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Serbin, Yu.V. Social and psychological characteristics of students’ adaptation process to the conditions of
institutions of higher education. The article deals with the basic psychological mechanisms of students’ adaptation to studying at
the institutions of higher education. The adaptation process has a series of stages characterized by sequential adaptation mechanisms.
At the psychological level a condition produced by faulty interactions between the man and the environment can be described in
terms of stress, frustration and conflict. These are closely related and can follow one after another. An individual can get out of this
“vicious circle’ using special psychological adaptation mechanisms peculiar to each condition.

The investigation results suggest that there are two basic psychological mechanisms of adaptation to studying at institutions
of higher education: the devaluation of the initial needs and the conceptualization of the secondary control of emotions. These two
adaptation mechanisms have different psychological, socio-psychological and physiological contents. Thus, one can speak of two
key psychological mechanisms of adaptation to studying at institutions of higher education which are fundamentally different at all
levels of regulation. These levels include the psychological level (success achievement motivation or failure avoidance motivation),
micro-social interactions level (satisfaction with the relationships with the direct environment of extrapunitive or intropunitive
responses) as well as the psycho-physiological level (functional mobility of nervous processes and characteristics of autonomic
nervous regulation).

Keywords: students, adaptation process, adaptive mechanisms, institution of higher education (humanities profile), intra-
psychological adaptation type, regulation levels.
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ICUXOJOTTYHI OCOBJIUBOCTI 3AITIAM’ITOBYBAHHS JIFOJIMHOIO ITIPUXOBAHOI PEKJIAMMA

Cepmiok O.A. Ilcuxonoriuni 0co0,MBOCTI 3anaM’ITOBYBAHHSI JIIOAMHOIO MPHX0BAHOI peKJIaMH. Y CTaTTi PO3KPUTO
CYTHICHI XapaKTepHCTHKH IPHXOBAHOI peKjaMH Ta ocoOmuBocTi ii crnpuiiMaHHs crnoxuBadeM. [IpoaHasizoBaHo (akTOpH BIUIHBY
Product placement Ha cBiZJOMICTh CITOKHBAYIB.

VYcranosneno, mo Product placement Mo)kHa BBaXKaTH €(EKTHBHOIO PEKJIAMHOIO TEXHOJOTI€I0 Ta 3acOO0M BIUIMBY Ha
CIIOKMBaya, [0 aKTHBI3ye 3alaM’sTOBYBaHHS Ta BI3HABAHHS TOBapy. BUSBIEHO OCOOJIMBOCTI CTaBJIEHHS CIIOXKHBAdiB JI0
PEKJIAMHUX TEXHOJIOTIH.

BusHaueHO TCHXONIOTiYHI YHHHHUKKA epeKTUBHOCTI peknamu Product placement y mopiBHSHHI 3 iHIMMH il BHOaMH,
BUSIBJICHO 1HAMBITyaTbHiI 0COOIMBOCTI 3a1aM’ITOBYBaHHS PEKJIaMH JIFOINHOIO.

Kniouogi cnosa: pexnamMHe TOBIIOMJICHHS, NpsAMa pekiIaMa, NpUXOBaHAa pekigama, pekiaama Product placement,
3amaM’ITOBYBaHHsI PEKJIaMHU, CIIPUHMaHHS peKJIaMu.

Ceparok A.A. Ilcuxonornyeckne 0coO0€HHOCTH 3alIOMUHAHHUS 4YeJ0BEeKOM CKPBITOil pekjaMbl. B craTbe pacKphIThI
CYILL[HOCTHBIE XapaKTEPHCTUKH CKPBITOIl PeKIaMbl B OCOOCHHOCTH €€ BOCHpPHATHs HoTpebutesneM. IIpoaHanu3HpoBaHbl (HakTopbI
BiausiHus Product placement Ha co3HaHue mOTpeOHUTENCH.

VYcranosieno, uro Product placement MoxHO cunTaTh 3()(QEKTUBHON PEKIIAMHON TEXHOJIOTHEH U CPEICTBOM BIUSHHS Ha
HOTpeOUTENsl, AKTUBM3UPYIOIICH 3allOMUHAHUME M Y3HAaBaHME TOBapa. BBIABICHBI OCOOCHHOCTH OTHOIICHHUS IOTpeOMTENeH K
PEKJIaMHBIM TEXHOJIOTHSAM.

Ompenenensl ncuxosoruueckue ¢akropsl dddexruBHOCTH pekiaambl Product placement 1mo cpaBHEHHIO ¢ OPYTHMH €€
BHUJaMHU, BbIABJICHbI HHANBUAYaJIbHbIC 0COOEHHOCTH 3aIIOMUHAHMS PEKIIaMBbI YEJIOBEKOM.

Knrwouesvie cnosa: pekiaMHoe coo0lIeHHe, psMast peKiiamMa, CKpbITas pekiiaMa, pekinama Product placement, 3anoMuHaHus
PEKJIaMBbl, BOCIIPHATHE PEKJIAMBI.

[ocTranoBka nmpodjemu. Y OutbmiocTi moneil copMyBaBcs CTIHKWI HeTaTHBHHIA 00pa3 peKiamu, IMpoTe
BIANpaIbOBaHi TEXHOJIOTrii HPsAMOI peKIaMH JaloTh IPEKpacHi pe3yibTaTH, CIOHYKAalOYM CIOXHBada KyIyBaTH
noTpiOHUI ToBap. Lle miATBEpKYETHCS YUCICHHUMHU JIOCHTIPKCHHSAMH, CIIPIMOBAaHMMHU HA BHBYCHHS CTaBIICHHS JI0
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peKJiaMH, B TEpUIy 4Yepry, CTaBICHHS JO TeNeBi3idHOI peknamMu. [Jsimad HHUHI CTaB KOMIICTCHTHHM 1 OLIbII
PO30ipIMBIM, IO MiIBUIIMIO HOrO BUMOTIIMBICTG J0 PEKIAMH 1 3HIKEHHS ii eekTuBHOCTI. A 1ie, 3BICHO, Bele 110
TIOCTYIIOBOTO MiJBHIICHHS MPOQeciifHOro piBHA BUPOOHUKIB PEKJIaMH Ta O aKTUBHOTO IMOMIYKY (axiBIisiMu B cdepi
peKJlaMM 1HIIMX CHOCOOIB 3aJydeHHs YBarum CIOXKHMBadiB 10 ToBapy. CamMe LUM 3YMOBJICHO aKTHBHUI PO3BUTOK
HenpsMOi peKJIaMu Ha MPaKTHII Ta HAyKOBUH mmouryk y miit cdepi [1; 3; 9; 10]. ¥V wiif crarti Mu i po3riIsiHEMO OMH i3
IHCTPYMEHTIB MPUXOBAHO1 PEeKJIaMH, SIKWH € BITHOCHO HOBHM Ha BITYM3HSHOMY PpUHKY, — product placement.

AHani3 ocTraHHIX mocaimkenb i myOdikamii. [IpmxoBaHa pexinamMa — me Ha0ip TEXHOJOTIH i METOMIB i3
MIPOCYBAaHHS Ha PHHOK TOPTOBEIBHOI MapKH UM MOCTYTH, SIKi 3a3BHYail CYIPOBOIKYIOTh HPSAMY PEeKIaMy i CIpsiMOBaHi
Ha JIOCSTHEHHS ONTUMAaJIbHUX MapKETHHTOBHX pe3ysbTaTiB. [Ipy 1IbOMy BUKOPHUCTOBYIOTHCSI KOMYHIKALT, SIKI BXOJSTh
10 cepH DisTBHOCTI peKIaMHHUX areHTCTB. Haifgacrimie 3aco0u mpruXoBaHOI pexyiaMi OiTbII KpeaTuBHI i eheKTHBHI,
HiXK BUKOPUCTaHHS MPSAMOT peKJIaMU B YUCTOMY BUTIISAII [4—6].

Skuio mpsiMa pexsiama CIpsiMOBaHa, TOJIOBHUM YWHOM, Ha 301IbIIEHHS 00CsTY NMPOAAXiB, TO METa MPUXOBaHOL
peKIIaMu — TOMOTTHUCS HEOOXITHUX MO3MIIN iMIKy OpeHIY, CTaBICHHS IO HHOTO IMOTCHIIHHUX CII0)KUBAYiB 1 IIHOBOI
ayautopii. BiAmoBigHO mMpuxoBaHa pekjaMa — e Ta pekjiama, B sKiii He BUKOPUCTAHUN JIOTOTUI a00 odiliifHuil cioran
PEKJIAaMHOTO 3aMOBHMKA, HE BIJOOpaXKeHO Mpoxaykmis Kommadii. Jlo mboro Buay peKJIaMH CIifi TAaKOX BiIXHECTH
HEHAroJIOMIeHe BHUKOPUCTAHHS JIOTOTHIy abo MpOAyKMil KommaHii Ha (OHI TONOBHOrO 00’€KTa pPEKIAMHOTO
noBigomieHHs. Jlesiki BUeHI BBaXKalOTh, IO MPUXOBaHA pPeKiIaMa YHHHUTH OUIBII MMOTYXXHUH BIUIMB HAa ayAHUTOPIIO came
3aBIAKH TOMY, IO TIPAMHUM 06 €KTOM BILTMBY Ha ayJUTOPil0 CTa€ caMe MiACBifoMicTh. 1i GyHKIIAMHU €: TIOMicTUTH Yy
CBIJIOMICTh HaceJCHHs iM’sI 1 MapKy (QipMu, BilipBaTHCS BiJ KOHKYPEHTIB, 3alTPOITOHYBABIIY HOBY TOBapHY JOMiHAHTY,
CTBOPUTH IOTPeOy B HOBHUX BH/IaX TOBAPIB, CTBOPUTH aHTHPEKIAMy KOHKYpEHTOBI [4; 8].

[epmoro 3 ycix ¢popM mpuxoBaHoi pekiaaMu 3’ siBUBCs product placement (aHTI. po3MimeHHS MPOAyKTY). CyTh
METOJly TOJISITa€ B TOMY, IO PEKJIAMOBAHUI TOBap 3raJye€ThCsi B KHHU31 a00 NEeMOHCTPYeThCs B KiHODUIBMI abo
Teyecepiai, MPUIOMY BHCOKY SKICTh IIBOTO TOBApPY MOXe OYTH OCOOIHMBO MiAKPECIeHO. 3a KOPIOHOM TaKa TEXHOJIOTis
Bimoma Bxke moHan 80 pokiB, a B YkpaiHi ta kpainax CHJI Bona 3'sBmiacs jume Oinst 10—15 pokiB Tomy, Konm
MO’KBaBWJIACS BITYM3HSHA KIHO- 1 TEJICIHTYCTPisl, oY 3’ ABJISITUCS Cepiajiy 1 peasiTi-1oy.

[MommpennMy BUIAMH TPUXOBAHOI PEKJIIAMHU CTAllUM pekiama B oduiaiiHi, 30kpema life placement (anrm.
PO3MIILIEHHST B KHUTTI), a TAKOXX B [HTEpHETI, B collialbHUX Mepexax, Ha Gopymax Too [5]. 3Bu4aiiHo, y O1IbIIOCTI
KpaiH MpUXOBaHa pekiaMa 3a00pOHEHa, ajle OCKIIBKH ii BU3HAYUTH JTOCUTDH CKIIQIHO Ta HEBIZOMA MPAKTHKA ITOKAPAHHS
3a NpUXOBaHy peknamy. HesBakaioum Ha BCl 3aKOHHM 1 JeKJyapalii Nmpo pekiIaMHy eTHKYy, Ipeca i TeiaeOaueHHS
HAllOBHEHI INPHXOBAHOI PEKJIAMOI0 — OIJISIH, CTaTTi, PEHopTaXki 1 HaBiTh HOBUHM HAIlOBHEHI BCTaBJICHHIMH
CITaBOCIIB’ s TOBAapy 9H (ipMH.

3 poskBiToM KoMepItiiiHoro kiHo B kpaiHax CHJI mouanacs enmoxa Product placement. IIpoTe B ykpaiHCBKii
MOBI BKa3aHuil (PeHOMEH 10ci He Mae TOYHOI Ha3BM 1 HAWYACTIIIe IHTEPIPETYETHCS SIK «IIPUXOBaHa, HEIIPsMay peKiama
[7], sy mCHXOJNOTiS pEeKIaMU XapaKTepH3ye SIK YHIKaJIbHY TEXHOIOTIIO YIPaBIiHHSI MacOBOIO CBIIOMICTIO i
KYyMiBEJIBHOIO MOBEIHKOIO.

Product placement — 11e TeXHOJNOTisSI BIUTyTyBaHHS OpeHAy, TOBapy abo IOCIYTH B CIOXKET TBOPY, a OTXKE, B
JKUTTS KiHO abo Teyereposi, B HWOTO CrociO XKUTTS 1 HWoro orodeHHs. Ile BHTOHUeHa TEXHIKa MPOHUKHEHHS Y
Mi/ICBIZIOMICTh 3aXOIUIEHOTO CIOKETOM 1 I'POI0 IIIsifava, SKUi y el MoMeHT Oe3 onopy i CyMHIBIB TOTOBHI NPUHHSITH
MPaKTUYHO OyAb-AKy HaB’s3aHy HOMY inero, TyMKy, 3BuuKky [1]. Ha mymky O.I1. Bepeskinoi, mera Product placement,
SIK IPABHJIO, 3BOAUTHCS JIO TOTO, 1100 MEPEKOHATH MOTEHIIMHUX ITOKYIIIB Y KOPHCHOCTI TOBapy i HEOOXIAHOCTI KYIIUTH
fioro. OmHak Product placement — TexHOJOrisI TOHKa, TOMYy HE TepmuTh HempodecioHamsmy. Hamopucrui,
HaB’si3mBHi Product placement 3qaTHUi 3incyBaTH BpaXeHHS PO OpeH[, MPOAYKT a00 MOCIYTY, BiIIITOBXHYBITH BiJ
HBOT'O CIIO)KHBaYiB.

Ha3eu tumiB Product placement, mokmameHi B ocHOBY kiacudikamii, 3ampomoHoBaHoi C. TypkoTTowm,
IPYHTYIOTHCSI Ha BHJIaX CCHCOPHUX KaHAIIB, SKUMH HAIXOAMTh 1 TepepoOssieTbes iHGopMallis Mpo MPOCYBaHHS
6pennis. Otxe, Ha3Bu TumiB Product placement BifNOBiAaIOTh BUAY AOMIHYIOUOTO KaHaIly CIPHHHSTTS iHpopManii —
Bi3yaJIbHUI, PO3MOBHUH (ayIialIbHUIT) 1 pyXOBO-EMOIIHHII (MOTHBAIIIHO-TTOTPEOOBHIA).

OpnuM i3 HaiObm BaxuBuX (akTopiB BrumBy Product placement Ha CBiZOMICTh CHOXHBAdiB €
ncuxonoeiuna ioenmupixayis ocobucmocmi 3 2epoem pexiamu, BUCTABICHHM y Kpamomy cBiTmi. [lcuxomoriqauit
MeXaHi3M imeHTH(iKamii JomoMarae peKIaMOIABIIM TPOJABAaTH CBOi TOBapH B XyHNOXHIX ¢imbMmax [7]. VsBHe
HOPIBHSHHSA cebe 3 repoeM Tesenporpamu abo tenediapMy, ysaBieHHs cebe Ha #Horo Micii abo B aHaNOTriuHIi cuTyauii
BUKJIMKA€ €MOIIHHUN BiAryk. MexaHi3m ineHTHdikamii 3 mobaueHuM Ha €KpaHi € OJHUM 3 KIIOYOBHX Y TpOIieci
edexkTHBHOCTI TIocianb Product placement, TOMy TOCATHEHHS ajpecara BiIOYBAEThCS AyXKe JICTKO 1 HEHAB SI3IMBO, 0€3
TiHI 30MOYBaHHS, 3a sTKe KPUTUKYEThCS TPaIHIiiHA peKiIama.

OnHa i3 cyyacHHMX KOTHITMBHHUX IICHXOJIOTIYHHUX TEOPiH — «Teopis KyJIbTHBYBaHHS» — PO3IIIgac 31aTHICTD
obpazie 3MI, a mnosigomnenHs Product placement HanmexaTb came N0 HHX, (QopMyBaTH YHI(QIKOBaHHMH MOTJISA
TeNernsaaviB (crokuBadiB) Ha cBiT. [1ig BIumMBOM BigeooOpa3iB yHiI(IKYIOTECS BCi OCHOBHI CTOPOHH JFOJICHKOTO KHUTTS
— MOJITUYHI TIOTJISIIN, TeHACPH] YCTAaHOBKH, MOTJISIAN T1a MIUTAHHS 3I0POB’sI, BUOOPY CTHIIIO KUTTS 1 )KUTTEBOTO IIIIAXY.
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YucneHH TOCTIIKCHHS TIOKa3yI0Th, 30kpeMa, 110 Bif 30 1o 40% aMepuKaHCHKHX MiUTITKIB TOYMHAIOTH KYPUTH Came
Yyepes HacTiyBaHHA eKpaHHUX TepoiB [7].

[ammm  ocoOmuBuM  Mmexanizmom BIuBY Product placement Ha CHOXHBYY NOBEIIHKY CIYTYE meopis
coyianvrHozo Hasuyanus. SIK BIIOMO, KIacU4HI eKCIIepUMEeHTH A. baHIypw ROBOAMIM CHIy BIUIMBY «COLIAJILHOTO
3apakKeHHs», SIKEe Ji€ Ha JIIOAEH TOJOBHUM YHHOM uepe3 iH(opMallilo, CIIOKMBaHY HUMH depe3 TeneOaueHHS. Y
CyJacHOMY CBIiTi 00pa3u Ta MOJeNi MOBEIiHKH, THpakoBaHi 3MI, cTain OAHMM i3 TOJIOBHUX JDKepen comiamizalii. Y
JAHOMY BHWIAJKy, SK BBaxkaroTh H. Mimmep 1 Jx. Hommapa, HacmigyBaHHS, 30kpema oOpaziB 3MI, sk 00’ekt
IHCTPYMEHTAIFHOTO HAay4JiHHS € KIFOYOBUM YHHHIKOM y (OpMyBaHHI (heHOMEHIB comiaii3arii i KOHpOPMHOCTI.

Takum uuHOM, ynpoBajpkeHHil depe3 3MI B CycHibHY CBIZIOMICTh «IIOMHJIKOBHI» CTEPEOTHIl 3apaau
BUKOHAHHS MIEBHOT'O COIIaJbHOTO 3aMOBJICHHS 3BUIBHSE JIIOICH Big HEOOXITHOCTI TyMaTH, JOBOJASIN TUM CAMHM iXHIO
MEPIENTHBHY pEakIifo 10 aBToMaTH3My. CaMme aBTOMAaTHYHE CHPUHHATTS TOTO YW IHIIOTO CTEPEOTHITYy OacTh
3alliKaBJICHUM 0c00aM MOXKJIMBICTh MaHIITyJIOBATH CYCIIUTFHOIO CBIOMICTIO, HEBII’€MHOIO YACTHHOIO SKOI € CITO’KUBYA
noBeninka. CHpomieHuil 00pa3-CTEpeoTHIl CIIOKMBYOI MOBEMIHKH, YIPOBapKyBaHMH uepe3 Product placement,
MPOBOKYE ayJIWTOPII0 HA aHAJOTIYHE CIIPOINCHE HOoro crnpuiHATTA. Tak, oOuparoum Hamiid i1 BEYipKH, MOJOIUM
JFOJIIM HE MOTPIOHO OBro Aymary. 3BHYaWHO X, iIXHbOMY crarycy HaiexuTh mutu Coca-Cola, B yomy ix mepexonana
YHCIIEHHA PeKJIama.

[Ipocre mocnaHHS MPOBOKYE NpocTe Horo crpuiHATTS. Y pasi Product placement ponbs comianbHOTO
CTEPEOTHUIly CYTTEBO 3pOCTa€ y MOPIBHAHHI i3 MPSMOIO peKiIamMolo. AJDKe COLIaJIbHUI cTepeoTun (GopMyeThes
XYIO’)KHIM TePO€EM, 1 Horo obpa3 aBTOMaTHYHO MPHUB’ A3YETHCS 10 00pa3y MPOIYKTY, IO MPOCYBAETHCS, 3aKPIIIIOI0YH Y
CBIJTOMOCTI CIIOXKHBAYiB II€¥ aCOIiaTUBHUI 3B’ SI30K [6].

MeTto10 CTATTI € aHAJI3 IICUXOJIOTIYHUX YHHHUKIB e(heKTUBHOCTI pekiiamu Product placement y mopiBHSIHHI 3
IHIIMMU BHJaMU PEKJIaMU Ta BUSBJICHH IHANBITyaIbHUX 0COOIMBOCTEH 3amaM’sITOBYBaHHS PEKJIaMH JIFOAWHOIO.

Bukiag ocHOBHOro martepiajay i pe3yabTaTiB gocjaigKeHHs. Y JOCIHIIKEHHi, SKe CIPIMOBYBAJIOCH Ha
BUBYCHHS INICUXOJIOTIYHMUX OCOOJIMBOCTEH 3amaM’sSTOBYBaHHS HEMPSAMOI peKJaMH, B3sUTH y4acTh 30 CTYAEHTIB pi3HHX
HaBYANBHUX 3aknafiiB M. KueBa. Bik mocmimkyBanux 17-20 pokis, i3 Hux 18 xmonmi ta 12 giBuat. Taka BHOipKa €
PENpe3eHTATHBHOIO, OCKUIBKH B FOHAIIBKOMY Billi (POpPMYy€eThCS 3pijie CTaBICHHS Ta PO3YMIHHS PEKIAMHOI HisUTBHOCTI,
(hopMyeThCS BIaCHA CIIOKHBYA MTOBEIIHKA.

Bymn BukopucTaHi Taki METOINVKH MOCIHIIKEHHS: METOAWKA IS BHMIPIOBAHHSA 00CATY OOpa3HOi mam’sTi,
METOJIHKA ISl BU3HAYEHHS 00CSTY IaM’sITi IPY MEXaHIYHOMY Ta JIOTIYHOMY 3allaM’ITOBYBaHHI, aHKETa JUIS BUSBICHHS
oco0yMBOCTEH 3amaM’sITOBYBaHHS Ta cripuiiManHs pexnamu Product placement, (ankeTa po3pobieHa HaMH BiANOBIIHO
JI0 3aBIaHb JIOCHIPKCHHS 1 CKJIAIAETHCS 13 IBOX YaCTHH: MEpIIa JaCTHHA CIIPSIMOBAHA Ha BHUSBJICHHS CTAaBIICHHS JIIO/CH
JI0 pekyiaMu Ha TesneOadeHHi Ta 1 e()eKTUBHOCTI; Apyra YacTHHA CIPsSMOBaHA Ha BUSABJICHHS €(QEKTUBHOCTI pEKIaMH
Product placement). IIpu dopmyBaHHI BHOIpKH AOCHIIPKYBAaHHX OJHI€I0 i3 yMOB Oyna BUMOra, mio0 ONMUTYyBaHI B
HEBiIJaICHOMY MUHYJIOMY Oaqriin KiHO(1IBMH, peKiaMa B SIKHX Iisarana omiHii. OCKiTbKY i KiHO(QITBME € JOCUTH
MOMYJIIPHAME Cepe]l TOCIiIKYBaHOT KaTeropii ocid, To BHOIPKY copMyBaTu OyJIO HE BaXKKO.

3a pesynbTaTaM¥ JOCITIKESHHS 32 METOAUKOIO Ul BU3HAYEHHS 00csATY 00pa3Hoi maM’sTi OyIio BUSBIEHO, IO
BHCOKI TIOKa3HMKH 3a IIKaJOK 00pa3Hoi mam’ATi MaloThk 7 ocib, mo ckianae 23% BUOIpKH, cepeHi MOKa3HUKHA MAIOTh
17 oci6 (57%), 1 HU3bKI MOKa3HHKH MalTbh 6 ocid (13%). BusBnenus obOcsary oOpasHOi KOpoTKodacHO mam’sTi
MIOKa3aJio, IO TaKa BIACTUBICTh Y BCIX MOCTIIKYBaHUX 3HaXOIUTHCS B MeXaX HOPMH 1 Ma€ IEPEBa)KHO BHCOKI Ta
Cepe/IHi OKa3HUKH.

3a pesynpraTaMu Ui BHSABJICHHS IEPEBa’KaHHS JIOTIYHOTO YM MEXaHIYHOTO CIOCOOIB 3amaM’sITOBYBaHHS
BCTAaHOBJIEHO, O y 18 ocib (60%) nepeBaxkae soriune 3amam'stoByBaHHs, B 4 oci0 (13%) mepeBaxkae MexaHiuHe
3anam'siTOBYBaHHs, 1 i 8 0cib (27%) xapakTepHa piBHOBara JOriyHOr0 Ta MEXaHIYHOTO 3araM’ STOBYBaHHS.

VY pesymbraTi aHajily aHKETHOTO ONUTYBAaHHS OYIIO BHSBIICHO, IO Cepel OUTBIIOCTI MOXIHUBUX CHOCOOIB
MIPOBEJICHHS MO3BULISI TepeBakaroTh «CUAiHHsI» B IHTEepHETI (59%), mepermsan tenesizopa (38%), BimBimyBaHHS
KiHoTeatpy (23%), 3anpomenns apy3is (18%) tomo. [epernsn Tenenepenad i GinpMiB B 15% nocmipKyBaHUX 3aiiMae
no 1 roguay, B 25% — 1-3 ronunam, 50 % MOCTiKyBaHUX TUBIATHECSA (QLIEMU i Tenenepenadi OinpIie 3 TOAWH Ha ICHB.

[To3uTHBHE CTaBJIEHHS A0 PEeKJIaMHU XapakTepHe A Oinbil Hik 50% J0CiiKyBaHUX, IPU 1IbOMY AOBIpPSIOTH
pexmami Omm3pko 25% pPECHOHACHTIB, BBAXKAIOYM 1 OCHOBHMMH COIIaJbHAMH HACHiIKaMH — MaHIMYJIIOBaHHS
cBimoMmicTio croxuBadiB (32%), AK DONATKOBI JUKepena AOoXody uid aepxaBu (28%), iHGOPMOBAHICTH CIIOKHBATIB
pexnamu (26%). Binbmicte nocnimkyBanux (73%) 3a3Ha4aroTh, M0 peKiaMa BiIBOJIIKAE IX BiJ Ieperysity (iibMis,
14% mix gyac pexsiaMy 3aiMaloThCs IHIIMMU CTIpaBaMH, 5% 3a3HauMIM, [0 HE TOMIYaroTh ii.

B ominni cnpuiiMaHHA poii Ta 3HaYCHHS pekinaMu 36% ONHTAHUX BIAMITHIIH, L0 peKjiaMa — Iie OJHH i3
croco0iB oTpuMary iHdopmalio Ipo ToBap Ta HOro sKicTh, 24% BBaXKalOTh, 1110 pEKJIaMa 3aBXIH MepeOUIbIIye IKICTh
ToBapy, 8% 3a3HAYMIM, IO OTPHUMYIOTH 3aJOBOJICHHS BiJ TEperisily KBali(iKOBAaHOTO SIKICHOTO PEKIAMHOTO
NPOAYKTY, 7% He NOBIPSAIOTH peKiIaMi, aje TUBIATHCS 11 3 METOI0 OTpUMaHHs iH(dopmanii Ta iH.

CTOCOBHO MPUXOBAaHOI PEKIaMH, TO OIM3bKO IOJIOBMHH JOCHIIKYyBaHHX (46%) momidaroTh i 1 BBaXarOTh
edektuBHOIO. DakTOpamMH, IO CIPHUSAIOTH 3alaM STOBYBaHHIO TPHUXOBAHOI PEKIaMH, JOCIiIKYBaHI BBaXKalOTh:
KOPHCTYBaHHSI PEKJIAaMOBAHUM TOBApOM TOJIOBHHM T'€pPOEM; ITIIKPECICHHS SKOCTi TOBapy; KOPHUCTI Ta 3pY4HOCTI

174



Oprawui3aiiiina ncuxosoris. ExonoMiuna ncuxosoris. CouianabHa ncuxosoris. Bum. 42

PEeKJIaMOBAHOTO TOBapy; MpPUBAONMBICTG ToBapy Touio. OCHOBHMMHM YMHHHKAaMH, IO BIUIMBAaIOTh Ha BUOIp TOBapiB
HAIIMMU TOCTIKYBaHUMH, €: BiJOMICTh OpeH/Iy; AKiCTb TOBapy; AN3aiiH TOBapy; MOPaIH Ipy3iB.

JyMKH JOCHiIKyBaHMX 3 TPHBOAY TOTO, Kpallle 3araMm’sTOBYETHCS PEKJIaMa, PO3MIIIEHA B XYHZOXKHBOMY
(buTbMi, UM TEeNeBI31MHUNA pEeKIaMHUI POJHK, MTOAUIMINCH TPUOIN3HO nopiBHy. [Ipy npoMy, O4EBHIHO, 110 TPUXOBaHA
pexilaMa B XyZIOXXHbOMY (ibMi MOXe 1 He YCBIIOMIIIOBAaTHCS SIK peKkiama, aje, 0e3yMOBHO, BOHA BIUIMBAa€E Ha
3amaM’ATOBYBaHHA IPOAYKTY, 10 € ii mepeBaroio. CTOCOBHO pPEKJIAMH TOBAapy TOJIOBHHM IepoeM (iIbMy, IO €
MepeBaKalouMM CHOCOOOM, pPEKJIaMH, JIOCHIPKYBaHI IIepeBa)XKHO 3a3HAYWIN BHUHHUKHEHHS IHTEpecy Ta JOBipy
criokuBadiB — 42% ta 57%, 32 yMOBH MOITYJSIPHOCTI (DLIBMY Y TOJIOBHOTO T€POSL.

3HayHa YaCTMHA ONUTYBaHUX BBAXAE, II0 BUKOPHUCTAHHS peKiiaMH y (iibMax Moke HaB’s3yBaTH IIisijiauam
MeBHAHN CTHNB KUTTS (62%), a BIINOBIAHO BINIMBAE HA IXHI iHTEpecH Ta BUOOPH SIK CIOXKMBAdiB. 3 MPUBOLY UTAHHS,
Y YacTe 3aCTOCYBaHHA y (ibMax Ta Tellelepenadyax peKiaMi TOBapy BIUIMBA€E HA HOTO BII3HABaHICTH Ta JOBIpY IO
HBOTO, OUTBIIICT onuTyBaHUX (70 %) BBaXKAIOTH, IO TaK.

JlocmijpkeHHST B3a€MO3B’SI3KY IHAMBIAYyaJdbHUX BJIACTHBOCTEH maM’sITi JIIOMMHM Ta 3alaM SITOBYBaHHS
PEeKJIaMOBAHOTO HPOJYKTY 31HCHIOBAIOCS UITXOM BU3HAYCHHS KOPEIALIITHUX 3B SI3KIB MIJK TUIIOM 3aram’iTOBYBaHHS
0co0OHCTOCTI (MEXaHIYHE YM CMHUCIIOBE) Ta SKICTIO 3aI1aM’ ITOBYBaHHS (KUTBKICTh MMPaBUILHAUX BiAIOBiEH).

BesymMoBHO, Ha SKICTh 3amaM’SITOBYBaHHS Ma€ 3HAYHWH BIDIMB PEKIaMHUHA MPOAYKT. Tomy GimbMu mis
BU3HAYEHHS po3MilieHoro B HUX Product placement Oynu BuOpaHi 3 pi3HOIO SKICTIO BMIIIEHHSI PEKJIAMHOTO TIPOAYKTY,
110 JIaCTh 3MOT'y IIPOaHaji3yBaTH poOOTY Pi3HUX MEXaHI3MiB, SIKi ITPAIIOIOTh y peKiami Takoro gopmary.

@inmemu, obpani Hamu Ui nochimkeHHs Product placement: «3anisna moounay (3a CIOKETOM HMO3UTHUBHHUH
TOJIOBHUI repoil cnpusitumMe poOoTi MexaHi3My ineHTHdikanii Ta 3amam’iTOBYBaHHs Horo o0pasy); «Ilana-oocsioocy
(y dineMi BHKIUKAIOTHCSI TO3UTHUBHI €MOIIii PO3BaHTAXKCHHS, 1 Ha koMY (oHI HBO Bud 3amam’sIToBYy€eThCS, SIK MUBO,
o MIOTh 3a OyAb-SIKOi HAarogu, o0 MPOCTO PO3CIA0MTUCH YU BECEJIO MPOBECTH Yac, OJHAK IEepeHACHYEHHS
TpaHCIALIT MPOAYKTY MOKE, BOJHOYAC, NATH ILTIOC MEXaHIYHOMY 3araM’sITOBYBAaHHIO i MiHYC JIOTi9HOMY); «Joxmop
Xaycy (mogii GimpMy po3ropTaroThesl y BUCOKOIIPECTIDKHIHM KITiHIMI, 1 B HI JEeMOHCTPY€EThCs TexHiKa Apple, mo HaBitoe
BUCOKI cTaHIapTH sikocTi); «Taxci» (ZeMOHCTpallisl 3aBHIIEHHX MOMJIMBOCTEH MaIIMHH cepelHboro kiacy Peugeot
CIIpHs€ 3aXOIUICHHIO IM3aiiHOM Ta sKicTio)» «Generation P» (4acta mosBa OpeHIy MOXKE CIPHATH MEXaHIYHOMY
3amam’sITOBYBaHHIO, a HAsBHICTh PEKJIAMHOI KammaHii OpeHny — JoriyHomy); «99 ¢panxiey (pinbM mnepeHacuueHun
BEJIMKOIO KUTBKICTIO Pi3HUX OpEHIB, IO MOXKE TIOTaHO MTO3HAYATHCS Ha IXHHOMY 3ariaM’ ITOBYBaHHI ).

AHai3 OTpUMaHUX BIITOBIACH JOCIIIKyBaHUX MTOKa3aB HACTYIHUH PO3MoaiI (IuB. puc. 1).

SIk BHIHO i3 HaBeJEHOTO pHUC. 1, MPaBWIBHY BiJIIOBi/b CTOCOBHO PEKIaMOBaHOro aBToMoOLIs Mapku Audi y
¢bineMmi «3amizHa moarHay qanu 20 qocmimpkyBaHux (66%).

VY ¢inemi «[lama-mocBimocy» Bmimena pexnama (Product placement) nusa Bud. IIpaBnipHy Bignosias namm 14
onutanux (47%).

[MpaBunbHY BiAnoBigs crocoBHO curaper Parlament, mo kyputs repoit ¢inemy «Generation P», mamm 13
nociimkyBanux (43%). A crocoBHo TexHiku Apple y cepiani «/{okrop Xayc» mpaBuibHO Binnosinu 27 oci6 (90%),
OUYEBHUIHO TOMY, IO IIe Cepial i pekjlaMa 4acTO OBTOPIOETHCS.

«99 ¢paHKiB»

«Takci»

«Generation P»

«lMana-poceigoc»

«ttorop xaycy | M N M R

«3ani3Ha Nl0AUHaY

o

10 20 30 40 50 60 70 80 90 100

Puc. 1. E¢exTuBHicTh 3annam’AiToByBaHHsI pekiaamMu Product placement y pisnux tunax ¢giabmis
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AxKTyanpHi IpOOIEMU TICUXOJIOTI1

Ha paxyHnok aBromo0ins mapku Peugeot y dinbemi «Takci» npaBuibHO Bianosimm 22 ocobu (73%).
IIpo Te, mo reporr PimeMy «99 ¢pankiB» KypuTh curaperu Camel, TpaBWIBPHO BIANOBIMM Jwmie 5

nmociimkyBanux (17%).
Y maba. 1 3a3Ha4yeHi KOPEJALiHI 3B S3KM MIDX BJIACTHBOCTSAMH IaM’STi JOCIIUKYBaHHUX Ta HPaBHIBHOCTI

BiJIMTOBi i€ Ha 3amaM’sITOBYBaHHS PEKJIaMOBAHOTO MIPOAYKTY.

Tabauys 1

B3aeMo03B’A30K IHIUBIAYyaTBHUX BJIACTHBOCTEH MaM’ATI J0CHIAKYBaHUX TA 3aaM’ATOBYBAHHA
PeKJIaMOBAHUX MPOAYKTIB

'§ ] A g. 2
) S S Q &
S S .S 2
s 3 s & 3
2 g 5 g 3 S
E 5 5 g 3 N
3 3 S 3 S 3
OGpasHa mam’sTh 0,64 0,66 0,52 0,87 0,74 0,36
MexaHivHe 3amaM’ ITOBYBaHHS 0,55** 0,57** 0,54** 0,85** 0,55** 0,34*
Jloriune 3amam’ATOBYBaHHS 0,63** 0,34* 0,66** 0,35* 0,71** 0,23*

Hpumimka: ** Kopensamis 3Hauyma Ha piBai 0,001; * Kopemnsmis 3Hagymia Ha piBHi 0,05

Sk GauuMo i3 HaBEJACHUX NaHUX mabi. 1, MOCIIPKYBaHi i3 J0Ope PO3BMHEHOK OOPa3HOI0 MaM’sATTIO JA00pe
3amam’ATOBYIOTh pekiamy Product placement, ockinbku Oyab-sika pekiiama IMOB’si3aHa i3 00pa3HOIO Ta MEXaHIYHOIO
mam’sTTIO, y IaM’4Ti 30epiratoTecsi 06pa3u roJOBHUX TepOiB peKiIaMH i GpibMiB.

JocmimkyBaHi i3 IepeBakal0OYiM PO3BUTKOM JIOTIYHOT TaM’sITi T0Ope 3armaM’ ITOBYIOTh PeKJIaMy, TIOB’s3aHYy i3
MOSACHIOBAIEHUMHE CIOXKETaMH, sK, Hampukman, y ¢imemi «Generation Py», me TooBHHH Tepoil 1 KOPHCTYEThCA
NPOIYKTOM, 1 TOSCHIOE HOro CyTh, peknamytoun #Horo. JloriyHa mam’sTh HacTh Kpamy pe3yiabTaTH IIpH
3amaM’SITOBYBaHHI MpSMOI peKJIaMH, JI¢ aKIeHT POOWTHCS Ha JIOTImi 1 3J0pOBOMY TIy3[i CHOXHBAYiB, TONI SK
MpUXOBaHa peKjiama OpieHTOBaHA B OCHOBHOMY Ha 3araM’ ITOBYBaHHS 00pa3y peKJIaMOBaHOTO TOBAPY i CITiBBiTHECEHHS
HOTO 3 TOJIOBHUM T€POEM.

VY J0CHipKyBaHHUX 3 MEPEBAYKAIOYAM PO3BUTKOM MEXaHIYHOI maM’sITi 3araM’sITOBYBaHHS [TOB’I3aHE 13 4aCTOIO
MOBTOPIOBAHICTIO TPOAYKTY, IPOTEe IIEPEeHACHYCHHS pPI3HUMU TOBapamMyM Ta OpeHJamMy TOraHo BIUIMBAaE Ha
3amaM’ITOBYBaHHS, SIK, 30KpeMa, Y GinbMi «99 ¢ppaHKiBy.

BucHoBku. Ha 0CHOBI NMpoBeIEHOT0 aHANI3y TEOPETHYHOT'O Ta EMIIPUYHOTO JOCIIIKEHHS MOXHA 3pOOUTH
HACTYITHI BUCHOBKU:

1. Product placement mMoxxHa BBakaTH €()EKTHBHOIO PEKIAMHOIO TEXHOJIOTI€I0 Ta 3acO000M BIUIMBY Ha
CIIOXKUBYA, SKI CIPUSIOTH MiJBUIICHHIO 3amaMm’sTOBYBaHHS Ta BIi3HaBaHHs ToBapy. He3Bakaiounm Ha HeraTuBHE
CTaBIICHHS JI0 PEKJIAaMH Ha TelleOadeHHI IeBHOI WACTHHH JOCIIKYBaHUX, OUTBIIICTH BCE JK BBaXKa€, IO MPUXOBaHA
pekiiaMa BIUTMBAE Ha CIIOKUBAUiB, crpusie (JOPMYBaHHIO IIEBHOTO CTHIIIO JKUTTS, a BIPOBAKCHHS B CIOXKETHY JIIHIIO
¢inbemy abo 10y pekIaMu JIoroMarae OpieHTyBaTHCs IIPH BUOOP1 TOBApiB i HOCIYT.

2. CraBieHHS [0 peKiIaMH B IIUIOMY Yy IOCHI[DKYBaHHMX IO3UTHBHE. [IpsiMa TenepexiiamMa CIpHAMAETHCS
JIOCITIPKYBAaHUMHU SIK HaB s3JIMBa, HA BiIMiHY BiJ PUXOBaHOI, Ky MepeBa)kHa OUTBIICTD TOCTIHPKYBaHUX TIOMIYa0Th Y
(hixpMax 1 3a3HaYarOTh, IO TaKa PeKJIaMa IX He JAparye. BuTbIIicTh JOCTIPKYBAaHHX TaKOXK 3MOTJIH BiTHOBHUTH B ITaM ’sITi
CIOXKET, MOB'I3aHUHN 3 IEBHUM OpEHIOM.

3. Pexnama, po3miiieHa B XyJI0KHbOMY (iTbMi, e(eKTHBHIIIA 338 PEKIaMHI POJHMKH, OCOOIHUBO 32 YMOBHU 11
npodeciiHOro BIPOBAHKCHHS Ta MOITYISPHOCTI (iTbMY YH TOJIOBHOTO TE€POSL.

4. Bucokuii po3BUTOK 00pa3HOi MmaMm’sATi CIpHUsAE XOPOIIOMY PO3BUTKY pekiamu y popmati Product placement.
JocnijkyBaHi i3 mepeBaxalouuM PO3BUTKOM JIOTIYHOI Ta MEXaHIYHOI IaM’sTi Kpalle 3amam’sITOBYIOTh peKjiamy, 10
BHKIJIMKAE IHTEPEC, 3aXOIUICHHS Ta MPUBA0IMBICTh CIOKETY (LIBMY M TOJIOBHOTO Iepos.
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OTxe, MOXHa 3pOOHMTH BHUCHOBOK IPO Te, IO CPEKTHBHICTH 3alaM’STOBYBaHHS PEKIAMHOTO MPOIYKTY
BU3HAYAETHCS SKICTIO PEKJIaMH Ta 1HIUBIyalTbHUMH BIACTUBOCTSMHE [aM’SITi JIIOAMHH.

IMepcneKkTHBH MOJAJBIIMX JOCHII)KEHb IMOJAral0OTh y BHBYCHHI BIKOBUX Ta CTaTeBUX OCOOIMBOCTEH
CHpUITMaHHS Ta 3amaM’sITOBYBaHHS JTIFOIUHOIO MOBIJIOMIICHb EKPAHHOI PEKJIAMH, & TAK0XK OCOOJIIMBOCTEH e()eKTHBHOCTI
peKIIaMu 3aJIe)KHO BiJl Pi3HHUX KAHPIB mepenad.
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Serdyuk, O.A. Psychological features of memorizing hidden advertisements by the man. The article deals with the
essential characteristics of hidden advertising and disinvite features of its perception by consumers as well as the Product placement
impact on consumers.

The Product placement can be considered an effective advertising technology and a means for influencing consumers that
activates products memorization and recognition. High development of image memory improves advertisement memorization in the
Product placement format, whereas well-developed logic and mechanical memories improve memorization of interesting and
attractive advertisements like interesting film plots or characters.

The author discusses different consumer attitudes to advertising technologies. Direct TV commercials were generally
perceived as intrusive as opposed to the hidden advertising found in movies that was perceived by the vast majority of the consumers
as non-disturbing. Despite some negative attitudes towards advertising on television, most of the respondents believed that hidden
advertising influenced consumers promoting a certain lifestyle, while inclusion of ads into the storyline of the film or show helped
them to orient when choosing goods and services.

The author analyzes the psychological determinants of the Product placement effectiveness compared to other types of
advertising and people’s individual characteristics of advertising memorization: those with the leading mechanical memory
memorization associated with the occurrence of the product, although too many different products and brands deteriorated
remembering.

Keywords: advertising message, direct advertising, hidden advertising Product placement, advertising memorization,
perception of advertising.
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