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IMIPUXOBAHA PEKJIAMA I PRODUCT PLACEMENT B YKPATHI:
CYYACHI TEHJEHIIII TA 3APYBI;KHUI TOCBIJL

Canarxoea H.J.
3aropis3bKuil HAIlIOHAJIBHNUI YHIBEPCUTET

ITy6aikaris npuceBsadeHa BukopuctanHio TexHosorii Product placement B Ykpaini Ta BusHauenHi kpurepiis ii edpexTmBHOCTI.
3HayHa yBara IpuiijeHa 3’SCYBaHHIO CYTHOCTI IOHATH «IIPUXOBaHa perJamar, «product placement». 3’scoBano, 1o B
Yxpaiui ocoBHuM menia ais Product placement € tenebauenns. AKIEHTOBaHO Ha 0COOJIMBOCTAX i€l TexHosorii B YkpaiHi,
Jle BOHA € CKJIAJHMKOM TaKMX IIPOrpaM, sK: KPOC-IIPOMOYIIIH, KiHOMepYaH[aii3iHr, CIIOHCOPChKI IIporpamu, TeJeHT-Pieins,
JIIleH3yBaHHA. Y BMCHOBKaxX BKa3aHO Ha HEOOXITHOCTI 3aKOHOZABYOIO BPETYJIOBaHHA BMKOPMCTaHHA TexHoJsorii Product
placement B Ykpaiui. AKTyaspHUM € i BUBHAUYEHHA 4iTKUX KpurepiiB ii edpexTmBHOCTI i HOPM OI{iHIOBaHHSA.

Rurouosi cioBa: Product placement, npuxosana pekiaama, pekJiaMHa KOMYyHiKalidA, OpeH, Kpoc-IIPOMOYIIH, KIHOMepUYaHAAN3iHT,

CIIOHCOPCBKI IIporpamin.

HOCTaHOBKa npobaemu. ITpy BripoBaasKeHHi TeX-
HoJsoriii Product placement Ha ykpaiHcekoMy
PMHKY, TOCTPMMM € IMUTaHHA B3a€MOZii TBOPYOro Ta
KOMEPIIIfHOTO CKJIASHUKIB IIPU CTBOPEHHI IIPOAYKTIB
XYZOOKHBOI KysbpTypu. IIpogtocepn cTaBJIATh 3a MeTy
3BEpHYTM yBary Ha CBOI IIPOEKTM AKoMora OijbIioi
KiJbKOCTI iHBecTopiB, a OpeHAM y MOIIyKaX HOBUX
LIIJIAXIB JOCATHEHHA yBaru 3 OOKy ayamuTopii.

AHajiz ocra”HHIX gociaigskenb i myOaikamiin. Cry-
JIIIOBAaHHAM O3HA4YeHOi TeMM 3aiimMasmca 3apyOikHi
Ta BiTuM3HAHI HaykoBui, 3oxkpema O. Bepeskina [7],
H. T'purora [4], K. Masinomescbka [12], O. MaeBcbrmit
[11] Ta immmi.

Bupgisnienss: He BUpIlIEeHNX paHilIe YaCTUH 3arajb-
Hoi mpoOaemu. OpgHak, HAraJIbHUMMM IUTAHHAMM OJIA
BITYM3HAHOTO PEKJIAMHOTO HONUCKYPCY € 3’AcCyBaHHSA
CYTHOCTI IIOHATH «IIPMXOBaHa peKkjama» Ta «product
placement», a Tako)x Bu3HaueHHA BapTocTi Product
placement Ta KpurepiiB joro edeKTMBHOCTI. 3TigHO
3aKOHOJIaBYOTO PEryJIIOBAaHHA TeXHoJoria «product
placement» € MaJIOBUBYEHOIO, i MaJIOperyJbOBAHOIO,
110 i 3yMOBMJIO aKTyaJIbHICTb HAIIIOTO JOCJiIsKEeHHS.
Perknamogasifro, mo BupimmB mpocyBaTM CBili ToBap
3a momomoroio product placement, coig giTko yaBiATH
cobi yci pusuky i onTMMaJbHI HIIAXY iX yCyHEHHA.

MeTta crarTti. MeToro 1iei HaykoBoi pPO3BiKM €
po3pobdKa KOMILJIEKCHOTO YSABJIEHHA IIPO TEXHOJIOTiI0
«product placement» AK YacTUHY pPEKJAMHOTO OVIC-
Kypcy, BuABJIeHHI KpurepiiB ii ederTmBHOCTI Ta y
BCTAHOBJIEHHI TEOPETUYHUX KOHTYPIB IIOHATH «IIPUXO-
BaHa pekJsama» Ta «product placement».

Buxaan ocaoBHoro marepianxy. Cuaonimom Product
placement B aHIJIViCBKi MOBI € moHATTA «embedded
marketing», mo MokHa IeperJacTM AK BOyJOBaHa
peksama. IIpuMxoBaHa peKJIaMa IIE€PEKJANAETBCA K
«surreptitious advertising». Ilpunarimui, came Tarui
TEPMIH BUKOPUCTOBYEThHCA B EBPOIENCHKi KOHBEHINI
IIpo TpaHCKOpJoHHe TesebadenHsa (1989), axa Habpasa
4YMHHOCTI 1A YKpainm 1 jumnaa 2009 poky [6]. I3 nboro
CJiyeE, 110 IIOHATTA «IIPMUXOBaHA pekrJyamar» i «product
placement» € HeTOTOXXHMMM, X0O4a 1 MAIOTh Ha MeTi 3Mi-
HUTM TIOBEAIHKY CIOMKMBada [AJIs IOIIyJApu3allil cBo-
ro npoaykty. IIpoaHasisyBaBIy BU3HAa4YEHHA IOHATTA
«IIPUXOBaHa peKJaMa», BU3HAYEHOr0 3aKOHOM YKpainu
«IIpo pexnamy», Mu 3’AcyBaJy, 1110 OCHOBHA BiIMiHHICTB
MiK HMMM ToJiAra€ y 3acobax poswmimeHHa. Tak, npu-
XOBaHa pekJiaMa — Ife «iHdopmaria mpo ocoby um ToBap
y mporpami, nepepadi, my0Jikarii, Ak Taka ingopma-
LIif CJIYTy€ PeKJIaMHUM LiJIAM i MOXKe BBOOUTI B OMaHy
ocib mono AificHOI MeTM TakMX MpOrpaM, rnepenad, Iry-
Ooikamiii» [7]. A srazka OpeHZIy, TOPriBeJILHOI MapkKu y
KiHO, cepiajylax, KJilaX, TBOPaX XYIOKHBOI KYJIbTYpPH,
KOMIT'I0TepHUX irpax — ne Product placement.

OcnoBauM Megia nia Product placement e Tese-
b6auennsa. Korucantuarosa kommaHia PQ Media omy6ii-
KyBaJla pe3yJbTaTy OCJiKeHb, 3TifHO 3 AKMMU Ha
Product placement B pexsami npunagae 71,4%. Y 2012
poui xommawii Butpatuiu 3,4 MinbApPAIB moJsapiB Ha
Product placement y rteneBisilinux mnepenmauax, a B
2013 pomi 1z nudpa Bike 3pocaa Ha 23,9%. Product
placement B kiHoginbmax ckiaB 26,4%, BUTpaT Ha
Hboro — 985,1 minbiioHiB nmosapis, y 2013 pori 3poc-
TaHHA BigOysock Ha 20,5%, y TOMY 4UMCI 32 PaxyHOK
KpOC-IIPOMOYIIIEHY B PeKJaMHUX Tpeiepax, Ha Bel-
cajitax i Ha AucIeAX y IYHKTax npomaky. Product
placement B iHmmmx Mezia ckyaB ycboro 2%. Bypxanse
3pocTaHHA Bifnbysock 3aBrAKM momyJsapHocTi Product
placement y Bigeoirpax i Ha BebG-caiiTax, Ipu3HAYEHNX
naa aypuropii Big 18 mo 34 pokis [14].

Crorozui pocaigumipki kommanii B Ykpaini He
BOJIOIIIOTL TEXHOJIOTI€I0 BMB3HAYEHHA e(QeKTUBHOCTI
Product placement. Asie € ocobamBOCTi: PO3I[iHKM Ha
iIrpoBy peKJaMy BMHHO-TOPITYaHMUX 1 TIOTIOHOBUX BU-
pobiB mepeBuIyioTh 3BMuariai B 1,5-2 pasu. IIpama
pekJamMa IMX TOBapiB Ha TejebadeHHi B3araJji 3abo-
POHeHa, JesAKi TejexkaHajyy, 1100 He MaTHU IIpodJeM 3
PeryiaTopoM, oOMesKyITb JEMOHCTPAIIIIO CIIeH PO3My-
BAHHA CIMPTHOTO Ta KYPiHHA.

CIITA zasmaerbea HavbinbmmM puakoMm Product
placement (290 minpapziB mosapis), 3a HMMM CIimy-
10Th Bpasmiia, Mekcuka, ABcrpadia i Anonia. Kuraii
€ HAMIIBMUAININM PUHKOM, Jie po3BuBaeTbea PP (3poc-
TaHHA Ha 34,5%), 3a uum — CIIIA, Itasia i Kanama [15]

IIpuxoBaHa pekJaMa — Ile BeJMKMII Habip TexHOo-
JIOriii 1 MeToAiB i3 IpPOCyBaHHA Ha PMHOK TOPriBeJbHOI
MapKy, nocayru abo KoMmnasii, Axi 3a3Bu4ail CympoBo-
[KYIOTh IPAMY PeKJaMy i cipAMOBaHI Ha JOCATHEHHA
ONT/MAJBHNX MapPKETUHIOBUX pe3yJbratis. IIpu mpo-
My BUKOPMCTOBYIOTbCA KOMYHIKaIlii, 1110 He BXOAATb B
chepy HiAIBHOCTI peKJaMHMX areHTCTB. SKIIO0 mpama
peKJaMa CIpsMOBaHA, FOJIOBHMM YMHOM, Ha 30isbIIIeH-
HA 00cAry IpoJaskiB, TO MeTa IPMXOBAHOI peryamm —
IOMOITHCSA TapHMX IO3MLiNA iMimxy OpeHngy i cras-
JIEHHSA [0 HbOIO IOTEHIIMHMX CIIOYKMBAYiB 1 IiJIbOBOI
ayauropii [13, c. 66-67].

Product placement — oprariusmit meron posmi-
IIeHHA peKJIaMlM, J0ro eqEeKTUBHICTb 3aJIeKUTh Bif
TOTO, HACKIJIBbKY Ile BKJIIOUEHHS TOBapy B Mil0 Binro-
Bilae mpaBgi KUTTA B paMKax Tie€i JIOTiKW, 110 BMUKO-
puctoByeThea B cueHapii [10].

Texnosoria «product placement» nposBoJsisie Bupi-
INTY KOMILJIEKC 3aBJaHb: (POpMyBaHHA IMimKy TOp-
roBoi MapKM 3a JOIOMOIOI0 ACOLiIOBaHHA ii 3 mepco-
HasKaMM, I1I0 B3a€MOLIIOTH i3 NPOAYKTOM; ITiABUIIIEHHA
JIOAJIBHOCTI CIIOYKMBAYiB JI0 TOPrOBOI MapKy AK HACJIITIOK
JIOBIpJIMBOTO CTAaBJIEHHA A0 IIPOEKTY i J0 IIEePCOHAKIB,
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1110 BUKOPUCTOBYIOTh IIPOAYKT; iHPOPMYBaHHA IIPO OCO-
6aMBOCTI IPOAYKTY i TOHKOII 10T0 BUKOPMUCTAHHS; IIe-
perada eMoIliifHOI CKJIaoBOi TOproBoi Mapku [2].

Product placement BuxopuctoBye (peHOMEH JIOA-
CBbKOI IICUXIKM, AKUI IICUXOJIOTY Ha3MBAKTh «e(DEKTOM
IpocToro nepedyBaHHA B IIOJII 30py». STiTHO 3 Pe3yJib-
TaTaMJ YJCJIEHHUX JOCJiIKeHb, 3HAXOJKEeHHA «B II0JI1
30py» MPU3BOAUTHL JI0 HECBIZJOMOIO IIOYYTTA CUMIIATII,
HaBiTb AKIIO A0 €KCIIOHOBAHOTO TOBapy yBara BUIIPO-
OOByBaHUX CIIEIliaJIbHO He 3aJiydaeTbcdA. [Hdopmaria
IIPO HBOTO CIPUIMAETHCA i 3araM’ ATOBYETBCHA JIIOABMU
HEeCBigoMO.

Product placement mae HM3Ky mepeBar y IopiB-
HAHHI 13 IHIIIOI0 pPEeKJIaMOoIo.

1. PoswMmimieHHa pekjamMu y cepevti pinbMy He BU-
KJMKa€ y TAnada OasKaHHA IepeiTy Ha IHIINI KaHaJ,
OCKiJIbKM 11 (pOopMa ILIJIKOM OPraHIYHO CIPUIMAaETbCA
y croxkeTi inbmy.

2. Ina perknamomaBisa Product placement — e
cupoba OiJIbIII TOYHO JOCATTU CBOEI IINILOBOI ayamTO-
pii, rapaHTOBaHO IOHECTM CBOE PeKJaMHe II0BiIOMJIeH-
HA, e(PeKTUBHIIlIe PO3NOPANNTICH CBOIMM T'POIIOBUMMU
BKJIAJEHHAMIL.

3. Product placement Burigumit aja TesexkaHaJiB,
TOMY III0 BOHM OJEPKYIOTh IONATKOBUI IIPUOYTOK, He
30isbIIyI04YnM y cBoeMy edipi obcar pekaaMHUX OJIOKIB,
1o obmeskennit 3akoHoM 110 20% edipHOro Hyacy.

4. IIpoXoAUTL PO3UIMPEHHA pPeKJaMHIUX MOYKJINBOC-
Tell # Ie 3 IIO3UTUBHUM CIPUIHATTAM I[JIAfadeM Ta-
KOTO BUIY PeKJIaMIL.

Hepnosikom nna Product placement e Te 1o iioro
0askaHO BMKOPMUCTOBYBATU AJIA PO3KPYUEHUX TOPTO-
BEJIBHUX Mapok, ToOTO aJsa OpeHIiB, HOBUII Ke TO-
Bap MOJKJIMBO BTPATUThCA i1 3abynerTbcsa riasgmadeM
BIIPOJOBIK neperyany ¢inmemy. Kpim Toro, pexia-
MOJABIIEBi He JysKe 3pO3yMijo, 10 BiH KYIIye, 3a
mo matuTb. Cama mpouenypa Product placement
HeCTpyKTypoBaHa. 1A 1boro HeoOXiTHO CTBOPUTU
iHQpacTpyKTypy, po3pobuTn TexHoJorito, 3abesme-
YNTY aJeKBaTHE I[iHOYTBOPEHHHA, PEKJIaMyBaTU IO
nocayry [9, c. 120-124].

IIpore, nesaki TenzeHNii y BUKOpPMCTaHHI Ijiel Tex-
HOJIOTii Ha YKpaiHCBKOMY PMHKY BMOKPEMMUTM MOKHA.

Taxk, Product placement € ckIagHMKOM TaKUX IIPO-
rpam, fK:

— KpOC-IIPOMOYILIH / cross-promotion (mpocyBaH-
HA «Pinpm+0Opena»). Ilin yac nmpoBefeHHA peKJAMHOI
KaMmaHii OpeHzla 3 BUKOPUCTAHHAM o0pasiB, Kaapis,
LMUTAT, CAyYHATPEKIB 3 piibMy MHifBUILYyeTbCA IOIIYy-
JIAPHICTb LBOTO (PiIbMYy, 1110, BiANOBigHO, cripuse min-
BUIIEHHIO IIOIIYJIAPHOCTI OpeHny;

— KiHOMep4YaHZAM3iHI — BUKOPUCTAHHA 00pa3iB
[IePCOHAXKIB XYHOKHIX (PinbMiB Ta MyJbTQIIbMIB.
ToBapHi rpyny MOMKyTb OyTM Hallpi3HOMAaHITHIIIMIMM:
irpalllky, CyBeHipHa HOPOAYKIlifA, IIOCYZ, OAT, KaHIle-
JIAPCBKI Ipuiannd, IPOAYKTH XapdyBaHHA, KOCMET-
Ka, HaIoi, B TOMY 4MCJIi aJIKOIOJIbHA IIPOLYKILis;

— CIIOHCOPCBKI IIpOrpaMim: CIIOHCOPCTBO TeJIeBi3ifiHO-
ro IOKa3y (pisbMy/cepialy; CIIOHCOPCTBO IPEM €pPHUX
IOKa3iB y KiHOTeaTpax KpaiHmM 71 OpraHi3oBaHUX Iie-
pen mmoxkas3oM (pypIeTiB Ta IIpe3eHTallill; CIIOHCOPCTBO
IIPOMO-TYPiB aKTOPiB, fAKi BMKOPMCTOBYIOTH y (pisbMmi
IIPOAYKT, TOLIIO;

— talent-relations — 3asyuenusa 3ipok cropty, KiHo,
TH, monu, a TakoK HOJITHKIB Ta IHIIMX Bigommx ocid
0 peKJaMHOI KaMIaHii AJja mpocyBaHHA ToBapy. lle
OIVIH i3 HallOpraHIuHIIMIMX Ta HAMOIJNBIII TOHKUX pe-
KJAMHIUX OPUIOMIB, IIOB’A3aHNX i3 MOABOI0 IMPOAYKTIB
y KiHOCTpidKax;

— JineH3yBaHHA — areHTcTBa 3 Product placement
€ IIocepeIHMKaMM Mi¥K KiHOKOMITaHIAMM i peKJiaMoiaB-
LAMM IIIOJI0 KYIIIBJII IIpaB Ha IePCOHaXKi Ta KiHooOpasu.
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EdexTuBHicTs posminienHa iHopmaliii mpo Topro-
BY MapKy y PiBHMX BUJAX XyJOKHIX TBOPIB 3aJI€KUTh,
AK 1 B OynOb-AKif iHmiin cmpasi, Big mpodecionasiz-
My axiBIfiB, iX 3/maTHOCTI O rapMoOHiVHOI iHTerparrii
Product placement-mocnaHHA B KOHTEHT XYZOYKHBOTO
TBOPY [12, c. 44].

IITomo possutky Product placement B Yxpaini Bin-
3HAYa€MO BeJMKY HAafABHICTb 3aKOPIOHHMX IIPOrpaM B
yKpaincekomy Teseedipi. PosBuTok Texuosorii Product
placement BinbyBaeTbcsa Ha ogHOMY piBHI 3 Pociero de-
pe3 TicHuiT B3a€MO3B’A30K KpaiH. MexmiakoHcaTMHroBa
rkommaHia Media Resources Management migsesa min-
cymn 2013 pory. ¥Ycworo 3a 2013 p. B edip neprmoi
mictky ykpaincsrkoro TB Bmimym 111 mpem’epHMX
cepiaJiB, 47 npem’epHux KiHO- i TesedinbmiB BUPOOG-
HunTea kpain CHJI i 40 HOBMX Tejernoy. fIkmio nopis-
HIOBATY 3 aHAJIOTIYHVMM ITOKA3HMKAMM MMHYJIOTO POKY,
TO JOCTATHHBO IIOMITHO 3MEHIINMJIACH KiJIBKICTH HOBUX
oy (y ciunmi-uepsHi 2012 p. B edipi mepioi ykpain-
cbKoi mricTku mebroryBasio 50 Teseroy). Y MOpiBHAHHI
3 aHAJIOTIYHMM IIePiOIOM MUHYJIOTO POKY 3pocjia Kijb-
KicTb cepiasbHMX mpeM’ep (y mepiroMmy miBpiugi 2012
pory Takmx Oyino 105), i cyrreBo 306isblmmiaca Kijib-
KicTb eOITHMX AJIs YKpPaiHCBKOro edpipy TeseBisiitHmnx
i kiHO-(pinbMiB (y ciuHi-JIMIIHI MMHYJIOTO POKY ix OyJio
23). Cepiasm B abcosroTHIN OiybLIOCTi € pocificbkuMu
IIpoeKTaMu, pifire — yKpaiHChbKi. 3a KaHPOBOIO IIpMHA-
JIe3KHOCTI GiybiricTs 1e60TiB 3a MUHYJII HIICTh MicAIB B
Yxpaini cepianiB — Mesonpamu i fpamu. 3a HUMHA VLY Th
IeTeKTuBY, KoMenii i 6ortoBukn [8].

3apas3 Product placement € B Oyab-AKoMy TeJe-
abo kiHodinbMmi Ipo cydacue sxuTTA. Ha caiitax i3 mpo-
cyBaHHA OpeHJIiB IPOIOHYETHCA BUDIp 3 BEJIMKOI KiJb-
KOCTi TejlecepiaJiB, XyZoKHIX (inbMiB, KOMII'IOTEPHUX
irop, BinmeoksiniB. MoyKHa PO3MICTUTM TOPrOBI Mapku
y MyJabTQinbMi i HaBITH B TeaTpaJbHUX IIOCTAHOBKAX.
Pazom i3 nmomysapnicTio product placement pocim i
uninn. Ha nymey kepiBHuka rpymm njaryBanEa OMD
Media Direction C. KysHnenosa, 3a ocranHi 5-6 pokis
BOHM cyTTeBO 3b6inmbmmimca. B. IIlumaHOBCBKMIT 3ra-
nye, mo pokis 10 Tomy posmictuty OpeHz B KiHOMDiIBE-
Mi MOKHa OyJIO 3a CMMBOJIYHY IJIATY, IIPOCTO JOMO-
BUBLINChL 3 onepatopoM. A B 2003 p. pa3oBuii mmoxkas
TOProBOI MapKM BeJMKOI KoMmIaHii y cingbmi KomTy-
BaB 15 TucaAu noJsapiB, — IPOAOBXKYy€E BiH. 3apas, 3a
toro omikamu, product placement B Tesecepiasi 06i-
inmerbea Bixm 100 mo 700 Tmca4y pmosapiB, y BeJMKUX
TeJIeBI3IHIX IIpOEKTax Ha (pefepasibHUX KaHaAJaxX Ha
KiTaaTr «Pabpuku 3ipox» — Bix 150 Tmcad posapis, a
B XyZOKHIX (pinmpmax — Bix 200 tucau gonapis. Hatine-
1IeBIIe 06XOOATbCA KHUTY i KOMIT'IOTEpH] irpu — BKJIIO-
4NTY B HUX CBill OpeH  MOYKHA 32 KiJIbKa AeCATKIB Tu-
cag goyapis [3].

Crin 3asHaunTy, IO Take sABuile, Ak Product
placement, 3akoHOABEIL HE MOYKE PO3TJIANATU AK pe-
KJIaMy, 1110 Ma€ IIPUXOBaHMII XapaKTep, OCKIJIbKM BU-
kopuctanua Product placement ve migmanmae mix miro
YMHHOTO 3aKOHOJABCTBa YKpalHM IIPO pPeKJaMHy Ji-
AJBHICTD, FKILO BOHO HE PO3MIIIYETbCA y MpOrpamMax,
nepefaydax, MyOJiKaligxX Ta dyepes3 Taki 3aByaJibOBaHI
dopMm 10ro mMigHECEHH:, AK CIOHCOPCTBO, OJIarofii-
HICTb, JapyBaHHs, PEKBI3UT.

Central Partnership mpomonye m’are ommiii Bap-
tocti Product placement zasexHo Bim cmocoly pos-
MIIlIeHHA: IIepllia — II0ABa JIOTOTMUILY B Kajapi; npyra —
TOBap y Aii; TpeTa — repoit BUMOBJIAE Ha3BYy TOBapy;
4eTBepTa — Iepoil KOPUCTYETHCSA TOBAPOM i KOMEHTYE
Jioro; m’'ATa — IPOAYKT CTa€ TOJOBHMUM II€PCOHANKEM
AKoro-uHeOynb enizony [1].

BucuoBkn i mpomosumii. BBakaemo OOIiJIbHUM
CbOTOJIHI JIONOBHMUTM 4YMHHMI 3akoH YKpaimm «IIpo
pekgamy» TepMminoMm «product placement» Ta Bm3Ha-
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YMTY OCHOBHI HOPMM y PeryJIIOBaHHI Ijiel TexXHOoJIorii,
cnMpaloydnuch Ha [A0CBim 3apybiskHoi mpaBoTBOpUOCTI
(moBa pepmaknia JupextuBu «Tenebauenusa 06e3 Kop-
nouie» (Amended TVWF Directive). Taxk, BimnosigHo
HopMm 1iiei JmupertmBu Product placement moske Bu-
KOPMCTOBYBAaTUCh TJIBKM y KiHeMaTorpadigamx po-
borax, (pipMax Ta cepiajax UiA ayaioBi3yaJbHOTO
neperyany, CIOPTUMBHMUX Ta PO3BaskaJbHUX IIPOrpa-
Max. IIpmitHATHUM € po3MmimenHa Product placement

3a HAJIaHHA TOBAapy [JIA BUKOPMCTAHHA AK Ipu3y abo
pekBisuTy. Taka peksama He MOXKe 3'ABJIATUCA y OV-
TAYMX IIpOrpaMax Ta IIPY IPOCYBaHHI TIOTIOHOBOI IIpO-
OyKIii, MequuHMX ToBapiB i 3acobiB JiKyBaHHA, 110 II0-
TpebyrTh penenty [5].

Orixe, BUKOPVICTAHHA TEeXHOJIOTi1 Product
placement B Yxpaini Ha choronHi Bumarae 3aKoHOIAB-
YOro BperyJBaHHA Ta YiTKO BCTAHOBJIEHUX KPUTeEPIiiB,
1110 BUBHAYAIOTE ii e(peKTUBHICTE 1 HOPMM OIiHIOBaHHA.
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Canakoesa H./JI.
3aIIOPOKCKMIT HAIMOHAJBHBIV YHUBEPCUTET

CRPBITAd PERJAMA 1 PRODUCT PLACEMENT B YRPAUHE:
COBPEMEHHLIE TEHIEHIIVIN U1 3APYBEMKHBIV ONBIT

AHHOTAIUA
ITybnmukanmsa moceBslleHa MCHOJb30BaHMIO TexHosoruy Product placement B YkpamHe m omnpejesieHun KpPUTEPUEB ee
3peKTMBHOCTY. SHAYNTEJbHOE BHUMAHME YJeJIEHO BBIACHEHMIO CYILIHOCTM IIOHATMII «CKpbITasd pekJsamar, «product

placement». BrisicHeHO, uTO B YKpamHe OCHOBHBIM Menua 1id Product placement aBsserca TeneBupeHne. AKIEHTUPO-
BaHO Ha OCOOEHHOCTAX DTOM TEXHOJIOIMM B YKpauHe, I'Zle OHa SBJIAETCA COCTABJAIOLIEN TaKMX IIPOrpaMM, KakK: Kpocc-
IIPOMOYIIIH, KMHOMEePYaHJa31HT, CIIOHCOPCKYIE IIPOTPaMMbl, TEJIEHT PUJIEIIIHS, JINIeH3MpoBaHne. B BbIBolaX yKa3aHO Ha
HeOoOXOVIMOCTY 3aKOHOJATEJILHOIO yPeryIMpoBaHusA MCIOJb30BaHuA TexHoyoruy Product placement B Ykpaune. AKkTy-
aJIbHBIM ABJIAETCA U ONpefiesieHNe YeTKUX KpUTepreB ee d(PQPEeKTUBHOCTY ¥ HOPM OL[€HMBAHMA.

RioueBbie cioBa: Product placement, ckpbITasd peksaama, peKjJaMHasd KOMMYHMKaLMA, OpeHM, KPOCC-IIPOMOYIIH, KMHO-
MepUaHAaN3MHT, CIIOHCOPCKYE IIPOrPaMMBbL

Sanakoyeva N.D.
Zaporizhzhya National University

SURREPTITIOUS ADVERTISING AND PRODUCT PLACEMENT IN UKRAINE:
CURRENT TRENDS AND FOREIGN EXPERIENCE

Summary

The main purpose of the paper is to explore Ukrainian practice of product placement, and its efficiency criteria. The
author explains the main concepts of the study, such as «surreptitious advertising» and «product placement». According
to the article, most product placement in Ukraine is done through television. The author focuses on the Ukrainian
specificity of the technology including its using as a part of the cross-promotion, movie merchandising, talent-relations,
sponsorship and licensing programs. Finally, the author points out to the necessity of the legislative regulation of the
product placement technology. It is also currently important to define its efficiency criteria, and evaluation standards.
Keywords: Product placement, surreptitious advertising, advertising communication, brand, cross-promotion, movie
merchandising, sponsorship programs.
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