But even if those sources will be shut down, it is really hard to prevent an
offline sharing.

However, some journalists claim that the project of ACTA also suggest
different «border measures» by scanning any device of every person crossing
the border.

There are still many rumors that are surrounding this ACTA project just
because it is still being discussed by a limited number of states and organiza-
tions and not open to the public. We cannot blame the critics of ACTA be-
cause most of them are not being argued.

That is why the only way to make the whole process fair is to make it
transparent.
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PRODUCT PLACEMENT EFFECTIVENESS
A. B. Kaaau, E. A. lllyraesa

Product placement is a form of advertisement, where branded goods or
services are placed in a context usually devoid of ads, such as movies, music
videos, the story line of television shows, or news programs. In other words, it
is the purposeful incorporation of commercial content into noncommercial
settings [1]. Product placements can be visual only, audio only, or combined
audio-visual. Even though product placement was named and identified for-
mally only as recently as the 1980s, product placement is not new. Originally,
product placement served as a way for movie studios and television networks
to reduce the cost of production through borrowed props. Product placement
first appeared in Lumiere films in Europe in 1896.

Purposes of product placement can be very useful. It helps to achieve prom-
inent audience exposure, visibility, attention and interest and increases brand
awareness by 20%. The positive effect on consumer memory and recall of the
brand of the product is easier to achieve when visual/auditory modality and plot
connection are congruent. Product placement also creates instant recognition of
the brand in the media vehicle and at the point of purchase. While prominence
of the placement leads to increased recognition, if the placement is too long or
too prominently placed, viewers might become suspicious, elaborate on the
commercial purpose of the placement, counter-argue, and form negative atti-
tudes or behaviors. This method of promotion empathizes consumers’ attitudes
or even overall evaluation of the brand: initial evidence suggests that consum-
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ers align their attitudes toward products with the characters' attitudes to the
products, therefore this process is driven by the consumers' attachment to the
characters. Ultimately audience pays attention to and accepts brand placement
in movies and takes celebrities as references when shopping.

Researchers have studied product placement in various media: adver-
games, computer/video games, digital games, movies, television, television
magazines, novels, online games, simulation games, sporting events, game
shows, radio, physical environments such as hotel rooms, rental cars, or ships,
virtual/online environments and songs. Most product placement studies have
focused on film (33.87%)), television (32.25%), and video games (20.21%).

Even though measures of its effectiveness have been problematic, product
placement is a fast growing multi-billion dollar industry. According to the re-
search company PQ Media, global paid product placements were valued at
$3.07 Billion in 2010 with global unpaid product placements valued at about
$6 Billion in 2009 and $7.45 Billion in 2010. Global paid product placement
spending is expected to grow at a compounded annual rate of 27.9% over
2010-2020. Consequently, product placement growth is expected to signifi-
cantly outpace that of traditional advertising and marketing. Television prod-
uct placements are the dominant choice of brand marketers, accounting for
71.4 % of global spending.

Generally, U.S. product placement markets are much more advanced than
other countries such that other countries often aspire to the U.S. model. The
next largest global markets are Brazil, Australia, France and Japan. China is
forecast to be the fastest growing market for product placements this year, up
34.5 %. Most product placements are in five product areas: transportation and
parts, apparel and accessories, food and beverage, travel and leisure, and me-
dia and entertainment.

In general, attitudes toward product placement are favorable across media
types. Additionally, viewers tend to like product placements as long as they add
realism to the scene. Peoples' lives are so saturated with brands that the inclu-
sion of identifiable products adds to the sense of reality, that is, validates the
individual's reality. Also, product placements are preferred to fictitious brands
and are understood to be necessary for cost containment in the making of pro-
grams and movies. About half of respondents said that they would be more
likely to buy featured products. People with more fashionable and extroverted
lifestyles typically have more positive attitudes toward product placement.

Also, while there is a generally positive perception of the practice overall,
there are reservations regarding the insertion of certain ethically charged
products such as firearms, tobacco, and alcohol. Moreover, some individuals
feel that product placements are sinister and should be banned or at least
clearly disclosed in the credits at the end of the program. Many consumers
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consider product placements as excessive commercialization of the media and
an intrusion into the life of the viewer.

The ideal product placement has four positive sides: customer gets to know
about new and established products and their benefits, client gets relatively
inexpensive branding of their product, media vehicle gets a brand for free or
can reduce its production budget, and the product placement agency gets paid
for bringing the parties together.
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OIIEHKA HHBECTUIIMOHHOM NMPUBJEKATEJIBHOCTHU
TEPPUTOPUI 1 ®OPMUPOBAHWE UX HHBECTUIITMOHHOM
HOJUTUKHU HA IPUMEPE OTAEJIBHBIX 'OCYJAPCTB
(UEXWUA, BEJIAPYCb)

E. H. Komapuyk

B coBpemMeHHON cHCTEME MEKIOCYIapCTBEHHBIX dYKOHOMUYECKUX B3aMMO-
OTHOILIEHUN OJHO U3 KIIKOYEBBIX MECT 3aHMUMACT WHBECTULMOHHAS JEATEIIb-
HOCTb. OHa ABJIIETCS BaKHOM COCTaBJISIONICH 3KOHOMUKH 10001 cTpaHbl. VH-
BECTULIMU (POPMUPYIOT MPOU3BOACTBEHHBIM MOTEHI[MA] HAa HOBOM Hay4dHO-
TEXHUUYECKON 0a3e W MpeonpeelisiioT KOHKYPEHTHbIE MMO3UIIMU CTpaH Ha MU-
POBBIX pbIHKax. M3 3TOro cieayer, 4To NpUBJICYEHUE HHOCTPAHHBIX UHBECTHU-
LN SBJIIETCS OQHOM M3 BAXKHEHMIIMUX 3a]1a4 BHEIIHEOKOHOMUYECKOU JEATEIIb-
HOCTH JIF0O0T0 TOCYJJapCTBa, CTPEMSILErOCs K YCTOWYMBOMY YIKOHOMHUYECKOMY
pocty. bonbioe cTpaTternyeckoe 3HaueHHE UMEIOT (POPMHUPOBAHHE NPUBJIEKA-
TEJIBHOI0 MHBECTUIIMOHHOTO KJIMMaTa U MPOBEICHUE OIaronpusTHON MPUTOKY
KalyTajaa MHBECTULIMOHHON ITOJIUTHUKHU.

[IpoGnema dhopmMUpoBaHUs MPUBIEKATEIILHOTO UHBECTUIIMOHHOTO KJIMMaTa U
OCYILECTBIICHHS 0JaronpusATHOW WHBECTULIMOHHOM MOJIMTUKU BEChbMa aKTyaJlbHa
Y UMEET IIMPOKOE I0JIE UCCIIEIOBAHUS, UTO U ONPEIEIINIO BEIOOP JaHHOW TEMBI.

HNuBecTUIIMOHHAS PUBJIEKATEIIBHOCTh — 3TO COBOKYITHOCTh (PAKTOPOB, TO-
3BOJISIFOLIMX CHEIaTh BBIBOJ O BO3MOKHOCTHU M3BJICUCHHUS TOXOJOB C YU4ETOM
CTENIeHH PUCKOBAHHOCTH MHBECTHUIIMA. Yale Bcero 3Tu GpakTopbl 00bEIUHAIOT
B CJEAYIOLIME IPYIIIbL: [IOJUTUYECKAsl, IIPAaBOBasi U IKOHOMHUYECKas Cpena, pe-
Cypchl U MH(PACTPYKTypa, (PaKkTOpbl COLUANTBHO-KYJIBTYPHON Cpebl, KOJIO-
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