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In today’s environment, the advertising industry has been a great success, as advertising is

an effective tool for modifying customer behavior, attracting attention to products and

creating a positive image of the company. Therefore, advertising gurus have begun to look

for new approaches to creating the most effective advertising. So in advertising began to

use psychological approaches to influence the human consciousness and his psycho-

emotional state. This paper shows the essence of the concept of «advertising». The questions

raised are how the colors, sounds, the text of the advertising message affect the consciousness

and emotions, and how the behavior of the consumer changes. Positive and negative

aspects of psychological influence on a person through advertising are reflected. People’s

attitude towards advertising. Priorities for both the manufacturer and the potential consumer

of the product. Advertising effectiveness depends on two important prerequisites: it must

be brought to the buyer, who in turn should pay attention to it; on- second, the buyer

should understand it exactly as the advertiser wants it. The secret of advertising is to use

the subtlest features of human psychology. In most cases it acts not on the logical level,

not on the mind, but on emotions and the subconscious. It should also be noted that

residents of the post-Soviet space are overly trusted with the printed word and everything

they hear on the radio or see on television. An example of a successful banner and slogan

is presented. Laws of Ukraine “On Advertising” and “On Television and Radio

Broadcasting”, which regulate the influence on the person from the advertising side.

Research and methods of hypnotic effects on humans through advertising. Tricks of

advertising specialists in sales points (sound, product placement). The results of the customer

survey and the techniques that are used to enhance the suggestion effect are displayed.

The effect of the 25th frame is to base the hypothesis and its use in advertising in our time.
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advertising and subconsciousness.
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Problem statement

Advertising is important in marketing. It is a
chain between the manufacturer and the potential
consumer, a thread for which the seller «pulls» to
encourage the buyer to buy his product. Today, the
sellers had to become more resourceful to find a
buyer’s approach. Specialists in the field of advertising
began to take into account the same psychological
approaches, to create such advertising, which would
encourage the desire to buy the product of this
manufacturer, and not some other, as competition
in the market of goods each year is growing more

and more.
Modern advertising, with a stronger scientific

base and equipped with research methods produced
by sociology, has received a wide variety of tools
and has achieved high efficiency: from informing –
to persuading; from exhortation – to the development
of conditioned reflex; from producing a conditioned
reflex to subconscious suggestion and finally to
designing a symbolic image. In this evolution,
advertising has consistently sought at first a conscious,
deliberate perception by the buyer of the advertising
appeal, and then – an automatic purchase; it now



143ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2019, ¹ 2(10)

Consumer choice influenced by advertising: social and psychological aspects

needs solid buyer consent, unknowingly, but still
real.

Analysis of research of publications

The sphere of influence on human
consciousness has not been thoroughly studied,
therefore, is an actual and researched problem. The
founder of the study of the psychology of advertising
is called U.D. Scott. He is the first tried to apply the
methods of modern psychology in business. Problems
of the influence of advertising on the human psyche
were engaged T. Kenig, B. Vities, K.T. Friedlender.
I. Lysinsky and M. Shtorn studied the influence of
advertising posters on emotions, but O. Kyul¹pe
studied the emotional perception of advertising. Every
year there are new technologies of psychological
influence on the choice of consumers.

Therefore, the study of this area will be relevant
for many years.

The purpose of the article

The study of the psychological effect of
advertising on conscious choice of consumers, tricks
advertising specialists to achieve positive results,
legislative regulation of this impact.

Statement of the main material

In recent years, advertising in Ukraine has
played an important role in socio-economic life and
plays an economic, social, political and even
educational role in modern society. Advertising has
firmly occupied a niche in the system of market
relations and at the same time acts as their powerful
regulator. The role of advertising has long gone
beyond commercial communication, because, first,
it is a means of communication through which a
firm, enterprise or organization can pass on
information to potential clients, with whom it is
difficult to establish direct contact, and sometimes
impossible at all. Secondly, advertising is a driving
force, it encourages people to take certain actions
that are in line with marketing goals, and, thirdly, it
is agitation for the benefit of any product, brand,
firm. Fourth, advertising creates jobs and thus
increases the number of able-bodied people
(specialists are needed to create advertising), and
fifth, it is a source of information from the
manufacturer, which is especially valuable to the
consumer.

Due to the need of the public in advertising,
the Ukrainian advertising market is developing, new
ideas, developments and strategies are emerging. This
is where advertisers can feel the positive impact of
advertising on business – increasing sales and profits,
raising consumer awareness of the company, its
brands and products in general.

Advertising has indisputable value. The practice
of using such a tool for doing business in Ukraine
has been around for less than two decades. However,
in spite of such a short period of time, the advertising

market is formed and functions effectively.
Advertising is any paid form of non-personalized
offer of goods and services on behalf of a designated
sponsor, in order to influence the audience in a
certain way. With the help of advertising formed a
certain representation of the buyer about the features
of the product or service [1].

The psychological aspects of the advertising
perception process explain how it informs and
convinces advertising that occurs when a viewer is
shown, for example, a television video. That is why
it is necessary to know the essence of these
psychological processes and the different theories
related to them. In order for an advertisement to
convey information, create or change its image, create
or change its attitude to something, or expedite its
action, it must «fit in» with the potential consumer
(recipient). Perception is an important part of the
process of communication and persuasion.

The effectiveness of an advertisement depends
on two important prerequisites: first, it must be
brought to the buyer, who in turn must pay attention
to it; second, the buyer should understand it exactly
as the advertiser wants it. Each of these preconditions
is a barrier to the perception that many advertisements
cannot overcome it. Some advertisements do not
stimulate the senses of the consumer (recipient) to
the minimum threshold level, some are so distorted
by the consumer that the effect of the advertisement
appeal is completely different from what the
advertiser hoped.

Advertising and communication market of
Ukraine in 2018 will continue to increase volumes.
The only question is the percentage of growth, the
amount of media inflation. According to the forecasts
of the All-Ukrainian Advertising Coalition, the
market will grow by 26% in 2018 (Fig. 1).

This gives optimism to everyone involved in
advertising. The volume of advertising grows. A
certain reduction of advertising budgets in clients
during the crisis years has led not so much to a
decrease in the amount of advertising, but to its
restructuring, a decrease in the cost of its individual
media. For example, some television advertising
vendors have lowered their prices so as not to lose
their regular customers.

Consider the percentage contribution of each
medium to the overall picture of the advertising
market (Fig. 2).

For the past six years, TV has been the main
source of information for Ukrainian citizens. The
Internet became more active. According to market
participants, the Internet advertising market in 2018
grew by 38% to 4 345 million UAH. Customers spent
most of the money at the end of the year, when the
remaining marketing budgets remained. According
to market participants, advertisers are ready to
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increase their budgets on the Internet by 50%.
The Law of Ukraine «On Advertising» specifies

that advertising is a special information about
individuals or products which is distributed in any
form and in any way for the purpose of direct or
indirect gaining profit. [2]

The basis for the legal regulation of advertising
activity are 7 Laws approved for the period 1991–
2008, 5 normative documents of the Cabinet of
Ministers of Ukraine and an order of the Ministry
of Health of Ukraine.

Advertising is a social manipulator of
consciousness.

In people, the attitude towards advertising is
not unequivocal. The positive side of advertising is
that it informs people about new products, in
consequence, the purchase of goods can simplify
the solution of domestic problems.

The main thing in sales is that you can not
make a decision for the client. Ultimately, the client
himself will make a decision, but the task of a
marketer to push him to make a «true» choice in
favour of his product, this push is advertising.

A competently constructed series of images,
audio, or a clinging and correctly formulated phrase

can play in favour of the manufacturer. Influence
on the human consciousness the picture he sees, the
text he hears. Correctly constructed advertising is
programming buyer for purchase. Most often,
purchases are impulsive, relying not only on daily
needs when we buy bread or milk without thinking,
but also on modern fashion and trends. Emotions,
that’s what guides us.

An effective (emotional) component of
advertising influence determines the emotional
attitude to an object of advertising information:
whether it is a subject with sympathy, dislike, neutral
or contradictory. Emotions are called mental
processes in which a person directly and personally
experiences his or her attitude to certain phenomena
of the surrounding reality or who receive their
subjective reflection of different states of the human
body.

In psychology, it is believed that numerous
human emotions can be described by several basic
components of love, joy, happiness, wonder, sadness,
suffering, fear, anger, rage, disgust, contempt, guilt,
etc. They are expressed in a huge variety of individual
features. Emotions are always personal, subjective.
Psychologists note the connection of human

Fig. 1. Dynamics of advertising market volume

Fig. 2. Percentage contribution of each median
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emotions with the experience of his own «I».
Everything that surrounds a person causes him certain
emotions. It is in the emotional form that numerous
individual differences of potential consumers are
revealed.

Methods of influencing consumer behavior are
the influence of colour in advertising, image, content
and style of the text in advertising, the influence of
forms in advertising, the impact of corporate
symbolism [3].

The emotional state of a person depends on
the influence of colour on her.

Colour influences the psycho-intellectual state
of a person and not only causes the corresponding
reaction, but also forms emotions. With a certain
colour you can manage the attitude of the consumer
to advertising and cause the necessary emotions. The
contrast of colour, brightness, saturation, and color
combination are still an important area of
psychological research in advertising (Fig. 3).

The picture clearly shows how one or another
colour affects the perception of a person. For stocks,

sales, or, to simply attract attention, most often, use
red, but to show the environmental friendliness of
the product, use green colours, both in the design of
the product packaging and advertising. To advertise
children’s goods, or goods for women, use pink or
golden colours.

Let’s consider this question in more detail on
an example (Fig. 4).

In order to attract attention, the thinking of a
potential buyer should correctly formulate the text,
as well as pick up a slogan that would be quickly
and easily memorized.

The influence of language allows you to
influence the behavior of a person. That is why, an
unsuccessful slogan or pronounced sentence can spoil
the entire ad campaign. An example of a successful
slogan is Nike’s slogan: «Just do it».

In my opinion, there is no such person in the
world that would not have heard at least once this
slogan. He is so simple and understandable is his
impossible not to remember.

 For each he carries his call. As for me, he

Fig. 3. Psychology of colour
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encourages people to go in for sports, but not simply,
but in trainers, or other clothes of this company.

If you use words that cause emotions or images
in a person, advertising specialist can greatly affect
the behavior of people, thereby attract attention to
the proposed product.

As for the soundtrack, the stores and points of
sale include slow music that subconsciously prompts
a person not to rush. Also, the placement of goods
is important. For example, more household goods,
on which people most often come at the end of the
store, so that on the way to them, the buyer put in
his basket the goods that he did not need, but having
seen them, and he had a desire to buy it.

US researchers estimate that there are 300–
500 advertising messages per person per day, and
this person only receives about 70 ads on television,
radio and in printed publications. This filter operates
at different levels of human consciousness. The first
level can be called passive search. A person seeks
information only from those sources that are available
to him in everyday life. At this level, a person does
not have an urgent need for information, but some
information may still occur. The second level is the
process of active search, when a person searches for
information. He may be interested in the opinions
of friends or browse magazines he normally does
not read.

In the modern world, the manufacturer realized:
it is not necessary to improve the product, because
you can invest less money in advertising and get
more results. Consumers actually underestimate how
advertising affects consciousness.

It is important for the manufacturer to make a
profit, and for many consumers to keep up with the
crowd, not to be a «white crow», to eat something
that others wear fashionable clothes, etc., and in
this pursuit, a person does not have time to
understand, but whether it is necessary for him to
have this product, having considered his practical
characteristics. After all, this influence has both

negative sides. For example, this «delicious
advertising» of fast foods, alcoholic beverages, which
can cause obesity in humans and dependence on
alcohol. Active advertising of medications pushes
people to self-treatment, because in advertising details
are described all the symptoms and methods of the
use of medicine. Advertising often uses methods of
hypnotic influence on people, or suggestion.
Submission implies the impact on the human mental
state in order to reduce its consciousness, criticality
and evaluation of the environment. The hypnotist
affects the sense of a person through which he takes
control of his will and mind.

Customer research showed:
– A person tends to make reckless, impulsive

purchases. Similar actions when visiting a store or
market make up 90% of all purchases. Thus a person
acquires even very expensive things;

– The advertisement does not change the
preferences of the person, but in the absence of the
sale of the desired product, the buyer will instead
buy the product that is currently being advertised;

– When a person sees a product that is ready
and going to buy, he ceases to blink and swallow
saliva, his breathing slows down, his pupils expand,
his eyes become unfocused. All these are typical signs
of a hypnotic state;

– Taking advertising, the consumer is inclined
to identify himself with one of the person advertising.
At the same time, he easily assimilates the behavioral
character of the character, which will lead to the
purchase of the product when he sees it.

The secret of advertising is to use the subtlest
features of human psychology. In most cases it has
an impact not on the logical level or the mind, but
on emotions and the subconscious. It is also worth
noting that residents of the post-Soviet space strongly
believe in the printed information and everything
they hear on the radio or see on television. Therefore,
the media plays a leading role in the impact of
advertising on humans.

Fig. 4. An example of the design of an advertising billboard



147ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2019, ¹ 2(10)

Consumer choice influenced by advertising: social and psychological aspects

The main negative aspects of this influence are
that advertising causes stereotyping of thinking, and
therefore – behavior, imposes ready models and
standards of living. Advertising leads a person to think
that if he or she buys a particular thing, he or she
will become happier, more attractive, and more
successful, which will increase his / her status. People
value themselves and others according to what they
own, not their personal qualities. This is how a value
system, focused solely on consumption, is formed.
But it is impossible to buy everything, especially due
to the material status of the vast majority. In usual
life, ordinary people cannot look as attractive and
successful as the characters in commercials. All this
leads to the emergence of many people, especially
young people, the inferiority complex. Moreover,
the work associated with the achievement of well-
being remains «off-screen». Such perceptions often
cause the asocial behavior of youth. However, even
in law-abiding mature adults, the pressure of
advertising, the inability to satisfy everyone,
sometimes created by the very same advertising needs
and requests, causes stress.

Consequently, the behavior of the buyer clearly
shows the symptoms of a hypnotic trance. Currently,
many creators of advertising set themselves the goal
of trying to cause a consumer trance induction seeing
the product and thus provoke it to commit impulsive
purchases. To enhance the effect of suggestion in
advertising using the following techniques:

– concreteness and imaginative of the
keywords;

– concreteness and imaginative qualities;
– avoidance of negative particles «no» and «no»;
– speech dynamics;
– influence by sound combinations, etc. [4]
Also, I would like to mention the so-called 25-

frame effect. It was first used in 1957 by James
Weitery. He patented his technology after conducting
an experiment during a film show in a movie theater.
While the frames changed, the second projector was
used on the screen, and using it, depicted a «25
frame» for advertising food and drinks that could be
purchased in the cinema foyer. This principle is based
on the hypothesis that the human eye can not
distinguish more than 24 frames per second.
Therefore, 25 frames can not be perceived by the
consciousness, but directly affect the subconscious.
In 1962, the author of the patent said that his
experiment was false. Despite this, ad specialists
believe in his work and use it in his ad on this day.
Although, the Law of Ukraine «On Television and
Radio Broadcasting» Art. 6.4. «It is prohibited to
use in programs and programs on television and radio
hidden inserts that affect the subconscious and / or
have a harmful effect on their health» [5].

Such a law is valid not only in Ukraine, but
also in other countries.

Conclusions

Advertising is a social and psychological
phenomenon. It is always addressed to a specific
consumer, without knowledge of the psychology of
which an advertising campaign cannot be built. The
staff of any advertising agency must include a
psychologist specializing in advertising. The methods
he uses in his work may be different, but they are
necessarily based on some specific theory of
psychology (psychoanalysis, behaviorism, gestalt
psychology, humanistic psychology, etc.). The
contribution of various theories of psychology to
advertising is quite significant.

Summing up, we can say that the advertising
and shreds of advertising professionals in the sales
areas definitely affect the decision of people.

Such psychological influence should take place
in advertising, but it should be reasonable. Next,
there will certainly be new technologies impact on
the mental state and human consciousness, but the
main thing is that when designing advertising
campaigns, experts are aware that the psychological
effect of «slippery path.» It can affect the consumer
in the positive side for the company (advertising will
inform the client and pushes for the purchase), on
the contrary.
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ÑÏÎÆÈÂÀÖÜÊÈÉ ÂÈÁ²Ð Ï²Ä ÂÏËÈÂÎÌ ÐÅÊËÀÌÈ:
ÑÎÖ²ÀËÜÍÎ-ÏÑÈÕÎËÎÃ²×Í² ÀÑÏÅÊÒÈ

Êó÷êîâà Î.Â, Àðõèðåéñüêà Í.Â., Ìàºâñüêà Ê.Ê.,
Íîñàòåíêî Ê.Ã., Ïàñ³÷íèê Ñ.Î.

Â ñó÷àñíèõ óìîâàõ ³íäóñòð³ÿ ðåêëàìè äîñÿãëà âåëèêèõ
óñï³õ³â, òàê ÿê ðåêëàìà º ä³éîâèì ³íñòðóìåíòîì ìîäèô³êàö³¿
ïîâåä³íêè ïîêóïö³â, ïðèâåðíåííÿ óâàãè äî òîâàð³â ³ ñòâîðåííÿ
ïîçèòèâíîãî îáðàçó ô³ðìè. Òîìó ðåêëàìí³ ãóðó ïî÷àëè øóêàòè
íîâ³ ï³äõîäè äî ñòâîðåííÿ òàêî¿ ðåêëàìè, ÿêà á äàâàëà ìàêñè-
ìàëüíèé ðåçóëüòàò. Òàê â ðåêëàì³ ïî÷àëè âèêîðèñòîâóâàòè
ïñèõîëîã³÷í³ ï³äõîäè äëÿ âïëèâó íà ñâ³äîì³ñòü ëþäèíè òà ¿¿
ïñèõîåìîö³éíèé ñòàí. Â ö³é ðîáîò³ ïîêàçàíà ñóòí³ñòü ïîíÿò-
òÿ «ðåêëàìà». Âèñâ³òëåíå ïèòàííÿ, ÿê âïëèâàþòü íà ñâ³äîì³ñòü
òà åìîö³¿ êîëüîðè, çâóêè, òåêñò ðåêëàìíîãî ïîâ³äîìëåííÿ, òà
ÿê çì³íþºòüñÿ ïîâåä³íêà ñïîæèâà÷à ïðè öüîìó. Â³äîáðàæåí³
ïîçèòèâí³ òà íåãàòèâí³ ñòîðîíè ïñèõîëîã³÷íîãî âïëèâó íà ëþ-
äèíó ÷åðåç ðåêëàìó. Ñòàâëåííÿ ëþäåé äî ðåêëàìè. Ïð³îðèòåòè
ÿê âèðîáíèêà, òàê ³ ïîòåíö³éíîãî ñïîæèâà÷à òîâàðó. Åôåê-
òèâí³ñòü ðåêëàìíîãî çâåðíåííÿ çàëåæèòü â³ä äâîõ âàæëèâèõ
ïåðåäóìîâ: ïî-ïåðøå, éîãî íåîáõ³äíî äîâåñòè äî ïîêóïöÿ, ÿêèé,
ó ñâîþ ÷åðãó, ìóñèòü çâåðíóòè íà íüîãî óâàãó; ïî-äðóãå, ïîêó-
ïåöü ìàº éîãî çðîçóì³òè ñàìå òàê, ÿê öüîãî áàæàº ðåêëàìîäà-
âåöü. Ñåêðåò ä³¿ ðåêëàìè êðèºòüñÿ ó âèêîðèñòàííÿ íàéòîíøèõ
îñîáëèâîñòåé ëþäñüêî¿ ïñèõîëîã³¿. Àäæå íàé÷àñò³øå âîíà ä³º
íå íà ëîã³÷íîìó ð³âí³, íå íà ðîçóì, à íà åìîö³¿ òà ï³äñâ³äîì³ñòü.
Âàðòî òàêîæ çàçíà÷èòè, ùî ìåøêàíöÿì ïîñòðàäÿíñüêîãî ïðî-
ñòîðó ïðèòàìàííà íàäì³ðíà äîâ³ðà äî äðóêîâàíîãî ñëîâà ³ äî
âñüîãî, ùî âîíè ïî÷óþòü ïî ðàä³î ÷è ïîáà÷àòü ïî òåëåâ³çîðó.
Ïðåäñòàâëåíèé ïðèêëàä âäàëîãî ðåêëàìíîãî áàíåðà òà ñëîãà-
íà. Çàêîíè Óêðà¿íè «Ïðî ðåêëàìó» òà «Ïðî òåëåáà÷åííÿ ³ ðà-
ä³îìîâëåííÿ», ÿê³ ðåãóëþþòü âïëèâ íà ëþäèíó ç³ ñòîðîíè ðåê-
ëàìè. Äîñë³äæåííÿ òà ìåòîäè ã³ïíîòè÷íîãî âïëèâó, ùî ä³º íà
ëþäèíó ÷åðåç ðåêëàìó. Âèâåðòè ðåêëàìíèõ ñïåö³àë³ñò³â â ì³ñöÿõ
ïðîäàæ³â (çâóêîâå ñóïðîâîäæåííÿ, ðîçì³ùåííÿ òîâàðó). Â³äîá-
ðàæåí³ ðåçóëüòàòè äîñë³äæåííÿ ïîêóïö³â òà âèñâ³òëåí³ ïðèéî-
ìè, ÿê³ âèêîðèñòîâóþòü äëÿ ïîñèëåííÿ åôåêòó íàâ³þâàííÿ.
Åôåêò «25 êàäðó» - çàñíóâàííÿ ã³ïîòåçè ³ ¿¿ âèêîðèñòàííÿ â
ðåêëàì³ â íàø ÷àñ.

Êëþ÷îâ³ ñëîâà: ðåêëàìà, ìàðêåòèíã, âïëèâ íà
ñâ³äîì³ñòü, ïñèõîëîã³ÿ ðåêëàìè, ðåêëàìà ³ ï³äñâ³äîì³ñòü.
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Â ñîâðåìåííûõ óñëîâèÿõ èíäóñòðèÿ ðåêëàìû äîñòèãëà
áîëüøèõ óñïåõîâ, òàê êàê ðåêëàìà ÿâëÿåòñÿ äåéñòâåííûì èí-
ñòðóìåíòîì ìîäèôèêàöèè ïîâåäåíèÿ ïîêóïàòåëåé, ïðèâëå÷å-
íèå âíèìàíèÿ ê òîâàðàì è ñîçäàíèå ïîëîæèòåëüíîãî îáðàçà
ôèðìû. Ïîýòîìó ðåêëàìíûå ãóðó íà÷àëè èñêàòü íîâûå ïîäõî-
äû ê ñîçäàíèþ òàêîé ðåêëàìû, êîòîðàÿ áû äàâàëà ìàêñèìàëü-
íûé ðåçóëüòàò. Òàê â ðåêëàìå ñòàëè èñïîëüçîâàòü ïñèõîëîãè-
÷åñêèå ïîäõîäû äëÿ âîçäåéñòâèÿ íà ñîçíàíèå ÷åëîâåêà è åãî
ïñèõîýìîöèîíàëüíîå ñîñòîÿíèå. Â ýòîé ðàáîòå ïîêàçàíà ñóù-
íîñòü ïîíÿòèÿ «ðåêëàìà». Îñâåùåí âîïðîñ, êàê âëèÿþò íà ñî-
çíàíèå è ýìîöèè öâåòà, çâóêè, òåêñò ðåêëàìíîãî ñîîáùåíèÿ, è
êàê ìåíÿåòñÿ ïîâåäåíèå ïîòðåáèòåëÿ ïðè ýòîì. Îòðàæåíû
ïîëîæèòåëüíûå è îòðèöàòåëüíûå ñòîðîíû ïñèõîëîãè÷åñêîãî
âîçäåéñòâèÿ íà ÷åëîâåêà ÷åðåç ðåêëàìó. Îòíîøåíèå ëþäåé ê
ðåêëàìå. Ïðèîðèòåòû êàê ïðîèçâîäèòåëÿ, òàê è ïîòåíöèàëü-
íîãî ïîòðåáèòåëÿ òîâàðà. Ýôôåêòèâíîñòü ðåêëàìíîãî îáðà-
ùåíèÿ çàâèñèò îò äâóõ âàæíûõ ïðåäïîñûëîê: âî-ïåðâûõ, åãî
íåîáõîäèìî äîâåñòè äî ïîêóïàòåëÿ, êîòîðûé, â ñâîþ î÷åðåäü,
äîëæåí îáðàòèòü íà íåãî âíèìàíèå; ïî- âòîðûõ, ïîêóïàòåëü
èìååò åãî ïîíÿòü èìåííî òàê, êàê ýòîãî æåëàåò ðåêëàìîäà-
òåëü. Ñåêðåò äåéñòâèÿ ðåêëàìû êðîåòñÿ â èñïîëüçîâàíèè òîí-
÷àéøèõ îñîáåííîñòåé ÷åëîâå÷åñêîé ïñèõîëîãèè. Âåäü çà÷àñòóþ
îíà äåéñòâóåò íå íà ëîãè÷åñêîì óðîâíå, íå íà ðàçóì, à íà ýìî-
öèè è ïîäñîçíàíèå. Ñòîèò òàêæå îòìåòèòü, ÷òî æèòåëÿì
ïîñòñîâåòñêîãî ïðîñòðàíñòâà ïðèñóùà ÷ðåçìåðíîå äîâåðèå ê
ïå÷àòíîìó ñëîâó è êî âñåìó, ÷òî îíè óñëûøàò ïî ðàäèî èëè
óâèäÿò ïî òåëåâèçîðó. Ïðåäñòàâëåí ïðèìåð óäà÷íîãî ðåêëàì-
íîãî áàííåðà è ñëîãàíà. Çàêîíû Óêðàèíû «Î ðåêëàìå» è «Î
òåëåâèäåíèè è ðàäèîâåùàíèè», êîòîðûå ðåãóëèðóþò âîçäåéñòâèå
íà ÷åëîâåêà ñî ñòîðîíû ðåêëàìû. Èññëåäîâàíèÿ è ìåòîäû ãèï-
íîòè÷åñêîãî âîçäåéñòâèÿ, äåéñòâóåò íà ÷åëîâåêà ÷åðåç ðåêëà-
ìó. Óëîâêè ðåêëàìíûõ ñïåöèàëèñòîâ â ìåñòàõ ïðîäàæ (çâóêî-
âîå ñîïðîâîæäåíèå, ðàçìåùåíèå òîâàðà). Îòðàæåíû ðåçóëü-
òàòû èññëåäîâàíèÿ ïîêóïàòåëåé è îñâåùåíû ïðèåìû, êîòîðûå
èñïîëüçóþò äëÿ óñèëåíèÿ ýôôåêòà âíóøåíèÿ. Ýôôåêò «25 êàä-
ðà» - îñíîâàíèå ãèïîòåçû è åå èñïîëüçîâàíèå â ðåêëàìå â íàøå
âðåìÿ.

Êëþ÷åâûå ñëîâà: ðåêëàìà, ìàðêåòèíã, âëèÿíèå íà
ñîçíàíèå, ïñèõîëîãèÿ ðåêëàìû, ðåêëàìà è ïîäñîçíàíèå.
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In today’s environment, the advertising industry has been a
great success, as advertising is an effective tool for modifying customer
behavior, attracting attention to products and creating a positive
image of the company. Therefore, advertising gurus have begun to
look for new approaches to creating the most effective advertising. So
in advertising began to use psychological approaches to influence the
human consciousness and his psycho-emotional state. This paper
shows the essence of the concept of «advertising». The questions
raised are how the colors, sounds, the text of the advertising message
affect the consciousness and emotions, and how the behavior of the
consumer changes. Positive and negative aspects of psychological
influence on a person through advertising are reflected. People’s
attitude towards advertising. Priorities for both the manufacturer
and the potential consumer of the product. Advertising effectiveness
depends on two important prerequisites: it must be brought to the
buyer, who in turn should pay attention to it; on- second, the buyer
should understand it exactly as the advertiser wants it. The secret of
advertising is to use the subtlest features of human psychology. In
most cases it acts not on the logical level, not on the mind, but on
emotions and the subconscious. It should also be noted that residents
of the post-Soviet space are overly trusted with the printed word and
everything they hear on the radio or see on television. An example of
a successful banner and slogan is presented. Laws of Ukraine “On
Advertising” and “On Television and Radio Broadcasting”, which
regulate the influence on the person from the advertising side. Research
and methods of hypnotic effects on humans through advertising. Tricks
of advertising specialists in sales points (sound, product placement).
The results of the customer survey and the techniques that are used
to enhance the suggestion effect are displayed. The effect of the 25th
frame is to base the hypothesis and its use in advertising in our time.

Keywords: advertising, marketing. influence on conscious-
ness, psychology of advertising, advertising and subconscious-
ness.
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