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B craTbe mpeacTaBieHbl KOHTEHT-aHAIN3 HAPYKHOM pPEKIaMbl KPYITHOTO MPOMBIIICHHOTO TOPOAa
(na marepuane [lepmu), a Taxke BOCHPUATHE PEKIAMHOTO TEKCTa TOPOKAHAMH B 3aBHCUMOCTH OT KOMM Y-
HUKaTUBHOW cTpaTeruu. Y CTaHOBIIEHO, uTo 88,8 % HapyKHOH pekiiambl sBisieTcsi kommepueckoi; 11,2 %
COCTaBJISCT collnanbHas pekinama. bonee 70 % colMaibHON peKaMbl HANPaBICHO Ha NPOGUIAKTUKY HAP-
kotuzanuu u CIIM/la; okono 30 % nmpuxoguTcs Ha mpomaraHay 340pOBOro o0Opasa >KW3HHU, OJaroTBOpHU-
TEJNBHOCTH, TTATPHOTH3MA, O€30IIACHOCTH JOPOKHOTO IBIKeHHS U 1p. Hambosee arpecCHBHYIO HMONMHUTHKY
B 00J1aCTH KOMMEPUYECKOW PeKJIaMbl BeJIyT MPOAABIEI OBITOBOM TEXHHKH, MEOENH, OACHKIABl U MPOTYyKTOB
nuTaHus (0a30BbIe TOTPEOHOCTH CPETHETO XKUTENS ), @ TAK)KE KOMITAHUH, IPETOCTABIISIIONINE YCIYT U CBSI3H
n OankoBckue ycuyru (Oonee 80 % pexnamonocureneit). VccnenoBanue moka3bsiBaeT, YTO PEKIaMHBIC
KaMIlaHUU B cepe HapyKHOH COIMAIBbHOHN peKiiaMbl Yallle BCETO MOJYYaroT HETaTHBHYIO OICHKY I'OpoO-
*aH. BEIBUHYTa THIOTE3a O TOM, YTO B BOCIPHUSTHH COIMAIbHON pekiiambl (0 aHAJIIOTUU C KOMMepue-
CKOI) 6a30BBIMH MeXaHH3MaMH SBISIOTCS HAeHTH(UKauus u camoumumk (Self-image). ArpeccuBHbie
CTpaTeruu B nojiade HHQOPMaIlMU BBI3BIBAIOT OTTOPKEHUE WHAMBH/IA, TIOCKOJIbKY OH HE X04eT UIeHTU(D U-
UPOBAaTh ce0sl C HETaTUBHBIMU ITEPCOHAKAMHU COIMANILHON peKiaMbl. JlaHHbBIE OMPOCOB C LENBIO BBISBIIC-
HUSI OIIGHKU Hapy>KHOW COIMAJIbHOM peKJIaMbl XKHUTEISIMHU ropoaa MOKaszaid, 9To 72 % pecroHIeHTOB OT-
HOCSIT COZIEp’KaHHe PEKIIAMHOT0 coolIIeHus K cede, a 85 % pecroHIeHTOB OIEHUBAIOT PEKIaMy ITOJIOKHU-
TEJIHHO B TOM ciydae, ecii HHpOopMaIys peJicTaplieHa B KOHTEKCTE TAPMOHU3UPYIONIUX cTpareruid. [To-
Jy4YeHHBIE B XOJ€ SKCIIEPUMEHTOB JJaHHBIE COTJIACYIOTCS C XapaKTePUCTUKAMU PEKJIaMHON IeSTeIbHOCTH
B [ICUXOJIOTHH.

KiaoueBbie ciioBa: HapykHas pekiama; outdoor-pexiama; OOH-pekmama; DOOH-peknama; KoM-
MepuecKas pekjiama; colpanbHas pekiama; Self-image; unentudukaims; BOCOPUITHE, KOMMYHUKATHBHbBIC
CTpaTeruy.
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The article presents analysis of outdoor advertising in a large industrial city (through the example
of Perm) in terms of the content and perception. It has been found that 88,8 % of outdoor advertising is
commercial, 11,2 % belongs to social advertising. More than 70 % of social advertising is aimed at the
prevention of drug addiction and AIDS. About 30 % aims to promote a healthy lifestyle, charity,
patriotism, road safety, etc. Sellers of household appliances, furniture, clothing and food (these being the
basic needs of an average resident of a metropolis), as well as companies providing telecommunication and
banking services are the most aggressive in the area of commercial advertising (more than 80 % of
advertisements). As the analysis shows, outdoor advertising campaigns in the sphere of social advertising
in most cases receive negative assessment from citizens. The hypothesis was put forward that the
mechanisms underlying perception of social advertising (by analogy with commercial advertising) are
identification and self-image. Aggressive strategies in presenting information cause an individual’s
rejection since he/she does not want to identify themselves with negative characters from social
advertising. A series of surveys was conducted to identify evaluations of social advertising by residents of
the metropolis. 72 % of the respondents attribute the content of advertising to themselves and 85 % of the
respondents assess advertising positively if the information is presented in the context of positive
communication strategies. The data obtained are consistent with the characteristics of advertising activities
in psychology.
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