AHHOTAILIMA

CouunanabHO-TICUXOJIOTMYECKUE OCOOEHHOCTH BOCHPHUSTHS KOHTEKCTHOU
pexknambl B cetd WHTepHeT: aHHOTauusd K JuIuioMHod pabGore / IOpwui
Anexkcannpouu IlaBnoBckuii; ®akynpTeT (uaocopuu M COLUATBHBIX HAYK,
Kadenpa ncuxonoruu; Hayd. pyk. A.C. Conomyxo.

B nunnmomHolt  pabGore  wuccienoBaHa — mpoOiemMa  COLMaIbHO-
NICUXOJIOTUYECKUX OCOOCHHOCTEN BOCHPHUATHSI KOHTEKCTHOM pekiiambl MHTEpHEeT-
aynuropueid. MccnenoBanue cocTOUT U3 ABYX riaB. B mepBoii riaBe paccMOTpPEHBI
oOllMe MPUHLMUIIBI, BUJIBI U MPEUMYIIECTBA KOHTEKCTHOW pekinambl. Bo BTOpoi
IJIaBe MPOAHAIU3UPOBAHBI CIOCOOBI BO3JEHCTBUS KOHTEKCTHOM pEKJIaMbl Ha
NOTpeOUTENSI U KCClIeJOBaHbl 0COOEHHOCTU €€ BOCIpusATUsA. BbiOupasi B kauecTBe
00bEKTa  HUCCIEAOBAHMS  BOCIPUATHE  KOHTEKCTHOM  pEKJIaMbl,  aBTOP
CUCTEMATU3HPOBAJT TEOPETUUECKYIO U MPAKTUYECKYIO 0a3y mpoOJIeMbl C T. 3peHUs
COBPEMEHHOM coluaibHOM nepuenuuu. Takxke ObLIO pa3pabOTaHO U MPOBEAECHO
SMITMPUYECKOE HCCIIEJOBAHUE, TTOJIPOOHO OMUCAHBI €TI0 PE3YJIbTATHI.

Juninomuas padota cogepxkut 61 cTpanuily (M3 HUX OCHOBHOrO TekcTa — 40
C., CIHUCKa HCIOJIb30BAHHBIX HCTOYHUKOB — 3 c., mpwioxeHuir — 18 c.), 38
UCTOYHUKOB JINTEPATYPHI.

KitoueBble cioBa: KOHTEKCTHas peKjiamMa, COLMalbHAas MepLeniys,
Kay3aJibHasi aTpUOYLIHSL.
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This paper presents the research on the issue of some socio-psychological
peculiarities in perception of contextual ads by the Internet users. The research
consists of two chapters. In the first chapter the general principles, types, and
advantages of contextual ads are considered. In the second chapter some
techniques the contextual advertisements can impact the target audiences are
analyzed and the peculiarities of users’ perception of contextual ads are researched.
Having chosen the perception of contextual ads as an object of research, the author
tried to systematize both theoretical and practical grounds of the issue in the view
of contemporary social perception. The author also developed and conducted an
empirical research on the issue and presented its results in details.

The diploma work contains 61 pages (out of them: 40 pages of the main
text; 3 pages of the list of the used literature; 18 pages of applications). 38 sources
of literature were used.
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