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institutions of higher education. n 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 

 
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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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 
l 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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