YK 070: 659.123.4
ExoBa Enena Huxkonaesna, YepnoB Huxosait CepreeBn4

BUPTYAJ/IN3ALUA KAK CPEACTBO TPAHC®OPMALIUN
INTPOCTPAHCTBEHHO-BPEMEHHOI'O KOHTHUHYYMA
COBPEMEHHOH MEANWHOU PEKJIAMbI

B cmamve pacemampuearomcs OCHO8Hble npuembl mpchqbopMauuu npocmpancmeerHnHo-6peMeHH0c0

KOHMUHYYMA COBPEMEHHOU MEOUIHOU PEKIaMbl, AHATUZUPYEMCsl B030elCmeue UPMYanbHOU peaibHOCMU Ha
MeOUAPEKNAMHYIO KAPMUHY MUpa, a maxdice ORUCLIBAIOMCA NPUYUHBL  (eHOMeHa  BUpmMYaru3ayuu

PexKnamMHoco npocmpancmed U 6pEMEHU.
Knoueswvie cnosa: Medua-pemaMHaﬂ Kapmuha mupa, eupmyaiusayusl, eupmyaibHas pealbHOChb,

mpancqbop/wat;wl, npoCmMpanHCmeerHHO-6pPEMEHHAS OP2ARUIAYUAL PEKIAMHO20 meKcmda, nocmMoc)epHu3M.
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VIRTUALIZATION AS A MEANS OF TRANSFORMING THE SPACE-TIME

CONTINUUM OF MODERN MEDIA ADVERTISING
This article discusses the basic techniques of transforming the space-time continuum of modern media
advertising, analyzes the impact of virtual reality on the mediaadvertising image of the world, and describes

the causes of the phenomenon of virtualization advertising space and time.
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