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  INTRODUCTION
We watch it every day. We listen to it on the radio. Every day we read it in the newspapers. It is advertising. It is everywhere around us. The object of my research is TV advertising. I’ve chosen this topic because I want to connect my future life and my future job with advertising and therefore I find it very interesting and important.

 Nowadays many psychologists are interested in question: how does advertising influence on people’s behavior and on their life? The actuality of research consists of that TV advertising is the most powerful means of influence for a million-strong audience. Therefore it is necessary to study the given problem as the pressure rendered by advertising, appears frequently fatal for the person: the person loses intellectual activity, individuality and independence, the degree of conformism raises. Besides it is necessary to know, which ways advertising selects for realization of the purposes to warn people against similar influence.
The problem of research is available deficiency of the information concerning a problem of influence of TV advertising on its potential consumers. In this connection there is a question, what methods, allowing effectively influencing wide layers of the population, does advertising use? 
The problem question: what underlies in the base of influence of TV advertising on mass conscience? My hypothesis: using of methods and mental laws is the base of influence of TV advertising on mass conscience. And the aim of my work is to reveal the general methods of positive influence of TV advertising on mass consciousness. 

My objectives: 
1. To learn the general representation of advertising, it’s aims, functions and feature.
2. To learn methods and ways of influence of TV advertising.

3. To reveal the basic positive mental laws.

4. To conduct a survey among different groups of the population about influence of advertising.

I used o lot of scientific books and also books about psychology, during my work. So, my work can be valuable for school or Public Relation business. 
      1. THE GENERAL REPRESENTATIONS OF ADVERTISING

1.1. Conception "advertising", aims and functions of advertising
Before speaking about influence of advertising, which renders on the potential buyer, it is necessary to define the conception "advertising". Advertising is understood as “the process of informing of the population about the goods, the acquaintance with it and persuade in necessity of its purchase” [7. С.8]. From the moment of the occurrence, advertising achieved consistently all over again the conscious, intelligent perception by the buyer of an advertising image, and then the automatic fulfilment of purchase. Nowadays advertising need the consent of the buyer and even if it’s not undeliberate. 

Certainly, at first sight may seem that advertising is interested in achievement with the sale aim – it’s selling of advertised production. Actually it’s not so: in practice, advertising pursues seldom only one aim. As rules, aims are crossed in publicity measure and it is possible to attribute the followingaims to them:

1. The attraction of attention of the potential buyer;

2. The granting the opportunity to the buyer to study the goods in addition;

3. The granting to the buyer the benefit for him from purchase of the goods;

4. The formation the positive attitude to the firm - to the producer;

5. The formation the necessity in the advertised goods or service;

6. The stimulation of the sale of the goods or service;

7. The motive the potential buyer to purchase of the goods at the given firm, but not at the competitor’s firm;

8. The aspiration to make the potential consumer the persistent client of the given firm;

9. A constant reminder about firm and its goods to the consumer;

After the description of the aims pursued by advertising, it is necessary to designate its functions, which are based on the aims of advertising:
1. The advancement of the goods, services or ideas;

2. The identification of the goods and its producer;

3. The informing and acquaintance buyers with advertised production;

4. The formation of the demand [7. С.10].

Undoubtedly, advertising should inform about presence of the goods, about its price, features and other characteristics, however, first of all advertising should induce to the purchase, and it’s the basic destination it. But to execute its destination, advertising aspires to find a way to draw attention, to win an arrangement of the potential buyer and, finally, to induce it to make purchase. All variety of methods, used by advertising, is focused on granting to the buyer of such image as will correspond to its desires and needs. 
1.2. Features of TV advertising
It is not difficult to guess, that TV has essential advantages in distribution of the goods and services. The majority of people watches TV, listens to radio, and collides with the outdoor advertising. Such sources of the information provide a constancy and stability of the advertising message which shows how often such message catch people eyes and as for a long time it is remembered. 

TV is the most versatile of advertising means. It dives the opportunity to affect conscience and subconscience of potential buyers by the greatest quantity of ways. Unique feature of TV advertising consists in that for it is significant, in - firstly, the combination of visual and acoustic influences and, in -secondly, the presence of huge, in comparison with any other advertising means, of an audience, which increases during demonstration of television serials [3]. By virtue of that, TV advertising has a greater degree of influence on conscience of people; it has the greatest ability to stimulate the consumer to fulfilment of the purchase. It is possible to explain that by presence of a wide spectrum of influence: a sound, the image, the movement and color scale. Mokshantsev R.I., speaking about TV, has defined it as “the visual means strengthened by a sound” [7. С.76]. He believed, that “the excellent idea is incarnated in the good advertising which all over again is represented visually and only then it’s added a sound strengthening influence on the spectator” [7. С.78]. 

        Thus, TV persuades potential clients by force of demonstration. However not always application standard the set of ways of influence for TV can provide success of the advertising action. It should be truthful and modern, competent and clear, convincing and unique at the same time to fix in conscience of spectators. The advertising message, which is not containing these qualities, will be perceived as boring, silly and irritating while the image of high-quality advertising contacts its originality, wit and optimism. 
2. METHODS OF INFLUENCE IN TV ADVERTISING
2.1. The basic mechanisms of influence of TV advertising

Certainly, advertising represents considerable interest from of research of psychological mechanisms of its influence as the degree of success of manipulation in advertising activity appreciably depends on that, how much wide is the arsenal of means of psychological influence used by advertising and how much it is flexible in use of these means. Producers of advertising know perfectly, what buttons they should press to cause this or that reaction of spectators, and they use it in the mercenary aims. Therefore, it is obviously necessary to stop more in detail on consideration of mechanisms of influence of TV advertising.

1) The First mechanism is connected with the necessity of information of people. Each person feels necessity of possession the new information, new knowledge as new situations make all new and new demands, put new problems, to solve which it is possible, only possessing on the sufficient information. From here, also there is this information need, which is a necessary condition of existence and interaction with the surrounding validity. For this reason the mass media, in particular TV and the advertising placed on it by the diversified ways try to win attention of spectators.

2) The Second mechanism is caused by widely applied system of psychological influences. Scientific researches show, that the TV practically constantly applies following psychological influences:

-belief;

-suggestion;

-neurolinguistic programming [1. С.150].

With their help psychological influence is carried out, there is a formation of standards, which cause a fashion and imitation, and, means create preconditions for fulfillment of the exchange consisting purchase by the consumer of the goods and in selling of production by the manufacturer of this goods. It is caused by that these psychological influences render very strong influence on emotional sphere of the person. Nowadays advertising actively uses that factor, that the emotional system is difficult enough for supervising. Therefore, it also addresses not to reason, and to emotions, similarly to “to hypnotic suggestion, trying to stir up emotion and then to influence reason” [9]. Similar advertising influences the person in a complex: repetitions of the same texts, use of opinion of the authoritative person, drawing of that attention of the client and simultaneously weakening its critical perception.

Thus, analyzing the aforesaid, it is possible to draw a conclusion that all psychological methods of the influence used in advertising activity, except for belief, are manipulating, that is have quite specific goals, the part from which disappears from the consumer or is presented in the form of illusions. The true purposes of manipulation, as a rule, are connected with desire to achieve the control over consciousness of people and realization on them influences for achievement of objects in view. Thus, the truth, illusory images of “sensibleness of a choice” frequently are carefully created. Result of such influences is formation not rational belief, but only beliefs in an indisputable image of the advertising, which are not demanding the powerful argument [1]. All this once again confirms an idea that the given psychological mechanisms cause force and efficiency of influence of mass media on a mullions-strong audience.  

  Advertising - the phenomenon socially psychological. It is the multi-plane goods mentioning the most concealed sites of mentality of the modern person.

Advertising in the world of business brings down huge quantity of the information on consumers. Psychological influence of the advertising information is shown in processes of processing of advertising messages - emotions, ideas, and the possible decisions causing concrete behavioural certificates of the buyer. Anyhow, in advertising process there are included phenomena of processing of the information - sensations, perception, attention, memory, etc.

On the other hand, the attitude of the person to the advertising message, its emotion actively participate in processes of processing of the information and feelings, for example, feelings of pleasure, own advantage, envy, its understanding and acceptance in consciousness or, on the contrary, tearing away apprehended and understood, but not divided maintenance not accepted by the consumer. [2]

By researches of psychologists it is proved, that the perception and processing of the advertising information are carried out under influence of set of various factors, but three from them are present practically always: it‘s cognitive, emotional (affective) and behavioural factors.
       The cognitive component is connected with how the advertising information is perceived by the person. Studying cognitive component assumes the analysis of some processes of processing of the information, such, as sensation and perception, memory, representation and imagination, thinking and speech, etc. 
As one of the main tasks of advertising influences is allocation of the advertised goods or service, attraction to it of attention of the consumer, research cognitive processes of mentality rather actually within the limits of advertising activity.
People have shown special researches, that, for example, is inexplicable are betrayed to the mark of cigarettes or beer or any other product, an assortment differing by a wide variety. However, at special tests they cannot distinguish one mark from another. Three hundred of smokers preferring cigarettes of one three basic grades, have offered these most three grades of cigarettes, only without names. They needed to learn the favorite grade. Only six people from three hundred examinees could distinguish mark of the cigarettes. The conclusion has been made idle time - people smoke, in particular, not marks of cigarettes, and «smoke an image, image of cigarettes ". [9]

Advertising of cigarettes is impossible without use of a healthy and positive image to dominate over the prevention. Dominating figures, preference positive and simplicity of perception of an image above the text - all this does the negative message little significant.

Hence, the primary goal of advertising should consist in creating in minds of consumers such images of the goods, which in conditions of a competition would induce them to be advertised. It is especially actual, that many consumer goods are standardized. Told with success it was applied and is put into practice. For example, after falling demand for the cigarettes, caused by widely published data about communications of smoking with malignant tumors of the lungs, many leading firms have changed the marks, having created new images, which more corresponded to personal features of consumers. 
D.Skinner's method leans on conscious in psychological human nature, in itself not strong, but it is easier made active. Here as effective receptions act such which depend on ability of the seller to tell about the goods, to show it, to induce the buyer to operate how it the seller wishes. It softly pushes the buyer to call, come, compare, test and, finally, to buy the offered goods. [1]

Effective advertising should be directed at once both on unconscious, and on conscious, that is both on an idea, and on feelings, both on attitudes, and on behaviour of the person. Such approach changes the attitude, altering behavior. It influences the buyer from different directions - convinces, forces, involves, compels orders to execute wishes of the seller. It does not leave a place to risk. It is strategy of exact planning and at the same time planning creative.

Sometimes people think, especially in a youth, that they are independent, free in acts, that the society cannot affect their behavior. It is necessary, however, to suggest to such person to execute actions, which mismatch its social status or a social role, as it will test rather unpleasant feeling of shame, which is one of the strongest regulators of behavior.

People always program each other. Psychologically strong person suppresses will of weaker. Especially strongly, it is shown in the politician and in advertising. Advertising addresses with people the same as it is done by the person assured of the opportunities.
Advertising as a whole is at all only the information, as it can seem all over again. Advertising is a psychological programming people. Therefore, to it also it is necessary to concern. Otherwise, there will be a danger that eventually advertising will start to operate people not only in economic sphere.

In fact, finally, people should buy the goods; instead of simply learn about its existence. Nobody begins to spend huge money only for informing on occurrence of the new goods, not hoping, that will necessarily buy it.
The paradox of thinking Russian person, in particular, in that also consists, that it perceives is better and trusts not to that advertising which obviously tries to influence it, and that which, apparently, only informs more. The opportunity of a choice at perception of advertising is illusive, illusory. However, good advertising creates necessarily such illusion. It convinces people, that they have made this choice independently and that this choice is unique correct. [3]

The consumer behavior essentially depends on the purposes of activity of the consumer. Largely advertising will be capable to define a choice of the goods in that measure in what its maintenance coincides with the purposes of activity of the consumer.

Finally, influence of advertising on consumer behavior means its influence on acceptance by the consumer of the decision on purchase.

The algorithm of decision-making on purchase includes:

Influence of an environment of the buyer (forms motives of purchase): objective necessity of purchase; the social environment; the cultural environment; the social environment; the cultural environment; subjective factors; influence of the internal environment of the buyer: reaction to motives: comprehension of need of purchase and reception of the information on the goods; occurrence of interest to the goods; an estimation of the goods and own opportunities; decision-making on purchase; search of the goods; purchase;
2.2. Suggestion as a method of influence
Speaking about such effect of influence of TV advertising as suggestion is necessary to define conception of suggestion. Therefore, Rajgorodskij D.J. under suggestion understands “the process of influence on mentality of the person, connected with decrease in conscience and criticality at perception of the inspired maintenance” [1]. Such influence is carried out with the purpose of creation of promptings to the certain actions. And the essence of suggestion consists in influence on feelings of the person, and already through them - on will and reason. 
It is impossible to overlook that fact that force of influence in many respects depends on presentation, availability and logicality presented information, and from authority of the informant. This effect is strongest when the inspired information in general corresponds to needs, interests and desires of "victim". However thus, it is obvious, that different people possess various suggestibilities that are a various degree of a susceptibility and ability to undergo to inspiring influence. Certainly, suggestibility cannot be causeless: firstly, it depends on personal qualities of the person and some situational factors. To number of the personal features favorable raised suggestibility, it is possible to carry uncertainty, the shyness; the lowered self-estimation raised emotional, humility, an impressionability, etc. In addition, as situational factors usually rank a low level of competence, deficiency of time, uncertainty of a situation [9. С.456], besides efficiency of influence of the advertising information considerably increases, if it is perceived by consumers in a condition of the lowered wakefulness, in a drowsy condition, at strong emotional excitation, stress, exhaustion or at diseases. 

For the most effective selling production advertisers use following receptions of suggestion:

1) Concreteness and figurativeness of keywords. Use of words, the maintenance and which sense can be presented easily, essentially raises effect of suggestion. While the abstract concepts which does not connected with life experience and memoirs of the person sharply reduce force of suggestion. 
2) Concreteness and figurativeness of qualities: “it is not enough to use the concrete words causing figurative representations, it is necessary to support them also with a designation of quite concrete qualities” [9. С.459]. For example, the mention of "melon" is hardly capable to cause bright emotional experiences and impressions. While disclosing of its qualitative attributes, such as a "fragrant", "ripe", "juicy" melon is connected with the advent of corresponding flavouring sensations and promotes increase of impression about advertised production.
3) Avoiding the using of parts "not" also "no". For increase of effect суггестии in the advertising message it is necessary to refuse the statements containing denying [9. С.459]. It is possible to explain it to that mentality of the person, every time hearing a particle "not", starts to be guarded that in turn leads to occurrence of doubts in necessity of purchase of this goods and for its quality. Therefore, for example, advertising means against cockroaches, it is necessary to speak: “Now in your house establish silence and rest”, avoiding phrases “This insect not a place in your house”. 
4) Dynamic of speech is one of the strongest means of suggestion. The basic receptions, which are expedient for applying to increase suggestion, softness and force of a voice, are, the riches of intonations, pauses, high tempo of speech, great value have also a timbre of speech. We shall stop more in detail on each of them.

 It is considered, that if the voice of the informant possesses not which enveloping softness at the spectator the sensation as if about it care and aspire to give the best is subjectively created. Therefore the estimation of the goods occurs in a greater degree not only on its advantages, that is why as the firm shows the "parent" attitude to the buyer.    

  The considerable role for maintenance of efficiency of the advertising message is played also with riches of intonations [10]. In fact, when communicator uses a wide spectrum of various intonations, at spectators the impression of emotional interest and an involvement of the informant into the decision of their problems are made. In addition, this sensation of interest as though pushes the spectator to fulfillment of purchase or purchase of this or that service.

“Tempo of speech concerns to speech dynamics as to reception suggestion also. It is considered to be, that it above at people with high I.Q., and, hence, causing greater trust” [9. С.460]. However it is necessary to consider, that high tempo of speech should not enter counteraction with opportunities of the addressee to acquire heard; otherwise the advertising message will be senseless.

The timbre of speech also is one of factors of suggestion. It is considered, that in the advertising purposes it is much more favourable to use a man's voice. It is better, if it will be a baritone, especially velvet, possessing enveloping effect, so strongly acting on a female half of society. 

If speech dynamics of the advertising message also is supported by a corresponding mimicry and gesticulation, it too promotes increase of force of suggestion, certainly, if the mimicry and gestures are conformable to a situation [9. С.461]. The mimicry and gestures are perceived as an emotional involvement and interest informant in a life of the spectator that promotes formation of the positive attitude and trust.

5) Influence by the sound combinations also is one of the receptions used by advertising for increase of efficiency of suggestion. Influence by sound combinations is an opportunity purposefully to influence the person, on its emotions by means of the certain words and word-combinations. In addition, some of them are capable not only to cause the certain emotions, but also subconsciously to be perceived as any images. Therefore, for example, Raigorodski considers that the sound "o" makes impression of softness and slackness, and prevalence of sound "a", as a rule, associates with emotional rise speaking [9]. 

Thus, we have considered some receptions suggestion, which are expedient for using in advertising business. However, it is necessary to remember, that use of these receptions will lead to desirable result in the event that their charming person who gains will apply and inspires trust. So, for example, Zazykin V.G. believes, that the charming person the person having not ordinary appearance, the high social status, differing erudition, but not showing own superiority, witty, self-assured, close in relation to another and capable to carry away [3] is considered. 

In an advertising practice for realization of the psychological influence leading desirable result, formula AIDA is applied, where A - attention, I - interest, D - desire, A - activity [7]. 

 So, the first component is necessity to draw attention of the potential consumer. In this connection there is a natural question “that first of all draws attention to advertising - the goods or something other?” Zazykin V.G. assumes that the goods, undoubtedly, the attention, but business not only in it draws. Here a huge role properties and play functions of the goods, which become factors of psychological influence [3]. We shall consider these properties:

1) People in advertising of the goods. Researchers for a long time had been established that fact, that beautiful women possess in advertising by the most attractive effect. It and is clear, in fact the man will always notice the attractive woman. Women, certainly, too will pay to it attention, though and being guided thus a little bit other purposes: to estimate, compare to itself, to condemn, and can be and something to adopt. As an example, it is possible to recollect advertising of cosmetics “AVON”, looking which involuntarily you start to admire its characters, paying attention on external appeal of heroines, their ease and cheerfulness. Probably, it is not necessary to speak that many men stop the sight at attractive persons who are not capable to leave someone indifferent. For maintenance of success, it is necessary to remember and that characters of advertising should be not simply beautiful. In their appearance there should be a certain highlight, an intrigue that is the important factor of attraction of attention of the spectator.  

2) Humor. Special value in advertising has use of humor as it is connected with positive emotions so, undoubtedly, the attention draws, causing kind feelings, resulting the person in the weakened condition, that, eliminating its vigilance. An excellent example of use of humor is advertising of juice “My family”. Looking such advertising, involuntarily you start to smile, and the advertised product seems to qualitative and worthy that it has bought. 

3) The personal reference. By researchers already for a long time it has been established, that the personal reference always draws attention. It is important to note and that it should draw not simply attention, but also induce the addressee to action, support its desire to get the goods. So, for example, use of such references as “Use the chance!”, “do not miss such opportunity!”, “and you have already made the choice?” People regard it as the personal reference that, rendering strong influence on a final choice of the buyer. Thus, it is possible to approve safely, that advertising in which such reception is involved, as the personal reference will make, most likely, greater success, than advertising in which the given reception is not used.

4) Singularity of the plot. The advertising roller should differ not only the originality and uniqueness, but also singularity of a plot. In fact the new sight, the new approach always rivet on itself attention, force to stop a look in an unusual subject picture. 

Thus, we have considered those factors, which promote attraction of attention. However the advertising practice shows, that is necessary not only to draw attention, but also to amaze imagination of the potential buyer, that, having provided success of the advertising action. 

Speaking about other components - interest, desire and activity it is necessary to note, that advertising will be effective only in the event that it will cause interest in the spectator, to promote occurrence of desire to get the advertised goods and to induce it to activity that is to fulfillment of purchase. 

Therefore, we have finished consideration of such method of influence as suggestion. Results of the lead analysis allow coming to conclusion, that suggestion is very effective method of influence. It is possible to explain it to that for realization of suggestion a plenty of the receptions in detail considered by us above is used. Besides, in advertising business the formula of psychological influence AIDA that use leads to desirable result - to purchase of the goods by potential buyers is actively applied.
2.3. Neurolinguistic programming as a method of influence

Psychological influence of mass media, certainly, firstly, TV is not limited only by suggestion. There is also other way, which called neurolinguistic programming. It is necessary to use 3 basic systems of perception, from positions of the given way in the advertising message: visual, audio and sense of touch. In this connection at designing of the advertising message, following receptions are used:

1) Double influence of a word. At use of this reception, it is necessary to consider feature of a brain to perceive words in the double way: is rational-logic and is emotional-shaped. Many words bear in themselves the latent estimated component: "well or "badly". Thus, they cause the certain associative visual, acoustical and sensually felt images. Manipulating words, it is possible to generate at the person not realized by it positive or a uncooperative altitude to something. These are words of "tearing away" and a word of "invitation" which correct use essentially increases influence of advertising by the consumer [7. С.130]. 

2) Meta programs in advertising. As have shown researches, the majority of advertising agencies with success is used with habitual strategy of thinking of buyers, which refer to as "meta-programs". In effect, "meta-programs" are habitual censors, which people apply to all volume that see, hear and feel in world around. These censors select only that information which will be admitted in consciousness of the person. One of "meta-programs" is the program of aspiration "to" something and "from" something. The aspiration "to" something is a motivation of achievement of success, and the aspiration "from" something is a motivation of avoiding of failure. Therefore, the people aspiring "to", is better perceive those advantages, which they get, having bought this or that goods. In addition, aspiring "from" first estimates, what problems it will manage to be avoided, when they become owners of these goods [7. С.130].

So, the advertising considering these features, will advertise the same goods differently, however, many firms thus act. Cosmetic means on care by skin “CLIVEN” does not make exception. In one of its rollers focused on aspiring "to", a character stage by stage shows that sequence in which the desirable result by means of application of this means is reached. In other roller focused on aspiring "from", tired from infinite and a useless struggle against the problem the girl all resorts to new and new receptions, which, alas, do not bring desirable result. Thus, the visual image and a slogan “CLIVEN - the reliable assistant!” show, what problems can be avoided if to take advantage of this means. 

So, we have considered one more methodof psychological influence, which applied actively in advertising business – method of neurolinguistic programming. Using of this methodas it is possible to notice, essentially raises efficiency of influence. This example confirms an idea on efficiency of using of strategy of thinking of consumers with a view of achievement of success of the advertising action. It is connected with that people, as a rule, get not the goods, and the ready decision of the problems, trying to avoid difficulties which they can collide if they don’t become owners of this production.
3. FORMATION A TRUST OF CONSUMERS IN ADVERTISING
As we already know, the basic aim of advertising activity is sales promotion of advertised production. However it is impossible to forget that this problem is uneasy and not to each advertiser manages to achieve desirable result. Advertising resorts to the using of the methods promoting formation of trust to it to succeed in this business. So, it is possible to attribute the following methods, focused on formation of trust to the advertising message:
Firstly, it’s application of technics of self-disclosing. It is known, that people instinctively trust those who is frank and sincere with them and, on the contrary, intuitively do not trust and concern watchfully to people closed and masking. The similar attitude is formed and to anonymous advertising in which the consumer does not find no names of firm, nor its address.

Secondly, influence of the character sounding advertising. Frequently the degree of trust to the advertising message depends on the attitude of public to the sounding character. Only when it manages to create talently an image “the person”, it is possible to achieve such condition of trust, which will block an opportunity rationally to estimate a situation. However, it is far not always to actors it manages to guess mood of the consumer, sincerely to transfer delight or to express any other emotions at advertising production. Therefore, before advertisers there is a natural question on people on whom the given advertising is calculated identify with what social layers themselves.
Thirdly, using of archetypes-images. Effective technology in formation of trust is the support on the archetypes-images connected with the most general concepts of the person. So, for example, one of the most essential archetypes from the point of view of a confidential atmosphere is the image of the house.

In fourth, reflection of ideas and feelings is effective technics of a gain of trust. If the informant begins the reference according to which coincide with ideas and experiences of listeners probability of that will listen to it with greater attention, considerably rises. 

Besides the previously mentioned, it is obviously necessary to mention and those conditions on which efficiency of advertising depends, in fact it is reached in the event that at people the trust to advertising is generated. Efficiency of advertising in the certain image should influence an intellectual, cultural and professional level of consumers. In fact that is comprehensible in advertising to one person, often appears absolutely unacceptable for another. That fact is curious, that at the Russian public unlike representatives of other cultures of representation about success of the advertising action have especial specificity. So, the Russian consumers believe, that formation of success of advertising is promoted by such qualities as persuasiveness of statements, wit of actors, dearness and novelty of the goods. Features of mentality of the Russian consumer are probably those.

So, speaking about efficiency of advertising, we shall note those conditions which observance will lead to desirable results:

1) If the effect, inherent in the offer will be revealed.
2) If this effect will be presented as considerable advantage as people buy advantage, instead of quality. So, for example, women buy not shampoo, and beautiful and obedient hair. Men in turn get not the machine and speed. Therefore, it is necessary to find the main advantage of the given offer and suitably it to present.

3) If advantages will be stated as more as possible probable.
4) If it manages to win attention of people because they watch only that is interesting to them.
5) If the information is stated extremely clearly. 
Thus, the condition of formation of trust in advertising considered us in this chapter, and also conditions of its efficiency allow to come to the certain conclusions. So, we see, that efficiency of advertising depends on in many respects, whether people have like trust or not to it. Therefore the persons interested on sale should build thus an advertising roller that doubts available potential consumers for what and it is necessary to observe the set forth above conditions have dissipated.

                                                      Practical part

55 persons participated in sociological questionnaire that makes 100%.

Senior pupils of school №70, and also students and teachers of the Ural State Pedagogical University participated in questionnaire.

 66% of them were women and 34% men.

83% of respondents are in the age between 15 and 20 years.

11% of persons are in the age between 20 and 30 years.

4% of persons are in the age between 30 and 40 years and only 2 % of persons are older than 40 years.

The list of questions:

1. 
 What advertising way do you find the most effective?

2.
 Do you think, that advertising renders any influence to you? 

3. 
 What do you do, when advertising begins on the TV?

4. 
 What  influences  your choice when you buy something?

5.   Have you got any favourite advertising rollers? What are they?

6. 
 What advertising is unpleasant for you? Why?

7. 
 Also there were some questions about what people memorize and remember from video series, advertising slogans and information.

The results I’ve got are as follow:

75% of respondents consider TV advertising to be the most effective.
14% consider popular newspapers and magazines to be effective advertising.

4% of respondents tend to think that advertising is effective on special leaflets.

7% consider radio advertising as the most effective.

Besides respondents mark, that advertising on the Internet also can be effective. For some people advice of friends and acquaintances can be the best advertising.

Than about influence of advertising:
 60% of respondents agree that advertising, certainly, influences their choice,
 35 % of respondents think, that advertising doesn’t influence on them,
 5 % didn’t answer this question.

All respondents have agreed that the choice is influenced by a number of factors:
41% agree that only the parity of the price and quality influences their choice.
38% lean to the choice of the goods according to their personal predilections.

18% follow the advice of friends and acquaintances.

Only 3% of respondents have agreed that buying they recollect the advertising slogan or a roller.  

Only 9% couldn’t answer a question « Have you got favourite rollers? », 46% of respondents can name the favourite rollers, and 45 % answer that they haven’t got favourite rollers.

70% have answered, that they have adverts unpleasant for them.

70 % of respondents remember, who was removed in advert “Pepsi” 

83 % could reproduce an advertising slogan.

61 % could name any advertising slogan, which they remember by heart.

60 % remember the information, mentioned in the advertising roller.

Conclusion of Practical part:
This sociological questionnaire proves convincingly, that advertising renders  the certain influence on us.

We remember advertising rollers and slogans by heart, we can name, who was removed in advertising. The majority of us have favourite advertising. Also there are advertising unpleasant to us.

And even, if we disagree, that advertising renders any influence to us, there and then we recognize, that TV advertising is the most effective and we contradict to itself .

We watch advertising, we know advertising slogans and we say, that buying we lean only to the parity of the price and quality, and also to the personal predilections, but anyway we know precisely what yoghurts contain useful bacteria.

CONCLUSION
 
Working on my project, I studied general representation of advertising and also methods and ways of influence of TV advertising. I conducted a survey among different groups of the population about influence of advertising. The aim I put has been achieved. The hypothesis of my work is proved.

Considering the results of my survey, I found out that in spite of the fact that advertising tries to make millions people identical and similar to each other, it continues to be attractive and attracting to us. What it speaks about? Is it possible that advertising renders any magic influence on us, which we do not recognize at the same time? Yes, it is valid so: advertising renders huge influence on people, using the broadest assortment of every possible methods and ways. Using confidence and lack of information of the people and people consider advertising as only one unique source of the "reliable" information, advertising abuses this trust in the mercenary interests.
Undoubtedly, advertising, besides television, puts the most powerful pressure upon mass conscience. And, in spite of the fact, people are inclined to deny this pressure, they inevitably are exposed to it. Advertising not only induces the person to do that others wish, but also forces it to wish it to make. People are absolutely confident that they make the independent choice, and advertisers have no need to destroy this myth, this beautiful illusion, which they create to achieve the desirable result. And I think that it’s a real art to persuade and convince the person how he should act. 
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Appendix I
                    What advertising do you find the most effective?
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   Appendix II
   What does influence on your choice when you buy something?
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Appendix III
Do you have any favourite advertising rollers?
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Appendix IV
Do you think that advertising renders on you any influence?
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