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Hikonbcbka A.J[. ComianbHO-NICUXOJIOTIYHI YUHHUKUA BIUIUBY PEKJIAMHHX
TEKCTIB Ha KyIliBEJIbHI HaMipH crioxkuBauiB. — KBanigikaliiiina HaykoBa nparts Ha
paBax PyKOIMHCY.

JHucepraiiis Ha 3100y TTA CTyIeHs 10KTopa (piocodii 3a cnenianbHicTo 053
«IIcuxonoris» (05 — ComianbHi Ta TOBEMIHKOBI Haykw). — KwuiBcbkuit
yHiBepcuteT iMeHi bopuca I'pinuenka, Kuis, 2021.

Y poOoTi mpeAcTaBICHO pPe3yiabTaTh JOCHIIKEHHS YWUHHUKIB BILUIUBY
pEKJIaMHUX TEKCTIB Ha KyMiBeIbHI HaMIpW CIHOXXHUBadiB. AKTyaJbHICTh
JTOCHIKEHHSI 3yMOBJIEHAa HEOOXIJHICTIO MCHUXOJIOTIYHOIO aHaji3y BIUIUBY
PEKIIaMHUX TEKCTIB Ha CIIOKUBAYiB, OCKUTHKY OUTBIIICTH 13 HASBHUX Ha CbOTOJTHI
JOCJII/DKEHh HE BPAaXOBYIOTh 1HJWBIAyajdbHI Ta THUIIOJOTIYHI OCOOJHUBOCTI
PELUITIEHTIB PEKJIaMH, 1110 HEraTUBHO BILJIMBAE HA SIKICTh PEKJIAMHOT KOMYHIKaIlii
Ta MOKE MaTH HETraTHUBHI IICUXOJIOT1YHI HACTIIKH JJIsI CYCIIJIbCTBA. Y COIaNbHIN
TICUXOJIOT1T Hapa3i OpaKkye YiTKO cXapaKTepU30BaHOi Kiiacudikallii Crio)kuBaviB,
sKa O 0OTHOYACHO OXOIUIKOBAJIa OCHOBHI MTPOSIBU MCUXIYHOT A1SUTBHOCTI JIFOAUHH Y
cdepi CIOKUBYOI MOBEAIHKH M1l pEKIaMHUM BILITUBOM.

3M1ICHEHO TEOPETUYHUN aHail3 JOCIHIKYBAaHOI MPOOJIEMH, PO3IIISIHYTO
PEKJIAaMHUN TEKCT SK COILIIOKYJIbTYpHHUI ()EHOMEH KOMYHIKaIlli, METOIO SIKOTO €
(dhopMyBaHHs KyMiBeJIbHUX HaMipiB. PeKIaMHMI TEKCT pO3yMIEThCS SIK CKJIQTHUM
TEKCTOBUH KaHp, II0 Ma€ MOEJHYBAaTHU Yy €001 €MOIiifHi, KOMYHIKaTHUBHI,
penpe3eHTaTUuBHI, iHpOopMaTUBHI Ta MOTUBAIIIHI GyHKIIIT. Y po3yMiHHI 0CO00I0
COPUMHATOrO PEKIAMHOIO0 TEKCTy 3HA4yHy pOJib BIAIrpae KOTHITHBHA
(momepenHiit KOTHITUBHUI JTOCBIJI, HASBHICTh YITKHUX ITIEPEKOHAHB Ta IIHHOCTEH,
0 TOXOJSTh 3 COIlaJbHUX YMOB JKHUTTSA) Ta €MOIlldHA (3MaTHICTH 0
aJICKBAaTHOI'O EMOLIMHOTO pearyBaHHs Ha 30BHIIIHI CTUMYJIU) CPEPH.

Emmipuyne mgocniKeHHS pPO3KpPUBA€E XapakTep BIUIMBY COIlaIbHO-
NICUXOJIOTIYHUX YUHHUKIB Ta J03BOJII€ BUOKPEMUTH OKPEMI TUIIM CIIOKMBAYIB 32

CTWJIEM TisUTbHOCTI, IEMOHCTPYE, SIK KOXKEH 3 THIIB CIIPUHMaE PEKIIaMHI TEKCTH



PI3HHX KaHPiB. Y TOCIHIJKEHHI B3sJI0 y4acTh 254 ocoOu, BikoM Big 18 mo 77
pOKiB, cepef skux 179 4onoBikiB Ta 75 xiHOK. OCKUIbKHY CIIOKUBAYaMU CTalOTh
JIOAM PI3HOTO BIKY 1 cTaTi, 0coOM 3 pI3HUM COI[laIbHUM Ta (PIHAHCOBUM
CTaTyCcOM, PI3HMM pIBHEM OCBITH Ta Kap €PHHUX JIOCSATHEHb, TO 3aJIyYCHHS B
AKOCT1 PECIOHIEHTIB IMPOKOr0 Kojia 0ci0 3a0e3Medmsio penpe3eHTaTUBHICTh
BUOIpkH. BpaxyBaHHs 3a3Ha4eHHX OCOOJMBOCTEH PECMOHACHTIB  OyJO
NOKJIMKaHE 33J0BOJIbHUTU JOCHIAHUIIBKUMA 1HTEpPEC MIOJ0 TOTO, SKUM YHHOM
1HJIMB1yaJIbHO-TUIIOJOTIYHI OCOOJIMBOCTI MOXYTh BIUIMBATH HA BUHUKHEHHS
KYIBEJIbHUX HAMIPiB CIIOKMBAYIB 5K BIAMOBIb HA PEKJIAMHUM BILIUB.

TeopeTHyHO BUJIIEHO HU3KY YWHHUKIB, M0 JETEPMIHYIOTH CIOKHUBUY
MOBEJIHKY I1HJIMBIAA: KYyJbTYPHI, COIL[AJIbHO-IICUXOJIOTIYHI (PO3MUBAHHS
KJIACOBUX MEX, MOJIHE CHOKMBAHHS SIK OJIMH 3 KJIIOYOBUX CTHIIIB CHOKHWBAHHS,
BILUTUB pepepeHTHUX rpym, 3acodu nepeaadi iHdopmailii, aTUTIOAN 1 KOMYHIKaIlii
CyOKyJNBbTYpH, CTHJI JKUTTS, MOJEIl CIIOKUBYOI IOBEIIHKH), IICHXOJIOTIYHi
(HOpMH, LIHHOCTI, CY0’€KTHBHE CTaBJICHHS /10 BJIACHOT'O MaTepiaJIbHOTO CTaHYy,
CIOKMBYl TIE€pEBaru, CIOXUBAILKUN A0CBIN), (i3uuHl (Yac, (izuuHuii Ta
COITIOKYJIBTYPHHU MPOCTIP, SAKICTh TOBAPIB, CIPUUHATTS TOBAPIB Ta OCOOUCTICHE
CTaBJIEHHS /10 HUX), €KOHOMIYHI (I[1Ha, YSBJICHHS MPO «IIPABWIBHUID PO3MOJILIT
JIOXO/I1B, 3aHHSATICTD), CATYaTUBHI (MIPECTUKHICTH TOBAPY).

[IpoanainizoBaHoO Ta y3arajdbHEHO TPU TPYMHH IMCUXOJOTIUHUX MIAXOMAIB Y
TOCTIKEHHSIX 3ac00iB  BepOalbHOI PEKIaAMHOI KOMYHIKAITIi: mMOxig [0
BepOAIbHOI PEKIIAMHOI KOMYHIKaIlli SK /10 IHTENEKTyalbHOro (heHOMEHY, IO
MICTUTh TICHXOCEMAHTUYHI Ta TICUXOJIHTBICTMYHI €JIEMEHTH 1 YITKO
pErJIaMeHTOBaHI 3acOo0M KOHTaKTy 3 COIIaJbHOIO KaTETOpi€l0 TMOTEHIIIMHUX
CIO’KMBAYiB; MIAXiJ J0 BepOalbHOI peKIIaMHOI KOMYHIKaIlli sIK 70 3aco0y
B3a€EMOJIii aJpPECaHTIB TMOBIJOMJICHHS 3 €MOIIITHO-BOJIbOBOK) TCHUXIYHOIO
CTPYKTYpOIO PCIUIIIEHTIB peKJIIaMH; IiAXIJ 10 BepOadbHOi peKIaMHOT

KOMYHIKaIIii SK 10 COIIIOKYJIbTYPHOTO 00’ €KTa, KM mependadae T0CIIIKEHHS



COIIIAJIbHO-TICUXOJIOTIYHUX 1 KYyJbTYPHUX HACHIIKIB B3a€EMOJIi peKJiaMHu Ta
CTHIOXKUBaYa, [0 MA€ MUKJIIYHUN XapakTep.

[IpoanasizoBaHO THUIOJIOT1] PEKJIAMHUX TEKCTIB 3@ PI3HUMH KpUTEPISIMU:, 32
*)aHpoMm (iHbopmaliiHui (3aMiTKa, 1HTEPB'I0, 3BIT, peENoOpTax, psAJIKOBa
peKkiiamMa); aHaJITUYHUMN (KOPECTIOHACHITIS, CTATTs, OTJIsA/l, PELEH31s1, KOMEHTap);
myOIiUCTUYHI (3aMaTbOBKa, HAPHUC), CTPYKTYPOIO TEKCTY Ta 3aco0aMu mepeaadi
iHpopMmarii (mpsiMa TOIITOBAa PO3CUIIKA, JAPYKOBAHUM PEKJIAMHHH TEKCT,
[nTepHeT-peknama, pajgiopekiama), 3a TAIIOM 3BEPHEHHS (OrOJIOIIEHHS, 3aMITKa,
1HTEPB'T0, pelIeH31s, 3BIT, HAPUC, KOHCYJIbTAIIis, PO3MOBIb, CTATTS); 38 CTIOCOOOM
BIUIMBY Ha MOKYyMIs (MOAUISIOUM HAa €MOIINHY 1 pallioHalIbHY); 32 CIIOCOOOM
BUpaXeHHs (M'sKa 1 JKOpPCTKa); 3a NPOrpaMHUMHU LUIAMHU  (IMIJKEBA,
CTUMYJIIOI0Ya, peKjIaMa CTablIbHOCTI, BHYTPIIIHbO(IPMOBA, peKiiama 3 METOI0
pPO3MIMPEHHs 30yTy MPOAYKIIli, MEPEKOHyIoUYa, MOPIBH:UIbHA, HarajayBallbHa,
M1IKPITITIOBAJIbHA; IPEBEHTUBHA).

Posrasayto Qakropu, 1110 BH3HAYAIOTh YCHINIHICTh PEKJIAMHUX TEKCTIB:
npuBaOIUBICTh PEKIAMHOIO TEKCTY 1 HOro BUPA3HICTh; (HaKTOpP OCOOMCTOCTI 1
SICHOCT1 (P1IOJIOTTYHOT CTPYKTYPH 3 HASBHICTIO MPECTUXKY, BTLICHOTO Y (opMmi
VHIKQJIbHOI TOPrOBEJNbHOI MPOMO3UIli; HAasABHICTh MOBTOPIB CJIOBa, (pasu,
cioBocnonydeHHs. KoncraToBaHo, 110 KOMyHIKaTUBHA €(EKTUBHICTh PEKIaMU
BU3HAYAETbCS CTYNEHEM 3alydeHHS YyBaru TMOTEHLIMHUX CIOKKUBAYiB,
SICKPABICTIO 1 TIIMOWHOIO 1X Bpa)K€Hb, SKICTIO 3alaM'STOBYBAaHHS PEKIAMHHUX
3BEpHEHb, BII3HABAHICTIO MOBIJIOMJICHHS; 3arlaM'STOBYBAHICTIO TTOB1JIOMJICHHS;
NMpuBaOJIMBOI  CWJIOK MOBIJOMJICHHS; ariTaliifHOI CHUJIOI TOB1JIOMJICHHS;
CTHJTICTHYHOIO 0()OPMIICHICTIO TEKCTY.

VkiageHo CTpyKTypHO-(YHKIIOHAJIBHY MOJENb BIUIMBY PEKJIAMHOIO
TEKCTY Ha KYIiBeJIbHI HaMIpU CIOKHMBAyiB, B SIKIi y3arajJlbHEHO MPEACTABICHO
OCHOBHI KOHIIENTH PO3TJISHYTOI HAyKOBOi MPOOJIEMHU Ta JOTIYHI 3B’SI3KH MIXK
HUMU. A caMe€ - pOJib COLIAJIbHO-TICUXOJOTIYHUX YHWHHUKIB, Ha SIKI MOXE

BIUTHHYTH PEKJIAMHHA TEKCT, (DOPMYIOUHM KYIIBEIHHUI HaMIp y CIIOXKHBaya.



[HiirOr0YM MOYaTOK pEeKIaMHOI KOMYHIKAIlli, pekjgamoaBerb GopMye BiIacH1
OUIKYBaHHS Yy BUIIAAKY BJaJiOl YyIOJM, LIHOBY IMOJITHKY, & TAKOX BIJIMOBIJIAE 3a
AKICTh IIPOMOHOBAHOTO TOBapy. Takoxk obuparoTbes OaxaHi cmoci® Ta 3acid
KOMYHIKaIIi1 31 CIIO)KUBaYaMu — peKJIaMHUM TeKkcT. BiH HEpO3pUBHO MOB’ A3aHUMN
13 COLIAIbHO-TICUXOJOTTYHUMHU YMHHUKAMU, 110, B CBOIO Yepry, BIUIMBAIOTH HA
CIIO’KMBaya K OKpEM1 SBUINA 1 AK TaKi, 10 AKUX alleloe PeKIaMHE 3BEPHEHHS.
Jlo comianbHUX YMHHUKIB BUHUKHEHHSI KYMiBEJIbHUX HAMIpIB HajleXkKaTh: BIUIMB
pedepeHTHUX Tpyn (HA CKIUIBKH TIOKyNKa Oyle CcxBajeHa HaWOImKIuM
OTOYECHHSIM); CYOKYyJIbTypHI UMHHHUKH (BpaxXyBaHHS IIIHHOCTEH  Malux
CyOKYJIbTYpHHX TPYI, 10 SKUX HAJICKHUTh CIIOKUBAY); PO3ZMHBAHHS KIACOBUX
MeX (piBHI MOXJIHMBOCTI MPUAOAHHS TOBApiB, MOKJIMBICTh MPOJEMOHCTPYBATH
TaKUM YHMHOM MPUHAJIEKHICTh [0 T[EBHOTO CYCIUIBHOTO KJacy); Moja
(ciityBaHHSA COLIAIbHUM OPIEHTHUPAM, aKTyaJIbHHUM Y KOHKPETHUH MPOMIKOK
4acy); CYCHUIbHI HOpPMHU (CHiAyBaHHS CYCHUIBHO BHU3HaHUM HOpPMam
rOCTOJIapIOBaHHsI, €THKETY, BBIWJIMBOCTI, TOIO); C€KOHOMIYHI YHMHHUKH
(o0’exkTHBHE Ta CyO’€KTMBHO OIliHEHE (IHAHCOBE IMOJOXKEHHS 1HAMWBIIA Ta
CyCH1JIbCTBA B IIIJIOMY, EKOHOMIYHA MOJIITHKA MAMPUEMCTBa-peksiaMo1aBIis). [lo
MICUXOJIOTIYHUX YHMHHHMKIB BUHUKHEHHsSI KYyMHIBEJIbHUX HaMIpiB HaJeXaTb:
noTpedu 0coOHCTOCTI (MOXYTh  BIAPI3HATUCS Bil CYCHUIBHHX, OyTH
YCBIJIOMJIECHUMH a00 HEYCBIJOMJICHUMH); 1HAUBIyaabHI IIIHHOCTI (TTOB’s3aH1 3
3arajJbHONPUHHATHMHI IIHHOCTSIMH, CyOKYyJIbTypHHMH, I[IHHOCTSIMA
pedepeHTHUX TPyl MPOTE, MAKOTh 1 CyO’€KTHBHI PHCH); €MOIliliHA 3PLTICTh
(3DaTHICTB BIPHO OLIIHIOBATH Ta pearyBaTH Ha BJIACHI Ta 4yl €MOI[IIiHI TPOSIBH,
BMIHHS KOHCTPYKTHUBHO JiSITH y 3B’SI3KY 3 00CTaBUHAMH); CTHJIb KHUTTS (3BHUKH,
x0001, 3m10HOCTI, TIpodeciiiHl CXMIBHOCTI, XapaKTEepPOJOTiuHI OCOOJHUBOCTI,
CTWJIb [ISJIBHOCTI, CTpaTerii NpUUHATTS pIlIEHb); CHOXKHUBAILBKUA JTOCBIJ
(momepeHi TOCBIJ BiJ MOKYIOK, HOTO BIUIMB, YIEPEIKEHHS Ta CTaBJICHHS J10
MOKYIIOK B I[IJIOMY, BMIHHS OOMpaTH METY AISILHOCTI, 3acO0H 11 TOCATHEHHS,

OIIIHIOBATH PE3YJbTAT); MEPIENTUBHI OCOOIUBOCTI (OCOOIUBOCTI CIpHIMaHHS



PEKJIaMHUX TEKCTIB, CXWJIBHICTh BIiJIaBaTH IepeBary KOHKPETHUM KaHpaMm 1
CTHJISIM TEKCTIB, BIUIUB KOTHITHBHUX YCTaHOBOK, CJIOBHUKOBHUH 3amac, pO3BUTOK
JEKCUYHOI CEMaHTHKH, BMIHHA IHTEPHpPETYyBaTH 1H(POpPMAIIO, KPUTHUYHE
MucieHHs). Bei Bullle3a3HayeH1 YMHHUKY MMOCTIHHO BIUIMBAIOTh Ha CIIOKUBaYa,
dhopmytour nNoTpedu, siki BTUTIOIOTHCS Y KYMIBEIbHUX HaMipax.

3 METO0 IIPOBEICHHS €MITIPUYHOTO JTOCHIIKEHHS 0yJI0 pOo3pO0IeHO HOTo
IJiaH, METy 1 3aBAaHHsA, A10paHO ¥ omucaHO BUOIPKY JOCHiKyBaHuX. Etamm
JOCIIKEHHST Y3TOPKEHO 3 MOT0 3aBJaHHIMHU Ta OUIKYBAaHUMH pe3yJbTaTaMHU.
OnpusiBHEHO KOMIOHEHTH, OJWHHII JOCITI/PKEHHS, 3a3HA4eHO Kpurepii ix
BUJIUVICHHS Ta CIHIBBIJHECEHO iX 13 3acob0amMu JociimkeHHs. OOrpyHTOBaHO
PEJIEBAHTHICTh 3aCTOCYBAHHS METO/IIB 1 METOJUK TOCIIIKEHHS.

EMmipuyHO KOHCTaTOBAHO:

1. YoTupu OCHOBHU THITH CTIOKMBAYIB 32 MPUHIIAIIOM JOMIHYIOUOTO CTHITIO
TISUTBHOCTI:  KOHKPETHUM  JOCBiA  (Iisi4), CIOCTEpekeHHS 1 pediekcis
(pednekcyrounii), dopmyBaHHSI aOCTPAKTHUX IIOHATH (TECOPETHK), AKTUBHE
eKCIepUMEHTYBaHHS (MparMatuk). ONMrUCcaHO CTATUCTUKY MPEACTABICHOCTI IIUX
TUITB y BHOIpIl pecroHeHTIB. BCTaHOBIIEHO 3B’S30K 3a3HAYCHUX CTHIIIB 13
MPOBIAHUMHU  CIIOCOOAMHM  MPUMHATTA  PIIIEHb PELUIIEHTAMU  PEKJIAMMU:
YBOXHICTIO (MEpEeBaXKAIOUMN THUIT), YHUKHEHHSAM, TPOKPACTHUHAINIEI0 Ta
HagyBaxkHicTiO. [loka3zaHo, 1m0 pediekcyrounii TUIT Ma€ BUCOKY CTATHUCTUYHO
3HAYMMY TIO3UTHUBHY KOPEJSIII0 3 MAJBHICTIO Ta HAAYBAKHICTIO Y TPUHHATTI
pillIeHb; TParMaTUYHUN TUIT — 3 YBAKHICTIO Ta MPOKPACTHHAIIIEIO: TEOPETUUHUN
— 3 NWIbHICTIO; JISIbHICHUN CTWJIb, HATOMICTb, MA€ JIy’K€ CJIa0Ky 3BOPOTHY
KOPEJISILIIO 3 MUJIBHICTIO.

2. B3aemo3B’30K CTHIIB AiSILHOCTI, IIHHICHUX OpIEHTAIlld Ta TMOTPeO
OCOOHUCTOCTI CMOXHUBayiB pekyiamMu. [lepeBakHUMM LIIHHICHUMU OpI€HTALISIMU
BHUSIBUJIMCS «YHIBEPCATI3M», «JIOCATHEHHS» Ta «0e3TeKa, «IIIHHOCTI TPaJIHIIii»

Ta «koHpOpMHICTEY. Kopensamiitnuii aHami3 MiHHOCTEH CIIOXKHBAa4YiB Ta CTHIIIO



JUSTIBHOCTI MOKa3aB 3B’S30K MDK CTHJIEM «JIisf9» Ta HIHHICTIO «CTHUMYJISIIiS»,
00€pHEHY KOPEJIAIII0 MK CTHIIEM «pe(]IIeKCYI0Uunii» Ta IIHHICTIO «BIIaJ1ay.

3. OcHOBHI MOTpPeOM CIOXKUBAYIB BHU3HAHO YACTKOBO 3aJ0BOJICHUMHU.
Haiibinpie 3a/10BOJICHOI0O € TOTpeda B MDKOCOOMCTICHMX 3B’si3KaxX, a
HE3aJI0BOJICHOK — Yy camopeantizaiii. HezagoBosieHi motpeOu 0cCOOMCTOCTI
BHSIBUJIMCS TIOB’SI3aHI 31 CTWJIEM MISUIBHOCTI: JUISI THUITY «pedIieKcyrouniiy 1e
«mmoTpeda B Oe3neri», sl «IparMaThuKa» Ta «TEOPETUKay - «IOTpeda B MOBa31».

4. Ilpyn NOpiBHSAHHI INCUXOJOTIYHUX pENpe3eHTalld MeTH, 3aco0IB Ta
pPE3yNbTATIB JISUTBHOCTI CIOXKUBAYIB 3 PI3HUMH CTUIISIMU JISITEHOCTI BUSBIICHO
3B’SI30K Ha PiBHI TEHJEHIT 32 OKPEMUMH LIKAJIAMHU.

5. JliarHOCTOBaHO PIBHI PO3BUTKY BHYTPIIIHBOOCOOUCTICHOTO Ta
MDKOCOOHMCTICHOT'O €MOIIITHOTO 1HTEJICKTY, sIK1 MPOJEMOHCTPYBAIN y OUIBIIOCTI
JOCIIKYBaHUX BUCOKY Ta JIy>K€ BUCOKY 3/1aTHICTb 10 PO3YMIHHS €MOLIN 1HIIIHX
JoJIel 1 KepyBaHHS HUMH, JOCTATHIM PIBEHb €MMATIHHOCTI Ta YCBIIOMJIEHOCTI
EMOIIMHUX CTaHIB, BHCOKOTO PIBHS YCBIJIOMJEHOCTI BJIACHOTO E€MOIIHHOTO
CTaHy.

6. Pe3ynbpTaTi AOCIIKEHHS] €MOIIIHHOTO 1IHTEJIEKTY, MOTPeO 0COOUCTOCTI,
0COOJIMBOCTEN LIENOKIIaJaHHs, CTPATErii IPUUHATTS pillieHb, LIIHHICHOI chepu
0COOHUCTOCTI HaJAJId MOXJIMBICTh OTPUMATH Ta OMHUCATH MCUXOJIOTIYHI POl
criokuBaviB. Y cdepi eMOLIMHOro 1HTEIEKTY OTPUMAHO JaHI MPO CXUJILHICTH
MEBHUX THUITIB K JIO BUCOKOTO, TaK 1 10 HHU3BKOTO Ta YaCTKOBOTO PO3YMIiHHS
cBOiX a00 uyxux eMoIlid. CrioctepiraloTbCs 4iTKI TeHACHIIT y cdepi moTped Ta
LIHHOCTEH, aKTyaJbHUX JUISl PI3HUX MiJ Ipyl cnoxuBadiB. OTpuMaHo AaHi, K1
PO3KPUBAIOTH OCOOJIMBOCTI BUOOPY METH AISUTHHOCTI Ta 3ac00iB ii JOCSITHEHHS, a
TaKOX MOXJIMBOCTI MPaBUJIBHO OLIIHIOBATHU pe3yJbTaT BiacHux mid. Ilim uac
NPUIHATTSA pIlIEHb Yy CUTyalli HEOoOXIJHOCTI IIBUAKO OOUpaTH Ccrocio
JIOCSITHEHHSI METHU Pi3HI TUIH CIIOKUBAYIB TaKOX BIIPI3HAIOTHCSA MK COOOI0 Ta

MarOTh BJIACHI XapaKTEPHI PUCH.



7. MetogoMm BITBHUX acoIliallii OTPUMaHO Ta MPOAHAJIi30BaHO MACHB 13
719 BepOanbHUX peakUid Ha TMOHATTA «PEKJIAMHHUA OO0 €KT», «peKIamMHe
MOBIJOMJICHHS», «PEKIIAMHUNA TEKCT», «BIJIEOPEKIaMay, «ay[lo peKjaamay, sKl
Oysi0 00’€THaHO B JIOTIYHI TPYNHU-TCIITAIILTU — «EMOIIIiHE 3a0apBICHHSY,
«BIJMOBIIHICTh MOTpeOam», «SIKICHI XapaKTePUCTUKUY, «XapaKTep BILUIUBY» Ta
«iHTEeHCHUBHICTHY. CITOCTEpPEKEHO acoliarlii, sIKi OI[IHIOIOTh KOPUCTh PEKJIAMHOTO
MOBIJIOMJICHHS Ta BIJMOBIIHICTh MTOTPeOaM PECOHACHTIB, IEPEIal0Th eMOIIii Ta
CTaHW, BUKIIMKaHI MEBHUM CTUMYyJIoM. Hu3ka Takux acouiariB («KpacHBUM-
OpUIKHID, «KOPUCHUU-IIKIITUBUIY, «IKICHUN-HESIKICHUI», «1H)OpMAaTUBHUN-
JC30PIEHTYIOUU»,  «BETUKUU-MaTUuN»,  «BAXKKUU-JIETKUN»,  «IIOMITHUH-
HETIOMITHHI, IIBUJIKHH-IIOBIIEHUMN, «HaB’ A3IMBUN-HEHAB SI3TUBUIY,
«parnTOBUN-OUIKYBAaHUNY, «KOPOTKUK-IJOBrOTPUBAIHIY) 03BOJSE BCEOIYHO
JOCIITUTH PEKIIAMHHI TEKCT Ta OLIIHUTH KOT0 Yepe3 OCTYIBChKI (PaKTOPH CHUJIH,
aKTHUBHOCTI Ta OIlIHKK. Ha 06a3i ix cemaHTHKH Oyl0 CKOHCTPYHOBAHO METO]
CeMaHTHYHOro  nudepeHuiana g JOCHIIKEHHS  ICUXOCEeMAHTHYHUX
OCOOJIMBOCTEH CIPUUHATTS PECTIOHICHTAMH KOHKPETHUX PEKJIAMHUX TEKCTIB.

JIOCHIIPKEHO OCOOIMBOCTI CEeMaHTHUYHOI audepeHItianii crnoXxuBadyaMu
3MICTY Pi13HUX TUIIIB PEKIaMHUX TEKCTIB. BU3HaU€HO BIAMIHHOCTI KOKHOTO THITY
PEIUIIIEHTIB PEKJIaMH Ta y3araJIbHEHO 3HAHHS, K caMe MPEJCTAaBHUKHU PI3HUX
rpyn COpUMAalOTh PEKJIAMHUNM TEKCT, 3aJ€KHO BiJ MOro pI3HOBHUIB: XKaHDPY,
METH Ti 1HIMHMX OCOONMBOCTEH. 3 MpOAHAI30BAaHUX JAHUX MOXKHA 3POOUTH
BHCHOBOK TTPO €()EeKTUBHICTh 3aCTOCYBaHHS TOT'O UM 1HIIOTO XKaHPY TEKCTY IS
PI3HMX THUIIB CHOXXHBaviB. 30KpeMa, 1HHOPMATUBHUN TEKCT MOKE BHUSIBUTHUCS
HalO1IbII eheKTUBHUM y (OPMYBaHHI KyMiBEILHUX HaMIpIB JJISI CIIOKHBAYiB
tunty  «lIpucrocyBanusm», «Binctoponenus» Ta  «KoHBepreHiisn.
BukopucTaHHsS aHaNITUYHOTO TEKCTy K 3aco0y (opMyBaHHS KyHiBEIbHUX
HaMipiB y cnoxuBauiB tumy «llpucrocyBanus», «BiacroponenHs» Ta
«Konseprenuis». [lyOminucTuuHui KaHp € HAWOUIBIN I[IKaBUM CIIOCOOOM

nmomadi iHdopmamii mpo ToBap abo mocayry. MoskHa BBaxkaTH, IO BiH



HaWsCKpaBille BIUIMBAE HA BCl TUIMHU CIIOXXWBAYlB 3aBJISKA BUKOPUCTAHUM
3aco0aM XyJI0XHbOi BUPA3HOCTI, MIPOCTiHl MOBI Ta ameIlOBaHHIO O €MOLli Ta
MOYYTTIB CHOKMBauiB. HalOUIbII 4YyTIIMBUM 10 BIUIMBY IyOJILHUCTUYHOTO
KaHpy BUSABUBCA TUIl «Pedrexcyrounii.

3 MmeTor0 (popMyBaHHA y CHOXKMBA4iB HABHUOK aJCKBAaTHOI PEKJIAMHOI
nepIeriii 0yJ10 BUKOPUCTAaHO COMIaIbHO-TICUXOJIOTTYHUN TpeHIHT. BiamoBigHO
10 MeTH, OyJI0 MOCTaBJIEHO 3aBJAHHS TPEHIHTOBOI MPOrpaMH: MPOBECTH
IIPOCBITHULBKY pPOOOTY CTOCOBHO (DOpPMYBAaHHS KYMIBEJIbHUX HaMipiB Yy
CIIO’KMBAYiB, BIUTUBY PEKJIAMHUX TEKCTIB Ha XHE€ BUHUKHEHHS Ta peali3alliio;
BIJIMIPAIIOBAaTH HA MPAKTUI[l HABUYKM CAMOPO3YMIHHS, CBIAOMOI CIOXKHUBYOT
MOBEJIHKH,  KOHCTPYKTHBHOTO OPUUHATTS ~ PIlICHb,  QJEKBATHOTO
[IJIETOKJIA/IaH s,  PO3LIMPUTH  J1alla30H  MOXJIMBOCTEH Yy  CHUTyallisix
HEOOXITHOCTI MPUUHATTSA pIIEHb MPO MOKYIKY; BU3HAYUTH, SKUM UYHUHOM
TPEHIHTOBa MpOrpaMa BIUIMBAE HA MOBEIIHKY CIIOXHBAYIB y MOBCAKICHHOMY
KUTTi. JIJ1st boro Oyio BUAUIEHO 3 OCHOBHI JIOTi4H1 Oj0ku: «PoJyib eMoIiiHO1
KOMIIETEHTHOCT] Y IPUIHSATTI pIIIEHb PO NOKYNKY», «Poab moTped 1 HIHHOCTEN
y ¢hopMyBaHHI KyIiBeJIbHUX HAMIPiB», «3HAYEHHS CTHIIIB JisSJIBHOCTI 1 CLIOCO0IB
NPUIHATTS pIlIeHb A1 BUHUKHEHHA KyHiBeJIbHUX HamipiB». Koken 0ok
BKJIIOYA€E y ce0e CTPYKTYypHI KOMIOHEHTH 3aHATTS: MOTHBAIlIN, Mi3HABAJILHUH,
HaBUYAJIbHUM, MPAKTUYHUHN, T1ICYMKOBUH.

Etanu anpoOariii TpeHIHTOBOI MpOrpamMu BKIIOYAIH: KOHCTATyBaJbHUM
etan, (opMyBalbHUN €Tall — BJIACHE, MPOBEJACHHS UKy TPEHIHTOBUX 3aHATDH;
KOHTPOJIbHHI €Tan — BTOPHHHE MCHUXOIarHOCTUYHE OOCTEXEHHsI, MPOBEICHHS
KUTBKICHOI 1 $KICHOI OOpOOKM JaHMX, BH3HAYEHHS BIIMIHHOCTEM MiX
NEPBUHHUMU Ta BTOPUHHUMH pe3yJIbTaTaMHu.

Jl7is BU3HAUYCHHS HAsABHOCTI Ta XapakTepy 3pyIIeHb MMPOBEIEHO MOBTOPHY
MICUXO1arHOCTUKY 3a JomomMorow Meroauk: OmuryBanbHuk EmMIu JI.JIrocina,

Metoquka «Meta-3aci6-PesynbTaT A.A.KapmanoBa, MenbOypHCHKUH



ONMUTYBAJLHUK NPUUHATTA pimenb (agant. T.B.KopuinoBoi), onuryBambHuKa
KYIIBEJIbHUX HAMIpIB.

Buxopucranns T-kputepito BilkokcoHa NpPOAEMOHCTPYBaNO, IIO
MOJIMIIIMIOCS PO3YMIHHS CBOIX Ta 4YyXHX €MOIlid. ['apHa nuHamika 3MIiH
CIOCTEpITAa€EThCS Yy 3JAaTHOCTI YYAaCHUKIB TPEHIHTY OI[IHIOBAaTH pe3yJIbTaTh
BJIaCHOI AismbHOCTI. IlecumicTudyHi HacTpoi Ta 37aTHICTP HEOO EKTHBHO
pPO3IIIA/IaTH pe3yJIbTaT 3MIHWIKMCS Ha KOPUCTh aJIeKBATHOTO PO3YMIHHS 0e€3
HaaMipHOI pamocTi, ab0 — HaBMAaKW - HETAaTUBHOTO CHPUUAHATTA. [loMiTHO
3MEHIIMBCS  TMOKA3HWK  MPOKpACTHHAIll, M0 CBIIYUTh Ha KOPHUCTh
pE3yNbTATUBHOCTI 3aCTOCYBAaHHS TPEHIHTOBOI MpPOrpaMu, 3aBISKU  AKIA
NPUIHATTS pIIIEHb CTAJNO PIALIE BIAKIAJATUCA HA MOTIM ab0 3aMIHIOBATHCS
IpiOHUMU, MEHIII aKTyaJIbHUMU cripaBamMu. [loka3HUKY KyTiBEJIBHUX HAMIPIB Ta
Cy0’€KTUBHOI OLIHKM aKTYyaJbHOCTI TOBapy 3a3Hajiu 3HAuHUX 3MiH. Ilicas
O3HAWOMJICHHSI 3 3alpONOHOBAaHUM PEKIIAMHHM TEKCTOM, CIOCTEPITaEThCs
1BUIIICHHS YaCTOTH BUHUKHEHHS CTIMKUX KYIIBEJIHHUX HAMIPIB.

HaykoBa HOBH3HA OTPUMAaHUX PE3YyJbTATIB JOCIIKEHHS TOJIATAE Y TOMY,
IO:

- ymepimie Ppo3poOJIEHO MOJENbh BIUIMBY TEKCTOBOTO PEKJIAMHOTO
MOBIJJOMJICHHSI Ha TICUX14HY C(epy KUTTEISIILHOCTI CIIOKMBaya, B OCHOBY SIKO1
MOKJIaJIEHO OCOOJIMBOCTI PEKJIIAMHOT TIEPIIEIIii CTIOKUBAYIB;

- CHCTEMAaTU30BaHO Ta Yy3arajlbHEHO COLIAIIbHO-IICUXOJIOTIYHI YMHHHUKU
BUHUKHEHHSI KYyMiBEIbHUX HaMIpiB CIIOXKMBAYiB: KOTHITHUBHI — MEPIENTUBHI
0COOJIMBOCTI, CMIOCOOU MPUUHATTSI PIillIeHb, IIIHHOCTI OCOOUCTOCTI; €MOIIINHI —
EMOIIIMHMKM 1HTEIIeKT, cdepa mOTped; IOBEMIHKOBI — CTWIb JISJIBHOCTI,
0COOJIMBOCTI IIJIENTOKJIAJaHHA Ta JOCSITHEHHS,

- PO3IIUPEHO Ta MOTIMOICHO YSABICHHS MPO 3B’ SI30K MOBEIIHKOBUX CTHIIIB
CIIO’KMBAYiB, CIIOCOOIB MPHHHATTSA HUMH PillleHb, iX IIIeH, IIHHOCTEH,
eMOIIIHHOT cepH 31 COPUMHATTIM TEKCTOBOI PEKJIaMHU SIK CTUMYJY CIOKHUBUYOT

MMOBEIIHKH;



- PEKOHCTPYHOBAHO TICMXOCEMAaHTUYHUHN MPOCTIP PEKIIAMHO PEIEBAHTHUX
MOHATh y CBIJIOMOCTI OCi0, 10 HaJeXaTh /0 PI3HUX THIIB CHOXKHBALBKOT
MOBEIHKH; KOHCTAaTOBAaHO IU(EPEHINIHI O3HAKKM CEMAHTUKH IHX MOHITH Y
pPEACTAaBHUKIB PI3HUX THIIIB;

- HaOyJ0 TMOJAJBIIOTO PO3BUTKY HAYKOBE VSBJICHHS TIPO POJIb
1HIUBITyaIbHUX OCOOIMBOCTEN OCOOMCTOCTI Y CIIOKUBYIN JISITEHOCTI;

IIpakTHYHe 3HAYECHHHA Pe3yJbTaTiB JOCTIIKEHHS:

- anpoOoBaHWN KOMIUIEKC JIarHOCTUYHUX METOJHK, CHPSIMOBAaHUX Ha
BU3HAYCHHS 1HAMBIAYaTbHUX OCOOJIMBOCTEH PEIMITIEHTIB PEKIAMHOTO TEKCTY,
HAJa€ MOJKJIUBICTh Yy MOAAIBIINX JOCTIIKCHHIX BHUKOPHCTOBYBATH HOTO IS
BCEOIYHOr0 aHaIi3y OCOOMCTHX SIKOCTEW CIIOKUBAYIB;

- pO3po0JIeHa THUIIOJIOTISt CTHJIIB CIIOXUBYOI TOBEIIHKH, SIKA OXOILIIOE

OCHOBH1 c(epu KUTTEIISUIBHOCTI, J03BOJSE MPaKTUKAM B Tally3l peKJIaMu
CIIUPATHCS HA HaBEJCHY TUIOJIOTII0, BpaXOBYIOYH BIJIMIHHOCTI Pi3HUX THUIIIB Ta
CIIUPAIOYKCh HA OCHOBHI PUCH IUILOBOI ayAUTOPIi PEKJIaMHOTO 3BE€pHEHHS;
- anpoboBana «IIporpama TpeHIHTY HABUYOK aJCKBATHOI MEPIEMITii peKIaMHUX
TEKCTIB»,  TO3UTHBHUN  BIUIMB  BUKOPUCTAHHS  SIKOi  MIATBEPIKEHO
BUKopuctanHaM T - kpurepito Binkokcona, MeToro cTana NpOCBITHHIIbKA
po0oTa 31 COKMBaYaMU; BIJIMPALFOBAHHS HA TPAKTUIIl HABUYOK CAMOPO3YMIHHS,
CBIIOMOi CIIOXHUBYOi TOBEIHKH, KOHCTPYKTHMBHOTO  MPUUHATTSA pIIICHbD,
aJICKBAaTHOTO IIUICTIOKJIAJIAaHHS, PO3IIMPEHHS [1alma30Hy MOXKJIUBOCTEH Yy
CUTYAIlisIX HEOOX1THOCTI IPUIHSATTS PIIIEHb MPO MOKYTIKY.

Kntouosi cnosa: pexnaMHHMI TEKCT, KYIIBEJIbHI HaMipu, CIOXXHBadl,
IIHHICHI Opi€HTAaIi, MOTPeOM, CTWIb ISUIBHOCTI CIIOKHUBAdiB, HPUHHATTS

pIIIEHB.
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The research presents the results of a study of the factors influencing
advertising texts on consumer intentions. The relevance of the study is due to the
need for psychological analysis of the impact of advertising texts on consumers,
as most of the current studies do not take into account individual and typological
characteristics of recipients of advertising, which negatively affects the quality of
advertising communication and may have negative psychological consequences
for society. Social psychology currently lacks a clearly defined classification of
consumers, which would simultaneously cover the main manifestations of mental
activity in the field of consumer behavior under the influence of advertising.

Theoretical analysis of the researched problem is carried out, the advertising
text 1s considered as a sociocultural phenomenon of communication, the purpose
of which is the formation of purchasing intentions. Advertising text is understood
as a complex text genre that should combine emotional, communicative,
representative, informative and motivational functions. Cognitive (previous
cognitive experience, the presence of clear beliefs and values derived from social
living conditions) and emotional (ability to adequately respond to external
stimuli) play a significant role in the understanding of the perceived advertising
text.

Empirical research reveals the nature of the influence of socio-psychological
factors and identifies certain types of consumers by style of activity, demonstrates
how each of the types perceives advertising texts of different genres. The study
involved 254 people aged 18 to 77, including 179 men and 75 women. As

consumers are people of different ages and genders, people with different social



and financial status, different levels of education and career achievements, the
involvement of a wide range of people as respondents ensured that the sample
was representative. Taking into account these features of the respondents was
designed to satisfy research interest in how individual-typological features can
affect the emergence of consumer intentions in response to advertising influence.

Theoretically, a number of factors determine the individual's consumer
behavior: cultural, socio-psychological (blurring class boundaries, fashion
consumption as one of the key styles of consumption, the influence of reference
groups, media, attitudes and communication subculture, lifestyles, patterns of
consumer behavior) , psychological (norms, values, subjective attitude to one's
own material condition, consumer preferences, consumer experience), physical
(time, physical and socio-cultural space, quality of goods, perception of goods
and personal attitude to them), economic (price, ideas about "Correct"
distribution of income, employment), situational (prestige of the product).

Three groups of psychological approaches in the research of verbal
advertising communication are analyzed and generalized: the approach to verbal
advertising communication as an intellectual phenomenon containing
psychosemantic and psycholinguistic elements and clearly regulated means of
contact with the social category of potential consumers; approach to verbal
advertising communication as a means of interaction of the addressees of the
message with the emotional and volitional mental structure of the recipients of
advertising; approach to verbal advertising communication as a socio-cultural
object, which involves the study of socio-psychological and cultural
consequences of the interaction of advertising and the consumer, which has a
cyclical nature.

The typologies of advertising texts by different criteria are analyzed: by
genre (information (note, interview, report, report, line advertising); analytical
(correspondence, article, review, review, comment)), journalistic (sketch, essay),

text structure and means of information transmission (direct mail, printed



advertising text, Internet advertising, radio advertising), by type of appeal
(announcement, note, interview, review, report, essay, consultation, story,
article), by method of influencing the buyer (dividing into emotional and
rational); by way of expression (soft and hard); by program goals (image,
stimulating, stability advertising, internal, advertising to expand sales,
persuasive, comparative, reminder, supportive; preventive).

The factors that determine the success of advertising texts are considered:
the attractiveness of advertising text and its expressiveness; factor of personality
and clarity of philological structure with the presence of prestige embodied in the
form of a unique trade offer; the presence of repetitions of words, phrases,
phrases. It is stated that the communicative effectiveness of advertising is
determined by the degree attracting the attention of potential consumers, the
brightness and depth of their impressions, the quality of memorization of
advertising appeals, the recognizability of the message; memorability of the
message; attractive message power; agitational force of the message; stylistic
design of the text.

A structural and functional model of the influence of advertising text on
consumer purchasing intentions is concluded, which summarizes the basic
concepts of the scientific problem and the logical connections between them.
Namely - the role of socio-psychological factors that can be influenced by the
advertising text, forming the consumer's intention to buy. Initiating the beginning
of advertising communication, the advertiser forms his own expectations in case
of a successful deal, pricing policy, and is responsible for the quality of the
proposed product.

Also choose the desired method and means of communication with
consumers - advertising text. It is inextricably linked to socio-psychological
factors, which, in turn, affect the consumer as a separate phenomenon and as such,
to which the appeal appeals. Social factors in the emergence of buying intentions

include: the influence of reference groups (how much the purchase will be



approved by the immediate environment); subcultural factors (taking into account
the values of small subcultural groups to which the consumer belongs); blurring
of class boundaries (equal opportunities to purchase goods, the ability to
demonstrate thus belonging to a particular social class); fashion (following social
guidelines relevant in a particular period of time); social norms (following
socially recognized norms of management, etiquette, courtesy, etc.); economic
factors (objective and subjectively assessed financial position of the individual
and society as a whole, economic policy of the advertiser). The psychological
factors of the emergence of purchasing intentions include: the needs of the
individual (may differ from social, be conscious or unconscious); individual
values (related to generally accepted, subcultural, reference group values,
however, also have subjective features); emotional maturity (the ability to
correctly assess and respond to their own and others' emotional manifestations,
the ability to act constructively in connection with the circumstances); lifestyle
(habits, hobbies, abilities, professional inclinations, characterological features,
activity style, decision-making strategies); consumer experience (previous
experience from shopping, its impact, bias and attitude to shopping in general,
the ability to choose the purpose of the activity, the means to achieve it, evaluate
the result); perceptual features (features of perception of advertising texts,
tendency to prefer specific genres and styles of texts, influence of cognitive
attitudes, vocabulary, development of lexical semantics, ability to interpret
information, critical thinking). All the above factors constantly affect the
consumer, shaping the needs that are embodied in purchasing intentions. In order
to conduct an empirical study, its plan, purpose and objectives were developed, a
sample of subjects was selected and described. The stages of the study are
consistent with its objectives and expected results. The components and units of
the research are identified, the criteria for their selection are indicated and they
are correlated with the research tools. The relevance of the application of research

methods and techniques is substantiated.



Empirically stated:

1. There are four main types of consumers on the principle of the dominant
style of activity: specific experience (figure), observation and reflection
(reflective), the formation of abstract concepts (theorist), active experimentation
(pragmatist). The statistics of representation of these types in the sample of
respondents are described. These styles have been linked to the leading decision-
making methods of advertising recipients: attentiveness (predominant type),
avoidance, procrastination, and overbearing. It is shown that the reflective type
has a high statistically significant positive correlation with vigilance and
diligence in decision making; pragmatic type - with attentiveness and
procrastination: theoretical - with vigilance; Activity style, on the other hand, has
a very weak inverse correlation with vigilance.

2. There is a relationship between business styles, values and personality
needs of advertising consumers. The predominant value orientations were
"universalism", "achievement" and "security", "values of traditions" and
"conformity". Correlation analysis of consumer values and activity style showed
the relationship between the style of "actor" and the value of "stimulation", the
inverse correlation between the style of "reflective" and the value of "power".

3. The basic needs of consumers are partially met. The most satisfied is the
need for interpersonal relationships, and the unsatisfied is the need for self-
realization. The unmet needs of the individual turned out to be related to the style
of activity: for the type of "reflective" it is "need for security", for "pragmatist"
and "theorist" - "need for respect".

4. Comparing psychological representations of the purpose, means and
results of consumer activity with different styles of activity revealed a connection
at the level of trends on individual scales.

5. Diagnosis of the level of development of intrapersonal and interpersonal
emotional intelligence showed in most subjects a high and very high ability to

understand and manage other people's emotions, a sufficient level of empathy and



awareness of emotional states, a high level of awareness of their own emotional
state.

6. The results of the study of emotional intelligence, personality needs,
features of goal setting, decision-making strategies, value sphere of personality
provided an opportunity to obtain and describe the psychological profiles of
consumers. In the field of emotional intelligence, data have been obtained on the
tendency of certain types to both high and low and partial understanding of their
own or others' emotions. There are clear trends in the field of needs and values
relevant to different subgroups of consumers. The data which reveal features of
the choice of the purpose of activity and means of its achievement, and also
possibilities to correctly estimate result of own actions are received. When
making decisions in a situation where it is necessary to quickly choose the way
to achieve the goal, different types of consumers also differ from each other and
have their own characteristics.

7. The method of free associations was used to analyze and analyze an array
of 719 verbal reactions to the concepts of "advertising object”, "advertising
message", "advertising text", "video advertising", "audio advertising", which

"n.n

were combined into logical groups. Gestalts - "emotional color", "compliance
with needs", "qualitative characteristics", "nature of influence" and "intensity".
Associations were observed that evaluate the usefulness of the advertising
message and the compliance with the needs of the respondents, convey emotions
and states caused by a certain stimulus. A number of such associations
("beautiful-ugly", "useful-harmful", "quality-poor", "informative-disorienting",
"big-small", "heavy-light", "heavy-light", "noticeable-invisible", "fast-slow",
"obsessive-unobtrusive","sudden-expected", "short-long") allows you to
comprehensively explore the advertising text and evaluate it through Osgood
factors of strength, activity and evaluation.

Based on their semantics, the method of semantic differential was

constructed to study the psychosemantic features of respondents' perception of



specific advertising texts. The semantic differentiation of the content of different
types of advertising texts by consumers was studied. The differences of each type
of recipients of advertising are determined and the knowledge of how the
representatives of different groups perceive the advertising text is generalized,
depending on its varieties: genre, purpose and other features. From the analyzed
data we can conclude about the effectiveness of a particular genre of text for
different types of consumers. In particular, informative text may be the most
effective in shaping consumer intentions for consumers such as "Adaptation",
"Removal" and "Convergence". The use of analytical text as a means of forming
consumer intentions in consumers such as "Adaptation", "Removal" and
"Convergence". The journalistic genre is the most interesting way to present
information about a product or service. It can be considered that it has the
brightest effect on all types of consumers due to the means of artistic expression,
simple language and appeal to the emotions and feelings of consumers. The type
"Reflective" turned out to be the most sensitive to the influence of the journalistic
genre. In order to form in consumers the skills of adequate advertising perception,
socio-psychological training was used. In accordance with the goal, the task of
the training program was set: to conduct educational work on the formation of
consumer intentions, the impact of advertising texts on their origin and
implementation; to practice the skills of self-understanding, conscious consumer
behavior, constructive decision-making, adequate goal-setting; expand the range
of opportunities in situations where purchasing decisions need to be made;
determine how the training program affects consumer behavior in everyday life.
To do this, 3 main logical blocks were identified: "The role of emotional
competence in purchasing decisions", "The role of needs and values in the
formation of purchasing intentions", "The importance of business styles and
decision-making methods for the emergence of purchasing intentions."

Each block includes structural components of the lesson: motivation,

cognitive, educational, practical, final. Stages of approbation of the training



program included: ascertaining stage, formative stage - in fact, conducting a cycle
of training sessions; control stage - secondary psychodiagnostic examination,
quantitative and qualitative data processing, determining the differences between
primary and secondary results.

To determine the presence and nature of changes, repeated
psychodiagnostics was conducted. The use of Wilcoxon's T-test has shown that
the understanding of one's own and others' emotions has improved.

Good dynamics of change is observed in the ability of training participants
to evaluate the results of their own activities. Pessimistic attitudes and the ability
to look at the result biased have changed in favor of adequate understanding
without excessive joy or, conversely, negative perception. The rate of
procrastination has significantly decreased, which is in favor of the effectiveness
of the training program, due to which decision-making has become less delayed
or replaced by small, less relevant cases. Indicators of purchasing intentions and
subjective assessment of the relevance of the product have changed significantly.
After getting acquainted with the proposed advertising text, there is an increase
in the frequency of stable purchasing intentions.

The scientific novelty of the research results is that:

- for the first time the model of influence of the text advertising message on
mental sphere of vital activity of the consumer which basis of features of
advertising perception of consumers is put is developed;

- systematized and generalized socio-psychological factors of consumer
intentions: cognitive - perceptual features, methods of decision-making, personal
values; emotional - emotional intelligence, the sphere of needs; behavioral - style
of activity, features of goal setting and achievement; - expanded and deepened
understanding of the relationship of consumer behavioral styles, ways of
decision-making, their goals, values, emotional sphere with the perception of text

advertising as a stimulus to consumer behavior;



- the psychosemantic space of advertising-relevant concepts in the minds of
persons belonging to different types of consumer behavior is reconstructed;
differential features of semantics of these concepts at representatives of various
types are stated;

- the scientific idea of the role of individual personality traits in consumer
activity was further developed/

The practical significance of the research results:

- the tested set of diagnostic methods aimed at determining the individual
characteristics of the recipients of the advertising text, provides an opportunity in
further research to use it for a comprehensive analysis of personal qualities of
consumers;

- developed a typology of consumer behavior styles, which covers the main
areas of life, allows practitioners in the field of advertising to rely on the above
typology, taking into account the differences of different types and based on the
main features of the target audience of advertising;

- tested "Training program for skills of adequate perception of advertising
texts", the positive impact of which is confirmed by the use of T - test Wilcoxon,
The aim was educational work with consumers; practice of skills of self-
understanding, conscious consumer behavior, constructive decision-making,
adequate goal-setting; expanding the range of opportunities in situations where
you need to make purchasing decisions.

Keywords: advertising text, consumer intentions, consumers, value

orientations, needs, consumer style, decision making.
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