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THE PROBLEM OF PSYCHOLOGICAL IMPACT
OF THE ADVERTISING POSTER ON SOCIETY

The purpose of the article is a research of the modern advertising poster. As we study the poster, we study the
psychological impact of the advertising poster on society. Our goal is to identify the means of the impact of modern
advertising on the consumer and to evaluate the trend of development. Methodology. The methodological basis is
based on the principle of a systematic approach and a comprehensive study of modern advertising. To analyze the
psychological impact of the poster on the society we use: empirical and theoretical methods. We have considered the
method of comparative analysis on the basis of literature on the topic of research, as well as scientific and
methodological documentation. The systematization of the material is based on analysis and synthesis techniques.
Scientific novelty. The scientific article investigates the means of the psychological influence of advertising on society
for the first time. On the basis of our research, the definition of visual means and compositional principles of
construction of advertising, substantiation of the expediency of the poster, and aesthetic appeal with the use of stylistic
design, the effects of the psychological influence of the poster on the society are considered. Conclusions. To sum up,
we conclude that advertising manipulates our subconscious. Analyzing the publications and trends of the poster
development, it is revealed that it has long ceased to be of informative nature only and is considered as a means of
influencing human consciousness. By imposing new values, it shapes attitudes towards the world and turns one into a
doer of external will. Unfavorable results of social processes exacerbate stress, and work on the problem begins. As a
result, it is concluded that public banners should not interpret social difficulties, but offer alternatives focused on the
emotions of love, etc.

Key words: poster, advertising poster, modern poster, social impact, psychological impact.

Yepuuwm Mapianna Onezigna, kanouoam Kyiemyponozii, doyenm kagedpu pucynka ma sxcusonucy Kuiscvroeo
HayioHanbHO20 yHigepcumemy mexuoaoiu ma ouzauny; /lemuenko Ianna Ilaeniena, mazicmp ¢axynememy ousainy
Kuiscbroeo nayionanvrozo yrigepcumenmy mexHonoii ma OusaiHy

IIpo6JieMa NCHUXO0JIOTIYHOT0 BIVIUBY PEKJIAMHOI0 IUIAKATY HA CYCHIILCTBO

MeTo10 [OCHITKEHHSI € pPO3BUTOK CYJYacHOTO pEKJIaMHOro Iurakatry. Yepes MOCTIDKEHHS IIIaKaTy MU
PO3IIIIAEMO, SIK Cy9acHHWH PEeKIaMHMHI IUTAKaT IICHXOJIOTIYHO BIUIMBA€E Ha CYCHIJIbCTBO. Hamiolo MeToro € BU3HaYEeHHS
3ac00iB BIUIMBY CydYacHOI peKJaMH Ha CIIOKMBaya Ta OLIHEHHS TEHAEHILIl pO3BUTKY pekiamu. MertompoJioris
TOCTinKeHHsI. 32 METOJOJIOTIYHY OCHOBY B35TO IPHHIIUI CHCTEMHOIO IMiJXOJYy Ta KOMILICKCHOTO IOCIIIKECHHS
cydacHol pexiamu. s aHanmizy ICHUXOJIOTIYHOTO BIUIMBY IUIAKaTy Ha CYCIUIBCTBO BHUKOPHUCTAHO 3arajbHOHAYKOBI
METOIM JOCIIIHKSHHS: eMITIPHYHI Ta TSCOPETUYHI, METO/I aHAJTI3Y CIeI[ia/li30BaHUX PECYPCIiB Ta HAYKOBHX ITyOJIiKaIliil 3a
Temarhko. Hamu Oyno po3risiHyTO METOJi MOPIBHSJIBHOI'O aHalli3y Ha OCHOBI JIITEpaTypHHX JKepell 3a TEeMOIO
JTOCTI/KSHHS, a TAKO’K HOPMAaTUBHOI HAYKOBO-METOANYIHOI JoKyMeHTamii. CucTeMaTH30BaHUI MaTepiai 31iHCHeHNH Ha
OCHOBI IpUIHOMIB aHaii3y Ta cuHTe3y. HaykoBa HOBM3HA. Y HAyKOBIiH CTAaTTI HAMHU JOCII/DKEHO BIIEpIIe, SIK 3acO0M
Cy4acHOTO PEKJIaMHOIO IUIaKaTy ICHXOJIOTIYHO BIUIMBAIOTH Ha CyCHuUIbCTBO. Ha OCHOBI Hamoro IociijKeHHS,
BU3HAYECHHS 00pa30TBOPUMX 3aC00iB Ta KOMIIO3UIIIHNX NPHHIMIIB T00YJ0BU peKJiaMy, OOIPyHTYBaHHS JIOLIBHOCTI
PEeKJIaMHOT'O TUIaKaTy Ta eCTeTHYHOI NpHBAOIMBOCTI, 3aBJSKM BHKOPHCTaHHIO CTWIICTUKW JU3aiiHy, pPO3IJISHYTI
HACJIJIKM TICHXOJIOTIYHOTO BIUIMBY PEKJIAMHOTO IIIaKaTy Ha cycHniuibcTBOo. BucHOBKHM. [limBoasum mizcyMKH, MOXHA
IIATH BHCHOBKY, IIO peKJamMa BIPABHO MaHIMYIIOE€ HAIIOK MiJCBIIOMICTIO. AHANI3yrOud MyOIiKamii Ta JOCIiIHBIITN
Cy4acHi TeHJCHIIi PO3BUTKY IUTaKaTy, BUABWIM, 1[0 BOHA JAaBHO IepecTaja HeCTH MPOCTO iHpOpMaIiitHuiA XapakTep i
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BBXKAETHCS OJHUM 3 HAWCHIIBHIIMIMX 3acO0iB BIUIMBY Ha JIIOJCHKY CBiZOMICTh. 3apa3 HaB S3yHOYHM HOBi IIHHOCTI,
YCTaHOBH, BOHa ()OpPMYy€E CTaBIICHHS JIO CBITY, 1 MIEPETBOPIOE JIOAMHY Ha BUKOHABII CTOPOHHBOI Bomi. Hecrpusatiusi
PE3YNIbTAaTH COIMIALHUX TPOIIECiB 30iIBIIYIOTh CTPECOBICTD, 1 TOYMHAETHCA poboTa Ha mpobiemy, ii KymbTuBalis. B
HACIIZOK YOTO,MIWIIIN 0 BHCHOBKY IO TPOMAIChKi OaHepH MAaroTh HE IHTEpIpeTyBaTH COLialbHI TPYAHOII,
MTOPOJDKYIOUH CTPaxH, a MPOTIOHYBATH aJbTEPHATHBU (POKYCYIOUH yBary Ha €MOIIisIX TI00OBI, BECEIOMIIB, MATPIOTH3MY i
110 aHAJIOTIYHE.

KoarouoBi cjoBa: ruakaT, peKiiaMHMH I1aKaT, Cy4acHHUH IJIaKaT, BIUIMB HA CYCITUIBCTBO, ICUXOJIOTYHHUN BIUIHB.

Yepuviuu Mapuanna Onezo08una, kaHouoam KyJivmypoiocuu, 0oyeHm Kageopvl pucyrka u scusonucu, Kuesckuii
HAYUOHANbHbLI YHUGepcumem mexHono2uil u ouzatna, /lemuenko Anna Ilasnosna, mazcucmp, gaxyiemem ouzaiua,
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IIpodaemMa MCUX0JOTHYECKOT0 BO3/IEHCTBISA PEKJIAMHOIO IUIAKATA HA 00IIECTBO

Heabio uccjieoBaHUs SIBISICTCS Pa3BUTHE COBPEMEHHOTO PEKIAMHOTO Iiakata. Yepe3 UccieoBaHus IiaKara
MBI pacCMaTpHBaeM KaK COBPEMEHHBIM pPEKIaMHBIM IUIaKaT MCUXOJIOTHYECKH BIHMAET Ha oOmectBo. Hamedt memsio
SIBJSIETCSI ONPEJICIICHUE CPEACTB BO3ACHCTBISI COBPEMEHHOM peKIaMbl Ha MOTPEOUTEINSI U OLICHKH TEHICHIIUH Pa3BUTHUS
pexiambl. MeTogosiorusi. 3a METOJOJOTHYECKYIO OCHOBY B3ST HPUHIMI CHCTEMHOIO MOIXOJa M KOMILIEKCHOTO
HCCIICIOBAaHHsI COBPEMEHHOW pekinambl. [l aHanu3a IMCHUXOJOTMYECKOro BO3JCHCTBHS IUIaKaTa Ha OOIIECTBO
HCIIONIb30BaHbl  OOILICHAYYHBIE METOJbl HCCICHOBAHUS: OMITUPHYECKHE U TEOPETHUYECKHE, METOJA  aHaln3a
CICIMATM3UPOBAHHBIX PECYpPCOB W HAYYHBIX IMYyOJUKAIMid MO TeMaTuke. Hamu OBUIM pPacCMOTPEHBI METOMBI
CPaBHHUTENILHOTO aHajKW3a Ha OCHOBE JIMTEPATYPHBIX MCTOYHHMKOB IO TEME HCCJENOBaHHMS, a TaK)Ke HOPMAaTUBHOM
Hay4HO-METOJMYECKOH ToKyMeHTaunu. CHCTeMaTH3UPOBAaHHBINA MaTepHall OCYIIECTBICH HAa OCHOBE NPHEMOB aHAIM3a
n cuHre3a. Hayunass HoBuM3Ha. B Hay4HOW crarbe HamMu HCCIEJOBAaHO BIEPBBIC, KaK CPEICTBA COBPEMEHHOTO
pPEeKJIaMHOI'O IUIaKaTa IICUXOJIOTMYECKH BIMSIOT Ha oOuiecTBo. Ha OCHOBe Haiiero HccieIoBaHMs, OINpeeCHUE
n300pa3UTENBHBIX CPEJCTB U KOMIO3UIMOHHBIX MPHUHIMIIOB MOCTPOCHHS PEKIaMbl, 00OCHOBAHHE LIEIECO00Pa3HOCTH
pPEeKIIaMHOT'O TUIaKaTa M 3CTETHYECKOW MNPUBIEKATEIbHOCTH, OJarofaps HCIOJb30BAHHIO CTHIMCTHKU Jn3aiiHa,
PAcCMOTPEHBI MOCIEACTBHS CUXOJIOTHYECKOTO BO3JICHCTBHS PEKJIAMHOrO iakata Ha o0uiecTBo. BuiBoabl. [ToaBoas
HTOTH, MOXHO C/EJATh BBIBOJI, YTO PEKJIaMa YMEJI0 MAHUITYJIUPYET HAIIUM OJICO3HAHUEM. AHATM3UPYS MyOIUKAIIMU 1
HCCIIEJOBAB COBPEMEHHBIC TEHICHIUHM Pa3BUTHS IUIAKaTa, OOHAPYKWIIM, YTO OHA JABHO MEpPEecTana HECTH IPOCTO
HH()OPMAIMOHHBIN XapakTep W CUYMUTACTCS OJHMM U3 CaMbIX CHIIBHBIX CPEICTB BO3JICHCTBHS HAa YEIOBEYECKOE
co3Hanue. Ceifyac HaBsi3bIBasi HOBBIE IIEHHOCTH, OHa (POPMHUpYET OTHOILIEHHWE K MHpPY, M IIpPeBpallaeT 4YeloBeKa B
UCIIOTHUTEIS TOCTOPOHHEH Boyin. HeOnaronpusiTHbIe pe3ysibTaThl COLMAIBHBIX MPOLECCOB YBEIMYUBAIOT HEPBO3HOCTH,
W HauMHaeTcs paboTa Ha npolieMy, ee KylbTHBalMs. B pe3ynbrare uyero, MpUIUIM K BHIBOAY YTO OOIIECTBEHHBIC
OaHHEpbl JOJDKHBI HE MHTEPIPETHPOBATh COLMAJbHBIE TPYAHOCTH, MOPOXKAas CTPaxu, a NpelaraTh ajlbTepHATHUBBI
(dokycupyst BHUIMaHHE Ha DMOLIUSX JIIOOBH, BECEJIbsl, HATPUOTU3MA U aHAIOTHYHOE.

KaroueBble ci10Ba: miakar, peKJIaMHBIN TJIaKaT, COBPEMEHHBIH TUIaKaT, BIUSHUAE HA OOLIECTBO, ICHX0JIOTUYECKOe
BO3JEICTBHE.

Relevance. In the modern world, advertising
is a communication that has been introduced into
all spheres of life, so the need for its research is
undeniable. Analysis of scientific works make it
possible to conclude that there is insufficient
research on the advertising poster because there is
insufficiently disclosed influence on society.
Because the poster is really the most common
form of outdoor advertising, it is important to
study the mechanisms of its psychological impact
on humans, and by what means this influence is
achieved.

An analysis of research and publications. In
the XI — XX centuries, advertising was considered
to be a method of influencing consumers, and still,
this opinion is accepted by modern researchers.

In 1923, Professor of the Psychological
Institute of Wurzburg University T. Koenig stated
that commercial advertising is an influence on a
person in order to cause the need to buy the
product being advertised. The buyer's assuredness
of the need for such a product as the main
condition for sales efficiency was not considered
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by them. To study this psychological impact, he
chose an experimental method. The professor of
the Higher Trade School Lipsky assured that only
in this way the right conclusions can be reached.
T. Koenig analyzed the theory of the German
scientist B. Vities, which was published in the
article in 1905. He explained, «why advertising
continues to make a significant impact on the
public, despite the fact that society understands, in
theory, the vested interests and purpose of
advertising, and because of that fact, as well as
because of its experience, the society is
mistrustful and skeptical towards promises and
lures of advertising» [5, 108]. He said that people
have the ability to borrow ready-made concepts
and to make these judgments a mental influence
on them. Advertising is able to make not only
your problem relevant but also to convince you of
the need for products, without objective reasons.
Nowadays, scientists are convinced that
advertising can create the need for an advertised
product in empty space, affect people's
understanding and shape the needs of humanity.
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However, the question still remains: why do
people buy products they do not need? As a result,
there are many unexplored issues that need further
investigation.

The purpose. Research on  modern
advertising posters. Through the study of the
poster, we examine the psychological impact of
modern advertising posters on society. Our goal is
to identify the means of the influence of modern
advertising on the consumer and to evaluate the
trend of advertising development.

Presenting the main material. The poster's
history dates back to ancient times. A poster and
an affiche are considered to be the most ancient
means of attracting human attention. This is a
public message intended to conclusions and
specific actions.

The predecessors of the modern poster are
German large-scale engravings in the period of
the Peasant War, which were called «flying
sheets» and acted as propaganda.

With the development of theatrical arts in
Western Europe, theatrical posters have been
expanded, with the help of which the population
was informed about the coming performances. In
fact, today we see advertising posters used for
similar purposes. In the nineteenth century,
lithographs were involved in their creation, which
enhanced the influential and visual characteristics
of posters.

Famous masters of the USA and Western
Europe turned to poster art: J. Shere, M. Wrubel,
P. Bonnar, E. Hess, E. Penfield, D. Hardy, O.
Fisher, G. Klimt, and many others. The designs
created by Jules Schere and Henri Toulouse-
Lautrec are considered particularly striking and
have greatly influenced the poster's further
development. In the period of 1866-1900, J. Shere
produced more than 1000 posters and made
history not only as of the author of the first artistic
model but also as a popularizer of the new genre
[7, 275]. His posters are similar to paintings with
a historical plot, full of characters where it is
difficult to find the main character, in the future
the number of characters was reduced.

A. Toulouse-Lautrec showed his mastery in
lithographic theatrical posters, demonstrating
graphic-sharp  laconicism, decorative color
display, and a bizarrely-flexible drawing. The
posters made by him attest to the inexhaustible
imagination, graphic courage, and brilliant skill of
the artist [1, 134].

Many artists of the XX century appealed to
the creation of a poster through the agitation of
political parties in different directions. Today, the
poster is very advanced and has become a
complex language, but the visual aids and

compositional principles of construction have
remained unchanged since then.

A poster is the most widespread form of
publicity and awareness-raising tool aimed at
addressing social issues. This is a message to the
public that is used as an informative,
psychological, social tool, but it depends on what
the goal is. Submitted information is designed to
have a brief impact on the viewer, so the basic
ideas of the posters should be clear.

The poster works in different conditions, so
when it is perceived, one or another kind of
attention is always included. Attention can occur
involuntarily, through an orienting reflex, or at
will, when a person has an interest in receiving
information.

Posters that cause involuntary attention
usually have an unusual shape, dynamism,
originality, color contrast. Attention is drawn
involuntarily and lasts for a period of time until
the person has mastered meaningful and aesthetic
information. Such posters are considered
effective, so the knowledge and wuse of
psychological techniques of attracting attention
determine the success of the designer.

Arbitrary attention occurs when the viewer
selects the object of study and the background
fades into the background.

In order to focus the person on the main thing
in the poster, the center of the composition is
made more drawn, and exhibit a favorable level of
contrast. The main information is collected and
better understood by a person. The perception of
the poster goes from the center of the composition
and moves to another part so that all the parts that
make up the composition are cognized
consistently.

Using slogans is one of the most popular
methods of advertising. It is easy — to — remember
the phrase that expresses the essence of an
advertising message and aims to convey basic
advertising information. It is important to have an
association with the product, and it is desirable to
adhere to the primary colors of the spectrum for
better perception.

If the ads are effective, at relatively low cost,
the advertiser can raise their rating to high levels,
reaching a large audience in a short amount of
time. External advertising media can use effects
such as light and animation, which attracts
attention when going to the supermarket, subway,
etc.

The task of advertising is to keep up with the
times. In today's world, trends are constantly
changing so that your advertising will be
effective, it's important to keep up. The impact of
advertising on society can be observed at the

85



OG0pa3oTBOpUYE MUCTENTBO, T€EKOPAaTHBHE MUCTEITBO, pecraBpaiiis Chernysh M., Demchenko H.

example of a well-known brand. «Coca — Cola» is
considered to be one of the most famous and
expensive brands. Not everyone is able to look
fresh and stylish for 125 years while remaining
recognizable. However, the company is investing
great resources in developing new solutions,
including design. Due to this, they are still able to
surprise their customers with new promos.

The famous New Year's «Coca — Cola»
advertisement first appeared in the 1920s and
forever changed the image of Santa Claus.
Trademark representatives wanted to root this
character (before Santa Claus was portrayed
differently — for example, a tall and thin man or
elf). This image was recreated by illustrator
Huddon Sandble. His original oil portraits of this
character were used in every «Coca-Cola»
advertisement. Since then, Santa Claus has
become an integral part of the brand.

In the 1920s, Cola first began selling six
bottles in its packaging. This technique helped
make bulk purchases more convenient and larger
sales. In 1928, it was recorded that the number of
bottles sold was exceeding the amount of bottled
carbonated water for the first time.

In 2007, a new bottle design was presented in
France that was comfortable to hold due to its
shape. In this regard, the Marcel agency launched
a series of advertising boards that literally «clung»
to passers-by. The posters were made of textile
velcro material that clung to the garment but did
not spoil it. These billboards were installed at
public transport stops in Paris. As a result, the
company's share in the French market has
increased compared to the previous year.

In 2010, in Toronto, Canada, they launched
an outdoor advertising campaign where «Coca-
Cola» defeated the idea of drinking a beverage
with tubes. They were literally sticking out of
posters and billboards, treating everyone to a
drink. In this way, designers were able to
incorporate elements of architecture, exterior, and
even other advertisements designed specifically
for this campaign. The concept and design were
developed by McCann Advertising Agency.

In 2014, the Belgian agency «Duval
Guillaumey launched an advertising campaign for
«Coca-Cola» on «Packaging Paper» called
«Discover Happiness». For this purpose, several
different variants of branded wrapping paper were
designed. To find happiness, you must first pack
it. Each passerby could tear off a piece of
packaging paper labeled «Discover happiness»
literally from the advertising board and pack their
own gifts.

One of the most valuable examples of
outdoor advertising was the 3D Coca Cola
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billboard on Times Square in New York. With the
traffic of over 300,000 people a day, the square
has become a symbolic place for the company.
The brand's advertising was first installed there in
1920. Already in August 2017, «Coca Cola»
launched the world's first and the tallest (20 x 12
m) 3D billboard, for which it won two Guinness
Awards. The billboard consists of 1760 LED
screens that move independently, but together
create the effect of a smooth transition of the
picture in reality. The IT and marketing
department of the company, in collaboration with
many partners, worked on creating and testing the
billboard for 4 years.

A striking example of Coca-Cola's unusual
advertising design was the world's first knit
billboard in Serbia. Serbs love and attach
themselves to their own traditions. A global brand
like «Coca-Cola» has joined traditional national
craft to become closer to the buyer. The billboard
series is just the beginning of a broader campaign
that introduced national cuisine.

The quality of outdoor advertising of any
enterprise depends first and foremost on the
correctness of management decisions, but every
organization is an open system that is influenced
by society and exists only in interaction with the
environment.

However, advertising only works properly
when it is well thought out and well-executed.
Otherwise, the effect will be negative and
detrimental to both the company and the
consumer. The key negative factors of affecting
are that the advertising imposes patterns of
thinking, behavior, gives people the idea that if he
or she acquires one or another thing, then he or
she will be happy, successful, better in status.
People of society view themselves and others not
on their own merits, but on what they possess. In
this way, a value system is developed that focuses
only on consumption. But not everything can be
purchased, it leads to the emergence of an
inferiority complex in humans. This is most
common for young people, but in adulthood
because of marketing pressure, it is impossible to
satisfy all advertising needs which are sometimes
artificially created and that leads to stress. The
vast majority of us are well aware that what we
are convinced of is not entirely true, but we are
fascinated by the flickering of commercials, and
in the store, we select the goods of untwisted
brands without thinking. Whether we want it or
not, advertising not only gives us ideas of
behavior in a particular situation but also largely
determines the morale of society and its mood.

Scientific novelty The scientific article
investigates the means of the psychological
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influence of advertising on society for the first
time. On the basis of our research, the definition
of visual means and compositional principles of
construction of advertising, substantiation of the
expediency of the poster, and aesthetic appeal
with the use of stylistic design, the effects of the
psychological influence of the poster on the
society are considered.

Conclusions. To summarize, we can conclude
that advertising is skillfully manipulating our
subconscious.  Analyzing publications and
examining current trends in the development of
the poster, it is revealed that it has long ceased to
be simply informational in nature and is
considered one of the most powerful means of
influencing human consciousness. Now imposing
new values, institutions, it shapes the attitude to
the world and turns a person into a doer of an
outside will. Unfavorable results of social
processes increase stress, and work begins on the
problem, its cultivation. As a result, it was
concluded that public banners should not interpret
social difficulties, generating fears, but offer
alternatives focusing on emotions of love, fun,
patriotism, and the like.
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