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etc. This is a potential source of social experience, which directs behavior. In the 
article the influence of advertising upon the formation of social values is featured. It 
contains detailed analyzes of the advertising impact and the mechanisms of 
advertisement consumers� (recipients) reflexive behavior. The main point of the 
article is highlighting the peculiarities of consumers� (recipients) perception of 
advertising and transformation of this pecularities in the minds of consumers 
(recipients). 

Keywords: advertising, advertising consumer (recipient), social values, reflection. 
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L. Lytva. The vital need for the hero of time of the information society. 
In the paper the problem of the personality�s socialization in the conditions of the 

information society�s development is analyzed, as well as it is stressed on the thesis 
concerning the socially conditioned positive attention as one of the central 
developing mechanisms of the personality in forming of the socialization project of 
modernity. 

Keywords: phenomenological concept of personality, positive attention, self-
determination, conformism, fully functioning person, emancipation of society. 
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