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Mertoto kBamniikaniiHOi poOOTH € TEOPETUYHE Ta EMIIIPUYHE JOCIIIKEHHS
MICUXOJIOTTYHOTO BIUIMBY pekiaMu y 3MI Ha crnoxuBauiB. Po3risitHyTi OCHOBHI
TEOPETUKO-METOO0JIOTIYHI TIAXOAU 10 JOCHIJKEHHSI TICUXOJIOTi PO3MIIICHHS
pexkiamu B 3MI; HOCHIPKEHO CTYNEHb pPO3pPOOJEHOCTI MPOOJIEM TCHUXOJOTIT
po3mirieHHs pexiamu B 3MI; mpoaHati3yBaTH MOHATIHHO-KAaTeTOpiaJlbHAN amapar
JOCIIPKEHHSI; BUABIICH] ICUXOJIOTTYHI 0COOJIMBOCTI pO3MillleHHs pekiamMu B 3MI;
PO3TIITHYTI METOAM TICUXOJIOTIYHOTO BILTUBY pekiiaMu y 3MI; oOrpyHTYBaHi qu3aiiH
JIOCJIIJDKEHHSI Ta o0paHi METOJMKH JOCIIJKEHHsI; OMUCaHl Ta MpoaHaji3yBaHi
pe3yIabTaTU JOCTIKEHHS.

B ocHOBy nocnmiikeHHs MOKJIAJeHO 3arajlbHOHAyKOB1 (EMIIPUYHI METOIU
JIOCJIJDKEHHSI, aHaJli3, CHHTE3, CIIOCTEPEKEHHS, THAYKITISA, ASAYKIlisA) Ta CrelialbH1
(MeTOoU TpyIyBaHHS, KOPEIALIMHAN aHaJli3) METOM HAYKOBOTO JTOCITIIKCHHS.

EmnipuyHe MOCTIKEHHS MPOBOJMIOCS 31 3aCTOCYBAaHHSIM KOMILIEKCY TaKHX
ncuxojiarHoctuyHux Metoauk: OnutyBansHuk T. Jlipi (apanranis JI.M. Co6uuk);
Tect-onuryBansuuk HaBitoBaHocTi (O. II. CannikoBa, lO. I1. ®onp); Illkana
TpuBOkHOCTI Critbeprepa-XaHiHa.

OTtpumMaHi 1aH1 CTAHOBJIATH HE JIMIIIE HAYKOBUH, a i MPAKTUYHUH 1HTEepeC AJis
¢axiBIiB 13 COLIaJBHOI TCHUXOJIOTIi, peKiIaMu, KPU30BOi KOMYHIKAIlli, OCBITH Ta
MeJia-OCBITH, OCKILIBKH JO3BOJISIIOTH IPOTHO3YBAaTH PIBEHb BPa3JIMBOCTI 0
30BHIIIHIX BIUIMBIB Ta (GOPMYJIIOBaTH peKOMEHaarii moa0 (opMyBaHHS
TICUXOJIOTTYHO 0€3MeYHOro 1H(POPMAIIHHOTO CEPETOBHIIIA.

KirwouoBi cjoBa: pekiama, TICHXOJIOTIS peKJIaMHu, 3aco0M MacoBOi
iH(hOopMaIIii, ICUXOJOTTYHUH BIUIMB, OCOOJIMBOCTI IICUXOJIOTTYHOT CIPUUHSITIMBOCTI
1o pexsiamu B 3MI.
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The purpose of the qualification work is a theoretical and empirical study of
the psychological impact of advertising in the media on consumers. The main
theoretical and methodological approaches to the study of the psychology of
advertising placement in the media are considered; the degree of development of the
problems of the psychology of advertising placement in the media is investigated;
the conceptual and categorical apparatus of the study is analyzed; the psychological
features of advertising placement in the media are identified; the methods of the



psychological impact of advertising in the media are considered; the research design
and selected research methods are justified; the research results are described and
analyzed.

The study is based on general scientific (empirical research methods, analysis,
synthesis, observation, induction, deduction) and special (grouping methods,
correlation analysis) methods of scientific research.

The empirical study was conducted using a set of the following
psychodiagnostic techniques: Questionnaire T. Leary (adaptation by L.M. Sobchik);
Suggestibility Test Questionnaire (O. P. Sannikova, Y. P. Fol); Spielberger-Khanin
Anxiety Scale.

The obtained data are of not only scientific but also practical interest for
specialists in social psychology, advertising, crisis communication, education and
media education, as they allow predicting the level of vulnerability to external
influences and formulating recommendations for the formation of a psychologically
safe information environment.

Keywords: advertising, advertising psychology, mass media, psychological
impact, features of psychological susceptibility to advertising in the media.



