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Advertising in human life plays a big role. It guedly became one of the
essential elements of our existence. Where wouldetebe paid and that would
do; advertising follows us everywhere. Its billodgr stands, showcases, posters,
television commercials, and call over the radio.the last decade, an array of
publication's advertising is becoming more and nsigaificant. By the end of the
twentieth century. Help from media communicatiodgeatising has evolved into a
global industry in whichis occupied by thousands of peaple the history of
advertising technology evolution was from mass &itbiag to the separation of
consumer audience on the so-called target groupsmaddern society, it is
advertising and powerful branch of the industry dhé product of its activity
aimed at an implementation potential recipient aisiag information about
products or services with a view to their promotion

According to the legislation of Ukraine's adverigt information about a
person or product distributed in any form and iy aray and is intended to
form or maintain awareness of consumer advertiaimg) interest in respect to
such persons or goods [1]. Promotional activityarslyzed from different
perspectives: economic, sociological, culturalalegsychological, social and
philosophical, linguistic, and others.

Sociologists identify patterns of influence of adigng on different
groups based on value orientations of the latt@otlight is on culture -
advertisingas a manifestation of popular culture. Lawyersdemn research, the
object of which is the advertising text, which maiplate one or other
administrative or legal norm. Psychologists arelwhg advertising, focusing
on such a phenomena as social perception, cokeetotivity, motivation to
succeed, the level of harassment and others. Inpkilesophical works of
advertising seen as a tool of social transformatiaking place recently.
Advertising in this case is interpreted as the essential cterstic of the
modern world. The focus of linguistic study of adiseng is text linguistics, the

description in terms of the basic paradigm of "T-ediscourse."



Discourse - is a complex communicative phenomehai includes not
only text but also the social context that creatgscture of the participants of
communication, process creation and process oepaon of the message. Text
IS immersed in the situation of advertising commgation is the basis for
identifying the most general meaning in the terradvértising - advertising
discourse." Discourse - wider concept than text isaboth a process of
linguistic activity and its outcome - and the ressithe text.

Advertising material is a material which, in whigaite clearly shows the
specificity of discourse and text that is assodatdth a huge the energetic
potential of the latter. The participants into tlalvertising discourse: a
Communicator (which creates a specific text ads®gi, which is a special type of
text a pragmatic orientation, has a kind of spes#yniotic and the nature of the
denotata), the recipient (perceives and interptéts proposed promotional
information) and communicates (bearer advertisingssage, i.e. the text). In
advertising discourse, release epitomizes its eersimiotic field, which includes
verbal (advertising texts) and nonverbal signs d&glabels, logos, signs, the
advertised product or product). Thus, the commuioicebetween the participants
marked is a kind of dialogue is based upon the axgé of information by a text
piece, created in accordance with strategies ohdvertising discourse:

to describe the proposed sale of the product,

evaluate the submitted products;

arguments to state their position on the proposed s;
consider interest, social status and consumer tg@aclience,
draw attention to the present product.

Promotional text no considered simply as a unic@mmunication, as
well as a complex semiotic unit, which consistsiadnic pieces such as a

slogan, headline, body text, echo the phrase tsVisin, font, color and other



graphical elements (images, company name, loge)mibst adapted to perform
the main task - the impact on the audience in daebtain the required effect.

Slogan - a phrase that is stored in advertisimglycts. Slogan - a short
promotional slogan that usually precedes advegisippeal, one of the main
means to attract attention and interest to theemoedi. OA Feofanov, slogan
divides into three categories:

the company slogan,
advertising slogan,
a slogan associated with the offer of goods orisesV6, p. 165].

Advertising slogan - a short slogan or motto thelects the quality of the
food, service, activity of the firm. It is estimdt¢hat slogan reads 5 times more
people than advertising. Therefore, it consumertrses everything that interested
him, and most importantly - benefits of promotidosmyself. Advertising slogans
are aimed primarily at making a positive impacttioa recipient and induce him to
commit concreting practical action.

Slogan firm expresses in the concise form its ‘gdaphy" or emphasizes
the benefits of the goods. Corporate slogan okeves as a logo, always saving
its graphical form. Campaign slogan refers to tAmgaign, reflecting its title.
Trading slogan directly associated with a particyeoduct or service. These
kinds of slogans and used in the title of advertjsappeal. As the slogan can be
independent advertising text, then it is determitl@dugh the generic term
"advertising message": "Slogan - a short indepena@eivertising message,
which can exist in isolation with respect to othgmomotional products,
accounting for content folded campaign” [6, p.Slpgan is the main structural
elements of text and a pragmatic orientation. laisonstant throughout the
campaign, a kind of feature, which together with ttademark serves to isolate
and identify the firm.

Slogan main function can be defined creating sogldé associative

connection between the brand and the advertisingequ. By advertising text



requires us - the maximum amount of informatiom iminimum amount of text
and slogan - most expression elements. Sometinass the entire ad text can
consist of the very quiet slogans, so it shouldséaantically rich and easy to
remember. For example:Do not brake, snickers" (advertising Snicker's
chocolate bar),Live on the bright side"(advertising operator Beeline).

Advertisements most researchers indicate that diffigult to create rules
that must be successful slogans. A good sloganighoeet the following
general requirements: be concise, easy to remearzeplay (and in memory
and in speech). Slogan - a phrase that concentleesssence of the campaign.
During the campaign, slogan cannot be changeslcibmstant.

Mechanism of the slogan involves three basic steps:

1. Perception: Perception is understood, in faddressing the slogan.
Moreover, it is important perception is not all, @sactly the target audience,
whom the advertising message. Few pay attentigdghe@otential consumer to
face slogan; it is important to be able to tie ihte consciousness slogan and
advertised products.

Especially the perception of certain target growgifected by the
following factors:

Stereotype's target audience to promote the ofgebject). If the slogan
(or all advertising appeal) falls into the negatstereotype that is not adjusted,
communication from the outset doomed to failured Aailure is proportional to
the degree of negativity in the original sense.

Needs of the target audience. In identifying neghisuld explore their
possible relationship with an object that is movilmgother words, you need to
offer a way to meet needs through the advertisad. it

2. Remembering: it is assumed that the slogantigusb once in a form
the consumer's mind a certain image, but also ginen it in memory. The
most effective solution for the problem of remennhgris repetition, that
consumer should as often as possible to see amcah&agan. It also requires



that the memory remain link between the sloganahetrtised object. Often it
turns out that the slogan remained on the mindd,th@ brand - no. To avoid
this, the slogan must first include the name of hhend, especially if it only
appears in the market. Name brand cannot be indludehe slogan if it is
before or after the actual advertising phrasescamdbe easily separated from
the slogan dot, dash, or colon, or even deletedveser, if the company is in
the market for a long time she cannot afford aafotihat does not contain the
name of the brand or your own.

3. Involvement: the most difficult stage - he tgra@ater extent than the
previous two, requires an appeal to the subconscibis important not merely
evoke positive emotions and create a particulaifna®#pending on advertising
goals. Attracting over slogan means that the comesum) aware that slogan
addressed directly to him and begins to belonghéotarget audience; even if
they were it did not belong. Promote involvemenbhgghe pronoun "we" direct
appeal "you" [4, p. 79].

Difficulty slogan just in its simplicity. In a fewords need to be able to
invest a huge amount of information. Thus, thet fmsv of a successful slogan
Is its maximum informative. Ideally, the text slogeonsumer should be clear:
what kind of product or service is presented, ay ttan be used, where to buy
and how much, it might cost. So, with the slogaerféction has its price"
immediately becomes clear: product compared wéltaunterparts, not cheap.
If placing a slogan planned for the background dtement, billboard or
magazine layout, enough words that characterizerigueness of a product. In
this case, the contents will reveal the obscur&dracind.

Successful slogan - always accurate and succiretbogity, excessive
accumulation of meaning and too veiled meaning onlg. Consumers will not
decipher complex character's allusions and allegan his are simply no time

as special wish, by the way. Slogan should comphkntiee overall visual



concept of a campaign. If the advertising campasgdesigned for people in
middle age, is unlikely to be appropriate to usa slogan youth slang.

Slogan Features defined goods or services for asivey and media,
which are used for product promotion. It is clehattthe slogan for radio
different from a slogan printed in the pages of sapers and magazines.
Before launching an advertising slogan, that isa ioroad cross definitely need
to test its effectiveness. This allows you to idgninistakes and make an
effective slogan.

Slogans Another feature is that rhymed sloganshgateveral times
better than prose. However, it is worth rememberthgming slogans suitable
for advertising common foods, toys, taxi selecyvetlothes and shoes, but this
slogan completely irrelevant in advertising auditrsurance services, banking,
expensive perfume. Rhymed slogan - always easyeftire, it simplifies the
product or service that is advertised in this manne

Reputable companies without consulting psycholegstd psycholinguist
not at risk "launch slogan into production.” Yesgwan appropriate verb in a
slogan, when sales fell sharply or advertising cagmp aims to inform about
regarding or other significant changes. Verbs aiaglslogan dynamic. With
the same purpose, you can use a variety of congparidf the product or
service promoted, require the buyer proactive iradwvertising slogan is better
to use words that are associated with violent agtif3old creative slogan will
benefit only when the product goes to the marked, ia has no sign. Create a
branded slogan is always preceded by the studyheftarget audience, the
essence of the campaign. A common mistake in degjg@uvertising slogans to
have a weak understanding of the model of percepmifothe target audience.
Often their own perceptions and stereotypes ofctkators of advertising have
become a basis for the slogan. However, the la@erto work in real market

conditions, so do not rely on your own taste.



Analyzing the material, it can be concluded thatgah - it is a short
phrase that well to remember that transmits inlarftd, shaped the basic idea
behind the campaign, service or product. Slogapsheistinguish us among its
competitors and add integrity series of promotioraknts. Slogan is an
important component of corporate identity, adverjs and PR policy.

Advertising slogan - communicative message thatehpragmatic attitude
to convey accurate information about the subjectiertising to as many
people in order to encourage their active actiarse and buy the advertised
product / service. Successful slogan must takeantmunt the characteristics of
the target audience and client companies rangeati@gea good slogan requires
great skill, intuition, inspiration and insight. &nformation that is included in
the slogan should be subjectively meaningful toscomers and reflect a specific

firm.

Pexnama y KUTTI JIONMHM Tpa€ BeJIUWKYy pojb. BoHa moctymoBo crana
OJIHIEIO 3 HEBIJ €EMHHMX €JIEMEHTIB Hailoro icHyBaHHs. Kyau 6 Mu He 3BepHyJH 1
mo 0 He poOuiIu, pekiiama CynpoBOKye Hac Bcroau. Lle 6inbopmu, crenaw,
BITpUHHM, adimmi, TeneBi3iiHI pOMWMKM Ta 3BepHEHHS Mo paxio. B ocranne
JECATHIIITTS MacuB peKJIaMHUX IMyOJiKalii cTae Bce OiIbII 1 O1IbIN 3HaYHUM. [0
KiHig XX cT. 3a J0nmoMorOw  3aco0iB  MacoBOi  KOMYHIKalll — pekjama
NepeTBOpUiIacs B €UHY I00aJIbHY IHAYCTPitO, B SKIM 3aHATI THUCAYl Jrojed. B
icTopil peKJIaMHUX TEXHOJIOTIHA BimOyJsacsl eBOMIOLIS BiJi MacoOBOI peKJiaMH O
PO3AUIEHHS] CHOXXKHMBYOI ayJuTOpli Ha Tak 3BaHI LIbOBI Ipynu. B cyuyacHomy
CYCHIJIBCTBI pekjaMa Iie 1 MOTYTHS Tally3b 1HAYCTPil 1 MPOIYKT ii MisUIBHOCTI,
crpsiMOBaHMKA Ha  3a0e3medyEHHs  MOTEHLIHHOro  ajapecaTta  pPeKIaMHOIO
MOBITOMJICHHSI iH(OPMAITI€I0 TIPO TOBapH a00 MOCIYTH 3 METOIO 1X MOy pr3allii.

BignmoBinHO 10 3akoHOAaBCTBa YKpaiHM pekiiaMa — 1e iHdopMallis mpo
oco0y 4YM TOBap, PO3MOBCIOKeHA B OyIb-siKiii ¢opmi Ta B Oyap-skuii crociO i
npusHadeHa chopMmyBaTy abo MiATPUMATH 0013HAHICTH CIIOKMBAYIB peKIaMH Ta iX

iHTepec 1070 Takux 0cobu um ToBapy [ 1]. PekiiaMHa AisibHICTH aHATI3YyETHCS 3



PI3HUX CTOpiH: EKOHOMIYHOI, COLIOJOTI4HOl, KyJbTYpOJOTI4HOI, IOPUINYHOI,
TICUXOJIOTIYHO1, COliaTbHO-(i1710c0(CHKOT, TIHTBICTUYHOT Ta iH.

Couionoru BUSIBISIIOTh 3aKOHOMIPHOCTI BIUIMBY peKJIaMHM Ha Pi3HI TPyNH
HAaceJIeHHs1 3 ypaxXyBaHHSM I[IHHICHUX Opi€HTAlliil OCTaHHIX. Y WEHTpl yBaru
KyJbTYpPOJIOTIB — pEKJiaMa SK TposB MacoBoi KynbTypu. HOpuctu BemyTh
JOCIIJIKEHHS, 00’ €EKTOM SIKUX € PeKJIaMHUN TEKCT, II0 MOXe MOPYIUIyBaTH Ty 4d
IHIIy aJMIHICTpAaTUBHY a0o0 MpaBoBy HOpMy. llcuxosoru, BHBYaIOYM peKiIamy,
30CepeKYIOThCsl Ha Takux (eHOMeHax, sIK colliajibHa MeplLemnilisi, KOJIeKTUBHA
TiSTBHICTh, MOTHBAIliS JIOCATHEHHS YCIIiXy, piBeHb JoMaraHb Ta iH. Y
dinocopcrkux poboTax pekiamMa pO3TIATAETHCS SIK 1HCTPYMEHT COLialbHHUX
TpaHchopmalliil, 1m0 BiAOYBalOThCS OCTAaHHBOTO Yacy. Pekiiama B I[bOMY BHUMAJKY
OCMHUCITIOETBCSI SIK CyTHICHA XapaKTepHCTHKa cydacHoro cBiTy. LleHTpom yBaru
MOBO3HaBUOI'0 BUBUEHHS PEKJIaMU € JIIHTBICTHKA TEKCTY, HOTO OIMUC 3 TOYKU 30PY
6a30B01 mapagurmMu «TeKCT — AUCKYpPC».

Juckypc — 1ie cKkliaJlHe KOMYHIKaTUBHE SIBUIIE, SIKe BKIIOYA€ HE TUIbKU
TEKCT, @ W COILIaJbHUI KOHTEKCT, SKHH CTBOPIOE YSBJICHHS MPO YYaCHHKIB
KOMYHiKallil, Mpolec CTBOpPEHHS 1 NpoLec CHPUUHATTS MOBIIOMIEHHsS. Tekcr,
3aHYpeHUH y CHUTYyallll0 PEeKJIaMHOIO CIUJIKYBaHHS, € OCHOBOIO IJisi BHUJLIEHHS
HaWOIIBII 3arajJbHOTO 3HAYEHHS TEPMIHIB «peKiiaMa — PeKJIIaMHHHA JTUCKYPC».
Jluckype — OiIbIn MMpPOKe MOHSTTS, HiK TEKCT, 1€ OJHOYACHO i MpOoIleC MOBHOI
TSTBHOCTI, 1 11 pe3yJIbTaT — a pe3yJIbTar 1 € TeKCT.

Pexnamuuii matepian € TMM OnaroJaTHUM MartepiajioM, B SKOMY IIOCHTb
SIBHO TIPOSIBIISIETHCS CeM(ika JUCKYpPCY W TEKCTY, IO MOB’S3aHO 3 BEITUYE3HUM
€HEepPre€TUYHUM IMOTEHL1aIOM OCTaHHBOTO. YHYaCHUKaMU PEKJIaMHOI0 JAUCKYpCY €:
KOMYHIKaTtop (SKuii CTBOPIOE TII€BHUH TEKCT pEKIAMHOTO XapakTepy, IO
MpejacTaBise CcOO0OK THUIT TEKCTY OCOOJMBOI MparMaTUYHOI CHPSIMOBAHOCTI,
BoJioflie creruGiko JeHoTaTa 1 CBOEPIAHAM CEMIOTUYHHUM XapaKTEPOM),
peuurieHT (crpuiiMae i iHTepHpeTye MPOMOHOBaHY peKJIaMHy iHQopmarito) i
KOMYHiKaT (HOCili peKJIaMHOIO IOBIIOMIIEHHs, TOOTO TEKCTY). Y peKIaMHOMY

JTUCKYpCl KOMYHIKAT yOco00e cob6010 Bce HOro ceMiOTHYHO] ToJIe, SIKe BKIII0YA€E B



cebe BepOanmbHi (pexiamMHI TeKcTH) 1 HeBEpOanbHI 3HaKW (eMOJIEeMH, €TUKETKH,
JIOTOTHITH, BWBICKH, caM peKJIaMOBaHU MpOIyKT abo ToBap). Takum duHOM,
CTIJIKYBaHHS MiX TNMO3HAYeHUMHU YYaCHUKAMHU SIBJISI€ COOOO CBOEPIIHMM Aiajor, B
OCHOBI SIKOTO JIXUTh OOMIH iH(OpMaIliero 3a JOMOMOTOI0 TIEBHOTO TEKCTOBOTO

TBOPY, CTBOPEHOTO y BiJIMOBITHOCTI 31 CTPATErisIMU PEKIaMHOTO JTUCKYPCY:

. omnucaTH MPONOHOBaHUH Ha MPOJAX TOBAp;

. JIaTH OIIIHKY MPEJICTABJICHUM TOBapy;

. apryMEHTOBAaHO BUKJIACTH CBOIO IMO3HUIIIIO 3 MPUBOAY MPOIIOHOBAHOTO
TOBapy;

. BpaxOBYBaTHU IHTEPECH, COLIAIBHUN CTATyC 1 CHOXXHBYI MOXKJIMBOCTI
ayauTopii;

. MPUBEPHYTH yBary CIOXXuBava JIo TPeICTaBICHOTO TOBapY.

Pexnamuuii TeKCT poO3risgaeThcsi HE MPOCTO SK OJUHUISL KOMYHIKallil, a K
CKJIa/IHEe CeMIOTHYHI I[iJIe, 10 CKIIAAA€ThCs 13 3HAKOBUX OJMHHULIb TAKUX SIK CIIOTaH,
3arojioBOK, OCHOBHHI TEKCT, exo-(pa3a, peKBI3UTH (ipmu, mpudt, Komuip Ta iHII
rpadiuni engementu (UTrocTparii, Ha3Ba KOMIIaHii, JOTOTHII), MaKCHMaJIbHO
MPUCTOCOBAHUX JIJIsl BUKOHAHHS TOJIOBHOTO 3aBJaHHS — BIUIMBY Ha ayJIUTOPIIO 3
METOI0 OTPUMaHHS HEOOX1THOTO e(EKTY.

Cnoran — e ¢pa3za, 110 3anam sSITOBYeTbCsS B pekiami ToBapiB. Cioran —
KOPOTKHUI peKIaMHUI 1eBi3, 110 3a3BUYall Iepe1ye peKIaMHOMY 3BEpPHEHHIO, OJIUH
3 OCHOBHUX 3ac00i1B NMPUBEPHEHHS yBaru Ta intepecy ayauropii. O.A. deodaHos,

JUIUTh peKJIaMHI CIOTaHW Ha TP KaTeropii:

. cioraH ¢gipmu;
. CJIOTaH peKJIaMHO1 KaMIaHii;
. cjoraH, TIOB Si3aHUK 3 TMPOMO3HUIIEID TEBHOTO ToBapy abo

nocnyru [ 6,c¢. 165 ].
Pexnamuuii cioran — 11e KOPOTKHi JIO3YHT abo JeBi3, 110 BiToOpakae SKiCTh
MPOJAYKTiB, OOCIYroByBaHHS, HaIpsSMOK mdisiibHOCTI ¢ipmu. IlimpaxoBaHo, 0
CJIOTaH YuTa€ y S pa3 Oulblue JroJed y NOPIBHSAHHI 3 peKJIaMHUM TeKCToM. ToMy B

HBbOMY CIIO’KMBa4d IMOBUHEH OaunTn BCE, 110 MOTO0 L[iKaBI/ITB, a T'OJIOBHE — BHUI'OY



JaHO1 peKJIaMHOI Mpomo3ullii it cebe ocoducTo. PeknmaMHi cioranu cripsiMOBaHi
nepeayciM Ha Te, 00 TMO3WTUBHO BIUIMHYTH Ha ajpecaTa i CIOHYKaTH HOTO J0
3M1CHEHHS] KOHKPETHOI MPaKTUYHOT ii.

Crnoran ¢ipmu Bupaxae y ctuciiii gopmi 11 «pinocodiro» adbo migKpecoe
nepeBaru ToBapy. DIpMOBUH clOraH YacTO BUCTyNae B SIKOCTI (ipMoOBOro
JIOTOTHIY, TMOCTiHHO 30€piraroun cBor Tpadiuny ¢opmy. Croran pekiamHOI
KaMTaHii BiTHOCUTKCS 70 Bciel kammaHii, BimoOpaxkatouu ii 3aroioBok. Toprosuii
cioran Oe3mocepelHbO MOB' sI3aHUN 3 KOHKPETHUM TOBapoM abo mociyror. Came
Il BUAM CJOraHiB 1 BHKOPHUCTOBYIOTBCS B SIKOCTI 3arojioBKa peKJIaMHOIO
3BepHEeHHS. OCKUIBKH CIIOTaH MOXe OyTH He3alle’XKHUM pPEeKJIaMHUM TEKCTOM, TO
Horo BM3HAYAIOTh Yepe3 POJOBHI TEPMiH «peKJIaMHe MOBiTOMIIeHH». «ClloraH —
1[e KOPOTKE caMOCTiliHE peKjiaMHe MOBIJIOMJIEHHS, IKeé MOXe ICHYBaTH 130JbOBaHO
CTOCOBHO 1HIIMX PEeKJIaMHUX MPOAYKTIB, CTAHOBJISYU 3rOPHYTHH 3MICT peKJIaMHOI
Kammasii» [ 6,c. 7 ]. Cioran € OCHOBHMM CTPYKTYPHUM €JIEMEHTOM PEKJIaMHOTO
TEKCTy 1 Ma€ MparMaTuyHy CIpsIMOBaHICTh. BiH € KOHCTaHTOIO BCi€l peKjIamMHOI
KaMIaHii, CBOEPITHOI XapaKTepHOIO PHUCO0, sIKa pa3oM 3 TOBApPHUM 3HAKOM
CIIyTYy€ 7Sl BUOKpEeMJIEHHS Ta ieHTudikamii Gpipmu.

OcHOBHOIO (YHKIII€IO clloraHa MOKHa BHU3HAYUTH CTBOPEHHS CTIAKOTO
acoI[IaTUBHOTO 3B’ SI3Ky MK TOPTOBEJIFHOI0 MapKOI Ta PEKJIAMHOI0 KOHIIEMIIETO.
Jlo pekiaMHOTO TEKCTY BHCYBA€ThCS BUMOra — MaKCHMallbHa KIJIBKICTh
iHopMalrii 3a MiHIMQJIBHOTO OOCSTY TEKCTy, a CJIOTaH — HaWeKCIpPeCHBHIIINN
fioro eneMeHT. [HKOJIM HABITh BECh PEKIIAMHHIA TEKCT MOXKE CKJIaJaTHCS 13 CaMOTo
TUIIE CJIOTaHa, TOMY BiH TOBWHEH OYTH CEMaHTUYHO HACHYEHHM 1 JIeTKO
3anam sitoByBatucs. Hampuknan: «He eanvmyil, cuikepcyu!» (3 pekiamu
mokoagHoro Oaronunka CHikepe); «Kueu na sckpasiii cmopoui» (pekiama
onepatopa Beeline).

Binbmricte qOCHINHKUKIB peKiaMu BKa3ylOTh, IO IyXe BaXXKo chopMyBaTH
nmpaBwia, 3a SKAMH Tpeba CKIagaTH BNl cloTaHW. Bpamwii cjioraH MOBWHEH
BIIMOBIIATA  TaKUM  3arajJlbHUM  BUMOram. OyTH  JIaKOHIYHHM,  JIETKO

3aram’ sITOByBaTucs i BinTBoproBaTHcs (1 B mam’'siTi i B MoBJeHHi). Cioran — 11e



¢dpa3za, M0 KOHIEHTPYE CyTh pekjaMHOl Kammadii. B Xomi peximamHoi kammaHii
cJIOTaH He MOYKHA MIHSTH, 1ie 11 KOHCTaHTA.

MexaHi3M pobOTH cioraHa BKIIIOYA€ B ce0e TpU OCHOBHUX €Tallu:

1. CopuiHATTS: M COPUAHATTSAM PO3YMI€ThCsl (aKT 3BEPHEHHS yBaru Ha
cinorad. [lpuyomy, BaXJIMBO CHPUMHSATTS HE BCiMa, a caMe TI€H LIJIbOBOIO
ayJIUTopi€ro, SIKif aJpecoBaHO peKjaMHe MOBIJOMIICHHs. Majlo 3BepHYyTH yBary
MOTEHLIMHOr0 CHoXXKMBaya Ha caM CJIOraH, Ba)XJIMBO 3yMITH 3B’s3aTH B HOTro
CBIJIOMOCTI CJIOTaH 1 peKJIaMOBaHUHN MTPOIYKT.

Ha ocobnuBocTi CHpuiHATTS NEeBHOI IIIBOBOI TPYyMU BIUIMBAIOTH TakKi
YUHHUKH.

. CTEpEOTUIIM IUJIbOBOI  ayaMTOpli IIOAO0 TPOCYBaHHS 00 €KTa
(cy0’exta). Skimo cioran (4u Bce pekiiaMHe 3BepHEHHS) TIOTpaIlise B HeraTUBHUH
CTEpEOTHII, SIKUH He CKOPEKTOBaHWH, KOMYHIKaIlis 3 caMOro MOYaTKy MpUpedeHa
Ha mpoBas. [lpudomy cTymiHb HeBAaul MPOMOPIiAHA HEraTUBy y BUXITHOMY
B1JTHOIIIEHHI.

. noTpedu 1iab0BoI ayaurtopii. [Ipu BusBiIeHH! moTped ciliji BABYUTHU 1X
MOJKJIMBI B3a€MO3B'SI3KM 3 00 €KTOM, SIKUH TMPOCYBAa€ThCs. [HIIMMM ClIOBaMH,
HEOOXiZIHO 3amporoHyBaTH cmocid 3a7oBOJIeHHS TOTped 3a JIOMOMOTOIO
peKIIaMoBaHOIo 00’ €KTa.

2. 3amam’ ATOBYBaHHsI. IepefdadaeTbes, 110 CJIOraH He MPOCTO OAWH pa3
chopmye y CBIIOMOCTI CIIO’KMBava TIEBHUN 00pa3, ajie i 3aKpiuTh HOTO B TaM’ SITi.
Hait6inp111 epeKTUBHUM BUPIIIIEHHSIM ITPOOJIEeMHU 3ariaM’ STOBYBaHHS € TIOBTOPEHHSI,
TOOTO CIOKWBAa4 MOBWHEH SKOMOTa dacTime 0auntu i 9yTu cioraH. HeoOxigHO
TaKoX, MO0 y Tam ST 3aJUIIUABCS 3B’ 30K MK CIIOTAHOM 1 peKJIaMOBaHUM
00’ ekToM. YacTo BUXOIUTH TakK, IO CJIOTaH y CBIIOMOCTI 3aJHUIIUBCS, a OpeHa —
Hi. [I[o6 1BOrO YHHMKHYTH, CIIOTaH MOBUHEH CIIOYATKy MICTUTH IM'sl OpeHmy,
0COOJIMBO SIKIIO BIH TUIBKM BUBOJWTHCS Ha pPUHOK. IM’'s OpeHIy He MOXKHA
BB)XATH BKJIOYEHUM Yy CJIOTaH, SIKIIO BOHO CTOITh Mepe] 4YM Iiciis BIIacHe
pexiiaMHo1 (pa3m i Jlerko Mo)ke OyTH BiIOKpeMJIeHe BiJl cjoraHa KparKor, THpe

abo JBOKparnkorw, abo B3arajni BwiydeHo. OpHaK SIKIIO KOMITaHis repedyBae Ha



PUHKY B)K€ J1aBHO BOHA MOK€ JO3BOJUTU COO1 CJIOraH, SIKMM HE MICTUTH 1M’
OpeHay abo CBOE€ BllacHe.
3. 3aylydeHHs. HaWCKIAAHIIIUK eTan — BiH B OUIBIIIN Mipi, HIX TOIepeaH]
JIBa, BUMArae 3BepHEHHsI 70 MiACBimoMocTi. TyT BaXJIMBO HE MPOCTO BUKIUKATH
MO3UTHBHI eMOIlii, a chopMyBaTH TOW UM 1HIIUK MOTHB, B 3aJIe)KHOCTI BiJ| ILJIeH
pekimamMHOl KammaHii. 3allydeHHs uepe3 CJIoraH oO3Hada€, IO CIOXKUBaY
YCBIJIOMJIFOE, IO CJIOTaH 3BEPHEHUH caMme 710 HhOTO i TTOYMHAE 3apaxoByBaTh cede
JI0 LIJIBOBOI ayaWTOpii, HABITh SKIIO paHillle BiH 10 Hel He HajexaB. CrpusitoTh
3aJTy4eHHIO BUKOPUCTAHHS 3aiiMEHHHKA «MU», IpsiMe 3BepHeHHS «Ti» [ 4,c. 79 ].
CknazmHICTh cjoraHa sikpas y HMoro mpoctoTi. Y Aekijibka cJiB HOTpPIOHO
3YMITH BKJIACTH BeJIMYE3HMH MacuB iHpopmallii. OTxe, IepIIuM 3aKOHOM BIAJIOTO
cloraHa € WOro MakcuMasibHa iH(MopmaTwBHICTE. B imeami, 3 TekcTy cioraHa
CTIOKMBaueBl Mae OyTH 3pO3yMUIUM. SIKUM caMe TOBap YM IIOCIyra
MPE3CHTYIOTHCS, K 1X MOXKHA BUKOPUCTOBYBATH, Jie MPUI0ATH 1 CKIJIBKHU 1€ MOXe
KomTyBaTu. Tak, 31 cijoraHa «JloCKOHaNiCTh Ma€ CBOIO IIiHY» BiJpa3zy cTae
3pO3yMITIMM. TOBap, TMOPIBHSHO 3 HOro aHajoramu, HejaemeBu. Skino
pPO3MIIIIEHHsI CIIOTaHa TUTAHYEThCS Ha (DOHI pEeKIIAMHOTO poyiMKa, Oindopma um
KYPHAJIBHOTO MaKeTa, BUCTAYUTh CIIIB, SIKI XapaKTepU3yIOTh YHIKAJIbHICTh TOTO YU
1HIIIOTO MPOAYKTY. Y TaKOMY pa3i 3MICT HE3PO3yMIJIOro TOMOMOXKe PO3KPUTH (OH.
Venimuuii ciorad — 3aBXXKIA TOYHWM 1 JlakoHiYHME. barartociis’s, 3aiiBe
CMHCJIOBE HarpoMajpKeHHs 1 3aHAATO 3aBYyaJIbOBAaHWM 3MICT TiJIbKH 3aIIKOISTh.
CnoxuBau He cTaHe po3mu(poBYBaTH CKIATHI CHMBOJH, alfo3ii Ta ajeropii, y
HBOTO Ha IIe TIPOCTO HeMae dYacy, sK i ocobsmBoro Oaxanss, g0 pedi. Ciorax
MOBUHEH JOMOBHIOBATU COOOI0 3arajibHy Bi3yallbHY KOHIEMIIE pPEeKJIaMHOI
KammaHii. SIKIo pekiaMHa KaMIlaHis po3paxoBaHa Ha JFOJEH CepeIHBhOro BIKY,
HaBPSIJI UM CTaHE IOPSYHUM BUKOPHUCTOBYBATU Y CJIOTaHI MOJIOAKHUMN CJICHT.
Oco6nMBOCTI clloraHa BHU3HAYAIOTBCS TOBAPOM YU IIOCIYTOI, METOMO
peKiIaMHOI  Kammadii, a TakoXX 3acobamMu MacoBoi iHQopmarii, sKi
BUKOPHUCTOBYIOTHCSI TIPH MPOCYBaHHI MPOIYKTY. 3p0O3yMi1JIO, IO CIOTaH IS paaio

BIJIPI3HATUMETBCSL Bl CJIOraHa, HAaJpyKOBaHOIO Ha CTOPIHKAX raszeT 1 *YypHaJiB.



[Tepen 3amyckoM peKJIaMHOTO CJIOT@Ha, IO Ha3WBA€THCSA, Yy IMAPOKUAN 3arai
000B’ 13K0BO TIOTPIOHO TIPOBECTH TecTyBaHHs Horo edektuBHOCTI. Lle mo3Boise
BUSIBUTH TIOMUJIKH ¥ 3pOOUTH CJIOTaH J1€BUM.

Ille onmHiero O0COOMWBICTIO CIIOTAHIB € Te, IO pPHUMOBaHI CJIOTaHU
3amaM’ ATOBYIOThCS Yy KijlbKa pa3iB Kpallle, HiX Mpo3oBi. [Ipore BapTo mam’ staTu:
PUMOBaHI CJOTaHW MiAIHAYTh AN peKjaMy TOLIMPEHUX MPOAYKTIB XapuyBaHHS,
JUTAYUX ITpalloK, MOCIYr Takci, BUOIPKOBO — OASTY Ta B3YTTS, OJHAK TaKWi
cioraH aObCOJIIOTHO HEJOPEYHUH B pekiiamMi ayIUTOPChKUX YU CTPaxOBUX MOCHYT,
JisuTbHOCTI OaHKiB, moporux napdymiB. PuMoBanuii crioran — 3aBXAu MPOCTHH,
BIJIMTOBITHO, BiH CIIPOIIy€ TOBApP UM MOCIYTY, 10 y TAKUH CIIociO pekiiaMy€eThCes.

ConigHi KommaHii 06e3 KOHCYJbTallll TCUXOJIOTIB Ta TCUXOJIHIBICTIB HE
PU3UKYIOTh <3aIlyCKaTh CJOTaH y BUPOOHUIITBO». Tak, BUKOPHUCTOBYBATH Y
CJIOTaHl Ji€clioBa JOIIJIBHO, KOJU OOCITM MpOJaxy pi3Ko 3HU3MWINACT abo
peKilaMHa KaMIIaHisi Ma€ Ha MeTi CIOBICTUTH IMPO peOpPEeHIVHTI YH iHIII CYTTEBI
3Mminu. JliecmoBa poOdsATH cloraH AWHAMIYHWM. 3 Ii€I0 )X METOI MOJKHA
BUKOPHCTOBYBaTH pPI3HOMaHITHI TOpPIBHSHHS. SIKIIO TOBap YW MoOCiIyra, IIo
MPOCYBAIOThCS, BUMAraloTh BiJ] TTOKYMIlS aKTHBHUX JIiif, B PEKJIaMHOMY CJIOTaHi
Kpallle BHUKOPUCTOBYBAaTH CJIOBA, SIKi aCOIUIOIOTHCS 3 OYPXJIHMBOIO iSUIBHICTIO.
CMminuBui KpeaTUBHUHN CIIOTaH IiJile Ha KOPUCTh, KOJIM TOBAp TIJITBKU BUXOAUTH Ha
pUHOK 1 3 HUM Ie HiXTO He 3Hailomuii. CTBOpeHHIO (DipMOBOTO clloTaHa
000B'SI3KOBO Tepellye BUBUSHHS IJILOBOI ayJauTOpii, CyTI peKJIaMHOI KaMIlaHii.
[TommpeHo0 TMOMHUIKOIO B TNPOEKTYBaHHI pPEKJIAaMHHUX CJOraHiB € cladke
PO3YMIHHSA MOJENi CIPUUHATTS LiTboBOI ayauTopii. Hepigko BiacHi ysiBIeHHS 1
CTEpeOoTUIIH TBOPIB peKJaMU CTalOThb OCHOBOIO MalOyTHbOro ciorasa. Ilporte
OCTaHHI Ma€ TpaIfoBaT B peaJlbHUX PHHKOBUX YMOBax, TOX HE BapTo
MOKJIaAaTUCS TUIBKU Ha BIAaCHUH CMak.

[TpoananizyBaBiM MaTepian, MOXHa 3pOOMTH BHUCHOBKH, IIO CJIOTaH — I
KopoTka (hpa3a, 1mo A00pe 3amam’ STOBYEThCS, SKa Tepenae B sICKpaBiid, 00pa3Hii
dbopMi OCHOBHY i1/€l0 peKJIaMHOI KamMaHii, Mociayrd uu mnponaykry. Croran

JoromMarae BHUIUIMTH (ipMy cepel ii KOHKYpPeHTIB 1 JOJa€ IIUIICHOCTI cepii



pexnaMHux 3axoniB. CroraH € BaXJIMBOI CKJIAJOBOTO (ipMOBOTO CTHIIIO,
pekiiamHoi 1 PR-nmonituku. PeknaMuuii cioraH — KOMyHIKaTUBHE IOB1IOMJICHHS,
[0 Ma€ MparMaTUYHY HACTaHOBY MepeAaTH MpaBAuBY 1HGOPMAILIIO PO MpeaMeT
peKyiaMy HaOUTBIiH KiJTbKOCTI JIFOJIeH 3 METOIO CITIOHYKAHHS 1X JI0 aKTUBHOI JTii —
CKOPUCTATUCS 1 MpUadaTH peKIaMOBaHWM ToBap/mociyry. YCHilIHUN CcoraH
000B’SI3KOBO BpPaxoBY€ OCOOJIMBOCTI IIJILOBOI ayJaUTOpii Ta KIIEHTCHKOIO KoJia
komnaHii. CTBOpEHHs rapHOTO CIIOTaHy BUMAarae BeJMKOI MaicTepHOCTI, 1HTYIwii,
TBOPUOIO HATXHEHHs 1 Tpo3piHHs. [Hdopmalis, 10 3akianaeTbcs B CIOraH,

NOBUHHA OyTH Cy0’ €KTHBHO 3HAUMMOIO JUIsl CIIOXKMBAUiB 1 BimOMBaTU crienuiky

dbipmu.
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