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OObEeKTOM JUIJIOMHOM palOOThl  SIBISIETCS  COLIMAJIbHAsE — peKjiaMa, Kak
colMalbHbl  QeHomeH.  [IpenmeroM  sBisieTCss ~ KOMMYHHMKAaTUBHasT U
ncuxojioruyeckast 3QQGEeKTUBHOCTh JAHHOTO BHUAA pekiambl. Llenpio auniaoMHON
paloTHI ABISETCS U3yUYeHHE KOMMYHUKATUBHON U TICUXOJIOTHYECKOM 3P PEKTUBHOCTU
COLIMAJIbHON peKIaMbl MOCBSIIEHHON KOHCYIbTUPOBAHUIO MO BOMPOCcaM 0€30MacHOro
Bble3/la 3a rpanuny Ha npumepe [Iporpammer «Jla Crtpama». KommyHHKaTHBHAS
3((PEKTUBHOCTP COLMAIBHOM pEKIaMbl TO3BOJISIET  ONPENEIUTh, HACKOJIBKO
3 PeKkTUBHO TiepenaeTcs ayAuTOPUU HJEs, 3aJI0KEHHAs B COIMAJIBHON peKJIaMe.
OcHoBHas 3a/1aya OLIECHKM KOMMYHUKATUBHOM 3(D(PEKTUBHOCTU COCTOUT B TOM, UTOOBI
KOCBEHHO Ipe/icKa3aTh, Kak pekiaama Oyaer BocnpuHsaTta ayautopueil. Ilpu nzyyenun
IICUXOJIOTMUECKON 3((EKTUBHOCTU COLMAIBHON pPEKJIaMbl OLICHUBAETCS CTENEHb
BIUSHUSA pEKJIaMbl Ha IICUXOJOTMYECKHE IPOLECCHl IPEACTaBUTEIEH ILEIEeBOU
aymutopun. Taxke HMeeTcss BO3MOXKHOCTb OIPEAEIUTh aJeKBAaTHOCTH BbIOOpa
pa3IMyYHBIX cpeAcTB Bo3AecTBUs. OLeHKY 3(PPEKTUBHOCTH PEKJIAMHBIX MaTEpPHAJIOB
MO>KHO IPOBOJUTH HAa 3Talle NPEABAPUTEIBLHOTO TECTUPOBAHMS, a TaK)KE Ha JTale
IIOCTTECTUPOBaHUsA. BO BpeMs NIpenBapUTEIbHOTO TECTHUPOBAHUSA PECHOHACHTAM
IpeaiaraeTcsl BIOpaTh Haubosee y1auyHblii BAPUAHT U3 HECKOJIBKUX MPEITI0KEHHbIX.
Ha »Tanme mnocrrecTpoBaHUs pPEKIaMHBIX MaTEPHATIOB IMPOMCXOAMT OLEHKA
pe3dynbratoB. [logBOASTCS  OKOHYATENbHBIE WTOTH  PEKJIAMHOM  KaMIIaHUW.
HccnenoBanre KOMMYHUKAaTUBHOM 3(Q(QEKTUBHOCTH PEKJIAMHBIX MaTepHalioB
OCYUIECTBJISUIOCh METOAOM JKcHepuMeHTa. [lnakaTtel CpaBHUBAIMCh O YETHIPEM
KPUTEPUIM KOMMYHHMKAaTUBHOMN s pexTuBHOCTH: PacIro3HaBaeMoCTb,
3allOMUHAEMOCTb, TMPUTATaTebHAS CHJIA, aruTaloHHas cuia. Jlind OueHku
ICUXOJIOTMYECKOH  3(Q(EKTUBHOCTH  NPUMEHSJICS  METOJl  CEMaHTHYECKOIro
mupdepennnana. PexnamHbie MaTepuaibl CPAaBHUBAIUCH 10 TPEM KPUTEPHUSIM:
OLICHKA, CWJIA, aKTUBHOCTB. TaKKe MCCIENOBAINCH PAa3JINUUs B BOCIIPUSATHN IIJIaKaTOB
y ITapHEHN U JEBYIIEK.

Knrwuesvie cnosa: coyuanvnas pexiama, 6o030elicmeue,  80CHpusimue,
KOMMYHUKAMUBHAsA — 3(GeKxmusnocms,  ncuxoirocuyeckas  d¢hghexkmugnocmo,
9KCnepuMenm, cemanmudeckull oughghepenyuan.
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The object of the thesis is social advertising as a social phenomenon. The
subject is a communicative and psychological effectiveness of this type of
advertising. The purpose of the work: explore communicative and psychological
efficiency of social advertising devoted to advice on safe travel abroad in the example
of the program «La Strada». Communication effectiveness of social advertising
allows you to determine how effectively convey to the audience the idea implicit in
social advertising. The main task of assessing the communication effectiveness is to



indirectly predict how the audience will accept advertising. In the study of the
psychological effectiveness of social advertising is estimated the degree of influence
of advertising on the psychological processes of the target audience. It is also
possible to determine the adequacy of the choice of different means of influence.
Assessment of the effectiveness of advertising material may be carried out at the
stage of preliminary testing and after the advertising campaign. During the pre-test
respondents are asked to choose the most successful version of several proposed. In
step posttestirovaniya promotional materials occurs evaluation. Summarizes the final
results of the campaign. Assessment of the effectiveness of advertising material may
be carried out at the stage of preliminary testing, and in step posttestirovaniya. During
the pre-test respondents are asked to choose the most successful version of several
proposed. After the advertising campaign summed up the final results.The study of
the communicative efficiency of the promotional materials was carried by the method
of experiment. Posters were compared on four criteria of communicative efficiency:
recognizability, memorability, attractive force, agitation force force. The method of
semantic differential was wused for evaluation of psychological efficiency.
Promotional materials were compared according to three criteria: assessment,
strength, activity. Also investigated the differences in the perception of the posters in
boys and girls.
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