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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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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
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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. KyulNepe
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
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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
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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
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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

PSYCHOLOGY OF COLOR

The best choice in cases where you need to
quickly attract attention. It should be used in
moderation to avoid a negative reaction.

Yellow Smile. positive
Quickly attracts attention and is associated with
friendship. positive. It is a friendlier alternative
to red. A wide range of uses.

Practically does not cause a negative
reaction and 1s well perceived by both
men and women. Bad for attracting
attention.

Orange Sport, sun
Great for lifting the mood, gives energy.
The shade of orange color can cause
appetite, due to the association with juicy
fruit.

_ Economy, health

The most balanced color. Personifies
nature. health, harmony. Widespread in
the financial sector, due to the
association with the currency.

_ hnagination’ magic

Best of all runs the pictorial activity,
adds intrigue. Excessive use can make
you "think" and dispel attention.

PSYCHOLOGY OF COLOR

Pink

Color - a favorite among the female
audience. Often used in cases where it is
necessary to symbolize hope. Sometimes
perceived as childish.

Gold

The color of luxury. wealth and
prosperity. Excess gold can cause
selfish associations. Well plays the role
of additional color.

Black

The most powerful and overwhelming color.
Used to convey serious intentions and show
status. Best color for contrast.

Romance, hope

Wealth, luxury

Emptiness, authority

Protection, earth. coffee

One of the most "serious" colors. Well
suited for areas such as security. family,
support. More "soft" alternative to red
color.
Gray Neutrality. balance
Popular in the corporate environment. is
also easily perceived in the web - space.
Too much gray may seem "boring."

White

Pure color. White can be
considered the most versatile.
Creates a "visual space" that gives a
sense of freedom and space.

Doctors. paper. light

Fig. 3. Psychology of colour
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The number of years
of work (the
company has long
been on the market.
it is credible)

created

to give joy

A bright color that not only
attracts attention, but is also a
trademark for this company.

A description of the
emotions that consumers
will experience when they
try a product.

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

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

146

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.
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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].
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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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CITOXXWBAIILKIM BUBIP I BINIMBOM PEKJIAMM:
COLJAJIBHO-IICUXOJIOI'TYHI ACIIEKTH

Kyuroea O.B, Apxupeiiceka H.B., Maescvka K.K.,
Hocamenxko K.TI., Ilaciunux C.O.

B cyyacnux ymosax indycmpis pexaamu docsena eeauxux
yenixie, mak sK pekaama € 0itlogum iHCMpymMeHmom mMoougixauii
noeedinKu nokynuyie, npueepHeHHs yeaeu 00 moeapie i cmeopeHHs
nosumuero2o oopazy gipmu. Tomy pexaamui eypy novasu wykamu
HO8I nioxodu 0o cmeopeHHst MaKoi pekaamu, sKka 6 0aeara mMakcu-
manvHuii pesyaomam. Taxk 6 pexkaami nouasu 6uKopucmosygamu
nCUxon0eivHi niodxoou 0as enaugy Ha ceidomicme aw0duHu ma ii
ncuxoemoyitinuil cmau. B yiti pobomi nokazana cymuicme nousm-
ms «pekaama». Buceimaene numanHs, sk HAUBANOMb HA CBIOOMICMb
ma emoyii Koavopu, 36YKuU, MeKCm PeKAamHo20 NOBIOOMACHHS, ma
5K 3MIHIOEMbC N0GediHKa cnodcueaua npu yvomy. Bidobpaiceni
NO3UMUGHI Ma He2amugHi CMOPOHU NCUXOA02IUHO20 BNAUBY HA 10~
duny uepes pexaamy. Cmaenenns ardeil do pexaamu. [Ipiopumemu
K 8UpobHUKa, mak i nomenyitinoeo cnoxcueava mosapy. Eger-
MUGHICMb PEKAAMHOR0 36EPHEHHs 3aAedCUmMb 8i0 080X 8ANCAUBUX
nepedymog: no-nepuie, 1oeo Heo0XioHo doeecmu 0o NoKynus, SKuil,
Y C6010 Hepey, MyCUmb 36epHYMU HA Hb020 Y8azy; no-opyee, HOK)y-
neyb Mac 1020 3po3ymMimu came mak, sk 4b0o20 baxicac pexaramooa-
eeyp. Cexpem Oii pekaamu KpUeMvCs y 6UKOPUCMAHHS HAUMOHUUX
ocobaugocmetl A00CbKOI ncuxonoeii. Advce Hatimacmiwe @ona die
He Ha 102IYHOMY Di6Hi, He Ha po3yM, a Ha eMoyii ma nidceidomicme.
Bapmo makoarc 3a3nauumu, wo mMewkanysm nocmpaodsaHcbkoeo npo-
Ccmopy npumamarHHa HaomipHa 0osipa 00 OpyKo8aro2o cioea i 0o
8Cb020, WO BOHU NOYYIOMb NO padio yu noda4ams NO menesizopy.
IIpedcmaesnenuii npukaad edanoeo pekaamHozo bawepa ma croea-
Ha. 3akonu Yxpainu «Ilpo pexaamy» ma «Ilpo mesebavenns i pa-
dioMo6AeHHs», AKI pe2yaroioms 6NAUE HA NOOUHY 31 CMOPOHU peK-
aamu. Jlocaioxncenus ma memoou 2iNHOMUYHO20 6NAUBY, Wo Oi€ Ha
A00UHY uepe3 pekaamy. Bueepmu pexaamuux cneyianicmie 6 micysx
npoodadcie (36yKose cynpoeooicerHs, po3miujerts moeapy). Bido6-
paiceHi pe3yavmamu 00CAIONCeHHs: NOKYRUIE Ma GUCEIMAeHT npuiio-
MU, AKI GUKOPUCMOBYIOMb 045l NOCUACHHS eeKmy HABI0GAHHS.
Egexm «25 kadpy» - 3acHyeanns einomesu i ii eukopucmarnHs 6
pekaami 8 Haul 4yac.

KawuoBi ciaoBa: pexiama, MapKeTUHT, BIUIMB Ha
CBiZIOMICTb, TICUXOJIOTiSI peKJIaMH, peKJiaMa i TiICBiIOMICTb.
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MNOTPEBUTEJIBCKUI BEIBOP IO BIUAHUEM
PEKJIAMBI: COHHUAJIBHO-IICUXOJIOTNYECKHE
ACIIEKTbI

Kyuroea O.B, Apxupeiickas H.B., Maeéckasa K. K.,
Hocamenxo K.I., Ilacuunux C.O.

B cospemennvix ycaosusx undycmpus pekaamol docmuena
60MbUIUX YCnex08, MAK KAK PeKAama s6151emcsi 0elcmeeHHbIM UH-
CMPYMEHmMoM MOOUPUKAUUY no6edeHUs noKynamenet, npueieye-
HiUe GHUMAHUs K MO8apam u co30aHUe NOA0NCUMENbHO20 00pa3za
@upmvi. [losmomy pexarammvie eypy HAUAAU UCKAMb HOBbIE NOOXO0-
Obl K c030aHU0 Makoi pekaamol, komopas 6vl 0a6aia MaKCuManb-
Hoili pezyavmam. Tak é pekaame cmanu ucnoAb306ams NCUX0A0U-
ueckue no0xodvl 04 6030elicmeus Ha CO3HAHUEe 4ea08eKd U e2co
NCUXOIMOYUOHANbHOE cOCMOsiHUe. B amoii pabome nokasauna cyuy-
HoCcmb noHsmus «pexaamar». Oceéewyen 60npoc, KaxK UM Ha CO-
3HAHUeE U IMOYUU Ueema, 36yKu, MeKcm PeKAaMHO20 COOOueHUs, U
Kak MeHsemcsi nosedenue nompebumens npu smom. OmpasiceHsl
N0A0NHCUMENbHIE U OMPUUAMENbHBIE CHIOPOHb NCUX0A0SUHECKO020
6030eticmeusi Ha uenoeexa uepe3 pexiamy. OmHouenue awdel K
pekaame. [Ipuopumems: Kax npousgooumenst, max u NOMeHYUANb-
Hoeo nompebumens mosapa. DhexmueHocms peKaamHo2o obpa-
WjeHUsl 3a8Ucum om 08YX 6AaJXCHbIX NPEONOCHLIOK: 80-NEPBbIX, €20
Heobxo0umo dosecmu 00 noKynamens, KOMopwil, 8 80 o4epeds,
dosdicer 06pamumy Ha Heeo 6HUMAHUeE; NO- MOPbIX, NOKYNamend
UMeem e20 NOHAMb UMEHHO MAK, KaK 3Mo20 Jceidem peKaamooa-
menv. Cekpem Oeticmeust pekaamol KpOemcsi 8 UCHOAb308AHUU MOH-
yatimux ocobennocmel ueaoeeveckoi ncuxosoeuu. Beov sauacmyro
OHa Oeticmeyem He HA N02UMEeCKOM YPO6He, He HA PA3YM, A HA IMO-
yuu u noocosnanue. Cmoum maxice OmMMemumy, 4mo HCUmensim
NOCMCO8EMCK020 NPOCMPAHCMEAa NPUCyu,a upe3meproe dosepue K
NeYamHoMy CA08Y U KO 6CEMY, YMO OHU YCAbIUAM NO paduo uiu
yeudsam no menesusopy. Ilpedcmaenen npumep yoauHoeo pekaam-
Hoeo 6anHepa u caoeana. 3axonsvl Ykpaunvl «O pexaame» u «O
meneeuoeHUU U paduosewjaHuL», Komopble pecyaupyrom 6o30eticmeue
Ha uenoeeka co cmopoHsl pekaamvl. Mccaedosanus u memoost eun-
HOMUYeCK020 6030elicmeaust, delicmgyem Ha 4ea06eKa Yepe3 PeKad-
my. Vaoexu pexnamubix cneyuanucmoe 6 mecmax npodaxc (36yKo-
60e conpoesodicoenue, pasmeujenue moseapa). Ompadcens. pesyiv-
mamul uccae008anusl ROKynameneli u 0ceeujeHvl npuemsl, Komopbie
Ucnoab3ylom 0as ycunenus sgpgpexma enyueHus. Ipgexm «25 kao-
Dpa» - OCHOBaHUe eunomesbl U ee UCNOAb306AHUe 8 DeKAaMe 6 Haule
epemsl.

KioueBble ciioBa: pekiamMa, MapKeTWUHT, BIWSTHUE Ha
CO3HaHMe, TICUXOJIOTUST PEKJIaMbl, peKJIaMa U TIOICO3HAHNE.
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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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