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The aim of the study is to try to identify the creative components of the online
presentation and assess the degree of perception and memorization of the media
project.

The materials of the research allow to get answers to the following questions:
how to present creatively a media project to the audience through online tools;
which tools are most optimal for creating perfect presentations.

The study provides a methodology for preparing a creative presentation,
substantiates the feasibility and effectiveness of techniques for finding creative
ideas, systematises possible creative interactives for interaction with the audience
under online media project presentations, as well as new conditions for
presenting media project through video communication platforms development
of presentation skills.

The results of the study confirm that the creative component of an online
presentation helps to present media projects in a meaningful and constructive
way.

Key words: distance education, online defense, media project, creative,
presentation.

AdpaHacees Inna KOpitiogsuy, [oueHT Kadenpu peknamm Ta 3B'A3KiB
i3 rpPOMaACbKICTIO IHCTUTYTY KypHanicTukn KniBCbKoro yHisepcute-
Ty imeHi bopuca piHYeHKa, KaHAMAAT iICTOPMYHKX HayK (KiniB, YKpai-
Ha) / lllia Afanasiev, Borys Grinchenko Kyiv University (Kyiv, Ukraine)

EJIEKTPOHHA (DIGITAL) PEKJIAMA B EBPONEACbKOMY COIO3I
2015-2019 pp.: OCHOBHI METOAU 1 PE3YNIbTATU AOC/IAMKEHD

Y 2010-1i poxu eeKTpOHHI Mefiia, a pa3oM 3 HMMM Ji eIEKTPOHHA peKIaMa,
Iy>Ke IIBUKO BUO3MiHIOBANINCA, BIOCKOHAITIOBAINCA 11 olypioBanmucs. Tomy
aHaJi3 UMX 3MiH, HAaBiTh y HalIpPO3BMHYTIIINX KPAiHAX, JMILIE PO3IIOYMHAETHCA.
PiBeHb )XMTTS 1 TeXHOTIOTI, SIK i Bennde3HMit 06¢AT BHYTPIIHBOrO puHKY €C
(Espormeiicbkoro Coro3y), CIpUAITh 3HAYHO LIBUJIIOMY PO3BUTKY Teopii Ta
IPAKTUKM €IeKTPOHHOI peknamu B KpaiHax €C, HiX B Ykpaini. BuByenns njiei
YaCTMHM HOBITHBOTO €BPOIIENICHKOIO OCBiAY, opin 2015-2019 pp. Moxe gatu
3HAYHUIT TO3UTUBHUIT ePeKT /I YCIIIIHOTO PO3SBUTKY eeKTPOHHOI peKIaMu
B YKpaiHi.

JlonoBigp MICTUTH TpU KIIOYOBI CKIAAHMKI: 1) OISR OCHOBHUX pKepes
i MeTOZiB BUBYEHHS eleKTPOHHOI pekaamu 2015-2019 pp. y €C; 2) anarnis tep-
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MiHOJIOTIi, fKa BXUBAETbCA B KpaiHax €C 00 pi3HOMAHITHUX BUJIB eJleK-
TPOHHOI peK/IaMI Ta CyMDKHUX ABMII; 3) KOMIUIEKCHA XapaKTePUCTUKA €BPO-
HeIICbKOTO PUHKY elIeKTpOoHHOI pekmamu 2015-2019 pp. Ta itoro BifobpakeHb
B aHaJIiTUYHil, 30KpeMa HayKOBiil, TiTepaTypi.

Y momoBifi BUCBIT/IEHO OCHOBHI IOfIil €BPONEICHKOTO PUHKY €1€KTPOHHOI
pexmamu fipyroi nmonosyuHy 2010-X pOKiB, a€TbCA KOPOTKA XapaKTepUCTUKA
11 kmacuikaliss OCHOBHUX TPAaBIIB I[bOTO PUHKY, KIIOUOBYX 3aMOBHUKIB 1 BU-
KOHABI[iB PeK/IaMHUX IPOAYKTiB. 3raJlaHO OCHOBHI 3MiHM IOPUANYHUX HOPM,
SAKUMU PErynoeTbCA AiANbHICTD Ha IbOMY PUHKY. KopoTKo BMCBiT/IEHO OCHO-
BHIi TeXHiuHi iHHOBallil, MapKeTMHIOBI IiIXOAY JO BUKOPUCTAHHA €/IEKTPOHHOI
pexnamu B kpainax €C.

Y monosizi 3[iliCHEHO OITIAJ, APYKOBAHMX i €IEKTPOHHUX JKepel i3 TUTaHb
CY4aCHOI €BPOIIEIICHKOI eIeKTPOHHOI peK/IaMy: MOHOrpadiii, HepiofuIHNX Ha-
YKOBIUX i 6i3Hec-BUaHb, IHTepHET-MOPTAIB, 6/1oriB Tomo. Ha ocHOBI 3i6panoi
iHgopMariil 3amponoHOBaHO HMU3KY PeKOMEH/ALill YKPalHCbKUM peKIamMicTaMm
17151 BIOCKOHA/IEHH: YKPaiHCbKOT'O PEKTAMHOTO PMHKY, a TAKOXX NPUIIBU/IIIEH-
Hs HAyKOBOTO aHaJIi3y Cy4acHOI peK/IaMIL.

Kniouosi cnosa: enekrpoHHa pekiama, Digital pexiama, enekTpoHHI Mefia,
HOBI Mefjia, peK/laMHMIT puHOK E€Bpomneiicbkoro Cosy.

DIGITAL ADVERTISING IN THE EUROPEAN UNION DURING 2015-2019:
THE MAIN METHODS AND RESULTS OF RESEARCHES

During the 2010s, both electronic media and electronic advertising were
changing, improving, and spreading very quickly. Therefore, the analysis of that
changes is just beginning, even in the most developed countries. The standard
of living and the level of technology, as well as the huge volume of the internal
market of the EU (European Union), contribute to a much faster development
of the theory and practice of electronic advertising in the EU than in Ukraine.
The study of this part of the latest European experience, the events of 2015-
2019, can provide a significant positive effect on the successful development
of electronic advertising in Ukraine.

The report contains three key components: 1) the overview of the main sources
and methods of studying e-advertising in 2015-2019 in the EU; 2) the analysis
of terminology used in the EU countries in regard with various types of electronic
advertising and related phenomena; 3) complex description of the European
e-advertising market in 2015-2019 and its reflections in the analytical literature,
including academic papers.
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The report covers the main events of the European market of electronic
advertisinginthesecondhalfofthe2010s, givesabriefdescriptionand classification
of the main players on this market, key customers and performers of advertising
products. The main changes in the legal norms governing the activity on this
market are mentioned. The main technical innovations, marketing approaches
to the use of electronic advertising in the EU countries are briefly described.

The report also contains an overview of printed and electronic sources
on modern European e-advertising: monographs, academic and business
periodicals, web portals, blogs, etc. Based on the collected information,
a number of recommendations to Ukrainian advertisers are offered to improve
the advertising market of Ukraine, as well as to accelerate the academic analysis
of modern advertising.

Key words: electronic advertising, Digital advertising, electronic media, new
media, advertising market of the European Union.

benogpacmoea Taicia IOpiieHa, poueHT Kadbeppu peknamu
Ta 3aB'A3KiB 3 POMAACHKICTIO [HCTUTYTY XypHanictuku KniBcbkoro
yHiBepcuTeTy iMeHi bopuca piHueHKa, KaHAMAAT NefaroriyHnX Hayk
(KviB, Ykpaita) / Taisiya Bielofastova, Borys Grinchenko Kyiv
University (Kyiv, Ukraine)

PO3BUTOK KOMYHIKATUBHOT KOMMNETEHTHOCTI 3ACOBAMMU
HABYAJIbHOI AUCLMMIIHU «MYBJIYHI KOMYHIKALIT»

Y [OmoBifli POSINIAHYTO INUTAHHA PO3SBUTKY KOMYHIKaTMBHOI KOMIIETEHT-
HOCTi cTyfeHTa 3acobamu BubipkoBoi gucrtmiviiny «Ily6miuni KoMmyHiKarii».
L1s1 HaBYa/IbHA JUCLMIDIIHA 3yMOB/IEHA BUOOPOM CaMOTO CTY/IeHTa B MeXXaX BU-
3HAYEHMX CTAaHAAPTAMIU OCBITU KpPeAMTiB, fAKi 3abe3IedyioTh peaisallio 0co-
6ucricHo-mpodeciitanx morpebd. [Ipu okpecrenHi 060B’sI3KOBO BCTAHOB/IEHNX
BIUMOT s iITOTOBKY BITYM3HAHMX (axiBIliB, 30PI€EHTOBAHUX HA POPMYBAHHI
CHCTeMM 3aTa/lbHUX Ta MPOdeciiiHNX KOMIETeHTHOCTeI!, SIKi IIPOIMCaHi OCBIT-
HIMM CTaHJApTaMu YKpaiHM Ta OPi€HTYIOTbCsA Ha IPUITHATI €BPONENChKi CTaH-
JapTH, BEJIbMU aKTYa/IbHUMU 3a/IMIIAETHCS HepeiK BUOIPKOBIX HAaBYa/IbHUX
TVICIIATITIH.

ITpesenTtoBaHoO crenudiky po3BUTKY KOMYHIKaTUBHOI KOMIIETEHTHOCTI CTY-
IeHTiB crenianbHoCTi «KypHamicTuka» 3a PisHMMM OCBIiTHIMM IIporpaMaMm.
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