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B kHMre npeactaBneH opurnHanbHbIi NOAX0M4 K Takoi BaXHOM 1 YacTo obcy X aaemoii B
HacTosee BpeMs Teme, Kak NCuxonoruns B pekname. ABTopbl HaCTO COBMELLAIOT CTPOryro
Hay4YHOCTb CBOEro noaxoha n OpueHTaumIo Ha peleHne npaktTndeckux 3angad. CooepxaHue
MOXET ObITb MPSIMO MCMONb30BaHO AN OOPMUPOBAHMS NOAX0Aa K PEKNAMHOMY BNIMSIHWIO, ANS
C030aHNA peknaMHbIX KOHLEeNUMA, cTpaTeruim n npoaykToB, aHanm3a agppeKkTMBHOCTH
pasnnyHbIX TUMOB peknambl. B aToi paboTe Mbl UMeeM TOT peakuii cnyyai, Koraa
OpraHnsaunoHHbIe 1 yrpasneH4Yeckme ncuxonoru, MMetLme CoOBPEMEHHY0 NPakTUKy B
KOHCYNbTUPOBaHNM NO peKkaMHOMY MOBEAEHWNIO OpraHu3auni, nepenaloT pedynbTaTbl CBOEro
onbiTa YutaTtensaMm. HeCOMHEHHO, aTa KHUra HangeT XUBOW OTK/IUK Y TeX, KTO
HEenocpeacTBEHHO CBA3aH C NPUHSATMEM peleHnii B 0bnacTu peknambl.

KHura apgpecoBaHa npeanpvHUMaTensm, pykoBOAUTENSM U CeLManucTam pekiaMHblx cnyxo
W areHTCTB, NpenoaaBaTensM 1 CTyaeHTaM COOTBETCTBYOWMX ANCLMIINH. A TakXe BCEM TeM,
KTO UHTepecyeTcst npobnemamm peknambi.

This book presents an original approach to such an important and now often discussed theme
as psychology in advertising. The authors combine strict scientific character of their approach
and orientation toward practical tasks solutions. The content can be used directly for building an
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approach to advertising influence, for creation of conceptions, strategies and products, for an
analysis of effectiveness or different advertisement types. In this book we have that uncommon
case, when organizational and management psychologists with actual practice in consulting in
advertising behavior of organizations hand over the results of their experience to the readers.
Undoubtedly this book will find its comments by those who is concerned with decision making in
the field of advertisement directly.

The book is destined for entrepreneurs, leaders and experts of advertising agencies, lecturers
and students of corresponding disciplines. And also for everybody who is interested in
advertisement problems.
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