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Abstract

In the article has considered the general features of advertising models of effective
communication between sellers and consumers. The author analyzed and explained the different
approaches of hierarchical, heterarhichical and cognitive models in advertising communication.

Pe3ztome

YV emammi nooano sazanvny xapaxkmepucmuxy mooeneli 8USYeHHs epexmueHoCcmi
pexnamuoi komyHikayii. I o106na yeaza 3ocepeddcena Ha po32iadi i€papxXiyHux, cemepapxiyHux
ma KOCHIMUGHUX MOOAX Mmd aHAli3i Pi3HUX NiOX00i8 00 IX 6UGUEHH.

Peztome

B cmamve  mpeocmasnena  obwas — xapakmepucmuka — Mooeleu  U3ydenus
appexmuenocmu  pekiamuou KomMmynuxayuu. Inagnoe GHuUManue cocpeOOmMoueHo Hd
paccmMompenuy  uepapxudeckux, 2emepapxuieckux U KOSHUMUBHLIX MOOeNIX U aHALU3e
PA3IUYHBIX NOOX0008 K UX U3YUEHUIO.

Development of promotional activities in a hard gatitive environment led to the
need to study the features of the effectivenesshef advertising communication. A large
percentage of modern research in the field of ptamal activities aimed at studying the

specifics of how the advertising communication ian@ral, and the study of its influence on
consumer behavior. The results of such scientédgearch period in the form of three kinds of

models are hierarchical, geterariih and cognitive, that explain the behavior of tbesumer as

a result of the influence on it of the advertisegnmunication. However, each of the models
has advantages and disadvantages, which may leathaioges in consumer behavior in a

neperdb&enomu directionAs specialists in the field of advertising you néedemember about

the features of each of the above meodelej, becaabews adequately predict their reactions to

the behaviour of the buyer and will promote effeetadvertising communications.



Thus, the main aim of scientific research is a wtaflthe influence of hierarchical,
geterarhinih and cognitive models of advertising communaati

The problem study of the models of advertising camitation and their effectiveness
is being developed by a number of domestic anddgoreesearchers. A variety of approaches to
understanding hierarchical, geter&riih and cognitive models discussed in the writirgs
A. Kutlaliev and A. Popov, F. Karasev, G. VasiliR, Mokshancev, R. Haris, J. Bernet, F.
Kotler, S. Ponomariova, T. Lukyanets, etc.

The first models of advertising influence becanteemarchical or model a hierarchy of
sponukagih effects. On the basis of hierarchical modelghis ordered sequence of certain
reactions of the consumer: incoming informatiom iseries of intermediate effects buying. With
each next reaction is kind of attached to the jei next in the hierarchy of consumer reaction
occurs only after the implementation of the presioBuch a pattern is quite logical: the loyalty
of the consumer may not appear to create a postiiteade and a positive attitude is impossible
without knowledge of the product. Between the défe States are peculiar filters, and at each
transition from stage to stage part of the audidiitsred out. Therefore, the main essence of
hierarchical approach is the consistent reductioth® target audience: it follows the hierarchy
effect in the model, the smaller number of potént@nsumers it reaches. For example, the
number of people who have purchased a particuladymt, must not exceed the number of
knowledgeable as this product.

The most famous site model that provided the ingp#&iuthe development of the other,
has become a model of AIDA, proposed in 1896 eida [9, c. 24.] this model to describe the
main stages that consumers are gradually turnihg baiyers: attention (Attention), interest
(Interest), desire (Desire), action (Action).

Modification of the model of AIDA became a modelMDA, which is also formed
from the first letters of words that indicate thages of making a decision about purchasing the
consumer [1, c. 78]. an essential characteristidthtd model was the emergence stage of
motivation that was beginning the process of ozmtion of advertising campaigns and the
influence of each advertising message to grab tteataon of consumers to purchase. After this
the product should be called interest and formedofrered) motives of purchasing goods at the
end of the process you need to trigger the desnlesamulate activitiesaimed at purchase.

The next attempt to improve the above-mentioned elsodtan be considered a
communication model Levidz-Steiner, which appeanmedthe early 1960s. this model is
considered consumer behavior is much more thanptkeious, thoroughly describing the
consumer reaction, which must reach a marketerderao form a stream of consumers [5, c.
331].

A new direction in the study of behavior of consusneas launched, Hibingom and s.
Cooper in the mid-1990s [4 c. 25]. the name propdeem A model 4 ' comes from the first
letters of the basic hierarchy of effects: Awarenéaswareness), Attitude (attitude), Action
(action) the Action Again (Repeated action). instmodel, first appeared on the second scale:
percentage of consumers who participate in evexgesbf communication. Thus, in models of
consumer behavior has arisen the notion of targatket. the second outcome of the
development of model 4 ' A proved to be even marportant. The authors have done quite
logical conclusion: at each stage are the lossmofmaber of potential buyers.

In General, at the present stage of developmenbagic toolkits in the sphere of
marketing communications has developed numerousbaurof hierarchical models, which
conditionally can be grouped into:

- model of high interest: think-feel-do;

- model low interest: to think is to do is feel,

- model: rationalization of work — feel — think [3,23].

Model think-feel-do "implies that the consumer makelying decision as a result of a
series of reactions. This model defines three caiteg) of results, called cognitive (intellectual or
rational), emotional (imp(divnimi) and volovimi (solution). Model think-feel-do "also refede



to as a model of high interest because it describesstandard reaction of consumers who
actively think. This type of advertising typicalprovides numerous amount of detail about the
product and is very informative.

Unlike models of high-interest, low-interest moaélanges the order of reactions to
"think-work-experience, believing that a consunmesgirhs about the product, uses it, and then
generates its own opinion. This occurs when thizrdihce between the goods is negligible and
does not require much deliberation. By using thiglet of purchase are called impulsive.

The third kind is the model«do — feel — think»,ttascribes how people buy a product,
and then learn from own experience. this modelnsodel of rationalization: consumers choose
a product evaluate its decision and form a strargjtipe or negative attitude toward the product.

A variety of modifications of hierarchical pattermglicative of significant interest to
the researchers and their relevance in the moderory of marketing. Further research the
models hierarchy promoted as improving the model$ the development of new types of
models of advertising communication.

In 70-ies of the twentieth century, with the workdsm. King, appeared the so-called
geterarhini model of consumer reaction to ads or model frem i€érarahii. This approach is
represented by the two main concepts:

1) first concept lies in the affirmation that thensumer passes the stages of decision
making is not consistent, and bypassing some aftleften cognitive or perekon&dgo
character). Thus, the consumer moves from the pbhsgerest prior to making a purchase,
avoiding thus a clear understanding of why thisdpat he needs [8, c. 125].

2) second concept is based on the claim that asiveytis part of the loyalty to the
brand. In this case, the main purpose of advegigsnnot information, and create a specific
preferences and commitment [2, c. 128].

President, international consulting firm "Baind &@dmpanyf. Rejheld defined loyalty
as a quality, characteristic for user values (gpsdsvices), which constantly comes back to its
source and transmits this source in the legacyd111.] in other words, loyalty is a devotion to
their source values. Loyal buyer does not changestiurce values and recommends it to his
friends. Accordingly, brand loyalty is becoming @stinable positive attitude of consumers to
purchase goods on this brand, which is expresstirepeatability of this purchase.

The most vivid illustration of understanding getbignogo approach usually serves to
marketers in the mid 80-ies of the twentieth centtw replace an outdated brand of the Coca-
Cola usdasnenim New Coke. A new product from all attribuféss/our, packaging, etc.) was a
test best. Advertising was also built all the rul@early, beautifully, with positive emotions and
stimulation to the purchase), but the whole conoéjtconsistent hierarchy of these effects.

Geterarhinij direction is relatively new, and therefore @#btand systematized
knowledge not yet developed. precisely becausdn@fongoing phase of the accumulation of
empirical information. However, this process alsmot quite sistematizovanim, because there is
no consensus about which method of cognition hgpéyafor example, m. Battle and k. Troano
mandates brand human qualities and try to desthnbadvertising effect due to certain laws of
human behavior. j. Lannon and. Stern operate aptfwgical terms. Postmodernisti and
postpozitivisti-s. HirSman and p. Holbrooke hasubssantiating a mixture of empirical and
hypothetically-deductive approaches in the studgetérarhinih effects and since everything in
any case comes down to studying the human braastion to various stimuli (for example,
advertising is a call to action — it can be seearagritant), and. Rose brings to the forefront a
neurological techniques, etc [7, c. 202].

Thus, the geteraréni model of advertising communication are in hienégal models,
after which drew the attention of the researchdmyever, at the present time in the study of
models of advertising communication free from hieng, there is a mixture of Behaviorism,
antropologizmu, postmodernism, empiricism, etc.réfoge, in the theory of marketing are clear
geterarhini models and criteria which in turn does not altovelearly trace the stages, who runs
the consumer from the moment of contact with aredtsing message to the purchase of goods.



Along with the geterarkihimi models of the advertising impact of increaspagularity
are cognitive models. The essence of cognitive aggir to models of advertising
communication boils down to the fact that informatprocessing is constructive: i.e., people not
only encode and then reproduce the information theye read or heard in the media. Most
likely, they acquire information, interpreting itt@rding to the already existing ones of
knowledge and beliefs, as well as according tactrgext in which the message was received.

The main principle of this approach is that theoapon of advertising information
provides a constant content of advertising withkhewledge that the person already has. it has
always actively comprehends what he sees and reaidher thoughts are an important part of
the constructive process of cognition[13, c. 55].

The basis of cognitive models of the apriorne aggiom that internal consuming
behavior control entirely rational driving forcekist search for the rational benefits determines
the consumer model of decision-making. With all¢nsotional trappings (sensation, perception)
are discarded, and advertising, respectively, etéelj to the role of mere information and
possibly rational persuasion.

Representatives of this approach to understandiegcognitive models of classifying
goods according to two main criteria: experiencd sgarch Experience is divided into«great»
and«small». The first declares that for making rimfed decisions (for example, decisions about
the quality of the goods) the consumer must usesiderable time to this commodity. "Small”
experience suggests that the great history of wsexploitation of something can be not
accumulated, but the experience that exists inutmtijon with the advice of the experienced
users, already allows you to behave rationally $pecific product.

In Addition To The«the great» and«small» experiesome experts distinguish the
category«goods that cause confidence», i.e., unddain circumstances, the buyer cannot
determine the quality of the goods, even repeatesllyg it. for example, in the case of exclusive
designer clothing. Even after the third or fourtirghase consumer cannot unequivocally prove
the quality of these things, but it remains th&wusch and loyal buyer.

The central notion of the cognitive approach isghestion of the relationship of image
and price. Thus, for example, the theory of theketaargues that image and excellent benefits of
high-quality goods, reduce the sensitivity of bsyés the price and it opens possibilities to
increase the cost of production, i.e., having ehoognfidence that a product's more reliable
technology than product Y, prospective buyer mudblgZliviSe position to what's more
expensive [12, c. 297.]

It is worth noting that within the promotional commmcations you can not talk about a
sheltered existence of hierarchical, getetsihi and cognitive models, since they are closely
related and are constantly interacting.

All models of advertising communication is a sest#ps, which are in fact contact with
an advertising message and make a purchase. Ibmsder this process through the prism of
hierarchical models, then the consumer before ngatkia decision to purchase is going through
such States as awareness, knowledge, predispogtiovide the benefits, the conviction[6, c.
137]. in other words, the entire set of hierarchiva@dels of advertising communication after
their simplification and generalization can be esgnted in the form of the stages or levels of
psychological impact, which is the consumer. Yes;oads. V. Ponomareva, allocates three
levels of psychological influence: cognitive (caiye, information); emotional (affective),
behavioral (konativnij) [10, c. 56].

The entire diversity of geteratimih models can also be plotted in the form of arctet
of psychological phases, which will impact on cansu behavior. Scheme of geterartih
models will be presented in the form of two consweustages: emotional and psychological
povedinkovomu. The only distinction geterartih models is the absence of hierarchical
cognitive stage of psychological influence. It stefrom the basic principle of geterafhih
models of advertising communication, which liesthie fact that the proceedings are excluded



from intermediate aspects, and buying comes only @&sult of the loyalty to the brand, which
made a commitment to a particular brand.

Scheme of cognitive models of advertising commurooca differs from scheme
geterarahiinih models. This difference stems from the essefcegnitive models, which lies in
the fact that internal consuming behavior contrttirely rational driving forces and emotional
attributes into consideration not taken. Thus, hé tgeteraralihin models of advertising
communication is cognitive level of psychologicafluience and existing only in the emotional
and behavioral stages, the cognitive model predeotgnitive and behavioral-psychological
influence, while removes the emotional stage.

So, within any akoj promotional communications yshould talk about the rozriznene
the existence of hierarchical, geteré&rifi and cognitive models, and their close inteoacti
While at first glance these models are excellenfact there is a significant similarity between
them. For its demonstration model of the advergigommunication must compile and submit in
the form of psychological stages, who runs the gores from the moment of contact with an
advertising message before committing to a purchase
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