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3ACOBU TA METOH IEPEKOHAHHS B MAZITA-CEPETOBUIII TPE3UTEHTCBKUX
HEPEJABUBOPYNX KAMITAHIN YV CIIA

Y emammi poszenaoaiomocs ma ananizyiomsca 3acobu ma memoou nepekoHAn s eneKmopamy 6 media-cepedosulyi NPesudeHmcbKux
nepedsubopuux kamnauisx 2004 ma 2008 poxis y CLIA. /lacmocs ix 3MicmogHa Xapakmepucmuka, onucyemoscsi micha 63aemoois. Pos-
KPUBAEMBCSL 3MICI MAKO20 NOHAMMA K «NEPEKOHAHHSAY, 8PAX08YIOUU CMPIMKUL po36umok 3MI.
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CPEACTBA U METO/1bl YBEXKIEHUE B MEIUA-CTEAE IPE3UJAEHTCKBIX
IMPEIBBIBOPHBIX KAMITAHUU B CIIIA

B cmamve paccmampusaromes: u aHanuzupyomes: cpeocmea u Memoowl yoedcoeHus 2AeKmopama 8 Meoud-cpeoe NPe3sudeHmeKux npeo-
6b100pHbIX Kamnanusax 2004 u 2008 20006 6 CLLA. [Ipednazaemcs ux cooepircamenvHas XapaKxmepucmurd, ONUCbIBAemcs MecHoe 63aumo-
Oeticmgue. Packpeisaemes cooepaicanue maxkoeo NOHAMuUs Kaxk «Voedcoenusy, yuumsléas cmpemumenstoe pazeumue CM.
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MEANS AND METHODS OF PERSUASION IN MEDIA
IN PRESIDENTIAL ELECTION CAMPAIGNS IN THE USA

This article examines means and techniques of persuasion of audience in media in the presidential campaigns of 2004 and 2008 in the
USA. It has been proved that every political campaign has its foundation and principles in the process of persuasion since during an election
campaign, audience finds itself in a situation of political pressure and manipulation and with each passing year, more and more means and
methods of persuasion are emerging to persuade the electorate to act and think as politicians need. The top-priority purpose of the usage of
three main forms of advertising (print, television, and the Internet) in political campaigns has been examined. Their factual characteristic
has been given. Their close interaction has been studied. Their influence on the consciousness of common citizens at the hottest moments
of political campaigns has been demonstrated. Such notions as «persuasiony, «media plany, «segmentationy, taking into consideration the
rapid development of mass media, have been observed. It was found that after completing the media plan and defining the target audience,
the media strategy comes out to the forefront, which should be chosen to achieve a specific goal. The importance of obtaining skills of
recognizing different means of persuasion for all individuals / voters has been shown.

Key words: persuasion, campaign, persuasive message, advertising, media plan.

3 HaOMMKEHHSM BHOOPIB ITePeCiuHUX TPOMAJISTH «3aCHIIAIOTE) BEIMUYE3HOIO KITBKICTIO iH(OopMATtii Ipo eipruii BUOIp Ta 2idHo20
KaHUaTa Ha HABHIy ITOCay B KpaiHi, TOMY PO3yMIHHSI OJJHOTO 3 KJIIOUYOBHX MOHSTH, a CaMe, IOHATTS persuasion (persuasion
is a form of social influence. It is the process of guiding or bringing oneself or another toward the adoption of an idea, attitude, or
action by rational and symbolic (though not always logical) means [12]) B pamkax npe3uIeHTCHKUX KaMItaHii 3araixom, Ta 2004 ta
2008 pokis B Criomyuenux llltarax AMepukn B Iiif cTarTi, HabyBae YUMAIOr0 3HAYCHHS, aIKe JIOTIYHUM € PO3KPUTTSI METH TaKOTO
TH(pOPMAIIIITHOTO TOCBITY.

Heo0OxiHO yCBIIOMUTH, IO TONITHYHA KaMIIaHis, K 1 cama MOJITHKA, Ma€e CBOI ITiJIBAJIHH, 3aCaly B MIPOIIECi MEPEeKOHAHHS /
has its foundation in persuasion; iX MeTa TOJISITa€ B MOTHBAIIIi Mac MiATPHMATH Ta BiJICTOSATH KOHKPETHE ITOBIIOMIICHHS 200 TPYITy
TaKUX MOBIIOMJICHB [6, ¢. 263]. [Tizyac xamIiaHii, TOJIOBHOIO METOIO CTa€ OTPUMAHHSI TOJIOCIB BHOOPIIIB HA M ATPUMKY KOHKPETHOTO
KaHauzaara / getting voters to pledge their vote to a specific candidate [3].

JlocsiraeTbest 1€ 3a PaxyHOK NEPEKOHINBHUX HMOBIIOMIICHB / persuasive messages, MeTa SIKHX TOJISITAa€ B CIIOHYKAaHHI OKPEeMUX
TpyYII JEOACH 3MIHUTH CBOI TOTIISAM Ta MO3HIIII0 a0 IisITH HOBUM YHHOM JUISl BIAaCHOI BUTOIM / telling individuals to adapt a new
belief or attitude, or engage in a new behavior for their own benefit [5, c. 163]. Kammnanii Tako)x BUKOPUCTOBYIOTb IPOMAraHy, CyTh
TTOBIIOMJICHb SIKOT TIPAKTHYHO 1ICHTUYHA BUIIE3TaJaHNUM, alie sika focus on the desirability of the action or belief to social groups
of which the individual is a part [5, c. 164]. Lli noBigomieHHs, SIK TPaBIIIO, PO3MOBCIO/DKYIOTECS Uepe3 3aco0u MacoBoi iHdopma-
1ii, Taki sk rasery, TenedbaueHHs Ta the World Wide Web (WWW is a system of interlinked hypertext documents accessed via the
Internet [14]). [IpoTe momiTiyHI KamIaHii poOisTs HabaraTo OUIbINE 3a MPOCTE PO3IOBCIOKEHHS LiIeHANpaBIeHol iH(opMallii, sika
MOKJTNKaHa BIUTHHYTH HA aMEPUKAHCHKY TPOMAJIChKICTh; BOHH 3a0€3MEeUyIOTh POOOTOO MOMITHKIB, IX CITIBPOOITHHUKIB, KYPHATICTIB
B X0l BUOOPYOT KaMTIaHii, a caMe TOJIOBHE, BOHH JAal0Th BHOOPIISIM BiTIyTTs 3aJTy4EHOCTI J0 MOJIITHIHOTO Tporecy [3].

Ipesnnenrtcrka kammanis 1796 poky crana nepimioro, B xofi sikoi 3MI modanu BHKOPHCTOBYBATHUCE B SIKOCTi 3ac00y MepeKOHaH-
Hs: 31 CXBaJBHUMH BiJITYKaMH Ta CTATTSMH IPO KAHIUAATIB, HA[PyKOBAHUMH B TaKuX ra3erax, sk the Philadelphia Aurora and the
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Gazette of the United States [4]. Kammanii 1800-x pokiB Big3Ha4aloThCsl MIMPOKMM BHKOPUCTaHHSIM ApykoBaHux 3MI s otpu-
MaHHsI TIepeBary y rnepeaBruOopyiil TOHII Ta 0COOMCTHMHM MOJOPOYKAMHU KaHANAATIB KPaiHOIO 3 BUCTYIaTMH Ta rpoMoBamMu. [Ipen-
CTaBHHUKH TOJITHYHUX MapTid BUNAILIA HA BYJIHILI 3 ariTal{ifHUMU 3aKJIMKAaMH 3 METOIO 3QJIyYHTHCH MIATPUMKOIO SIKOMOTa OiIbIIoT
KUTBKOCTI MOTEHIIIHUX BUOOPIIIB.

bim3zeko 150 pokiB motoMy BifiOyBcs Benuue3HHil mpopuB y chepi Mesia-3aco0iB B MOJITHYHUX KaMITaHIsAX: [T0sIBa HEepIIOT mpe-
3MJICHTCHKOI ariTamiiHol pexnamu Ha Tenebadensi. Y 1952 poui I'enepan [lyaiit Eiisenxayep, sikuii BUCTaBUB CBOIO KaHIUIATYPY
Ha TIONepe/IHE TOJIOCYBAHHS 3/Uls BU3HAYEHHS KaHIU/aTa BiJl MapTii Ha NPe3uIeHTCHKUX BHOOpax, laB MK Tenesisiitnux (TB)
pekiam «Eisenhower Answers Americay. Teneb6aueHHs Ha3aBK/M 3MIHUIIO OOMUYYS TPE3UICHTCHKUX KaMIIaHii, JO3BOJIMBIIIH I10-
TEHLIIfHUM BHOOPIISIM HE TINBKU OauuTH H 4yTH KaHIUIaTiB B edipi, aje i HaJaBIIM MOXKJIUBICTh TOCTIHHO OTPUMYBAaTH HOBY Ta
aKTyaJbHy iH(pOpMAaLiIo PO BHOOPH.

lle onguH eTan po3BUTKY METOJIIB Ta 3ac00iB EPEKOHAHHS CIIBBIHOCUTBCS y Yaci 3 osiBoo HoBoro riranta 3MI — IurepHery,
a 3 HAM 1 PI3HOMaHITHUX BeO-CalTIB 3 MOXKJIMBICTIO PEKJIaMyBaTH TOW 4M IHIINI MPOAYKT (B TaHOMY K BUITQJIKy — MOJITHKIB Ta 1X
napTii). [Tepmwuii caiit Takoro poay OyB ctBopenuit y 1996 poi [2]. o 1997 poky 85,7% BCiX KaHIUIATIB Ha MOCATy TPE3UICHTA,
46,8% — cenaropa i 16,1% — npeacTaBHUKA TanaT Maju CBOI BeO-CalTH, Jie MepeciuHi rpOMaIsTHi MOTIIM 3HANTH YCIO HEOOXiTHY
iH(opMaIlio SK PO caMOro KaHauIara, TaK i po Horo kammaHiio B riiomy [2]. 3 1997 poky BUKOpPHUCTAHHS iHTEPHETY SIK peKJIaM-
HOT'O CEPEeIOBHIIIA [T0YAIO MIBUIKOTO PO3BUBATHCH Ta PO3IIMPIOBATUCE.

Ha cyuyacHomy erari miggac KamMnaHiii KaHJuJaTH BUKOPUCTOBYIOTh O€THAHHS TPHOX BHIIE3raaHuX (OpM peKnamH (IpyK, Te-
nebayeHHs Ta [HTepHET), VT pO3BUTKY Tak 3BaHOTO Mefia-Tuiany / a media plan. Tax sk B OUTBIIOCTI BUMAIKIB Oe3MepepBHE PO3Mi-
IIEHHsI OTOJIOIICHHS — 3 IToYaTKy npaiimepis (Primary elections are one means by which a political party nominates candidates for the
next general election [13]) 1o qHs camux BUOOPIB, — BUMArae YMMaiunx 3aTpar, IUIaH IIOBHHEH BPaXOBYyBaTH MOXKIMBOCTI KaHANAATa
PIBHOMIPHO PO3MOALIATH CBOI KOIITH MPOTATOM yChOro TepMiHy kammanii. Ha ocHOBI ouikyBaHoro danapaii3uary danapaizuary
(The organized activity or an instance of soliciting money or pledges, as for charitable organizations or political campaigns [10]),
KaHJMJaTH BHU3HAYAIOTh, SIK 1 KOJIM KyNyBaTH pekiamy. [IpykoBaHa pekiamH, sK MPaBHIIO, € HAWICIIEBIIO, TOMY ii Ipua0aHHs
HOPSIA 3 MPUAOPOKHIMU PEKJIIAMHUMH IUTKAMHU Ta JUCTIBKAMHU (JUIS1 PO3CHIIKH) CKJIAJIA€ MEepIINi MyHKT BUTpAT Menia-many. Ha-
CTYNHHUM KJIFOYOBHM MOMEHTOM € (piHAHCYBaHHs IHTEpPHET-PEKJIaMHU, OCKLIBKH 1 Terae0aueHHs 1 IpyKoBaHi Jukepelia MOCHIAlThCs
3/1e01IBIIOr0 caMe Ha BeO-CaiiTH KaHUIATIB JJIsl OTPUMaHHS 101aTKOBO iHpopMmartii. KpiM Toro, BeO-callT € BAXKIUBUM JHKEPEITIOM
3HAHb MOTOYHOI MONITHYHOI CUTYyallii Ta pi3HOMaHITHUX OnarofiiHNX BHeckKiB. [liquac mpoBeeHHs Cy4acHUX KaMIlaHiil 4acTo BH-
KOPHCTOBYIOThCs OaHepu (an advertisement that extends across the width of a web page [9]) Ha iHIIHX BeO-caiiTax, SKi JalOTh 3MOT'Y
KOPUCTYBa4eBi MEPeHTH Ha JOMAIIHIO CTOPIHKY TOTO YH IHIIOTO HOJIITHYHOTO Aisya abo mapTii.

T'onoBHMM JKe 3ac000M peKiIaMy 1ie it JOCi 3aIHMIIaeThCs TeaeOaueHHs], SIKe BBAXKAEThCS HAKpaIuM Ta HailOIbI eKOHOMITHO
e(eKTUBHUM (X04a i HalTOPOXKIMM) 3acO000M JAICTATUCS 10 BUOOPIIIB, OCKiIbKH TB aymuropis € BemM4Ye3HO0 Ta Pi3HOMAHITHOIO.
[Mpu xymiBmi rpynu pexiamunx posukis / ad spots or a «flight» (Ad Flight — The duration of time for which an advertising campaign
is live), BapTo BpaxoByBatu Tpu (hakTopu: a) chepa BruuBy / a flight’s reach (six Oarato Jironeit Oyae neperisaati JaHy pekiamy),
0) yacToTa MOBTOPEHHS (CKIIBKM pa3iB BOHU OylyTh MEperIaaTH 110 K pekiaMy) Ta B) BapTicTh Tpancmsmii. A flight’s reach is
determined by the gross rating points (GRP), which are determined by the sum total of the ratings achieved for a specific media
schedule.

OckinbKkH TenebayeHHs € JOCHTh IOPOrMM, KaMIaHii po3poOuiIM MeBHI MOjeli TpaHCILILIT peKiiaM, K METOIH MaKCHMi3amii
CBOIX KOINTIB: continuity, pulsing, and flighting patterns. Ilepiia Moaenab MpeaCTaBise COOOK MOCTIHHY TPAHCIAIIIO MPOTITOM
Bciei kamnanii / advertising runs steadily with little variation over the campaign period [11]), 110 gocsraeTbcst Ipy BUCOKOMY PiBHI
(inancyBanns. CTpareris MyJIbCYHOUNX PEKIaM — 1€ TPAHCIIALIS POIUKIB B OCHOBHOMY B KJIFOYOBI MOMEHTH KaMIlaHii, Taki sk 11
MOYaTOK Ta 3aBepIIaibHI TIIKHI, 110 TIepeayioTh caMuM BuOopam. OcranHii MeTos, BuOyxoBa ado sk 3aimnosa peknama / flighting (or
«bursting») (flighting involves intermittent and irregular periods of advertising, alternating with shorter periods of no advertising at
all [11]) moennye nBi momepeHi MOAEI, PHU IIBOMY TPOIIOBI PeCypcH 30epiratoThes 3a paXyHOK PO3MIIICHHS EKOHOMIUHO JICIIEB-
101 peKJIaMK Ha HETOPOTHX CTaHIiAX pamio uu TB, abo x 1X mepenavi yepes CiTKy TeJICMOBICHHS B OCHOBHI MOMEHTH KaMITaHii.

3 MOMEHTY 3aKiHYeHHs pO3pOOKH MeJia-IUIaHy, BCS yBara 30Cepe/DKYETHCS Ha ayIuTopii, HA Ky AaHHN IUIaH MOBUHEH OyTH
LiecrnpsMoBaHuid. BakuBicTh Takoro KpoKy BH3HaBayacs e B AaBHIX ['penii BijoMum muciureneM ApucroreneM: «without a
thorough understanding of the audience, the likelihood of successful persuasion was deemed very small». [Torenmiiini Bu6GopIi — e
JIFOZH, SIKi Ha MOMEHT IepeIBHO0pUOoi KaMIIaHii e He BU3HAYMIIMCS 31 CBOIMHU BITOJIOOAQHHSIMHU Ta TOTOBI PO3IISIHYTH IHIIMH Hampsi-
MOK IOBEJ[IHKH Ta MPHJIMTH yBary peKIaMHUM IOBIJOMJICHHSM IIPO TOTO YM IHIIOTO KaHAWAATa. 3BMYAaliHO eJIeKTOpaT MOBUHEH
OyTH po3niieHnit Ha ApiOHimI TPynH st 61bII0T e(heKTUBHOCTI caMoro rnosigoMieHHs [5, c. 173].

Takuii mporec po3moiiny MOTEHHIIHHMX BHOOPIIB HA TPyNMH HAa OCHOBI X NMEBHOI CHIJIBHOCTI HA3MBAETHCS CErMEHTALlis /
segmentation. «Public segmentation is needed because many people view the marketing of products within a sociological framework»
[5, c. 175]. YcniniHa cerMeHTallisi BUMarae poooTH rPpyIHu JOCBIUCHHUX COIIONIOTIB, SKI aHATI3YIOTh IITbOBY ayTUTOPIT IIISIXOM OITH-
TYBaHHS 3 METOIO JOCSTHEHHS] TOYHOCTI Ta 00 €KTHUBHOCTI pe3ynbrariB. Lle 103Bosie, B CBOIO Uepry, aJJanTyBaTH pekiaMy KOHKPeT-
HOT KaMIaHii JJ1st pi3HUX BEPCTB HACENICHHS B 3aJISKHOCTI BiJl iX 0COOIMBOCTEH.

[Ticist 3aBepieHHsT pOOOTH Hal MeAia-IUIaHOM Ta BU3HAYEHHSIM LIJILOBOI ayTUTOPii, Ha MEePUINi IJIaH BUXOAUTH Meia-cTpare-
rist, IKY CITiji 00paTh AJIsl JOCATHEHHS KOHKpeTHOT MeTH. [liguac npe3uneHTehkux kammanii 2004 1 2008 pokis, memia-ruian OyB 30-
CepeDKeHUI ITepeBaXKHO B TPHOX MeJlia-CepeoBHILIax — APYK, TeaedaueHHs Ta [nTepHeT. Xo4ya OUIbIIICT aMePHUKAHIIIB OTPUMYIOTh
iHpopMarliro uepe3 TenedaueHHs Ta [HTepHeT, OMM3bKO JBA/IISATH BiJICOTKIB BCE XK YUTAIOTh Ia3€TH, IO CBIUUTH PO OCBIUCHICTH
1 MOJITHYHY «IiaKoBaHicTh» BUOOpLiB [3]. YV 2004 i 2008 pokax raserH 3irpain Ba)XKIHMBY pOJIb Yepe3 Pi3HOMAHITTS APYKOBaHOT
peKJiamMu Ta MOMYJISPHI MOMITUYHI KoJoHKH / Recent political columns have not been telling readers what to think, but rather what
issues to think about. Tak y 2004 pori Wall Street Journal omyGiikyBaB ctarTro mija Ha3Bor «Vietnam Boomerangy, sika Oyna mpu-
csiueHa Buctynam cenaropa J[x. Keppi nmpo B’eTnam, B sIKkMX BiH mpe3eHTyBaB ceOe SIK BifiCBKOBOTO Teposi, MPOTECTYIOUH MPU
[[bOMY TIPOTHU caMoi BiliHU Ta 00BHHYBaudytoun ypsi CLIA y BilicbkoBux 3mounHax. Camoro x J[x. Bymia Bin iMeHyBaB 1e3epTHPOM.
Texuika nossipu3anii, koau ocHoBHi 3ycuiust Jpx. Keppi Oyiam 3ocepemkeHHi Ha BUCBITJICHHI IpixiB Ta HenomikiB [xopmka Byma
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JUTS BUCBITJICHHSI KOHTPACTY, MMOBEPHYJIACs 10 CaMOro ceHatopa OymepanroM. Pemaktop rasetu 3a3nauus, 1mo Jx. Keppi He cmin
OyJI0 CIIeKyJTIOBaTH CHTyaui€o B B’eTHami, 100 KPUTHKYBATH MONITHKY YPSy, peKiiaMyiodu cebe B Toif ske Jac. | xoua 1s crarTs He
BKa3yBajia 4ynTadam, 1o iM qymaru / what to think, Ta sik 3aci® nepekoHaHHs BOHA Biirpajia CBOK POJib.

Baitky 2004 poky kammanis Byma-Ueiini BumycTHia HeraTWBHY JIpyKoBaHy peknamy mia 3aronoBkom «Got Conservative
Values?», sika Oyna cBoro poay mapomiero Ha pekinamy «Got Milk?» (The ad highlights John Kerry’s shameful record on Wisconsin
dairy issues and his role in creating the Northeast Dairy Compact, as well as his fight to extend it [8]) npuBepHyBIIHY TaKMM YHHOM
yBary BubopuiB 10 kputuku rinHocted k. Keppi, moganoi B camiit pekiami.

JlpykoBaHa x peknama kammnanii 2008 poky pi3ko BiapizHsutacs Bix 2004. O6uasa nomituani Tadopu (b. O6amu 1 Jx. Makkeii-
Ha) (oKycyBasi CBOI 3yCHIIIS Ha TIOKa3i BIIMIHHOCTI iX KaHIUIATIiB Bix cTepeorumy. 3BepHeHHss b. O6amu 10 aMepukaHIiB Oynn
CHpsIMOBaHI Ha i/1ef0 3MIiH Ta €JHOCTI HapoOAy, SIKi 3HAWIUIN BIATYK Yy 3a3BHYail HEJOCTATHBO MPEACTABICHUX BEPCTB HACEICHHS.
Pexnama JIx. MakkeitHa y mpeci Takoxx 3ajMiranacst B CTOpoHi Bix Heratusy. [Ipore Ha BinMiHy Bijg b. O6amu, sikuii 6yB BiiHOCHO
HOBUM JlisTueM Ha NMoMiTH4HiN apeHi, k. Makkeitn npoxoaus ciy:x0y Ha BM® ta nparroas y CeHari, YnM BiH i CKOPHCTaBCsI B pe-
KJIAMHUX X, 6 cigast 2008 Oyna BumyIiieHa pekiama, 3 300pakeHHsM JkoHa MakkeifHa B 1IJIOBOMY KOCTIOMI, SIKHIA CITUPAETHCS
Ha aMepUKaHChbKHUil npanop. OOpa3HicTh JaHOTO MOBITOMIICHHS MOJISTANA B MPEICTABICHHI CEHATOPa K JIIOAMHH, HaIUICHOI Ba-
JI0I0 Ta T'iJiHOT mpe3ueHTcTBa [1, ¢. 74]. 3aBepiaabHUM IITPUXOM CTPATerii IepeKOHAHHs B AaHil pekyiaMi cTaio mopiBHAHHS Jx.
MakkeiiHa 3 TAKUMH BiTOMUMH KoHCepBatuBHIMH Jigepamu CIIIA sk Appaam JlinkonsH, Teomop Py3Benst i Ponansa Peiiran [5].

Tenesisiitni pexinamu kamnanii 2008 poxy Manu pasrody HoaiOHICTh 10 TpaHCcaboBaHUX 2004 pOKY, 110 CTOCYETHCS aKLICHTYBaH-
HS HA aMePUKAHCHKil BilicbkoBiit omitui. [Ipore Oymu it cBoi BinminHocTi: B pexnami «Gulfy aBropurer b. O6amu migBuIyeThes
4epe3 ofAr (AUTOBHI KOCTIOM) Ta 3aHill GoH (iepkaBHOT yCTaHOBH), pOOJISYM TAKMM YHHOM HOTO MOBITOMIICHHS OLTBII TIEPEKOH-
muBuM [1, c. 86-87]. Yemix peknamu OyB ITOB’SI3aHUI TaKOXK 3 BUKOPHUCTAHHSIM ITO3UTHBHOI XapaKTEPUCTUKH Bix reHepana Mepina
MakxlITika, sikuii miaATpUMyBaB MO3HUIIII0 ceHaTopa 1o/10 BilfHM B Ipaky. MeTta pexiaMHOro posyKa rojsirajia He TUIbKH B TepeKOHaHH]
BubopuiB miarpumaru b. O6amy, aye i B CTBOPEHHI B 1X ysiBi 00pa3y ceHatopa sk pO3yMHOTO BifiCEKOBOTO Jiiziepa.

TpetiM Menia-cepeoBHILEM MOMITHYHUX OaTamiit craB [HTEpHET, 1e BAANIOCS MOETHATH YCI METOIH Ta 3aC00U B OJHOMY (op-
Mari. Y 2004 poui BeO-caliTH KaHANATIB B OCHOBHOMY BHKOPHUCTOBYBAJIHCS SIK ITOEAHAHHS PEKJIAMHU 3 IPYKOBAHHUX BUJIAHB Ta TeJle-
Bi3iHHMX pekiIaMHuX ponukiB. bymr ta Keppi BUKOpHUCTOBYBaIM BisyanbHi METOIM MEPEKOHAHHS B PO3POOII Ta PO3MIIIEHHS CBOIX
CaiiTiB (3aroJIOBKH XUPHUM IIPUGTOM, TATPIOTHYHI KOJBOPH 1 T.7I.) pa3oM 3 Bigeo-pekiamamu [7, c. 48-53].

Ha BiaMmiHy Bix TpaaumniitHoi pexiiaMu, npaBuia MPOBEACHHSI BUOOPIB HE BUMAraroTh KaHIUIATIB MiITBEPIKYBAaTH JOCTOBIp-
HICTh IHTEPHET-TIOBIIOMJICHD, IO TO3BOJISE TM JUCTAHIIIOBATHCS BiJ HEraTUBHOI iH(OpMaIlii, sika 3’SBISEThCS HA X caiiTax Ta
YHUKaTH HeOa)kaHUX MOJNITHYHUX HacniakiB. KpiM Toro BeO-caiiTu ctanm cBOro poay KOOpAHHALIHHUMY [IEHTpaMU KaMIIaHii — mpo-
BEJICHHS IIEPEXPECHUX Me/ia aKiii, mpsMoro nepersiny iHmmx 3MI ta in.

Takum 4MHOM, Miyac NepeABUOOPUYMX KaMIIaHil ayJUTOPIs OMUHSIETHCS Yy CUTYalil MOJITHYHOTO THCKY Ta MaHIITyJIIOBaHHS.
I 3 KOXKHUM POKOM 3’SIBIISIETHCS BCe OiJIbIe 3acO0IB Ta METOMIB ITEPEKOHAHHS EJIEKTOpaTy AiTH Ta JyMaTH Tak, sIKk HOTpiOHO mo-
niTHKaM. AJDKe y BUITAJKy, KOJIM MOTEHIIHHUI BUOOpENb BilIae CBOIO MIPUXMIBHICTH IEBHOMY IOJIITHYHOMY Tabopy, BiH BiJuyBae
cebe 3000B’A3aHIM MTPOTOIOCYBATH 32 KOHKPETHOTO KaHUaTa Ta BiJIaTH TOJIOC 33 «BIpHI» MOMITHYHI IEPECKOHAHHSI Ta I[IHHOCTI.
I TinBKM BOJIONIFOYM HABMYKaMM PO3Ii3HABaHHS TaKUX 3ac00iB, IHAMBIJ MOXKE BIIEBHEHO CKa3aTH, IO iforo Bubip OyB 3polieHnit
TIIBKY HUM CaMHM.
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