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2. Socio-psychological factors influencing advertising texts on consumer purchasing intentions

Pedepar:

1. Y poboTi npencTaBieHo pe3ysIbTaTy JOCiIKeHHS YMHHUKIB BIUIMBY PEKJIAaMHUX TEKCTIiB Ha KyIliBeJIbHI HaMipu
CIIO>KMBAYiB. AKTyasIbHICTb AOCJIiIPKEHHS 3yMOBJIEHA HEOOXIJHICTIO [ICUXO0JIOTIYHOTO aHali3y BILJIMBY PEKJIaMHUX
TEKCTiB Ha CIIO>KUBAYiB, OCKIiJIbKU OiIbIIICTb i3 HAIBHUX Ha CbOTOJIHI NOCIiIP)KEHb HE BPAaxOBYIOTb iHAMBiya/IbHI Ta
THUIIOJIOTIYHI 0COGINBOCTI PELUITIEHTIB peKiamMHu, 110 HEraTUBHO BIIJIMBAE Ha SIKICTh PEKJIaMHOI KOMYHiKariii Ta Mmose
MaTy HeraTUBHi [ICUXOJIOTIYHI HACIiAKY 1 CyCHiibCcTBa. Y coujanbHil 1cuxosiorii Hapasi 6pakye 4iTKo
CcxapaKTepu3oBaHoi Kiacuikallii cCrioXkuBauyis, sika 6 0JHOUYaCHO OXOIJII0BaJla OCHOBHI ITPOSIBU IICUXiYHOI
IisITIBHOCTI JIIOOVHU Y chepi CIIOKUBUO]I TOBEiHKY Mifl PEKJIAMHUM BIUIMBOM. 34iICHEHO TEOPETUYHUN aHAJII3
IOCJIiIKYBaHOI Mpo6ieMU, PO3IJISTHYTO PEKJIAMHUM TEKCT SIK COLIIOKYJIbTYpHUI (peHOMEH KOMYHiKallii, MeToo
SIKOTO € (POPMYBaHHS KyIliBeJIbHUX HaMipiB. PeksiaMHu TEKCT PO3YMieThCSI K CKIaAHUIN TEKCTOBUI JKaHP, 10 Mae
[IO€QHYBATH y cOOi €MOLiMHi, KOMyHIKaTUBHI, peNpe3eHTaTUBHI, iHpOpMaTUBHI Ta MOTUBALiMHI PyHKLIL. Y
PO3yMiHHI 0CO60I0 CIIPUITHATOrO PEKJIAMHOTO TEKCTY 3HA4YHY POJIb Biflirpae KOTHITUBHA (MTONEPeAHii KOTHITUBHUN

IOCBiZl, HASIBHICTb YiTKUX [I€PEKOHAHb Ta L[iHHOCTEH, 1110 IIOXOJSATh 3 COL[ia/IbHUX YMOB JKUTTSI) Ta €MOLifHa



(3maTHICTb 0O afe€KBATHOIO €EMOLIMHOIO pearyBaHHs Ha 30BHIlLIHI cTUMYN) cepu.

2. The research presents the results of a study of the factors influencing advertising texts on consumer intentions.
The relevance of the study is due to the need for psychological analysis of the impact of advertising texts on
consumers, as most of the current studies do not take into account individual and typological characteristics of
recipients of advertising, which negatively affects the quality of advertising communication and may have negative
psychological consequences for society. Social psychology currently lacks a clearly defined classification of
consumers, which would simultaneously cover the main manifestations of mental activity in the field of consumer
behavior under the influence of advertising. Theoretical analysis of the researched problem is carried out, the
advertising text is considered as a sociocultural phenomenon of communication, the purpose of which is the
formation of purchasing intentions. Advertising text is understood as a complex text genre that should combine
emotional, communicative, representative, informative and motivational functions. Cognitive (previous cognitive
experience, the presence of clear beliefs and values derived from social living conditions) and emotional (ability to
adequately respond to external stimuli) play a significant role in the understanding of the perceived advertising
text.
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