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MEMETICS AND FRAMING IN CONSTRUCTING THE VALUE-SENSE CONCEPTS
OF THE MODERN SOCIO-CULTURAL SPACE

Purpose of Research. The purpose of the research is to analyse the ways of constructing value-sense concepts of the modern socio-
cultural space by the means of memetics and framing. Methodology. The methodology of the research includes the analytical, axiological,
culturological methods to study the framing and memetics as the fundamental methods of forming the socio-cultural reality and its value-
semantic definitions. Scientific Novelty. The scientific novelties of the research are for the first time to find out the points of interaction of the
memetics and the framing of the socio-cultural everyday space by the means of the communication and to prove their influence on the formation
of the mass consciousness and value-semantic definitions of the representatives of society. Conclusions. The processes, which are occurring
in various spheres of public life, are reflected in the texts of the means of the mass culture. Everyone perceives any information through the
prism of his own system of values. Materials that broadcast the "other" value system may be partially or even completely incomprehensible,
unacceptable. It leads the formation of the neutral or negative ratings. Social phenomena and processes become the valuable ones, by their
including into the system of subject-object value relationships. We can see the difference of the axiological meanings in the communication of
the representatives of different (“alien") cultures, which differ in the specifics of the value orientations in the axiological sphere of the society. The
development of the ability of critical thinking and rational attitude to the proposed values by the media space are important in the context of the
intensification of the information flows. They are formed by means of framing and memetics. In addition, they are aimed at reducing the level of
the thoughtless perception and imitation the information. The virtual or cyber environment focuses on the important events, aspects, and
attitudes and gives them some estimations and involves them to a discourse, facilitating them by the analytical summaries of «experts» and
«opinion leaders».
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HeHucrok XaHHa 3axapieHa, dokmop Kyrnbmyporoeii, 3agidysy 8iddiny Haykoeoi ma pedakyiliHo-eudasHu4oi digrbHocmi
HauioHanbHoi akademii kepigHuUx kadpie Kynbmypu i mucmeyme

MemeTuka Ta (pperMiHr y KOHCTPYHOBaHHI LliHHICHO-CMUCNOBUX KOHLENTIB Cy4aCHOro COLiOKYIbTYPHOro NpocTopy

MeTa po60TK — aHani3 cnocobiB KOHCTPYOBaHHS LIiHHICHO-CMMCIIOBMX KOHLIENTIB CYy4aCHOrO COLiOKyNbTYPHOTO NPOCTOPY 3acobamu
MeMeTUukn Ta perimyBaHHs. MeToaonoriss AocNiAXKeHHA Nongarae B 3aCTOCyBaHHi aHaNITUYHOrO, akCionoriYHOro, KynbTypororiYyHoro MeToais
Yy BMBYEHHI DpENMIHrY Ta MEMETUKN SK OCHOBOMOMOXHUX MeToAiB (popMyBaHHS COLIOKYNbTYPHOI peanbHOCTi Ta i LiHHICHO-CMUCOBMX
BM3HayeHb. HaykoBa HOBM3Ha poboTy monsrae y Tomy, WO BriepLue rnpoaHanisoBaHO Ta BigHaWAEHO TOYKWM MepeTuHy Ta CropigHeHoCTi
MeMeTUKN Ta bperiMyBaHHS COLLIOKYNbTYPHOrO MOBCSKAEHHOMO MpocTopy 3acobaMu KOMYHikalii Ta [oBeAeHO iX BnivB Ha hopMyBaHHS
MacoBOI CBIJOMOCTi Ta LliHHICHO-CMWCIOBMX BU3HaYeHb MPeaCTaBHUKIB CoLiymy 3aranoMm. BucHoBkwu. [Mpoueck, o BiabyBaloTbCs B Pi3HMX
cdhepax cycninbHOro XuTTs, BigasepkantooTbes B TekcTax 3MK.  KoxHa noguHa cripuiivae Oyab-siky iHGopmaLiio Kpisb npuaMy BriacHoi
cucTeMu LiHHocTen. Matepianu, siki TpaHCHoTb «iHLLY» LiHHICHY cucTemy, MOXyTb BYTy 4acTKOBO abo HaBiTb MOBHICTIO HE 3PO3yMiNMMU, He
NPUAHATHUMM, WO N 3yMOBWUTb MOSIBY HEUTparnbHMX abo HeraTMBHMX oOujiHOK. CouianbHi siBuwa i npouecyu HabyBalTb CTaTycy LiHHOTO,
BKITHOYAUNCh Y CUCTEMY CYB'€KT-06'EKTHMX LHHICHUX BigHOLWEHb. PO3XOMKEHHsT LiHHICHMX CMUCHIB 0COGNMBO YiTKO MPOCTEXYETHCS B XO4i
KOMYHiKaLlii NpeaCTaBHUKIB Pi3HUX («YYKMX») KyNbTyp, SIKi BiAPisHAOTECS cneumndikoro LiiHHICHKX opieHTUpIB y akciodcdepi couiymy. Baxnusum
B YMOBaX iHTEHcHdiKkaLii iHdbopMaLiiHOro NOTOKY € BUPOBNEHHs 3AaTHOCTI KPUTUYHOTO MUCHIEHHS! Ta CBIOMOrO CTaBMEHHS 4O NMPOMOHOBaHUX
MenianpocTopoM LiHHOCTEN, siki hopMytoTbCA 3acobamu hperiMyBaHHA Ta MEMETMKW, 3HWKYHOUM piBeHb 6e3gyMHOro ix CnpuiHATTS Ta
HacnigyBaHHs. BiptyanbHe abo kibep-cepenosuLle dokycye NEBHI BaXMBI NOAl, acnekTu, BiJHOLIEHHS!, Hafarum iM NEBHI OLHKK, 3any4aloum
X 40 TOro Y1 iHLLOro AUCKYPCY, MIAKPIMMIOYMN aHaNiTUMHUMK pestoMe «eKCrepTiBy Ta «iaepis QyMOKy.

KntouoBi cnosa: memeTuka, penmiHr, pamka, LiHHOCTi, MacoBa CBiAOMICTb, KOMYHiKaLisi.

Henucrok XaHHa 3axapoeHa, 0okmop Kyrnbmyposoauu, 3asedyowas omoenoM Hay4Hol u pedakUyuoHHO-u3damernbcKol
dessmenbHocmu HayuoHanbHoU akadeMuu pykogoosuuX KaOpo8 Kybmypbl U UCKyccme

MemeTuka ¥ ¢peiMUHI B KOHCTPYMPOBaHWA LIEHHOCTHO-CMbICIIOBON KOHLIENT COBPEMEHHOW COLMOKYNbTYPHOMN
npocTpaHcTBa

LUenb pabGoTbl — aHanu3 crnocobGoB KOHCTPYMPOBaHWUS LIEHHOCTHO-CMbICIIOBbIX KOHLIEMTOB COBPEMEHHOrO COLIMOKYMbTYPHOIO
npocTpaHcTBa CpeacTBaMu MeMeTuku u cpeimupoBaHus. MeTtogonorusi uccnefoBaHUs 3aKMHOYaETCs B MPUMEHEHUM aHaNUTUYECKOrO,
aKCKOMNOTMYECKOrO,  KyrbTYPOMOrM4eckoro METOAO0B B U3y4eHUM dpediMmHra M MEMETMKM KaK OCHOBHbIX METOA0B (POpPMMpOBaHUS
COLMOKYNbTYPHOW pearibHOCTU U ee LIeHHOCTHO-CMbICTIOBbIX ornpefenieHuii. HayyHasi HoBU3Ha paboThbl 3aKknoyaeTcsl B TOM, YTO BrepBble
npoaHanuanpoBaHbl U HalfeHbl TOYKU COMPUKOCHOBEHWUSI W POACTBA MEMETMKU U (PPeiMUPOBAHUSI COLIMOKYIIbTYPHOrO MOBCEOHEBHOIO
npocTpaHcTBa CpeacTBamy KOMMYHMKaLUMM W [0Ka3aHO WX BIUSIHUE HA (POPMMPOBaHWE MaCCOBOrO CO3HaHWS WM LEEHHOCTHO-CMbICIOBbIX
onpefeneHwii nNpegctasuTteneil coumyma B Lenom. BeiBoabl. [Mpouecchl, npovcxofsiume B pasnuyHbix cdpepax obLUEeCTBEHHOW XU3HW,
otpaxatotcst B Tekctax CMK. Kaxablii YernoBek BOCMPUHMMAET Nobyro MHGOPMAaLMIO CKBO3b MPU3MY COBCTBEHHOW CUCTEMbI LIEHHOCTEN.
MaTepuarbl, KOTOpble TPaHCIMPYIT «APYrylo» LEHHOCTHYIO CUCTEMY, MOryT OblTb YaCTUYHO WNM A@KE MOMHOCTHIO HE MOHSITHbI, He
npuemneMbiMu, YTO U OGYCIIOBUT MOSIBIIEHNE HENTparbHbIX WM HEraTuMBHbIX OLEHOK. CoumanbHble SIBMEHWsS U npoLecchl npuobpeTatoT
CTaTyC LEHHOro, BKIHOYasiCb B CUCTEMY CYOBLEKT-OOBbEKTHbIX LeHHOCTHbIX OTHOLIEHW. Pasnuyne LieHHOCTHBLIX CMbICIIOB OCOBEHHO YeTKO
NPOCNEXNBAETCS B XOA4E KOMMYHUKaLMWU NpeacTaBuTeNent pasnnyHbIX («4Yy>KUX») KyrbTyp, KOTOpblE OTIMYaTCst CreUUdunKon LLEHHOCTHbIX
OpPWEHTMPOB B akcnocdepbl coumyma. BaxHbIM B YCNOBUSAX UHTEHCUMMKALMN MHEOPMALIMOHHOIrO NOTOKa ABMsSeTCs BblpaboTka CNocOBHOCTM
KPUTUYECKOTO MBILLMEHNST U CO3HATENbHOTO OTHOLUEHWS K NpeafiaraeMbiM MeauanpoCTPaHCTBOM LIEHHOCTEN, KOTopble (hopMUpYHOTCSt
CpeacTBamn periMmpoBaHUst U1 MEMETUKW, CHIKasi ypoBeHb 6e34yMHOro Mx BOCMpUATUS U nogpaxaHus. BupTyanbHasa wnun kubep-cpeaa
oKycupyeT orpenerneHHble BaxHble CODbITUS, acrnekTbl, OTHOLLEHWS, NPeOoCTaBnss UM OnNpeaerneHHbIe OLEHKW, NMPUBMeEKas UX K TOMY Unm
MHOMY OVCKYPCY, NOAKPENss aHaNUTUYECKUMU PEIOME «IKCMEPTOB» U «IUAEPOB MHEHUINY.

KnroueBble cnoBa: memeTvka pperiMuHr, pamka, LLeHHOCTW, MacCOBOE CO3HaHWE, KOMMYHUKaLMS

Actuality of Research. The modern socio-cultural space is unthinkable without an informational and
communicative component, which is increasingly becoming a key tool in the forming of the mass consciousness.
Moreover, it creates its flexibility, ability to think over, adaptability and relation. The information saturation causes the
rooting in the constructing of the social reality by means of the media and their technologies, which become the
superstructure of our objective reality. The framing of individual events and phenomena of life is one of the most

© Denysiuk Zh., 2019
27



KynbTyponorisa Denysiuk Zh.

effective practices of the constructing the reality. Another manifestation of it is the creating the fake blocks of
information that is a kind of informational intervention, which can affect the interpretation of real events. In general,
the frames are considered as the forms of the social interactions, which mostly determine the content of these
interactions and organise the people’s life experience. So, the frames are the cognitive schemes, models of
interpretation of the events, some patterns, which define the versions of the interpretations. These specific features
of the framing allows us to use framing as a cognitive tool for constructing the socio-cultural and media narrative. It
can be the means to substantiate the decisions and actions, to form stereotypes of the public opinion and human
behaviour patterns.

The method of memetic influence is also the means and method of the purposeful influence on the system of
value-semantic coordinates. It is aimed at the replication of memes as cultural and value units of information, which
keeps the value sense as well as serves as a means of the symbolic designation. So, we should note that the
formation of new / other meanings and value definitions / preferences and their symbolisation in the cultural space
are being under the influence of the active applying of the above-mentioned methods as the means of the
constructing reality in the medium of the media. Thus, the communication becomes a decisive factor in the
structuring and dynamics of the society, where the conscious formation of the narrative-discursive context takes
place.

Analysis of Researches and Publications. The issue of the study of the axiological component in the
functioning of the informational and communicative environment and the interaction of the mass media with the
social value system has been analysed in the works of the following scientists: foreign theorists — J. Habermas,
S. Cohen, N. Luhhman, S. Hall, N. Stephenson , A. Kapto; Ukrainian researchers - A. Bashuk, V. Vladymyrov,
O. Hrytsenko, N. Zrazhevska, V. Ivanov, S. Kvit, V. Korneev, N. Kostenko, O. Kuznetsova, V. Lizanchuk, J. Los’, B.
Potiatynyk, T. Prystupenko, V. Rizun, K. Seragym, O. Serbenska, Yu. Finkler, N. Shumarova; scientists of the near
abroad abroad - V. Berezin, Y. Miroshnikov, T. Naumenko, L. Svitych, V. Sidorov, G. Solganyk, E. Pronin.

The purpose of the research is to analyse the ways of constructing value-sense concepts of the modern
socio-cultural space by the means of memetics and framing.

Main part. The determinant nature of the information influence on a person, a society or a state means the
formation of the social ideal, a national ideology and the abstract notions about the necessary attributes in various
spheres of the human being. We can add the formation of the ideological principles of the system of the relations that
can be assessed through the prism of such concepts as good and evil, truth and falsehood, beauty and ugliness,
admissible and forbidden, justified and unfair, etc. In addition, the social values are the part of the individual
psychological structure as the personal values, which are one of the sources of the behaviour motivation. The
formation of value world occurs in parallels with the development of the society. So, we should to research the
dynamics of the value aspects of the information interaction to optimise the forms of the social interaction.

The instruments of the media communication, determined by the logic of the civilization and technological
development, have become the independent sphere with its own semiosis and values that define the vectors of the
evolution of various fields of the society, including the axiological one. The meaning of the communication as a social
process of the transferring of the values is very popular in the modern communication science. Thus, in the
conditions of the information society «the communication really becomes an epicentre of the public and palitical life.
Moreover, it is the source of the formation of the new forms of the social relations». In our opinion, it even can be a
system or a kind of the element with the ontological status [5, 17].

The digital format of the newest means of the communication contributed to the renewal of the cultural
paradigm, shifting our attention from the characteristics of the on-screen culture development to the network or digital
one. However, the visual component is the priority for both of them. The informational and communicative space,
created by the Internet network and its technological improvements, has transformed into the separate informational
and socio-cultural space with its potential for cultural development and the production and distribution of semio-
senses.

Analysing the communication as a movement of meanings, we should point out that the value orientation is
one of the essential features of the social communication. The information, which is the main component of the
communication, is the immediate carrier of the value meanings in the communication process. The activity of the
MMC is axiological. So, it is aimed at the dissemination of the valuable information, systems of worldviews,
structured according to a certain system of values. The main units of the organisation of the various interactions are
values. Communication, which includes the values and orientations, becomes the special interest of the era.

The axiological component of the communicative processes at different levels of social reproduction is a
decisive indicator of the spiritual state of the society, which allows us to study its viability in the future development.
The value component of communicative relations is rooted in the system of the social values, produced in the
process of development of a socio-cultural form and fixed in various social norms [9, 188].

The sociocultural space is one of the most important determinants of the axiological communication.
Describing, the socio-cultural space as a multilevel and diverse phenomenon or the combination of culture and
society, O. Shakirova, a scientist, emphasizes that its basis and main dimension are values, which «frame the socio-
cultural space, where the society exists with its norms, customs, traditions, social agents and other elements of
sociality» [1, 141]. According to the researcher, the «<monads» are the basic units of the sociocultural space and
values that represent behavioural stereotypes, mental and language structures. They are reproduced by various
generations and form the collective memory. The destruction of the value system inevitably leads to the elimination
of these sociocultural units (monads) [11, 97].
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New formats of the culture existence and its artefacts in the network determine the Internet technologies by
the generating the new communicative practices. There are the radical rethinking of value-semantic dominant and
the revision of the category in a digital environment. The Internet has substantially transformed the contemporary
cultural space values by the immanent internal structure, which is characterized by a non-linear way of organizing
the informational and communicative integrity of the Internet space. The Internet spreads the instant and multi-vector
information, which gives huge dynamism to both values and anti-ones.

Due to the processes of globalization and cultural assimilation, the values of other socio-cultural fields
penetrate into the value matrix of the society. The nature of the peripheral values is changing. It gives them an
opportunity to get the independent status and significance in the socio-cultural space. This internal state of the
axiosphere is called the rhizomming (in the terminology of Postmodern), modelled as a nonequilibrium entity. We
can see it in the emergence of the new lines of direction and axioms-semantic «knots». Their results are «value
formations and value transformations», which ultimately lead to the atypical, non-standard value point of view and its
extension into a meaningful entity [11, 98].

The main tasks of the value are to support the social relations among people, to facilitate their identification, to
help people in difficult life situations and to create the atmosphere of confidence in human relationships [2, 9].

The social values as the political and economic and cultural-spiritual ones, cooperate and define value and
behavioural benchmarks of the representatives of the society. In general, the basis of the axiological sphere of the
society is the vital values, designed to meet the needs of the individuals. Everything that acts as the object of human
desire belong to the values. In addition, they are the universal ideal principles, which arise from the vital necessity to
normalize the sociocultural existence [3].

Instability, destructive dynamics characterize the sociocultural chronotope of the present. They demonstrate
the transitional state of the information age culture. Deforming the humanistic dominant values, it is a point of the
bifurcation, doubling and re-loading of the cultural meanings and the axiological sphere of the society.

On the one hand, the availability of the electronic communication tools allow us to express our own opinions,
judgments in social networks and other segments of the Internet, and to engage in discussion problems. On the
other hand, the manipulative nature of electronic media is still present, where we can always give the desired one for
the real. That is why there is the actualization of information wars, fakes in modern conditions. The latter are the
means of distorting the reflection of events in order to be interpreted in the proper way. According to P. Aleksandrov,
we may add more media-mystification, which is the artificially created events, designed exclusively for their
spectacular media presentation. In addition, the media-mystification is a method of purpose-oriented design of the
quasi-reality [1, 26]. The ways to achieve the goal are the technology of «information noise», changing or distorting
the context, blurring the authors’ intentions, the limiting of the automated filters. All of them are the challenges for the
whole society, including the professional or expert environment [10, 243].

In addition, there are many other information-psychological technologies of influence, which are based on the
practices of framing and knowledge of stereotyped behavioural models and scenarios, probable knowledge about
typical situations and the expected development of the relationship of real and imaginary objects. The frames are the
unconstructed forms of the social interaction, which determine its content (reality). The researchers state that these
technologies become the tool of the manipulative influence and social control as well as the technology of generating
associativity and value modifications [1, 143].

The main goal of the information wars is to change the characteristics of the social consciousness and the
axiological sphere of the culture in the necessary direction. So, they rule the information flows. The result of this
confrontation is the collision of the cultural strata and «the formation of the new information and propagandist
anthropological reality» [7, 13].

In our opinion, the main elements of the information consumption should be the installation of a conscious
understanding of it, the responsibility for the information, which means the ability to determine its quality, evaluate,
and verify the correspondence of messages, the significance of the text and its fair sources. Today, all these skills
should become the essential components of the information consumption culture and the system of public values.

The media environment, formed by the new communication technologies, has actively joined the process of
the symbolic construction of the reality. There is the interpreter as a meta-semiotic construct in the process of
communication and semantic relations among signs. It establishes the sign nature of the relationship between the
sender and the recipient in the communication process. In her opinion, the process of interpreting the sign is the
uniting the elements in a sequential chain that establishes the relations among different ways of using the original
mark, as well as the possibility of its recognition in the communications. Thus, the communication participants
convert the polysemantic message / text into the special process of the media game to decode all its meanings and
connotations or give them new. It makes the process go up to the new level with the involvement of the new
communicants. Consequently, all works, which exist in the context of the Internet communication, are dynamic,
interactive and changeable.

Framing is one of the ways to present the information in modern media. It is the special classification of the
background knowledge, existed in the users’ minds. In the Internet space, the distribution of any information (which
makes it actualized for a time) is fixed and marked by the signs of the hashtags. Therefore, we can create any kind
of information resource to attract others to communication. At the level of the everyday understanding, the Internet
space became the synonymous with the media virus or the viral communication. Its main element is the symbolically
indicated information, which is manifested in the forms of memes (which can be interesting, entertaining, unusual,
absurd and aimed at the attracting human attention), transmitted by people in the Internet without any participation of
the state institutions. Analysing the viral information, the theorists admit that it has been existing for a long time. For
example, gossips, folklore, sacred texts and other formulation with constant content operated according to this
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principle. However, due to the development of the Internet, we can see the rapid prosperity of such messages and
the mechanisms of their dissemination [6, 161].

Finally, the dissemination of the viral memetic texts includes various aspects that indicate the virulence of the
text content. The concept of virus includes both the immanent attractiveness of texts (memes) and the role of the
external factors, including patterns of their perception. The features of the Internet memes are «high repeatability, the
enormous distance of the form from the content, the flexibility of the framing, the intertextuality of its nature in the
anti-textuality of its use procedures, forcing and emergency time, periodicity of its existence, etc. » [4, 119].

In the communicative space, the manipulations are determined by the functional characteristics of the
memetic mechanism of constructing media meanings. They contribute to the formation of the focus of attention,
which causes all external (contextual, cultural background, which are not the part of the horizon of coordinated,
constructed (framed) events) to disappear (or to be irrelevant). The using of frame formations (frames) can be
realized consciously and unconsciously, because it is based on the semictic (sign) basis of the frame as the mental
one. We can see it in various areas of public life and in the texts of the MMC. Everyone perceives any information in
the light of its own value system and knowledge.

The scientific novelties of the research are for the first time to find out the points of interaction of the memetics
and the framing of the socio-cultural everyday space by the means of the communication and to prove their influence
on the formation of the mass consciousness and value-semantic definitions of the representatives of society.

Conclusions. The processes, which are occurring in various spheres of public life, are reflected in the texts of
the means of the mass culture. Everyone perceives any information through the prism of his own system of values.
Materials that broadcast the "other" value system may be partially or even completely incomprehensible,
unacceptable. It leads the formation of the neutral or negative ratings. Social phenomena and processes become the
valuable ones, by their including into the system of subject-object value relationships. We can see the difference of
the axiological meanings in the communication of the representatives of different (“alien") cultures, which differ in the
specifics of the value orientations in the axiological sphere of the society. The development of the ability of critical
thinking and rational attitude to the proposed values by the media space are important in the context of the
intensification of the information flows. They are formed by means of framing and memetics. In addition, they are
aimed at reducing the level of the thoughtless perception and imitation the information. The virtual or cyber
environment focuses on the important events, aspects, and attitudes, gives them some estimations, and involves
them to a discourse, facilitating them by the analytical summaries of «experts and opinion leaders».
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