaa MOCIYKUIU OTKPBIThIE UCTOYHUKH, BKIIIOYAIOIINE BeO-
caiiTel opraHu3aluii, 3aHUMAIOIIMXCS MPOJIBUKEHUEM COLUAIbHBIX MHUIHMATUB (Kak rocyaap-
CTBEHHBIX, TaK U HEKOMMEPYECKHX), HH(pOpMAIIMOHHBIE TOpTalbl, (OoTO- U BUAeoapxuBbl. Mc-
MI0JIb30BAHUE OTKPHITHIX HCTOYHUKOB OOYCIIOBJIEHO UX JOCTYIHOCTBIO M PETIPE3ECHTATUBHOCTHIO U
MO3BOJISIET MOJTYYUTh JOCTAaTOYHO OOIMIMPHBIN 00beM HH(OPMALIUY O PA3IUYHBIX ACTIEKTaX COLH-
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aJTBLHOM pPEeKJIaMbl B POCCUHCKOM U (PpaHITy3CKOM MeIUanpoCcTpaHcTBe. JlJis aHaImM3a TEKCTOB CO-
MaIbHON peKIaMbl ObUIH MCIIOJIB30BaHbl TAKXKE METO/IbI CEMaHTUYECKOTO aHAIIN3a, CTUIIMCTHYE-
CKOW MHTEPIIPETAIMH U JTMHTBOKYJIETYPOJIOTUIECKOTO TIOAXO0AA JIsI BBISIBICHUS KITFOUEBBIX CMBIC-
JIOB U IIGHHOCTEH, MPEICTaBICHHON B pEKJIaMe, a TaKXkKe JJIs U3YyYEeHUs XYI0KECTBEHHBIX CPEJICTB
U TIPUEMOB, UCIIOJIB3YEMBIX JJIS1 YCUIICHUS BO3ICHCTBHS Ha aynuTopuio. Kpome Toro, B uccneno-
BaHUU KCIOJB30BAIMCh METOIMKHM KOHTEHT-aHaIu3a U (ppeidMUHTa JIJIS BBISBICHUS TOMHHHUPYIO-
IIMX MOTHUBOB U (OpM MOAAYM MaTepuasa.

Pe3yabTarhl M 00cy:kaeHnss. OOpariasch K TeMe COIMaIbHOM peKIaMbl KaK MapKepa s3bIKa-
KYJIBTYPBI, CAUTAEM HEOOXOAWMBIM B MEPBYIO OUEPEb COMOCTABUTH HEKOTOPBIE TEPMUHBI, BXOS-
1€ B JIEKCUKO-CEMaHTHUECKOE TI0JI€ COLMAIBbHOM peKiiaMbl BO (PpaHITy3CKOM M PYCCKOM SI3bIKaX.

TepMmuH coyuanvHas pexrama OTHOCUTENBbHO Moo/, OH MOSBUIICS B PYCCKOM JIMHTBOKYIIb-
TypHOM TipocTpancTBe B 1992 1, a B 2006 1. Ob1T 3aKperyieH B 3akoHoaaTenscTBe. Cam ¢akT omnpe-
JeTICHHSI COLIMATBHOM PEeKJIaMbl B 3aKOHOJATEIICTBE TOBOPUT O TOM, UYTO OHA MPEX/IE BCETO HAXO-
JUTCS Ha CIYy>XOe HHTEPECOB roCyNapcTBa, U JeNaeT €€ «MHCTUTYIIUOHATM3UPOBAHHOW [4].

UYro kacaeTcsi ppaHIly3CKOTO JMHTBOKYJIBTYPHOTO IPOCTPAHCTBA, OMPEACIICHHUS COLIHATbHON
peKJIamMbl B MPABOBBIX TEKCTaX Mbl HE OOHAPYKUIU. MBI OTMETHIIM HECKOJIBKO CHMHOHUMHYHBIX
TEPMUHOB, OIpENeIeHUs] KOTOPHIM JaeTcs B cJoBapsAxX M paboTax uccienoBareneid B obnactu
JIMHTBUCTUKHU W pekiambl [5; 6]. Hambonee pacnpocTpaHEHHBIMH W3 HHUX SIBISIOTCS publicité
sociale, publicité sociétale, a Taxxe publicité d’intérét général. B onpeneneHusx 3Tux TEPMHUHOB
OTCYTCTBYET OTCBIIKAa K MHTepecaM rocyaapctsa. K npumepy, publicité sociale onpenensiercs: Kak
«Publicité faite en faveur d'ceuvres humanitaires ou charitables» (pexiama B monb3y ryMaHuTap-
HBIX Wi 61arorsoputenbHbix aenl) [5]. Tepmun intérét général umeer onpenenenne «Conception
de ce qui est bénéfique a 1'ensemble des membres d'une communauté» (0oco3HaHue TOro, 4TO MO-
JIE3HO BCEM ujieHaM cooO1ecTsa) [7].

[IpunararensHoe social (coyuanvbHbili B OCHOBHOM CBOEM 3HAYCHUH) C TTOSIBICHHUEM COLHAITb-
HBIX cerell (ppaHi. réseaux sociaux) M pacIpOCTPaHEHHUEM PEKJIaMbl IOCPEICTBOM 3TOrO Ipo-
CTpaHCTBa, B codeTaHuu publicité sociale cTamo WCTOIB30BATHCSA JIsi 0O003HAYCHUS PEKIAMBI,
TpaHCIMPYEMON Yepe3 COLMalIbHbIE CETH, T. €. IPOU3O0IILIO CBOETO POAA «CMEIIECHUE 3HAUYCHUs
npunararenpHoro [8]. Bmecre ¢ TeM mapa mpwiiaratenbHbBIX social/sociétal (sociétal — obwe-
CMBEeHHbIl, UMeIoWUll OmHouweHue K obujecmgy) B COYETaHHUU C JIEKCeMOW cause (cause
sociale/sociétale) 0603HaUaeT COIMATBLHO/OOIECTBEHHO TMOJIE3HOE JIe10. 3HAYUMBIM IPUMEPOM
TaKOTo OOIIECTBEHHO IMoyie3HOro nena ciuyxut Grande Cause Nationale (HanmonansHbIi TipHo-
putet). [Tomo6HOo poccuiickum «HanmoHaIbHBIM TPOEKTaM, B 3TOM CITy4ae HHULIUATHBA UCXOIUT
ot rocynapcra. OgHako B Poccun KOHTpOIIb MX UCIIOIHEHMSI OCYILIECTBIISIET rocyaapcTso [9]. Bo
Opannun xe Grande Cause Nationale BbIOUpaeTcs €XerogHO, OOBSIBISETCS MPEMbEP-MUHH-
CTPOM, IIPH 3TOM POJIb TOCYapCTBa CBOJIUTCS K MPEIOCTABICHUIO OECIIaTHOW PEeKJIaMbl U pac-
MIPOCTPaHEHUIO MH(POPMAIIMHY, a caMa MHULMATHBA pealln3yeTcs acCOLMAIUIMU WM HEKOMMepUec-
KHUMH OpraHU3alUsIMU.

WnTepecHo cpaBHEHUE PPaHIy3CKOTO YCTOMYMBOTO COUETaHUs campagne de sensibilisation
U €T0 PYCCKOTO SKBUBAJICHTA PA3bACHUMENbHASA KAMNAHUA/ 00U eC8EeHHO-UHPOPMAYUOHHASA KAM-

1 351eck u nanee nepeson Ham.
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nauus, a Tak)kKe OJHOKOPEHHOTO IJ1aroia sensibiliser n ero SKBUBAJIEHTA pA3bACHANb, UCTIONb3Yye-
MOTO B KOHTEKCTE COI[MAIIbHOM pekyiaMbl. Ha Haml B3I, B 3TUX JIEKCEMaX COAEP>KUTCS TITyOHH-
HOE pa3lInyue B BOCIPUSITHH BO3JIEHCTBUS COIMAILHON PEKJIaMbl B POCCUHUCKOM U (PPaHITy3CKOM
obmectBe. CnoBocoueranue sensibiliser a un probléme Ha npakTUKe 0OBIYHO TEPEBOAUTCS Kak
npueieKkams 6HUMAaHue K npoobreme 100 KaK UHGOpMUposams o cyuecmseosanuu npooiemvl, T. €.
B PYCCKOM BapHaHTE aKIICHT JieJaeTcs Ha MHGOPMUPOBAHHOCTH, 3HAHUH. Ecu ke 3arisiHyTh BO
(dbpaHITy3CKHil TOJIKOBBIN CJIOBapb, JJIA Tnaroyia sensibiliser MpUBOAUTCS OIpeaeiieHue rendre
sensible a gch (cnenarb 4YyBCTBUTEIBHBIM, BOCIpUUMUYNBHIM) [ 10], crieoBarensHO, HA IEPBOE Me-
CTO BBIXOJIUT HE 3HAHUE, a YyBCTBO, SMOLIMOHATIBHBIN OTKINK Ha pobiemy. TepMuHbI «uH(OPMU-
pOBaHUE», «Pa3bSICHUTEIbHAS KaMIIaHUS», IPUHATHIE B PYCCKOM TEPMUHOJIOTHH COLMATIBHON pe-
KJIaMbl, HCCOMHEHHO, ONnxke K aHnmiickon Public Awareness Campaign (kamranus mo uHdop-
MHUPOBaHHUIO OOIIECTBEHHOCTH ), TIIE awareness — the mental state of knowing about something [11]
(cocrosiHME pa3zyMa, XapaKTepU3yoIleecs 3HAHHEM O YeM-JIH00).

Takum 00pa3oM, MPUCTyMask K CPABHUTEILHOMY HCCIEIOBAHUIO AUCKYpCa COIMATBHON pe-
KJIAMBI, MBI MOXKEM TPEIIOI0KUTh, YTO (PPAHIY3CKHE TEKCTHI B COYETAaHUU C HEBEpOATHHBIMU
KOMITOHEHTaMH B OOJIbIIEH CTENEHHU HaIlpaBlIEHbl Ha AMOLMOHAIILHOE BO3JEHCTBUE, B TO BpeMs
KaK B PYCCKOM JIMHTBOKYJIBTYPHOM MPOCTPAHCTBE TUCKYPC COI[MATIbHON peKJIaMbl IpeIHa3HauEH
JUIS pa3bsiCHEHHsI TOCYapCTBEHHBIX 3a/1au.

AHann3 TEMaTUKU COLIMAIBLHOM PEeKIaMbl — €11l OAMH Ba)KHBI MOMEHT MU3y4YEHUS €€ JTMHTBO-
KYJIBTYPHOH crieliu(UKH, TOCKOJIIBKY OH IO3BOJISIET BBISIBUTH MPOOJIEMBI OOIIECTBA U €T0 OCHOB-
HBIC OPUCHTHUPBI.

CornmanbHas pekiiama, Kak u Jirodast qpyras, SBIsSETCS OTpakeHUEM IIEHHOCTEH 001ecTBa, B
KOTOpOM OHa co3naetcs. Ee 3amaueii sBrsiercss popmMupoBaHue 00IIECTBEHHOTO MHCHHUSI, TPAHCITH-
poBaHME coLMaIbHBIX HOpM. MccnenoBanre TEKCTOB POCCUHCKUX U (PPaHILy3CKUX CJIOTAHOB CO-
[MaJIbHON PEeKJIaMbl MIOKa3aJl0, YTO Haubosee akTyaJTbHBIMU TEMaMU SIBIISIFOTCSL:

1. bezonacnocmsb 00podcno2o 08udicenus. ITa TeMa CTaOMIBHO 3aHUMAET JIMJUPYIOIIHE T10-
3UIMH, TIOCKOJIBKY OTPa)kaeT CEPhE3HYI0 MpoOJieMy aBapuHHOCTH Ha jgoporax. Poccuiickue pe-
KJIaMHBI€ TEKCThI HAIIPABIIECHBI HA COOTIOCHHE TTPABIII JJOPOKHOTO ABMKEHHUS Kak B 1emoM: «Co-
omomaiite I1/1J1 1 MOMHUTE BCEra: JKM3Hb BEJIHKOJICIHA U TOJILKO OIHA!», TaK U B OTIACIbHBIX
cdepax: «3a KaxIbIM 3HAKOM — KUBBIEC Jonu. Bonurenb, oOpaiiali BHUMaHUE Ha MEIIEXOJHbIC
nepexoaby, «Beidbupaii, Kyna mocaauth pedeHKay (COMPOBOXKIAETCS N300paKECHHEM aBTOMOOMITb-
HOTO ¥ MHBAJIMJIHOTO Kpecel).

@®paHIy3cKoe 00IIECTBO TaK)Ke 0OECIIOKOCHO CUTYallMel Ha TOpOTax, U 3/1eCh IJIaBEHCTBYIOT
JIB€ TEMbI: HEBHUMATEIBHOCThH (HMCIIOJIb30BaHuE TeledoHa BO BpeMs BOXKICHHS) U OIaCHOE MOBe-
JeHrue My>X4uH 3a pysieM. [locnennue no crarucruke yarie Bcero ruoHyT B JITII. [{ns Hux omac-
HOE BOXKJIEHHE — TIOBOJ MPOAEMOHCTPUPOBATH CBOE MPEUMYIIECTBO MEpe] >KEHIIMHAMH, U BO
@pannuu pacnpoctpaneH ciorad «Homme au volant, danger/mort au tournant»y (Myx4nHa 3a
pylieM — OacHOCTh/CMEPTh Ha MOBOpoTe). Kak BUINM, COIMANBHON pekiiaMme, CBSI3aHHOM ¢ TIOBe-
JICHHEM Ha JIOpOTax, CBOMCTBEHEH TeHIEPHBIN MOITEKCT, B HEH CyIIeCTBUTEIbHBIC homme, femme
MPUOOPETAIOT CHMBOJIMYECKOE 3HAYCHHE, CTAHOBSACH CHMBOJIAMH OTIACHOT0/0€30MacHOTO BOXK/IE-
Hus. Tak, HECKOJIBKO MPOBOKAMOHHBIN cioradn «Conduisez comme une femme» (Bemute ma-
LIMHY, KaK >KeHIIIMHA) COAEP>KUT MPU3BIB K O€30MacHOMY BOXkAeHUI0. OHAKO IS SCHOCTH OH J10-
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nojHsaeTcs oobacHenneM «Conduire comme une femme veut dire une seule chose, rester en viey
(Boauth mamuHy, Kak jKEHIIMHA, 03HA4aeT TOJIBKO OJHO — OCTAaThCs B XKHUBBIX). Takum oOpaszom,
HECMOTPsI Ha CXOJICTBO OOIIE TeMaTHKu, BUIEHUE MPOOIEMBI CYIIECTBEHHO OTIUYACTCS B PyC-
CKOM ¥ (ppaHIly3CKOM JIMHTBOKYJIBTYPHOM MPOCTPAHCTBE.

2. 300posuiii 0bpas xcuznu. Pexnama, mponarasaupyrolas 310poBoe nutanue: «KupHoe —
HE MOXET OBITh 310pOBbIM. OKUPEHHE — 3TO CMEPTEIHHO OMacHast 00JIE3HbY» U 3aHATUS CIIOPTOM:
«IToarstHUCk. 3aiiMuck ciopToM. byae Giirke kK MedTe» — CTAHOBUTCS Bee O0Jiee pacIipoCTpaHEH-
HOM1 B mocneanue ronpl B Poccun. @paniry3ckas couuaibHas peKiama TakKe MPU3bIBACT K 310pO-
BOMY 00pazy wu3Hu, Bo @pannuu aeiicTByeT nporpamma «Manger — bouger» (€CTh — IBUTATHCH),
1 KaXabId (paHIly3 ¢ AETCTBA 3HAET, YTO HY)KHO CheJaTh 5 OBOIICH U GPYKTOB B JieHb. OaHAKO
YAOBIETBOPEHHUE 3TOM 6a30BOIM MOTPEOHOCTH CTAHOBUTCSI HEBO3MOXKHBIM H3-3a JIPYTUX COLIUAIIb-
HBIX Tpo0JIeM: BBICOKHE IIeHbI Ha xuiibe («Si tant d’enfants ne mangent pas 5 fruits et Iégumes par
jour, c’est aussi un probléme de logement» (Ecnu cTonbko gereit He chenaroT 5 GpyKTOB U OBOLIEH
B JICHb, ITO TAKKe IIPOOIIEMa KIIIbsI)) HIIM Ha CaMU (PPYKTHI ¥ OBOIIU: HAIIPUMED, B BUACOPOIHKE,
MOCBSIIIICHHOM JIOPOTOBU3HE ()PYKTOB, /IEBOYKA CIPAIINBACT Y MaMbl, C KAKOTO BO3pacTa JIETIM
noytaratotcst PpykThI, a pekiiamMa 3akaHunBaeTcs Gppa3oit «La vie de devrait pas coliter aussi cher »
(’Ku3Hb HE TOIDKHA CTOUTH Tak q0poro). CiaenoBarenbHO, 310POBOE MMUTAHUE CYUTACTCS HOPMOM,
IS AOCTHKEHHSI KOTOPOil TpebyeTcs peluTh psj COLHAlbHBIX MpobiaeM. UTo KacaeTcsi KOMIO-
HeHTa bouger (nBuxeHus), B 2024 1. mox srupoit Onumnuiickux urp B [laprke, mpaBUTEIBCTBO
@panuuu o0bsIBIIO OOIIeHAIMOHANbHYIO 3anauy (Grande Cause Nationale) «Batir la nation
sportive» (Co3mars 310pOBYIO HaIMIO). B paMKax 3TOro mpoekTa MOBCIOIY MOKHO OBUIO YBHIIETh
cioran «Bouge chaque jour» (/lBuraiicst KaXXIblif IeHb) TE MEPBBIC ABE OYKBBI «IIEPETLICTATHCH)
¢ mudpoit 30, koTopas 0603HAYAIa MUHUMAIHHOE BpeMsl aKTUBHOCTU B JIeHb: 30 MHHYT. DTOT
CJIOTaH SIBJISIETCS TOKA3aTeIbLCTBOM JIFOOBU (hpaHITy30B K TOUYHBIM U paMm.

3. bopwba c 3asucumocmamu. B paMkax mporaraajibl 310pOBOro o0pasza *KH3HU OTIEIbHO
BBIJIETISIETCS peKiiama, HalpapiieHHas Ha 00pb0y C aJIKOroIM3MOM, HapKOMaHHUeH U IpYyruMH 3aBH-
cumocTsMu: «CKakl HET HapKOTHKaM, CKaKU HET cmeptuy, «Ilei, kypu! EcTtecTBeHHBIN 0TOOD
YK€ Hauary.

Bo ¢dpaniry3ckoii coransHON pekiiame, MPU3bIBAIOIICH 0TKAa3aThCsl OT BPEIHBIX MPHUBBIYEK (B
YaCTHOCTH, OT KypEHHsS) MOXXHO OTMETUTH JIBE paHee YIOMSHYThIE TCHJCHIIMU: BO-TIEPBBIX, WX
CTPacTh K TOUYHBIM II()pam, BO-BTOPBIX — OKA3aTh CBS3b KYPEHUS C APYTUMH IIPOOIEMaMU COITIYMa:
«Votre avion a 1 chance sur 4 de s'écraser, vous montez? Cancer du poumon 1 chance sur 4. Vous
fumez?» (Y Bamero camonera 1 mranc u3 4 pa3outbes, Bol csanete? Pak nerkoro — 1 manc u3 4 — Bbl
Kypute?). 3Has crpemiieHne (PpaHIyKEHOK K paBHOIIPABUIO U MPUCTPACTHE K CUTapeTe KakK K CUM-
BOJTy 0CBOOOX 1eHus, cioraH «L’industrie du tabac n’a jamais voulu d’une femme libre» (MuagycTpun
Tabaka HUKOTJIA HE HY)KHA ObliIa CBOOOIHAS JKEHINMHA) MTPU3BIBAECT HE OTOXKIIECTBIISITH CBOOOTHYIO
KEHIIMHY U KeHIIUHY ¢ curaperoit. «40 % — C’est la proportion de déchets liés aux mégots en Mé-
diterranée. 12 ans — C’est le temps qu’il faut qu’un mégot se décompose» (40 % — 3T0 POIIEHTHOE
COOTHOIIIEHHE OKYPKOB K Mycopy B Cpeam3eMHOM Mope, a 12 1ieT — 3To BpeMsi, 32 KOTOPOe OKYPOK
pasaraercs), 311eCh PUBOAATCS TOYHBIE UG PHI, U KYpEHUE CBA3BIBACTCS C MPOOIEMOI SKOJIOTHH.

4. lemocpaghuueckue unuyuamugul. Ilogaepxka ceMbi, MATEPUHCTBA U IETCTBA TAKXKE SBIIS-
€TCSl BAXKHOW TEMOH B POCCHHCKOM COIIMOKYJIETYPHOM MPOCTPAHCTBE, OTpaxkaromel nemorpadu-
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YeCKHe BbI30BbI, CTOSIIHUE NEepe]] CTpaHoil: «JI100s1as ceMbsi — cCHacTIIMBBIE JIETH — Jiydliee Oyny-
miee Poccuu! JlroOute u Oeperute nereit — oHU Balle cyacTiuBoe Oyaymiee!», «MHOroaeTHas ce-
Mbs — Oyayiee cTpanb». MOXKHO 3aMETUTh, YTO POCCUICKAs COLMANbHAs peKjiamMa ceMbU o0pa-
IIeHa K OynymemMy: ceMbsl, CTpaHa, CIacTIuBOE Oyaylee.

®paHIiry3ckoe 00IIECTBO U3BECTHO HEKOTOPOM CBOOOION B CEMEMHBIX OTHOMICHUX. [ToMrmo
TPaIUuIIMOHHON ceMbH, BO DpaHIIUU paclipOCTPAHEHbI CEMbH C OTHUM POIUTENIEM, CBOJHbBIE CEMBH,
oxHoronbie Opaku. OHAKO, cOMTacHO omnpocaM (paHiry3oB [12], ceMbst B caMOM HIMPOKOM CBOEM
3HAUYEHUH OCTAETCS TEM CaMbIM MECTOM, IJI€ YeIOBEK UyBCTBYET ceOsl 3aluileHHbIM. M3BecTHa ce-
pust peknambl «La famille c'est sacré» (Cembsi — 3TO CBATOE), B KOTOPOI B FOMOPHUCTHIECKOH (hopme
MIPENICTABJICHBI CaMble Pa3JIMYHbBIE THUITBI CEMEHHBIX oTHomeHul: «— Comme disent mon papa, ma
maman et la troisieme femme de mon papa: la famille c¢’est sacré» (Kak roBoput Mol nama, Most
Mama U TPEThsI ’KEHA MOETO MaIbl, CEMbS — 3TO CBATOE). Kpome Toro, BaXKHOM TeMOM SBIISETCS MPH-
emHas ceMbs (famille d’accueil), mpudeM He TONBKO JUTS IETEW U MOAPOCTKOB, HO M JIJISl OTMHOKUX
MIOYKHWJIBIX JIFOZAEH (B IOCIIEHEM CITy4yae OJYEPKUBAECTCS BAXKHOCTh CBSA3H ITOKOJIEHUH, COXpaHEHHUs
3HAHMM, ONbITa U Tpaauimii). CylecTByeT, K IPUMEpY, CepHsl peKJIaMHBIX aHIll (ppaHITy3CKOM ac-
corranun «Petits-fils» (BHykn), Ha KOTOpBIX M300pa)K€HBI BMECTE MOJIOABIC M TIOXKUIIBIC JIFOIH.
KapTuHka conpoBoXk1aeTcsi TEKCTOM U3 ABYX MPENTIOKEHUH, B LIEHTPE KOTOPBIX HAXOAUTCS II1aroll
s’occuper (3aHUMAThCS 4eM-TTH00, 3a00TUThCs 0 KoM-T100): «Nathan S’OCCUPE tous les jours
avec plaisir de Pierre. Pierre SSOCCUPE d’enseigner le jazz a Nathany. ['maron s'occuper B couera-
HUU C OAYIIEBICHHBIM CYIIECTBUTENILHBIM UMEET 3HaYEHUE «3a00TUTHCS 0 KOM-T100». B3anMHOCTD
NeUCTBUI MOJUEPKUBACTCS TAKKE «TIEPEKPECTHHIMY» HCIOIb30BAHMEM UMEH MOJIOIOTO U MTOXKHIIOTO
yenoBeka (Haran 3ABOTUTCA o Ilsepe, a ITeep 3SABOTUTCSH o TOM, 4TOOBI HAy4UTH KAy
Harana). Takum 06pa3oM, IOKUJIbIE JIFOAU MTPECTABICHBI KaK XpaHUTENN 3HaHUHN, HaBBIKOB, KOTO-
PBIMH OHU MOTYT 00OTaTUTh MOJIOZIOE TIOKOJIEHHE B OOMEH Ha 3a00TYy.

C pa3HbIMH aKIICHTaMH MIPEJCTABICHA U TaKasl, Ka3ajioch Obl, yHUBEpPCATbHAS [ICHHOCTH, KaK
MaTepuHCTBO. Poccuiickas counanpHas pekiiaMa CTPEMUTCS MOATOJIKHYTh KEHIUH K POXKIECHUIO
JeTel, CO3/1aHuI0 MHOTOJIETHOM ceMbH, HeonyeHuto adopra [ 13]. Hanpumep, «Ctpane Hy>KHBI
BaIlld PeKOpAbI» (Ha (OHE MBETYIIeH KEHIIMHBI ¢ TpeMs neTbMu), «Cyactbe ObITh Mamoil. Co-
XpaHu OepeMeHHOCTb». Bo (hpaHIly3CcKoil e colmanbHOM pekiiame, BO-TIepBhIX, BHUMAHUE Y/e-
JIieTCS KaK MaTepUHCTBY, TaK M OTIIOBCTBY, MOJAYEPKUBAsi PABEHCTBO IMPaB MYXYHUH U KEHIIUH
«Maternité — Paternité — Parité» (MarepurcTBo — OTIIOBCTBO — PaBEHCTBO), @ BO-BTOPBIX, YTBEP-
KIACTCS TIPABO JKEHIITUH UMETh BBIOOpP POIUTh peOeHKa WK crenarh abopt «L’avortement est un
droit, et c’est moi qui choisis» (AGOpT — 3TO TIpaBo, U BEIOOP 32 MHOK).

5. Dxonoeus u 3awuma oxpysicaroweti cpedwvl. XOTs 3Ta TEMa U HE CTOJIb AKTUBHO OTPaXKaCTCsI
B POCCHICKOM pekiiame, kak Bo dpaHiinm, oTHaKO B TIOCIIEIHEE BpEMsI OHA CTAHOBUTCS BCe Ooliee
aKTyaJdbHOW, YTO CBS3aHO C PACTYIIUM OCO3HAHHEM 3KOJIOTWUYECKHUX MIpobiem. B ormiuuume or
(bpaHITy3CcKOM COIMAIbLHON PEKIIaMbl, OXBaThIBAIOILEH PAa3HbBIC aCTIEKThI SKOJIOTHUECKUX ACHCTBUM,
poccuiickast colagbHasi peKiiaMa HarpasjieHa B OCHOBHOM Ha Mpo0sieMy Mycopa U 3arpsi3HeHHH
okpyxatomieit cpenbl: «[lo aTuM cnenam (oTrevYaTku ManbIeB, HOTH, PYKH) MOXXHO HAWTH YeJo-
Beka, a o takuM (Mmycop) — ceuHbio! HE COPU!» u GepexkHoe OTHOIIEHHE K TIpUpoe: «3amy-
Maiics, 3TO 3aBHCHUT OT Kaxkaoro u3 Hac. A ThI BeipacTui nepeBo, 4ToObI €ro JoMarh?».

DKOJIOTUYHOCTh, OEPEKHOE OTHOILIEHUE K MPUPOE, SKOHOMHOE MOTPeOIeHne aKTUBHO IPO-
narasjiupyercs Bo (hpaHIy3CKOM COLIMaIbHOM peKiiaMe: HallpuMep, CYIIECTBYET Liefiasi cepus Ijia-
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KaTOB, OCHOBaHHBIX HA U3BECTHBIX KaXAOMY (paHIly3y JIUTEPATYPHBIX MPOU3BEACHUSIX, CKa3KaxX
nnu OacHsx Jlapontena: «Maitre Corbeau ne laissera plus tomber son fromage» (Bopona Gosbiire
HE BBIPOHUT CBOM ChIp). II0CKONBKY ChIp — BaskHasi COCTaBIsIOMAs (ppaHIly3CKON KyIbTYpHI, JUIs
€ro MPUrOTOBJICHUS TPeOyeTCsl BpeMsi 1 MacTEpCTBO, OEPEKHOMY OTHOILIEHHIO K 3TOMY MPOAYKTY
4acTO MOCBAIICHBI pekiaMuble Marepuaisl: «Destinée du fromage périmé: 41 mois de fabrication
pour finir a la poubelle» (Cynp6a ucriopuenHoro ceipa: 41 Mecsi mpou3BOJCTBA, YTOOBI B UTOTE
MOTNacTh B MyCOPHOE BEPO).

[Ipomaranga Gepe’KHOTO OTHOIICHHSI KacaeTcsl HE TOJIBKO MPOIYKTOB NuTanwusl. JIromen npu-
3bIBAIOT HE BHIOpACHIBATh CTaphbI€ BEIIH, a 10 BO3MOKHOCTH PEMOHTHUPOBATH MX, MEHATHCSA MU,
MTOBTOPHO MCIIOJIB30BaTh, YTOOBI HE TOKYNaTh HOBBIE: «Tes nouveaux outils n’ont pas besoin d’étre
neufs» (TBou HOBbIE HHCTPYMEHTHI HE 00SI3aTEIBHO JIOJDKHBI OBITh HOBBIMH). DTOT CJIOTaH CTPO-
UTCsl HA TIPOTUBOIIOCTABICHUH 3HAYCHUH MTpUJIararelbHbIX nouveau (HOBBIM A oOnagarens, HO
MOT OBITh YK€ KEM-TO HCIIOJIb30BaHHbIN) U neuf (HOBBIH, TOIBKO YTO CHIETaHHBIN U elle He ObUI B
ynotpebnernn). Takum 00pa3zoM, MOJ0OHO MPEABITYIIUM TeMaM, podIemMa 3KOJIOTHH BO (paH-
I[y3CKOM JIMHT'BOKYJIETYPHOM IIPOCTPAHCTBE CYIIECTBYET HE B OJJMHOUKY, HO CBA3aHa C poOIeMoii
Ype3MEpPHOT0 TOTPEOJICHUSI, CBOMCTBEHHOW (hpaHITy3CKOMY OOIIECTBY, KOTOPOE CETOIHS CTpe-
MUTCSI OEPEKHO OTHOCUTHCS K OKPYXKAIOLIEMY MUDY.

6. Coyuanvroe nogedenue u pasercmeo. Tema paBHOIPABUS KEHIIUH, KaK Mbl yXe OTMe-
YaJu, JOCTAaTOYHO IIMPOKO MPEACTaBIeHa BO (paHIly3CKOW colnaabHOM pekiiame. Hampumep, B
pexnamHoM ciorae: «Droits de I’homme humains pour tou-tes-s» (UenoBedeckue mpasa yelno-
BEKa JJIS BCEX) MPUCYTCTBYIOT JIBA MHTEPECHBIX MOMEHTA: BMECTO 3a4EPKHYTOTO CYLICCTBUTEIb-
HOTO homme, KOTOPOE UMEET 3HAYCHUE Uel068eK U MYHCuuHa BBOAUTCS TpHIIAraTeabHoe humain
(uenoBeyecKkuii), He UMEIOIIEe TeHACPHON COOTHECEeHHOCTU. Kpome Toro, HCromb3yeTcst HHKITIO-
3UBHOE MHUCHMO ((hpopmMa 3KEHCKOTO pojia MHOKECTBEHHOTO YMCiIa MPUIIararelbHOro foutes), OA-
YEepKHUBAIOIIEe «BKIIOUEHHOCTHY KEHILIUH B IIPaBOBOE IOJIE.

B poccuiickoii conuanbHOM pekaame, o IPU3HAHUIO crienuaaucToB [14], mpobiema paBHO-
MpaBHUsl MY>KYMH U KEHILIUH HE 3aTparuBaeTcs HACcTONbKO 4acTo. OIHAKO Mbl 3aMETHIIH, YTO Kak
BO (DpaHITy3CKOM, TaK M POCCUKCKOM COLMATBLHON peKiaMe MOJTHUMAIOTCS TEMbI JJOMAITHETO HACH-
nusi. B OTHOIIEHUH 3TOM TEMaTUKU peKJIaMHBIE CIIOTaHbl 00X KYIBTYP COJHAAPHBI, IPU3bIBAs
KEHIIMHY HE MOJIYarh, IpUYeM B 00EUX KyJIbTypaxX HCIONIb3YIOTCS CYLIECTBYIOIINE BEKaMH CTe-
peotunsl. Hanpumep, ¢paniry3ckas counaibHas pekiiama HCIoIb3yeT B KayeCTBE CIOraHa OTpPhI-
BOK M3 KJIATBBI HOBOOpaYHBIX MpU BeHUaHHH «Jusqu’ a ce que la mort nous sépare» (IToka cmepth
HE pa3Iy4yuT Hac) Ha ¢oHe GoTorpaduu HEBECTHI C CHHSAKaMH Ha juIle. Poccuiickas cepust miiaka-
TOB «MBICIIM MO-HOBOMY», TOCBAILIECHHAs 3TON TEMaTUKe, COAEPKUT M3MEHEHHBbIE MOTOBOPKU
«Crepnutcs — pa3noourcs», «Muible OpaHsITCs — yKe HE TOJIBKO TEIIaTCs».

HHTepecHbIMHI pUMepaMH peKJIaMHBIX CIIOTaHOB MPEACTaBlIeHA TEMAaTHKa KOPPEKTHOTO TI0-
BE/ICHUS B TOPOACKOM TpaHCIIOpTE. YpaBiieHue napmxkckoro Tpancnopra (RATP) coznano ceputo
IUTaKaTOB, KOTOPbIE B IOMOPHCTUYECKOH (hopMe 00palaroT BHUMaHHUE Ha MPOSIBIICHUS] HEKOPPEKT-
HOTO TOBE/ICHUS B TPAHCIIOPTE: HEBEXIINBOE oOpalieHne K Boautento «Jean-Luc a un prénom. Ce
n’est donc pas la peine de la traiter de tous les noms» (Y XKan-Jltoka ectb ums. [lostomy He cie-
JyeT Ha3bIBaTh €r0 BCEMU UMEHAMHU ), TPOMKHE Pa3roBOpPHI 10 Tele(oHy B 00111eCTBEHHOM TpaHC-
nopte «19.03. La France apprend que Séverine a prévu des lasagnes pour ce soir. C’est le chocy»
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(19.03. ®pannus y3Haet, uto y CeBeprHBI CETOIHS Ha Y)KHH J1a3aHbs. ITo0 MoK ). Cpenu mpuMepoB
POCCHICKOI COLIMAIbHON PEKIIaMbl, MO)KHO OTMETUTh MOCKOBCKYIO cepHuio «B Moux mpaBuiax»
CO 3HAMEHUTOCTAMU: «B MouX mpaBuiax CHUMATh prok3ak B Tpannopre. Jlennc Kocskos, akrepy,
«B Moux mpaBmiiax OBITH BEXJIHMBOM B TpaHcnopre. Bukropus JlonbeipeBa», «B Moux mpaBuiax
yCcTymnarb Mecta B Tpancnopte. Anekcanap [lerpos, akrepy.

[IpencraBieHHBIC TEMATUKH SIBISTFOTCS PE00IaIAalONTUMHU U 00YCIIOBIMBAIOTCS COIMABLHOM
3HAaYMMOCTBIO MPEJICTABICHHBIX B HUX 3a7a4d. OAHaKo, B OTJIMYKE OT 3alaJHOi MOJeNH, TAe Oc-
HOBHBIMHU JipaiiBepamu BbicTynatoT HKO u kommepueckue 6penasl, B Poccuu oxono 67 % comu-
aITBHOM peKJIaMbl HHUITUUPYETCS U (UHAHCHUPYETCS TOCYIapPCTBEHHBIMHU CTpYKTypamu [15]. OT1o
CO3J1aeT OMPEIeNICHHBIN TOH U HANPaBICHHOCTH, BhIpaXKarorecs B MpeodiaiaHuu rocyaapCcTBeH-
HBIX MHUIMATUB U JeNas aKTyaJlbHbIMUA TEeMbl COLUAIBHONW CTAaOUILHOCTH, TPAIUIIMOHHBIX ICH-
HocTel u narpuotusma: «EnuncTBenHas. S mobmro cBoto ctpany», «1941-1945: xuBeM u nom-
HuM», «IIyremectByit no Poccun. Cmotpu! I'opaucs! 3anomunaii!».

@paHniry3ckas colMaibHas pekjama, B CBOIO O4epe/ib, JEMOHCTPHPYET OJIU30CTh ¢ KOMMEp-
YeCKOM pexsiaMoii: MHOTHE OpeH bl IPUBIIEKAIOT MOTpeOUTENeH HE TOIBKO KaYeCTBOM U pa3HO00-
pasueM ToBapa, HO U «IPUOOILIEHHEM» TOTPEOUTENS K MOJIE3HOW MHUIIMATUBE UITU MOAJIEPKaHUIO
IIeHHOCcTel obmecTBa. Hampumep, mpaktuyecku Kakas GpaHiry3ckas KOMIIaHUs OEpeT CoIratb-
HbIe o0s3arennscTBa (engagement social). CymecTByeT Takxke noustue Responsabilité Sociétale
des Entreprises (RSE) (commanbHas OTBETCTBEHHOCTh kKommaHuii). Hampumep, dpaniry3ckuii
openn kpacotrel Chanel oOpaimaeT BHUMaHHe Ha BOMPOCHI dKojoruu (développement durable,
circularité — MUPKYISPHOCTD, MO3BOJISIONIAs COKPATUTh YITICPOIHBIH CIeNT), COXpaHEHUE YeJIOBe-
YECKOT0 IOCTOMHCTBA (dignité), a TaKKe 3alMTy MpaB KeHIUH. IHTepecHOi 0COOEHHOCTHIO 3THX
KaMIMaHU# SIBISETCS MPEUENEeHTHOCTh, IIUTUPOBAHUE TEKCTOB, IIMPOKO M3BECTHBIX HOCHUTEISIM
(dbpaHITy3cKO# KyIbTyphl. Tak, Ha CTpaHUIIE, TOCBAIIEHHON CBOCH COIIMAIbHOW MUCCUH, KOMIIAHUS
Chanel npuoaut nurary ['abpuane [lanens: «Je veux étre de ce qui va arriver» (S xoay ObITh
MPUYACTHOM K TOMY, 4TO mpousoneT) [16], Bruieras ¢pumocoduto co3gareabHAIBI OpeHa B CO-
BPEMEHHBIN KOHTEKCT COLUATIbHBIX 00s13aTEIbCTB.

Jpyrue OpeHIbl Takke aKTUBHO HCIONB3YIOT UIEH COITMAIBHBIX 0053aTeNbCTB, MpHUTIaIias
CBOMX KIIMEHTOB Y4aCcTBOBAaTh B TIOJIC3HOM JIeJIe, WM Mpeiarasi pelieHie aKTyallbHbBIX MPOOIeM.
Hanpumep, Bcemupno uzBectHast pupma L'Oréal BEICTYnaeT IpoTHB CEKCyallbHBIX JOMOTATEIIbCTB
¥ OTCTAaMWBAaECT MPABO KECHINUH OBITh MPUBJICKATEIBHBIMU. BpEeH]T 3aIMyCTHIT KaMITaHUIO TTO/T Ha3Ba-
HueM «Elles I’ont bien mérité» (OHM 3TOTO 3aCTyXHUITH), TOBOPS. O TOM, YTO KCHIIUHBI, SKOOBI,
«3aCIyKUJIN» JOMOTaTeNbCTB, MOCKOIBbKY BBIIVISIIAT MPUBJIEKaTeNbHO. B 3TOM (hpaze nerko y3Ha-
etcs npyroii cioran L’Oréal: «Parce que je le vaux bien» (S aToro qoctoiina), B KOTOPOM, OJTHAKO,
BMECTO BOCXMIIEHHOTO BbICKa3bIBaHUS (e vaux — sl JOCTOMHA) UCIONB3YETCsI CBOETO poja 0OBU-
HeHue (IJIaroil mériter MOXKET HCIIOJIb30BATHCS KaK B MOJIOKUTEIBHOM, TaK U B OTPHUIATEIHLHOM
KOHTEKCTE: «3aCIYHUTh)» MOXKHO KaK IMOXBaJly, TAK U HaKa3aHUE).

B 1ie510M B pOCCHIICKON COLIMAJIBHOM PEKJIAME CTOMT OTMETUTh TAK)KE SIBHO BBIPAKEHHYIO aIlell-
JSIUIO K KOJUIGKTUBHBIM LIEHHOCTAM. B Hell 3HAUMTENbHO Yalle UCIOJb3YIOTCS KOHUENThI «MbD»,
«BMECTE», «EIMHCTBO»: «MBbI BMecTe», «BMmecte — Mbl cwiiay, «B enuHcTBe — cuiiay, «Haponos
MHOTO — CTpaHa ofiHay, «[loka MbI eIlMHBI — MBI HETIOOEAUMBI», «Bce y Hac momyuuTcs!», Torna Kak
(bpaHily3cKie aHaJOTH JIeNaloT YHOop Ha MpaBa, JUYHYI0 OTBETCTBEHHOCTh U MHIUBUIYaTbHBIN
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BBIOOpP: «Ma jupe n’est pas une invitation» (Most 100ka He sBJIsIeTCS MpUTTIalIeHneM), «Le progres
c’est moi» (IIporpecc — ato ), «Je suis étudiante en souffrance, j’appelle ... ou je télécharge
I’application ...» (S cTyneHnTKa B JeNpecCHH, 5 3BOHIO. .. WM 51 CKAYMBAIO MIPHUIIOKEHHE. .. ).

3axumouenue. CpaBHUTEIBHBIN aHATN3 TEPMUHOJIOTHH, TEMATUKH U SI3BIKOBBIX 0COOCHHOCTEH
POCCHICKON M (PpaHIly3CKON COILMATBbHOW pPEKIaMbl MPOAEMOHCTPHPOBAN, YTO 3TH KOMIIOHEHTHI
JCUCTBUTENHHO SIBIISTIOTCS. MApKEePaMHU JIMHT BOKYJIETYPHOTO IPOCTPAHCTBA, TEKCThI COIMATLHON pe-
KJIaMbl XapaKTEPU3YIOTCS TECHOM CBS3BIO S3BIKOBBIX CPENICTB U KYJIBTYPHBIX KOJIOB, IEpENalOLIIX
[IEHHOCTH, CIICIIM(PUIHBIC TSI KOHKPETHOTO OOIIECTBA, @ TAK)KE 0COOBIE CITIOCOOBI UX IOHECEHHUS JI0
LIETIEBOM ayTUTOPUH.

AHalM3 TeMaTUKHA TEKCTOB COIMAIBHOU pekiambl Bo @paHnmu U B Poccuu BBIABIII Kak 00-
€ YEePThI, TAK U CYLIECTBEHHBIE Pa3INyusl, 00YCIOBICHHBIE COLUOKYIHTYPHBIMA KOHTEKCTAMHU.
Bo ®paniuu akieHT aenaercs Ha UHANBUIYAIbHON OTBETCTBEHHOCTH, IIPAaBaxX YeJI0BEKA, PAaBHO-
MIPaBUH U SKOJIOTUYECKOH CO3HATEITFHOCTH YaCTO C UCTIOIH30BAHUEM FOMOPA U KYJIBTYPHBIX KOJIOB.
@paHIy3CKOMY TUCKYPCY COLUAIbHOM PEKJIaMbl CBOMCTBEHEH SIPKO BBIPAXKEHHBIN I€HACPHBIN ac-
TMIEKT, OH aleJUIMpyeT K udpam U IeTansiM, BHUMATENIeH K WHINBUIYAIbHBIM 0COOCHHOCTSIM, pas3-
HOOOPAa3HI0, XapaKTepU3yeTCsl CTPEMIICHUEM K U3bICKAHHOCTHU, KypTYa3HOCTH.

Poccuiickasi conuanbHasi pekjama, HalpOTUB, OOJbIlIE OPUEHTHPOBAHA HAa KOJUIEKTHBHBIE
LEHHOCTH, MaTPUOTU3M U TOCYIapCTBEHHbIC MHUIIUATUBBL, TOAYEPKUBas BAXKHOCTh CEMbU, TPAIH-
AN ¥ COIMANTBHOM CTAOMIBHOCTH. Psim Temaruk (6e30macHOCTh Ha gopore, 6opb0da ¢ 3aBHCUMO-
CTSIMH ) aKTyaJIeH JJIs1 O0EHX CTpaH, HO MOJXO/IbI K PEIICHUIO TTPOOJIEM U CaMO BUACHHUE TTPOOIEMbI
pa3IMYaoTCs.

OpaHIly3cKas colnMalibHas PeKIaMa 4acTo CBsi3aHA ¢ KOMMEPUYECKHUMH OpeHIIaMH, KOTOphIS
MOJACPKUBAIOT COIIUATBHBIE HHUIIMATUBEI, B TO BpeMs Kak B Poccuu TOMHHHPYET TOCYIapCTBEeH-
HOe (PMHAHCHPOBAHUE.

Bce aTu paznuuust oTpaxkaroT pa3Hble MPUOPUTETHI U LIEHHOCTH, CYILIECTBYIOIINE B JIByX 00-
IIECTBAX, U MOAYEPKUBAIOT BAXKHOCTh yUeTa KyJIbTYpPHOT0 KOHTEKCTA MPH co3/1aHuu 3(hHEeKTUBHOMN
COIIMAJIBHOM pEKJIaMBbl.
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