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MCUXOJIOI'TYHI OCOBJIMBOCTI CHPUMMAHHSA CTYJEHTAMUA
PEKJAMHOI IH®OPMAIIIT

Anomauisn

Y cmammi npooemoncmposano  yHigepcanvHicmb  Memooy — aHaunizy
HENHIUHUX 38 S3KI8 CYMIJNCHUX napamempie MomueayitiHoi cghepu ocobucmocmi
CMOCOBHO KOHMEKCMY OO0CIIONCEHHSI NCUXOJIOSIYHUX 0COONUBOCMEN CNPULUMAHHS
cmyoeHmamu pekiamHoi ingpopmayii. Busnaueno ma onucano munu CnputiMaHHs
PpexiamHoi iHgopmayii HaA OCHOBI aAHANI3Y CNIBBIOHOUIEHHS. CHPUUHAMIUBOCH
cmyoenmis 00 IH@GOpMayii pekiamHo20 3Micmy ma ix meopuoi CnpsaMoBaHOCHi.
Hepwuti mun cnputivanHs cmyoeHmamu pekiamuoi ingopmayii («cxunbHuil
3aXONNI0BAMUCIY) XAPAKMEPUVIOMbCS GUCOKUM DIBHEM MBOPUYOCHI MAd BUCOKOIO
CNPULHAMAUBICIIO 00 pPeKNamHOol iHgopmayii. pyeuti mun («po3eaxciueui») —
BUCOKUM PIBHEM MBOPUOCMI MA HU3LKOK CHPUUHAMIAUBICINIO 00 DEKIAMHOL
ingpopmayii. Tpemiti mun («CROACUBAYBKULLY) XAPAKMEPUYEMBC HUBLKUM DIiBHEM
MBOPUOCMI MA BUCOKOIO CRPUUHAMAUBICMIO 00 IHGOpMAYii peKiamHo20 3Micmy.
Yemeepmuti mun («KOHCEPBAMUBHULL») — HUSLKUM PIGHEM MBOPYOCMI MA HU3LKOIO
cnputinamaugicmio 00  pekaiamuoi  ingopmayii.  Onucano  NCUXONO2IUHI
0CcoOIUBOCMI  CNPUUMAHHA — PeKAaMHOi  iHhopmayii  eusHaueHux munié 3a
NOKA3BHUKAMU MBOPUOI CNPAMOBAHOCMI CMYOeHmMI8 (CXUIbHICMb 00 PU3UKY,
donumausicms, CKIAOHICmMb ma ysea). Buswaueno eiominnocmi midc munamu

CNPULUMAHHS CMYyOeHmamu iHgopmayii pexiamHo2o 3MIiCmy 3ad OOMIHYHY0I0
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nepyenmueHoI0 MOOAIbHICMIO (8i3yaibHO ma ayodianvhorw). Ilooano npakmuumi
pexomenoayii Ol cmyoenmie, SKi CNpUtMAaroms pekiamuy iHgopmayio ma 0.
Mux, KoMy HeoOXiOHO Oilbl e(heKMUBHO Npe3eHmy8amu neeHy iHpopmayiro.
Knrouoei cnoea: cnpuiimanns, meopuicme, pexiamHa  iHpopmayis,
CNPULHAMAUBICIML CMYOeHmié 00 peKIaMHol IHgopmayii, munu CHPULMAHHSA

cmyoeHmamu pekiamuoi ingpopmayii.

KoxkapeBa Mapusi BiaagumMupoBHa, KaHIUJAT IICUXOJIOTMYECKHUX HAYK,
CTapIMii HAyYHBIA COTPYAHHMK JaObOpaTOPUU NMCUXOJOTUU TBOpuecTBa MHCTHTYTA
ncuxonorun umenu 1. C. Koctrioka HAIIH Ykpaunst

HopmusaiioB @énop MuxainaoBu4, KaHAUAAT IICUXOJOTUYECKUX HAYK,
Hay4YHBIM COTPYIHMK OTJENA MPOEKTUPOBAHUS PA3BUTHUS OJapeHHOcTH MHCcTHTyTA
onapenHoro pedenka HAITH Ykpaunsr

IHCUXOJOI'MYECKUE OCOBEHHOCTHU BOCITPUATHUA
CTYJAEHTAMU PEKJIAMHOM UH®OPMAIIUHA
Annomauusn

B cmamve npodemoncmpuposana yHusepcarbHOCmb Memood aHaIu3d
HENUHENHbIX CBA3EeU CMENCHBIX NaApamMempos MOMUSAYUOHHOU chepbl TUUHOCMU 8
NpUMEHEeHUU K KOHMEKCm) UCCIe008aHUsI HNCUXONO2UYECKUX O0COOeHHOoCmel
gocnpusimusi CmyoeHmamu pekiamHou ungopmayuu. Beloenensvl u onucanvl munsl
gocnpusmusi  peKiamMHou UH@GOpMayuu HA OCHO8E AHANU3A COOMHOULEHUS
BOCHPUUMYUBOCIU CHYOEHMO8 K UHQDOPMAYUU DPEeKIaMHO20 COOEPHCAHUS U UX
meopueckou  HanpaeneHHocmu. Ilepeviti mun  ocnpusmusi  cmyoeHmamu
PEKNAMHOU UHDOpMayUU («V8IeKAIOWUICS) XapaKmepu3yemcs 8blCOKUM YPOSHEM
mMeopuecmea U 8blCOKOU 80CHPUUMYUBOCMU K PEKIAMHOU uHgopmayuu. Bmopoii
mun («paccyoumenvuuitiy) — 6bICOKUM YDOBHEM MBOpYecmed U HU3KOU
B0CNPUUMHUBOCTNBIO K DPEKNAMHO ungopmayuu. Tpemuri mun
(«nompebumenvbcKuiiy) xapakxmepuzyemcsi HU3KUM YPOBHEM MmMeopyecmed U
8bICOKOU  BOCNPUUMYUBOCMbIO K  UHDOPMAYUU  PEKIAMHO20  COOEPHCAHU.

Yemeepmuiti mun («KOHCEPEAMUBHBILLY) — HUSKUM YPOBHEM MEOPHecmed U HU3KOU



B0CNPUUMYUBOCMBIO K pPEKIAMHOU uH@opmayuu. Onucauvl NcuxonocuyecKue
0CODEHHOCMU  BOCHPUAMUS DPEKIAMHOU UHDOPMAYUU BbLOENTEHHbIX MUNO08 HO
noKazameysiM Mmeopueckou HANPAasieHHOCMU CMYOeHmMOo8 (CKIOHHOCMb K DUCK),
JI0003HAMENbHOCMb, CLOACHOCMb, 8000padicenue). [lokasanvl omauuus medxncoy
MUNAMU BOCHPUAMUSL CIYOSHMAMU PEKIAMHOU UHDOpMayuu no OOMUHUpyiouell
nepyenmueHou  MoodaibHocmu  (8uzyaivHou — u  ayouanvHotu).  Ilooawwi
npakmuyeckue pekomeHoayuu O CMYyOeHmos, KOmopvle GOCHPUHUMAIOM
PEKIamMHYI0 uH@opmayuro u O mex, KOMY HeoOxooumo Oonee 3Qghekmueno
npe3enmosams onpeoesieHHy10 UHopmayuio.

Kntouesvie cnosa: eocnpusamue, meopuecmeo, PpeKIAMHAS  UHDOpMaAyu,
BOCNPUUMYUBOCb CHLYOCHMO8 K PEeKIaMHOU UHGopmMayuy, munsi 60CHPUSMUS

CMyOeHmamu peKiamHol UHpopmayuu.
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PSYCHOLOGICAL FEATURES OF ADVERTISING INFORMATION
PERCEPTION BY STUDENTS
Summary
Article demonstrates the universality of the method, used for the analysis of
personality’s motivational sphere related parameters nonlinear correlation,
applying it in the context of the advertising information perception’s psychological
features research. The types of advertisement information perception basing on the
analysis of correlation between students’ perceptiveness to information with
advertising content and their creative orientation are distinguished and described.

The first type of advertisement information perception by students (conditionally



we named it “easily carried away”) is characterized by high level of creativity and
high perceptiveness to information with advertising content. The second
(“reasonable”) — by high level of creativity and low perceptiveness to
advertisement information. The third type (“exploitative”) is characterized by low
level of creativity and high perceptiveness to information with advertising content.
The fourth (“conservative”) — by low level of creativity and low perceptiveness to
advertisement  information.  Psychological peculiarities of advertisement
information perception by the students of defined types according to the features of
their creativity (risk, inquisitiveness, complexity and imagination) are described.
The differences between the types of advertisement information perception by
students in dominating perceptive modality (visual and audio), defined with the
means of single-factor analysis of variance, are shown. Practical
recommendations for students, who perceive the advertisement information and for
those, who needs to present some information more effectively are given.
Keywords:  perception, creation, advertisement information, students’
perceptiveness to advertisement information, types of advertisement information
perception.

Problem statement. Psychological researches of the personality’s cognitive
sphere become more and more actual with the growth of informational flows of
different quality people perceive every day. Despite numerous workouts in this
direction, many questions are still opened. Characteristic for the modern
informational space is growth of information content (not always high-quality),
which is to be adapted by a person, appearance of new informational technologies,
means of communication and transfer of information. The spreading of
advertisement in mass-media and its effect on the exploitative orientation of the
society, requires the research of its perception’s psychological features.

The purpose of this article — to study the balance of students’ susceptibility
to advertising information and their creative orientation.

Initial premises. First of all we need to consider the definition of the notion

“perception”. In APA dictionary of psychology perception is defined as “the



process or result of becoming aware of objects, relationships, and events by means
of the senses, which includes such activities as recognizing, observing, and
discriminating. These activities enable organisms to organize and interpret the
stimuli received into meaningful knowledge and to act in a coordinated manner”
[1, p. 275].

According to the V. A. Moliako’s conception of creative perception, which
is developed by the Psychology of creativity Laboratory concerning different age
levels and spheres of activity [7; 8], perception is a creative process. It is
understood as a process (and its result) of the construction of subjectively new
image, which in more or less considerable extent alters, peculiarly modifies the
objects and phenomena of objective reality [3]. According to this conception there
are two variants of the creative perception display: perception of the new object,
when creativity may appear invariably, and finding of new elements, features and
so on, while perceiving something known. It is stated, that perception of any object
(person, phenomenon) is creative, because the theory of creativity is based on
flowing of the objective information we perceive and on flowing of our psychic
processes [4].

Basing on the theoretical positions, connecting perception with creation, we
consider being reasonable to study psychological features of advertising
information by student in the perspective of the balance of students’ perceptiveness
to information with advertising content and their creative orientation.
Perceptiveness we consider as a quality of personality’s cognitive sphere, which
defines the level of the reacting on information of certain content.

The basic material statement. For the defining of advertisement perception
characteristics we used the questionnaire “Perceptiveness to the advertisement”. It
contains seven scales.

The formal block of the questionnaire includes: 1) dominating way of
information presentation (audio presentation of information; visual; with the
possibility to try the goods or services); 2) the source of information (television,

internet, radio, leaflets, placards, posters, SMS and e-mail, information from the



distributer, advices of friends and relatives); 3)emotionality/rationality of
information presentation; 4) characteristics of advertised goods or services
(advertisement of goods or services, analogical to those, which already exist in
their qualities or functions, but in other version (new company-producer, packing,
etc); advertisement of goods or services, which combine qualities and functions of
few other goods or services; advertisement of the already existing goods or
services with adding to them some new qualities or functions (upgraded);
advertisement of absolutely new goods or services).

The content block of the questionnaire includes such scales:
1) advertisement of goods (clothes, home appliances, foodstuff, goods for
recreation and fun, goods for study, goods for hobby, presents and souvenirs);
2) advertisement of services (clothes production or repair, home services (repairs,
cleaning, etc), sphere of public catering (cafes, restaurants, etc), recreation (tours
and excursions organization, beauty salons, etc), study (additional courses, master-
classes), hobby (sport sections, dancing, drawing, etc), gifts and souvenirs (for
instance made to order), 3) relation of goods and services to reality (real, virtual,
ability real goods’ virtual ordering).

For the students’ creative orientation defining we used the Williams’
questionnaire of personality creative characteristics, modified by E. E. Tunik [9],
with the help of which we defined such features of students’ creativity: risk,
complexity, curiosity and imagination. Risk displays in such qualities: constructive
critics’ perception, possibility of filature acceptance; trying to put forward
hypotheses, guesses; to act in non-structured conditions; to protect own aims.
Complexity displays in finding of several alternatives; seeing differences in what
we have and what we may have; intention to order not ordered things; to solve
difficult tasks, to have doubts in only one right solving. The displays of curiosity
are playing with ideas, finding of way out in ambiguous situations, interest to
riddles, puzzles; thoughts about hidden meaning of something. Imagination
displays in ability for visualization, trust to intuition [9, p.12]. For the research of

perception’s individual features we used S. Efremtsev’s questionnaire “Diagnostics



of dominating perceptive modality” [10]. It helps to define dominative
perception’s channel — visual, audio or kinesthetic.

The research was lead on the base of Borys Grinchenko Kyiv University.
The sample contains 48 third and fourth year students.

Analyzing the interrelation of students’ perceptiveness to advertising
information and their creative orientation, on the basis of our empiric data we
defines four types of advertisement perception by students [8, p. 114-119].

The first type is characterized by the high level of creative orientation and
high perceptiveness to advertising information (25% of students). The second type
— by the high level of creative orientation and low perceptiveness to advertising
information (25% of students). The third type — by the low level of creative
orientation and high perceptiveness to advertising information (25% of students).
The fourth type — by the low level of creative orientation and low perceptiveness to
advertising information (25% of students) (picture 1).

For the creation of this typology we used method, proposed for the analysis
of nonlinear correlation of related parameters of personality’s motivational sphere,
on the bases of which the typology of personality was created [2, 6]. The essential
point of this method is in putting forward a hypothesis about orthogonality of
researching parameters’ correlation that is about the existence of four conditional
personality types on the assumption of this two parameters’ exposure levels —
orthogonal character of correlation is considered as a criterion for the typology
construction. Further with the help of analysis of variance basing on the data about
other psychological characteristics is defined if the types differ. If the differences
are considerable and statistically significant, hypothesis about an existence of
nonlinear correlation is confirmed. In so doing we get a ready typology, which is
on practice facilitates a psychological work with the representatives of described
types [2].

We made an attempt to confirm the universality of this method applying it in
our research context. The reason to consider, that this method is relevant to apply

to the analysis of the interrelation of students’ perceptiveness to advertising



information and their creative orientation was the low correlation between this

parameters (r=0,11), taking into consideration theoretical correlation of perception

and creation (according to the V. O. Moliako’s conception of creative perception).
High perceptiveness to
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Pic. 1. The model of advertising information perception by students

Further we present more detailed characteristics of the defined types of
advertizing information perception by students. The intention to solve difficult
tasks helps students, belonging to the first type to differentiate high-quality and
low-quality information, to define in it constructive things, which may be useful
for the own world picture creation and for social and home comfort improvement.
Risk allows students, to which this type of perception is peculiar, to accept possible
unexpected consequences from the choice to use advertised goods or services.
Curious students may become interested in advertising information, be willing to
understand it, to check out its adequacy. Curious students with high perceptiveness
to the information of advertising content react on everything that is original,
unusual, on the advertisement of new goods and services. Imagination allows
students to amplify information, missing in advertising message, possibly not
always correctly. Conditionally we named the first type “easily carried away’.
Choosing some goods or services, students with the second type of perception may

less orient on information from advertising messages. They are more interested in



real features of the necessary goods or services, their correspondence to the
independently formulated criteria. Conditionally we named the second type
“reasonable”. Students with the third type of perception mostly react on the
advertisement of absolutely new goods and services. But the low level of risk,
curiosity, imagination and intention to solve difficult tasks may block choosing of
new goods and services, leaving the desire to by them unfulfilled. Conditionally
we named this type “exploitative”. Students with the fourth type of perception are
notable for their distrust to the information with advertising content, its denial,
rejection, attitude to it as absolutely useless. They probably may use some known
goods and services, then look for something new. The fourth type conditionally we

named ‘“conservative”.

With the means of single-factor analysis of variance we defined, that the
types of perception differ in sensitivity to visual (F=6,47; p<0,01) and audio
(F=4,78; p<0,01) information. Namely — the highest sensitivity has the first type,
the lowest — the fourth (the results are presented in table 1). On the bases of the
research results we managed to formulate some practical recommendations for
students, who perceive advertisement information and for those, who need to

present some information more effectively [5, p. 45-48].

Table 1
Differences between types of perception in dominating perceptive modality
o The types of advertisement perception
Dominating 1 P
; Easi
perceptive Ly o : pP
modality carried | Reasonable | Exploitative | Conservative
away
Visual 11,36 9,28 10,56 7,52 6,47 | 0,01
(mean value)
Audio 10,24 9,44 9,76 7,36 4,78 [ 0,01
(mean value)

First of all, it 1s necessary to provide an educational work with students for
the development of their ability to differentiate information of low and high
quality. Advertisers apply different psychological approaches for attraction of

perceiver’s attention on some goods or services. Among them it is important to




underline the actual information’s excess or deficit in advertising messages, and
also perversion of some notions’ understanding.

Moreover, in the advertising messages, as a product of creative activity, the
strategies of analogizing, combining, reconstruction and universal strategy of
creative activity are applied. Analogizing displays in the advertisement of goods
and services, similar to those, which already exist in their qualities or functions,
but in other version (new company-producer, packing, etc); combining — in the
advertisement of goods or services, integrating qualities and functions of few other
goods or services; reconstruction — in the advertisement of the already existing
goods or services with adding to them some new qualities or functions (upgraded),
or in the advertisement, that denies something existing and presents something
opposite to it; universal strategy — in the advertisement of absolutely new goods or
services. Students’ orientation on these characteristics may favour the constructive
advertisement perception and the formation of students’ professional world picture.

On the assumption of the research results, with the purpose of making
students’ advertisement perception more constructive, it is necessary to higher their
creative orientation level, then reduce their perceptiveness to advertising
information. Making the presentation of some new information more effective is
possible with the means of consideration of the features of the primary audience.
The defining of the advertisement perception dominating type may help to inform
somebody more correctly. For instance, the representatives of the “easily carried
away” type more frequently react on something new and original in the advertising
messages. For the representatives of the “reasonable” type of advertisement
perception, composing the message it is necessary to concentrate on concrete
characteristics of the advertised goods or services, then on the creation of positive
impression from it. The representatives of the “exploitative” type of advertisement
information perception because of the low risk need some guaranties, assurance in
the correspondence of the advertised goods or services to announced
characteristics. For the representatives of the “comservative” type it is more

effective while informing to base on already known facts, not trying to be original.



Methodological significance is in the confirmation of the universality of the
method, used for the analysis of personality’s motivational sphere related
parameters nonlinear correlation [2, 6], applying it in the context of the advertising
information perception’s psychological features research.

Conclusions. Analyzing the interrelation of students’ perceptiveness to
advertising information and their creative orientation, on the basis of our empiric
data we defines four types of advertisement perception by students. The first type
(“easily carried away”) 1s characterized by the high level of creativity and high
perceptiveness to advertising information. The second type (“reasonable”) — by
the high level of creativity and low perceptiveness to advertising information. The
third type ( “exploitative”) — by the low level of creativity and high perceptiveness
to advertising information. The fourth type (“conservative”) — by the low level of
creativity and low perceptiveness to advertising information.

On the bases of the research results we managed to formulate some practical
recommendations for students, who perceive advertisement information and for
those, who need to present some information more effectively.

The further research prospects are in the types of advertising information
perception description widening by the means of the appropriate psychological
characteristics selection, in the defining of the other kinds of information

perception types.
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