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summary :

the studyfocused on research how do the televisionadvertising in
« Echorouk tv », keep up the different développements of the
algérianfamily , in a way the familytodaycanseeitself in it by reaching to
the image of the familypromoted in advertising and the value adopted in
it, in the framwork of the relationshipbetween the advertising and the
communitywhichbecame a means of communication have cultural and
social implications.

That why the study has sought to reveal the values contained in the
advertising ,whichwill help to identify the familythat’scared by
advertiser.

Therfore ,we have adopted the surveymethodrepresented by the
technique of content analysis as an instrument of study
andsémiologiqueanalysisas an aid, and this for the analysis of a sample
of advetisments in the periodbetween 06/01/2015 to 31/03/2015,
estimated at 10 ads.

And to get to know :

e The form of the algerianfamily.

e The nature of the values thatexist in the advertising about the
algérien familybetweenmoderns and traditionals values.

e The direction of the values provided by the advertising about
family.

Key words :advertising , televisionadvertising , values,
algerianfamily.




