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INCUXOJIOT'TYHI OCOBJIMBOCTI 3AITAMSATOBYBAHHS JIFOJAUHOIO
PEKJIAMMU PRODUCT PLACEMENT

Y cmammi poskpumo ncuxonoeiuni xapakmepucmuxku Npuxosaroi pexiamu ma ocodmusocmi iv
cnputivanus  cnodcugavem. Ilpoananizogano ¢paxkmopu enaugy Product placement na ceidomicme
cnoocugavie. Bcmamnosneno, wo Product placement mooicna geascamu  epexmugnoro  pexiamHoio
MEXHON02IEI0 ma 3aco00M 6NAUBY HA CHOJCUBYA, WO AKMUBIZVE 3anam SMOGYEAHHI MA 6NI3HABAHHS
moeapy. Buseneno ocobausocmi cmaeneHHs CHoJCUBayie 00 PEKIAMHUX MeXHONo2il. Busnaueno
NCUXON0STUHI YUHHUKU eghexmusHocmi pexnamu Product placement y nopisusnui 3 inwumu il eudamu,
BUABTIEHO THOUBIOYANILHI 0OCOOIUBOCIT 3aNAM IMOBYBANHS PEKAAMU THOOUHOTO.

Knwuosi cnosa: pexnamne nogioomneHHs, npama pekiama, npuxoeana pekiama, pexiama Product
placement; 3anam ’amoeysanns pekiamu,; CHPUIMAHHSA PEKIAMU.

Beryn. CywacHuii puHOK Bce OuTbIe 1

OublIe HACUYyeThCS
KOHKYPEHTOCIPOMOKHHMH TOBapaMH i
nocimyramMu.  besnmiy  iX  BUIIB  OyKBaJIbHO
«PO3MITOBXYIOTH»  OJMH  OJHOTO, 10O
NIPUBEPHYTH JI0 cebe yBary MOKYyIUiB. Y
OulbLIOCTI  JrOZIe  cOpMyBaBCsl  CTIMKHIA
HEraTUBHUUI obpa3 peKIamu, poTe

BIINPAIbOBaHI TEXHOJOTI MpsMOi peKiIaMu
NAl0Th MPEKPacHl Pe3yJbTaTH, CHOHYKAaOUYH
CIIOKMBaya KyIlyBaTH NOTpiOHM ToBap. lLle
MITBEPIKYETHCS YHCIIEHHUMU
JOCIIDKEHHSIMHU, CIIPSIMOBAaHMMH Ha BUBYEHHS
CTaBJICHHS JI0 PEKJIaMU, HacaMIlepesl, CTaBJICHHS
70 TENEeBBIMHOI pexnamu. [7smad HUHI CTaB
KOMIIETEHTHUM 1 OUThIl pO30IpIMBUM, IO
MIIBUILMIO WOr0 BUMOIVIMBICTH /10 PEKJIaMH 1
3HIDKEHHS 11 €)EeKTUBHOCTI. A 1I€, 3BICHO, BEJE
70 TIOCTYIIOBOTO IMiBUILEHHS MpodeciitHOro
piBHS BHPOOHMKIB PEKJIaMH Ta JI0 aKTUBHOTO
nouryky ¢axiBusMu B cepl pekiiaMy IHIIMX
Croco0IB  3aJydeHHS yBaru CIOXXHUBAYiB 0
TOBApYy.

BuBuUeHHS NCUXOJIOTTYHUX 0COOIMBOCTEN
pexsiamu HaOyBa€e BCE OUTBINOT aKTyaJIbHOCTI,
OCKUIBKM pEKJamMa ChOTOJIHI CTa€ YaCTUHOIO
MOBCAKIEHHOI 3arajJbHOJOCTYIIHOI KYJIBTYPH,
1HGOPMALIIHHOIO CKJIAJ0BOI0 KOMYHIKAIIHHUX
IIPOLIECIB, 1 € OJJHUM 13 MMOKA3HUKIB PO3BUTKY
cycnuibectBa. CaMe IIUM 3yMOBJICHO aKTUBHHUNA
PO3BUTOK HENPsIMOi peKjIaMy Ha MPaKTUL Ta
HayKoBUH noyk B 11 cdepi [1; 3; 10 Ta 11.].
Y mi crarri MM ¥ pO3MISIHEMO OAMH 13
IHCTPYMEHTIB IIPUXOBaHO1 pekiamu — product
placement.

Mertoro cratTTi € aHaii3 MCUXOJIOTTYHUX
YUHHUKIB edekTuBHOCTI pekinamu  Product
placement y moOpiBHSHHI 3 IHIIUMU BUIAMH
peKiiaMu  Ta BUSIBICHHS IHIWBIZyaTbHUX
0CcOONMMBOCTEN 3amam’sITOBYBaHHS pEeKIaMu
JIIOJIUHOIO.

Teoperuyne miarpyHrs.

[IpuxoBana pexnama — 1€ HAOIp
TEXHOJIOTI 1 METOJIB IO MpPOCYBaHHIO Ha
PUHOK TOPrOBEIbHOT MAPKU YU MOCIYTH, fKi
3a3BUYall CYMPOBOKYIOTH NPSAMY peKiamy 1
CHpSMOBaHI Ha JOCATHEHHS ONTUMAaJIbHUX
MapKeTUHIOBUX pe3yibTariB. llpu npomy
BUKOPHUCTOBYIOThCSI KOMYHIKaLli, SIKI BXOJSTh
y cdepy AUIBHOCTI PEKJIAMHUX AareHTCTB.
Haiiuacrime 3aco0u mNpUXOBaHOT peKJIaMu
OUIbII ~ KpeaTuBHI W  €QEeKTHBHI, HIK
BUKOPHUCTaHHS MpPSIMOi pEKJIaMUd B UYUCTOMY
Burisiai [7; 11; 12].

Skmo mnpsMa pekiiama  CIpsIMOBaHa,
TOJOBHUM YMHOM, Ha 30UIbIIEHHS 00CAry
MpOJaXxiB, TO METa IPUXOBAHOI peKIaMHu —
JOMOTTHCSI HEOOXITHMX TO3MINA  IMIIKY
OpeHay, CTaBJEHHA 1O HBOIO TOTEHLIHHUX
CIOKMBAYIB 1 IIIbOBOI aynuTopii. BiamosigHo
[IPUXOBaHA peKiiaMa — 1€ Ta peKiama, B SKii
HE BHUKOpHUCTaHMM Jioroturn abo oQiiiiHuit
CIIOTaH  pEeKJIaMHOTO  3aMOBHUKa,  HE
BiJOOpaXkeHO MpoyKiis komnaxii. Jlo 1nporo
BHJYy peKJIaMu CIiJ TakKoX  BIIHECTH
HEHAaroJIoleHe BUKOPUCTaHHS JIOTOTHUILY abo
MpOJyKLii KoMIaHii Ha (OHI TOJOBHOIO
o0'ekTa pekIaMHOrO TmMOBiMOMIIeHHA. Jleski
BUCHI BB&XalOTh, IO TPUXOBAHA pPEKIAMa
YUHUTh  OUIbII ~ NOTYXHUH  BIUIMB  Ha
ayJAUTOPI0 caMe 3aBIIKUA TOMY, IO MPSIMUM
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00'eKTOM BIUIMBY Ha ayAUTOPII0 CTAa€ came
nigcBinomicTs. Ii QyHKUiSMM €: TOMiCTHTH y
CBIIOMICTh HAceJeHHA IM'd 1 MapKy QipMu,
BiJlipBaTUCS BiJ KOHKYPEHTIB,
3alpPOIIOHYBABIIM HOBY TOBApHY JOMIHAHTY,
CTBOpPUTU MOTpeOy B HOBUX BHJAX TOBApIiB,
CTBOPHUTHU aHTHUPEKJIaMy KOHKYpEHTY [2].
[lepmoro 3 ycix QopM HOpUXOBaHOL
pexinamu 3'siBuBcsi product placement (aHri.
po3milieHHst  npoaykry). Cyre  Merony
noJjisira€ B TOMY, IO PEKJIAMOBAaHUN TOBap
3rajlyerbcsd B KHHU31 a00 JE€MOHCTPYETHCS B
KiHO(UIbMI a00 Tenecepiaii, IPUUYOMY BUCOKY
SKICTh 1IbOIO TOBAapy MOXKE OyTH OCOOJIMBO
MIAKPECICHO. 3a KOPJOHOM TaKa TEXHOJIOTIS
BijoMa Bke noHaj 80 pokiB, a B YKpaiHi Ta
kpaiHax CHJ| BoHna 3'sBuiacs jume Outg 15-
20 pokiB TOMYy, KOJHM  IOKBaBUJIACS
BITYM3HAHA KIHO-1 TENCIHIYCTPis, MOYaln
3'IBIIATUCS CEplaM 1 peaiTi-1oy.
[lomupeHuMu  BUAaMU  IPUXOBAHOL
peKJIaMu CTaJIUM peKiIaMa y oduiaiiHi, 30KpeMa
life placement (aurn. po3milieHHs B KUTT1), a
TakoX B [HTepHETI, B COLlIAIbHUX MEpekax, Ha
dbopymax Tomo [9]. 3BuYaitHO, y OUIBIIOCTI
KpaiH NIpUXOBaHa pekiiama 3a00poHEHa, aie
OCKUIBKH 1i BU3HAYUTHU HOCUTH CKJIAIHO Ta
HEB1I0Ma MPaKTUKa MOKapaHHS 33 IPUXOBaHY
pexnamy. HesBakaroun Ha BCl 3aKOHH 1
JeKnapainii mpo pekiamMHy eTHKy, mpeca 1

TenmeOaueHHs HaIlOBHEH1 MIPUXOBAHOIO
pEeKIaMol0 — OIJISIAM, CTaTTi, pernopraxi 1
HABITh HOBWHM HAIOBHEHI BCTaBJIICHHIMU

CJIaBOCIIIB'S TOBApY 4u (IpMHU.

3 pPO3KBITOM KOMEpUIHOrO KIHO B
kpainax CHJI mnouanacs emnoxa Product
placement. IIpore B ykpaiHCBhKili MOBI JaHHii
(deHomMeH J0ci HE Ma€ TOYHOI Ha3BH 1
HailyacTille IHTepIpPEeTYEThCS K «IPHUXOBaHa,
HenpsMa» peknama [3; 4], sSKy NCHUXOJIOTisA
peKiIaMM  XapakTepusye K  YHIKaJbHY
TEXHOJIOTIIO YIIPABIIIHHS MaCOBOIO CBIJIOMICTIO
1 KyITIBEJIbHOIO IOBEIHKOIO.

Product placement — 1ue TexHOOTIA
BIUTYTYBaHHsI OpeHIy, TOBapy abo MOCIyTH B
CIOXKET TBOpY, a 3HAYWTh, B KUTTSA KIHO ab0
TeJerepos, B MOro cmocid XUTTS 1 HOro
oroueHHs. lle TexHiKa TPOHUKHEHHS, B
MIZACBIIOMICTD 3aXOIJICHOTO CIOKETOM 1 TPOIO
risjgada, KU y el MoMmMeHT 0Oe3 omopy 1
CYMHIBIB TOTOBUI IPUHHATH MPAKTUYHO OY/b-
Ky HaB'si3aHy HOMY 17I€10, TyMKY, 3BHUKY [5;
8]. Omxe, wmera Product placement, sk

MpaBUJIO,  3BOJUTHCS  J0  TOro, 1100
MEPEeKOHaTH  MOTEHIIMHUX  MOKYNIIB Y
KOPHUCHOCTI TOBapy 1 HEOOXIIHOCTI KYHHUTH
rioro. Omnak Product placement — TexHomoris
TOHKA, TOMY norpedye BHUKOBOTO
npodecionanismy. Hanmopuctuii, HaB's3nmuBuii
Product placement moe 3ircyBatu BpaXeHHS
nmpo  OpeHn, MpPoaykT abo  TOCHyry,
BIJIITOBXHYBILH B/l HOTO CIIOKUBAYIB.
Hazeu  tumie  Product  placement,
MOKJIaJeHl B OCHOBY  Kiacuikaii,
3arporoHoBaHoi C. TypKOTTOM, I'PYHTYIOTbCS
Ha BHJAX CEHCOPHUX KaHAIIB, IO SKHUX
HAJIXOJUTH 1 TIepepoOIIsieThes iH(opMaIltis mpo
npocyBanHsi OpeHniB. OTxe, Ha3BU THIIIB
Product placement BimmoBimarOTh  BUIY
JOMIHYIOUOTO KaHally CIpUMHATTS 1HQopmarii
— BI3yaJbHHMH, pPO3MOBHMU (ayliaibHUN) 1

PYXOBO-EMOITIHUI (MoTHBaIIHO-
noTpeboBUii).
OmauM 13 HaWOUIBII  BaKJIUBUM

¢akropom BrumBy Product placement Ha
CBIIOMICTh  CIIOXKMBA4IB €  NCUXON02IYHA
idenmugpikayiss ~ ocobucmocmi 3 2epPOEM
pekiamu, BUCTABICHHUM B KpalloMy CBITJI.
[lcuxonoriyamii  MexaHI3M  iAeHTH(IKALIT
JI0TIoMarae peKyiaMoJIaBlsiM TPOJaBaTH CBOI
ToBapu B XyAoxHIX  ¢ubmax  [9].
[nenTudikaris € 31aTHICTIO KOKHOTO, CBIIOMO
9K HECBIJIOMO, MIPUITHUCYBATU co01
XapaKTEepUCTUKHN 1HIIOI JIOAUHU a0o TpyMH.
VsaBHe  TOpiBHSHHSA cebe 3  TrepoeMm
TeJenporpaMu abo TeneduibMy,
npejacTaBieHHs: cebe Ha Horo Micii abo B
AQHAIOTIYHINA CHUTYyallli BUKIWKAE EMOLIHHUN
BIATYK. MexaHi3M i1eHTudikanii 3 nodbaueHuM
Ha €KpaHl € OJHUM 3 KJIYOBUX B IIpoleci
epextuBHOCTI mocnanb Product placement,
TOMY JOCSTHEHHsI ajpecara B1IOYBa€ThCS

Iy)K€ JIeTKO 1 HEeHaB'sI3MBO 0e3  TiHl
30MOyBaHHS, 3a sIKe KPUTUKYETHCSA
TpaaulliiiHa pexiiama.

OmHa 13 cydacHMX  KOTHITUBHHX
MICUXOJIOTTYHUX TeOopiit - «reopist
KYJIbTUBYBAaHHS» — PO3MITAE  3AATHICTH
obpazis  3MI, a moBimomiueHHs product
placement BigHOCSTBCSI caM€ IO HUX,
dhopmyBaTn yHi(pIKOBaHUN MOTJIAT

TenernsigadiB  (cnokuBadiB) Ha cBIT. [lin
BIUIMBOM BiIe000pa3iB  YHIQIKYIOThCS  BCi
OCHOBHI CTOPOHHM JIFOJCBKOTO KUTTS —
MOJIITUYHI OIS, TEHJEPHI YCTAaHOBKH,
MOTJISIIM T1a MMUTaHHA 37J0pPOB's, BUOOPY CTHIIIO
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KHUTTS 1 OJKATTEBOTO IUIAXY. YwWcieHHi
JOCIIPKEHHSI TIOKa3yI0Th, 30Kkpema, 110 Big 30
10 40 % aMEPUKAHCHKUX MIUTITKIB
MOYMHAIOTH NMAJTUTH caMe Yepe3 HacIiTyBaHHS
€KpaHHUM reposm | 8].

[HmM  ocoOnmuBUM  MexawnizmMom  BILIUBY
Product placement Ha cHOXUBUY MOBEAIHKY
CIY’)KUTb meopisl coyianbHo20 HagyanHs. Sk
BIZIOMO, KJIaCM4HI eKcIepuMeHTH AJbs0Oepra
bannypy 1oBOMIIM CHITY BIUIMBY «COLIIAIBHOTO
3apaKEHHS», SIKE BIUIMBAE HA JIFOCH TOJIOBHUM
9UHOM 4epe3 iH(opmalliio, CHoXWBaHy HUMH
yepe3 TenedaueHHs. Y Ccy4acHOMY CBITI o0pasu
Ta MOZEN TOBEAIHKH, THpaxkoBaHi 3MI, cram
OJTHAM 13 TOJIOBHMX JDKepen corjanizamii. Y
JTAHOMY BUIAJIKy, sIK BBaxarorh H. Muutep 1
JLx. Jlommapa, HacmiayBaHHs, 30KpeMa oOpasam
3MI, siK 00'€KT IHCTPYMEHTAILHOTO HAYYIHHS €
KJTFOYOBMM YMHHHUKOM Yy (popMyBaHHI ()eHOMEHIB
comianizauii 1 koHpopmHocri [11; 12].

Takum urHOM, BIIpoBapKeHH uepe3 3MI
B CYCHUIBHY CBIJOMICTh  «IIOMHUJIKOBHID
CTEPEOTHIT 3a paJd BHUKOHAHHS IIEBHOTO
COILIIAJILHOTO 3aMOBJIEHHS 3BUIBHSIC JIFONEH BII
HEOOXITHOCTI JymaTH, JOBOJAAYM TUM CaMHUM
HOTO MEepIeNTUBHY PEAKIIo 10 aBTOMATH3MY.
Came aBTOMAaTWYHE CHOPUHHATTS TOTO YH
IHIIIOTO  CTEPEOTHITYy JaCTh 3aIllKaBJICHUM
ocobam MOJKJIMBICTh MaHIMyJII0BaTH
CYCITUTbHOTIO CBIZIOMICTIO, HEBI'€MHOIO
YaCTHHOIO SIKOi € CIIO)KMBYA TIOBEIiHKA.
Crpomenuii  00pa3-CTEPEOTUN  CIIOKUBYOT
MOBE/IHKY, BIPOBa/LKyBaHUM dvepe3 Product
placement,  mpoBOKye  ayauMTOpif0  Ha
aHaJIOTI4HE CIIpolIeHe oro cupuiHATTS. Tak,
BHOMparOYM Hamiil Jyuisi BEYIPKH, MOJIOIUM
JIIOJSIM HE TOTPiOHO J0BrO JTyMaTH. 3BUYAHO
X, 1x crarycy HanexuTh nutu Coca-Cola, B
4oMYy iX IMepeKoHala YICICHHA peKiama.

[Ipocre mocnaHHA MPOBOKYE MPOCTE MOro
cnpuiiHATT. Y pasit product placement posb
COLIIJILHOTO CTEPEOTHUILy CYTTEBO 3pOCTAE Yy
MOPIBHSAHHI 13 TPSMOI PEKIaMor0. AJpke
COLUAJIbHUM cTepeoTHIl (OPMYETHCS XYI0KHIM
repoeM 1  #oro o0pa3  aBTOMAaTHYHO
MPUB'SA3YEThCA 70 00pazy TMPOAYKTY, IO
MPOCYBAETHCS, 3aAKPILIIOIOYA Y  CBIIOMOCTI
CTO>KHMBAYIB 1IEH acOIIaTUBHUM 3B'S130K [6; 12].

Meroan AOCJIi/IKeHHS. BuOipky
JOCHIDKEHHS, sKE CHpSIMOBYBAJIOChH  Ha
BUBYEHHSI  IICHXOJIOTIYHHUX  OCOOJIMBOCTEH
3amaM’SITOBYBaHHS ~ HENpsIMOi  peKJIaMu,
ckianu 60 CTyOeHTIB pI3HUX HaBYaJIbHUX

3axnazaiB M. Kuesa. Bik gocnimxyBanux 17-20
pOKiB, 13 HUX 36 xjomuiB Ta 24 JIBYMHH.
Bubipka € pemnpe3eHTaTUBHOIO, OCKUIBKA B
IOHAIIBKOMY Billl (POPMYETHCS 3pijie CTaBJICHHS
Ta  PO3YMIHHS  pEKJIaMHOI  JiSUIBHOCTI,
(hopMyeThCs BlIacHa CIIOKMBYA MTOBE/IIHKA.

Bbynu  BukopucTaHi Taki  METOIMKH
JNOCHIDKEHHS: METOJMKa JUIl BHUMIPIOBAHHS
obcary o00pa3HOi mam’sTi, METOAWKa IS
BHU3HAUYEHHS 00CATY IaM’SIT1 IPU MEXaHIYHOMY
Ta JIOTIYHOMY 3aram’STOBYBaHHI, aHKeTa IS
BUSIBJICHHSI OCOOJIMBOCTEH 3aram’sITOByBaHHS
Ta cnpuiimManHs pexinamu Product placement,
(ankeTa po3pobiieHAa HAMU BIANOBIAHO 33134
JOCHIDKEHHS 1 CKJIAJa€ThCsl 13 JABOX YaCTHH:
MepIira 4YacTHHA CHPSIMOBaHA HA BHSBJICHHS
CTaBJICHHSI JIFOJIEH JI0 peKJIaMu Ha Tejie0aueHH1
Ta 11 e(eKTHBHOCTI; Jpyra 4acTuUHA
CIpsIMOBaHA Ha BHSBJICHHS €(EKTHBHOCTI
pexinaMu Product placement). [Ipu
(dhopMyBaHHI BUOIPKH TOCTKYBAHUX, OJTHIEIO
13 yMOB Oyiia BUMOTa, 100 ONMHUTYBaHI B HE
BIJIaJIECHOMY MUHYJIOMY Oauuiii KIHO(UIbMHU,
pekiiama B SKUX mipisrana omiHmi. OCKUTbKH
11l KIHOPUIBMHU € JOCUTH TOMYJISIPHUMHU CEpeJl
JOCIIKYBaHOT KaTeropii ocid, To BHOIPKY
chopmyBatu Oyno He Baxkko. OOpoOka
OTpPUMaHUX pe3ynbTaTiB EMITIPUYHOTO
IOCIIKEHHST 31CHIOBaNacad 3a JOIOMOIOIO
KOMIT'FOTEPHOI IIporpaMu Ui CTAaTUCTHYHOI
006poOku manux SPSS Statistics 21.0.

Pesyibratm i oOroBopennsi. 3a
pe3yapTaTaMu JIOCILIKEHHS 3a METOJHUKOIO
JUIs BU3HAUEHHS 00cAry o0pa3Hoi mnam'sTi
Oy/l0 BUSIBJIEHO, 1[0 BHUCOKI IMOKAa3HUKH I10
mikan o6pasHoi mam'sti MaroTh 14 ocib, 1o
ckianae 23 % BuOIpkH, cepelHl MOKa3HUKU
MaroTh 34 ocid (57 %) 1 HU3bKI MOKA3HUKU
MaTh 6 oci0 (13%). Bussnenns oOcsry
00pa3HOi KOpPOTKOYACHOT TaM'ATi TOKa3ajo,
10 JiaHa BJIACTUBICTH y BCIX JOCIIIKYBaHUX
3HAXOJAWUTBCA B MEXax HOPMH 1 Mae
[IEPEBAYKHO BUCOKI Ta CEpe/iH1 MOKAa3HUKH.

3a  pe3yapTaTamMu Uil BUSBICHHS
MepeBaKaHHs JIOTTYHOTO YW MEXaHIYHOTO
Croco0iB 3amam'sITOBYBaHHS BCTAHOBJICHO, 110
y 36 oci6 (60%) mnepeBakae JOTIYHE
3anam'siToByBaHHs, B 8 oci0 (13 %) nepeBaxae
MEXaHIYHE 3amaM'asTOByBaHHs 1 misi 16 ocid
(27 %) xapakTtepHa piBHOBAara JIOTIYHOTO Ta
MEXaHIYHOTI'0 3araM'sTOBYBaHHSI.

Y pe3ynbTari NpOBENEHHS  aHANIZY
AHKETHOTO ONUTYBAHHS BHUSBJICHO, IO CEpe
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OUIBIIOCTI MOXJIMBUX CHOCOOIB IMPOBEICHHS
JI03BULIS IEPEBAYKAIOTh «CUAIHHS» B IHTEPHETI
(59 %), mepermsam  TeneBidopa (38 %),
BiJBIAyBaHHS KiHOTEaTpy (23 %), 3anpoiieHHs
npy3iB (18 %) Tomo. [lepernsa Tenenepenad 1
¢upMiB B 15 % mocnimpkyBaHuX 3aiimae a0 1
romuan, B 25% — 1-3 rommum, 50 %
NOCHIDKYBAaHUX — JUBJIATBCS — QUIBMH |
Tenenepeaadi ouibie 3 TOIUH B JICHb.

[To3uTuBHE CTaBieHHSA JO pEKIAMHU
xapaktepHe gus  Oueim  HDK 50 %
JIOCIIDKYBaHUX, TIPH [BOMY JIOBIPSIIOTH
pexinami  Omu3bko 25 %  pECIIOHMEHTIB,
BBXAIOYM 11 OCHOBHMMH  COLUAJIbHUMHU
HaC/IIKAMU — MAaHIMYJIIOBaHHsI CB1IOMICTIO
cnoxuBauiB (32 %), nomaTkoBl JpKepena
NOX0y Juid iepxasu (28 %), 1HPpopMOBaHICTh
CHOXMBauiB pexinamu (26 %). buibiicts
nociipkyBanux (73 %) 3a3HavaroTh, 11O
pexiaMa  BIIBOJIIKAaE iX BiA  IMEperjsiy
¢dbueMmiB, 14 % mig yac pekiamMu 3aiiMaroThCs
IHIIUMU clpaBaMu, 5 % 3a3HayMiIM, 110 HE
MOMIYaIOTh Ti.

B ouiHui crnpuiiManHs posil Ta 3HAYEHHS
pexmamu 36 % oOnWTAaHMX ~BIAMITHIIM, IO
pekiiaMa — 1€ OAMH 13 CIOCOOIB OTpUMAaru
iH(opmaliro po ToBap Ta Horo sKicTh, 24 %
BBXAIOTh, IO PEKJIaMa 3aBKIU TEepeOUTbITye
SKICTb TOBapy, 8 % 3a3HaumiIM, 110 OTPUMYIOTh
3a7I0BOJIEHHS Bil TEperjsity KBamiiKOBaHOTO
SKICHOTO ~pEKJIaMHOTO TpoAykry, 7% He
JOBIPSIFOTH pPEKJIaMi, aje JUBJIITHCS ii 3 METOIO
oTpuMaHHS iH}opMallii Ta iH.

CTOCOBHO MpUXOBAHOI pEKJIaMH, TO
ONMM3bKO MOJIOBUHU JAOCHIKYBaHUX (46 %)
MOMIYal0Th 11 1 BBaXaWTh €(OEKTUBHOIO.

dakropamy, 10 CIIPUAIOTH
3amaM’SITOBYBaHHIO ~ TIPUXOBAHOI  PEKJIAMH
NOCHIDKYBAaHI ~ BBaXalOTh:  KOPHCTYBAaHHS

pEeKIaMOBaHUM TOBapOM TOJIOBHUM TI'€POEM;
MIIKPECIEHHSI SIKOCTI TOBapy; KOpHCTI Ta
3pY4HOCTI1 PEKJIaMOBaHOIO TOBapy;
npuBaOIMBICTE TOBapy TOIIO. OCHOBHUMHU
YHHHUKAaMH, 110 BIUIMBAlOTh HAa BUOIp TOBapiB

HalllUMH  JOCTDKYBAaHUMHU €. BIIOMICTh
OpeHay; SKICTb TOBapy; JAW3aliH TOBapY;
opajiv Apy3iB.

JIyMKH JOCHKYBaHUX 3 HPUBOAY TOIO
Yyl  Kpaule — 3amnaM’SITOBYETbCS — pekiiama,
po3MmillleHa B XYAOXKHbOMY (QUIBMI, 4YH
TENEeBBIMHUN pPEKJIAMHUM POJIMK MMOJUTHINCH
npubnu3Ho nopiBHy. Ilpu npomy, oueBHaHO,
0 TpUXOBaHa pekiiaMa B XyI0XKHbOMY

¢ulbMI MOXe 1 HE€ YCBIIOMJIIOBATUCS SIK
pexiiama, aine, 0€3yMOBHO, BOHA BIUIMBA€ Ha
3amam’sITOBYBaHHA MNPOJYKTYy, L0 € ii

nepeBaroro. CTOCOBHO peKIaMU  TOBapy
TOJIOBHUM  TepoeM  GuibMYy, 10 €
MepeBaKaAI0INM croco6om, peKIIamMH,
JOCIIKYBaH1 MEePEBAXKHO 3a3HAYMITH

BUHUKHEHHS IHTEpECy Ta JOBIpY CIOXUBaUiB
— 42 % Ta 57 %, 3a yMOBU HOIYJSPHOCTI
(GUIbMY YU TOJIOBHOT'O T€POSL.

3HayHa YaCTHHA ONMUTYBAaHUX BBAXAE, LI0
BUKODHUCTaHHS peKIaMu Yy (QUIbMAaX MOXKe
HaB’SI3yBAaTU IJIslauaM IE€BHUN CTHIIb JKUTTS
(62 %), a BIINOBIIHO BIUIMBAE iX IHTEPECH Ta
BUOOpH SK CIIOKMBayiB. 3 MPUBOJY MUTAHHSA
Yyl YacTe 3acTOCyBaHHS y (QuibMax Ta
Tejenepeayax peKkiiaMyd TOBapy BIUIMBA€E Ha
Horo BII3HABAHICTh Ta JOBIpa J0 HbBOIO,
OutbIIicTh onuTyBaHuX (70 %) BBaXKaroTh, 1110
TaK.

Jlocaimkenns B3a€MO3B’SI3KY
IHAMBIAyaIbHUX  BJIACTMBOCTEH  IMaM ATl
JIYOTMHU Ta 3aram’sITOByBaHHS
PEKIaMOBAaHOIO  TMPOAYKTY  3JIIHCHIOBAIOCS
LUIIXOM BHU3HAUEHHS KOPENSLIMHUX 3B’SI3KIB
MDK THIIOM 3araM’sITOBYBaHHA OCOOHCTOCTI
(MexaHIYHE 4YM CMHUCIOBE) Ta  SIKICTIO
3aram’sITOBYBaHHA  (KUIBKICTh  MPaBUJIBHUX
BIZIIIOBIZICH).

be3ymoBHO Ha SIKICTh 3amaM’sITOBYBaHHS
Ma€ 3HAYHWN BIUIMB PEKIAMHMA IPOIYKT.
Tomy dbineMu U1 BU3HAYEHHS PO3MIIIEHOTO B
Hux product placement Oynu BuOpani 3 pi3HOIO
SIKICTIO BMIIIIEHHSI PEKIAMHOTO MPOIYKTY, IO
JacTh 3MOTY IpOaHaNi3yBaTH POOOTY PI3HUX
MEXaHI3MiB, IO MPAIIOIOTh B PEKJIaMi JAHOTO
dbopmary.

®dubmu, 00paHi HAMH JUTSL TOCIIIHKCHHS
product placement: «3anisna nodunay (3a
CIO)KETOM IIO3UTMBHHMI TOJIOBHHH TIepou
cHpusTUME poOOTI MeXaHi3My iAeHTUdIKaLii
Ta 3amam’sITOBYBaHHsI Woro oOpasy); «llana-
docgicocy  (y  GUIBMI  BHUKJIHMKAIOTHCS
MO3UTHBHI €MOLlli pO3BaHTAKEHHS 1 HA LIbLOMY
¢oni nuBo Bud 3anmam’ATOBYETHCA, SIK MHBO
oo mHTh, Npu Oyab SKUX Harojgax, Moo
MIPOCTO PO3CIAOUTUCH, UM BECEIO IMPOBECTH
yac, OJHAK [E€PEHACHUYEHHS  TPaHCISLIL
NPOOYKTY MOXeE, BOJHOYAC, JaTd IUIIOC
MEXaHIYHOMY 3alaM’TOBYBAHHIO 1 MIHYC IIpH
JoriuHomy); «/Jokmop Xaycy (nomii ¢imbmy
PO3TOPTAIOTHCS Y BUCOKOTIPECTIIKHIN KITHIIT 1
B HIM JeMOHCTpyeThcs TexHika apple, mio
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HaBIIOE BUCOKI CTaHJAPTU SKOCTi); «Takciy
(meMoHCTpallisi  3aBUIICHUX  MOJKJIMBOCTEH
MaIlliHA CepefHboro Kiacy Peugeot crpusie
3aXOIUICHHIO  JM3aifHOM  Ta  SIKICTIO)»
«Generation Py (4acta mosiBa OpeHIy MOXe
CTIPUATH MEXaHIYHOMY 3araMm’sITOBYBaHHIO, a
HasBHICTh PEKJIAMHOI KamIaHii OpeHmy —

joriuHOMY);  «99  ¢ppanxiey  (pimeMm
MepeHAaCHUEHUN BEJMKOK KUIBKICTIO PI3HUX
OpeHIiB, 110 MOXKE TIOTaHO BiTOOpakaTUCs Ha
iX 3amam’sITOBYBaHHi).

Awnaniz OTPUMAaHUX BIATIOBIEH
JOCITI/PKYBaHUX TTOKa3aB HACTYITHUH PO3MOILT

(puc.1):

-

A

Iy

N

S/

Puc. 1. EdextuBHicTh 3amam’sToByBaHHs pekiiamu product placement
y pI3HUX TUMAX PUIEMIB

SIK BHIHO 13 HaBEIECHOTO PHCYHKa,

MIPABHIILHY BIIIIOBINIb CTOCOBHO
peKIIaMOBaHOTO aBTOMOOUIS Mapku Audi y
¢ureMi  «GamizHa  onuHAy  jgamm - 40
JIOCTIIpKYyBaHUX (66 %).

Y  ¢umemi  «Ilama-mocBinoc»  BMileHa
pexiama (Product placement) mmBa Bud.

[paBuibHy BinoBiaps Aamu 28 onutanux (47 %).

[TpaBwiIbHY BIIIOBIE CTOCOBHO CHTApeT
Parliament, mo mnamute repo  GiTEMY
«Generation P» pmamm 26 nocmimKyBaHHX
(43 %). A crocoBHO TexHIKH Apple y cepiai
«doxrop Xaycy» npaBuibHO BiAmoBUTH 54 0ci0

(90 %), oueBuMmHO TOMY, IO 1€ cepiai 1
peKiIama 4acTo TOBTOPIOETHCH.

Ha paxyHok aBToM0011s1 Mapku Peugeot y
¢utbMi  «Takci» mnpaBwiIbHO BiAOBUM 44
ocobu (73 %).

[Tpo Te, mo repoit pinbMy «99 dhpaHKiB»
nanuth curaperu Camel mpaBuIbHO BiANOBUIH
mime 10 mocmimxyBanux(17 %).

Y rtabmui 1 3a3HaueHi KOpPEJSAIiiHI
3B’SI3KM  MDK ~ BJIACTUBOCTSIMH ~ T1aM SIT1
JIOCTDKYBAaHUX Ta MPABUILHOCTI BiAIIOBIICH
Ha 3amam’ITOByBaHHS PEKIIaMOBaHOTO
MIPOJIYKTY.

Taomm 1

B3aeM03B’5130K 1HIUBITYAIbHUX BIACTHBOCTEH TIaM ST TOCII/DKYBAaHHX Ta
3armaM’AITOBYBaHHS PEeKJIaMOBAHUX MTPOTYKTIB

S S 2 3

3 = 3 S 3

3 3 S < E

N R N g A §

3 =S S 3 S )
O6pa3Ha mam'sITh 0,64 0,66 0,52" 087" 0,74" 0,36
MexaHivHe 3armam’ ITOBYBaHHS 0,55 0,57 0,54 0,85 0,55 0,34"
Jloriuue 3amaM’ITOBYBaHHsI 0,63 0,34" 0,66 0,35 0,71" 0,23"

[Mpumitka: ** Kopensiuis 3Haunma Ha piBHi 0.001; * Kopernsiuist 3Haunma Ha pisHi 0.05
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SIk GaunMoO 13 HaBEIEHUX HaHWX TaOJIMIl
1 pgocmimkyBaHi 13 100pe pPO3BUHEHOIO
o0pa3HOI0 MaM'ATTIO J0Ope 3amam'aTOBYIOTh
pexiamy product placement, ockiibku Oyab-
jgKa pekjiamMa TIoB’s3aHa 13 O0O0pa3HOK Ta

MEXaHIYHOIO am'aTTIo, B mam'sari
30epiraloTbCsi  00pa3d  TOJIOBHUX  T€pOiB
pekiaMu 1 QpuUIbMIB.

JHocaimpkyBaHi 13 MepeBakalounM
PO3BUTKOM JIOTIYHOT mam'sati nobpe
3amamM'sITOBYIOTh ~ peKiiaMy, I[OB’si3aHy 13

MOSICHIOBAJIbLHUMU CIKETaMU SIK, HAIPHUKIA,
y ¢uibmi «Generation Py, i€ TojoBHMI Tepoii 1
KOPUCTYETHCSI MPOJYKTOM, 1 MOSICHIOE HOTO
CyTh, peKiaMyrouu #oro. Jloriuna mnam'sate
JacTh Kparti pe3ynbTaTu pu
3aram’sITOBYBaHHI IPSIMOi peKjIamu, A€ YIop
poOuTbCST Ha JIOTIKY 1 3J0pOBUI TIy3]
CHOXHBAUiB, TOJAl SK IPUXOBaHA peKIaMa
OplEHTOBaHa B OCHOBHOMY Ha
3amam'ssTOByBaHHsI 00pa3a pPEeKJIaMOBaHOTO
TOBapy 1 CHIBBIIHECEHHS HOTO 3 TOJOBHHM
repoeM.

VY  jocnipkyBaHMX 3 [E€PEBAXKAIOYUM
PO3BUTKOM MEXaHIYHO1 nam'sTi
3armam'sITOBYBaHHs IOB'SI3aHE 13  4YacCTOIO
MIOBTOPIOBAHICTIO MPOIYKTY, npoTe
MIEpeHAaCUYEHHs]  pPI3HUMHM  TOBapaMH  Ta
OpenaaMu MIOTaHO BILIMBAE Ha
3aram’sITOBYBaHHS SIK, 30KpeMa, y QuibMi «99
(bpaHKIB».

BucHoBkm.

Ha ocHoBi mpoBeneHoro  asaiizy
TEOPETUYHOI0 Ta EMIIIPUYHOIO JOCIIIKEHHS
MO’KHA 3pOOUTH HACTYITHI BUCHOBKHU:

1. Product placement moxHa BBaxaTH
€(EKTUBHOIO PEKJIAMHOI0 TEXHOJIOTIEI0 Ta
3ac000M BIUIMBY Ha CIIOKMBYAa Ta CIIpHSE

MIABUIIEHHIO 3amam’STOByBaHHS Ta
BITI3HABaHHS TOBApYy. binpuricts
JOCIKYBAaHUX MiAAaI0THCS 3HAYHOMY

BIUIMBY IPUXOBAHOI peKjiaMHu (B TOMY YHUCII
Product placement), ocKUIbKM 3HAUHY YaCTUHY
iXHBOTO 4acy 3aiiMae mneperiisij TeneduibMiB
[0 TEJEBI30pY, B KIHOTEaTpaxX, BUKOPUCTAHHS
IHTEpHETY.

2. CraBieHHS 10 peKiiaMd B IUIOMY Y
JNOCIIDKYBAaHUX  TIO3UTHBHE. CoriasipHi
HaCJIIAKM PO3BUTKY PEKJIAMHHUX TEXHOJOT1H
JOCIDKYBaHI  OIIHIOIOTH  TEPEBAXKHO  SIK
HEraTuBHI JJIsl JIOJIed, 3a BUKIIOYEHHSM
iHpopManiiHol QyHKIII, ajge MO3UTUBHI s
Jiep>KaBH Ta PO3BUTKY EKOHOMIKH.

3. Ilpsima Tenepeknama CIPUHAMAETHCS
JOCHIDKYBAaHUMH B LIJIOMY SIK HaB's31MBa Ha
BIIMIHY BiJI MPUXOBAaHOI, SKy IEpEeBaXKHA
OUIBIIICTh  JOCHIPKYBAaHUX IOMIYAIOTh Y
¢dbuTbMax 1 3a3HAYAIOTh, 1[0 TaKa peKjiama ix He
naparye. BimpIIicTh  ITOCHIHKYBAaHHUX TaKOXK
3MOIVIM  BIJHOBUTH B  HaM'dTi  CIOXKET,
NoB'si3aHMi 3 eBHUM OpenpoM. Heszpaxaroun
Ha HEraTMBHE CTaBJIEHHS [0 peKjIaMH Ha
Tene0aueHH1 IEBHOT YaCTUHU JOCIHIKYBaHUX,
OUIBIIICT, BCE X BBaXKae, IO IPHUXOBaHA
peKiaMa BIUIMBAaE Ha CIOXHUBAYIB, CIPUSE
(OpMYBaHHIO TIIE€BHOTO CTWJIIO JKUTTS, a
BIIPOBA/DKEHHS B CIOJKETHY JIIHIIO QUIbBMY 200
110y peKJIaMU JI0NIOMAarae OplEHTYBATUCS IPH
BHUOOp1 TOBApPIB 1 MOCIIYT.

4. Pexnama, po3MilleHa B XYAO0XKHbOMY
¢uibMi  e(deKTUBHIIIA PEKIaMHUX POJIUKIB,
0coOMMBO 32 yMOBU 11  mpodeciiiHoro
BIIPOBA/DKEHHS Ta MOMYJSPHOCTI (UIBMY 4
TOJIOBHOTO I'€pOSL.

5. Bucokuii po3BUTOK 00pa3HOi mam'aTi
CIpUSE XOPOIIOMY PO3BUTKY peKJIaMH Y
¢dopmari Product placement. JlocmimpkyBani i3
[EpPEBAKAIOUMM  PO3BUTKOM  JIOTIYHOI Ta
MEXaHIYHOI HaMm'sTi Kpalle 3anam'siToBYIOTb
peKiaMy, 110 BUKIMKAE IHTEPEC, 3aXOIUICHHS
Ta [pUBaOIMBICTD CIOKETYy (QUIBMY 4YH
TOJIOBHOTO I'€pOSL.

6. [lepenacnueHHs pexIamMor0 (KUTbKICTIO
pEeKIIaMOBaHUX TOBApIB) CIIPUYHHIOE
BUTICHEHHS OO0pa3iB mam’sTi 1 3HHIXKYE
e(EKTUBHICTb PEKJIAMHU.

Omxe, Ha  miACTaBl  OTPUMaHHUX
pe3yNIbTATIB JOCIAKEHHS MOXKHA 3pOOHTH
BUCHOBOK I@Ip0 Te, 10 e(EeKTUBHICTD
3amam’sITOBYBaHHS  PEKJIAMHOIO  IPOAYKTY
BU3HAYAETHCA AKICTIO peKIIaMu Ta
IHAMBITYQIbHUMH  BJIACTHBOCTSMHU  I1aM SITI
JIFOJIUHU.
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Summary
Serdiuk O. lecturer at the Department
of Psychology, University “Ukraine”
THE PSYCHOLOGICAL FEATURES OF HUMAN MEMORY ON PRODUCT
PLACEMENT ADVERTISING

Introduction. The article examines a tool of hidden advertising - product placement, it describes the
psychological characteristics of hidden advertising and the features of its perception by consumers. The
studies on psychological features of advertising is becoming more and more actual, since advertising today
is a part of everyday public culture, an informational component of communication processes and an
indicator of societal development. This is the reason behind the active development of indirect advertising in
practice and scientific research in this area.

Purpose: to analyse the psychological factors influencing the effectiveness of product placement
advertising in comparison with other advertising types and to identify individual memorizing features for
advertising.

Methods. The following methods were used in the research: the measuring of visual memory span, the
method determining memory span during mechanical and logical memorization, the author’s questionnaire
identifying the peculiarities of memorization and perception for product placement advertising (the
questionnaire consisted of two parts: to identify people’s attitudes towards television advertising and its
effectiveness; to identify the effectiveness of product placement advertising). The research sample consisted
of 60 students from various educational institutions in Kyiv. Their age was 17-20 years, 36 were boys and
24 were girls. The sample was representative, since a mature attitude and understanding of advertising, as
well as one’s own consumer behaviour is formed in youth. The obtained data were processed with SPSS
Statistics 21.0, a computer program for statistical data processing.

Originality. The factors that revealed how product placement influenced on consumer consciousness
were analysed. Peculiarities of consumers’ attitudes towards advertising technologies were revealed. The
psychological factors influencing the effectiveness of product placement advertising in comparison with
other advertising types were determined, and the individual features of advertising memorising by peoples
were revealed. The high development of visual memory contributes to good memorizing of advertising in the
product placement format. The respondents with predominantly developed logical and mechanical memory
remembered better advertising that aroused interest, admiration, with attractive plots or main characters.

Conclusion. 1. Product placement can be considered an effective advertising technology and a means
influencing consumers’ behaviour that helps increase product memorising and recognition. The
respondents were influenced significantly by hidden advertising (including Product placement), as a
significant part of their time was devoted to watching TV movies, movies in cinemas or Internet using. 2.
The respondents’ attitude towards advertising was, in general, positive. The respondents estimated the
social consequences of the developing advertising technologies mainly as negative, except its informational
function, but the respondents estimated positively ad influence on the state and economic development. 3.
Direct TV advertising was generally perceived by the respondents as intrusive, in contrast to hidden
advertising, which the vast majority of the respondents noticed in movies and noted that such advertising
did not annoy them. 4. Advertising placed in a feature movie was more effective than commercials,
especially if it was professionally implemented and a movie or its main character was popular. 5.
Oversaturation with advertising (an excessive number of advertised goods) caused image displacement out
of memory and reduced advertising effectiveness.

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