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the emotional evaluation of commercials and the intelligence
indicators of high school and university students

BikoBi Ta reHZiepHi 0COGJIMBOCTi 3B’SI3KY €eMOL[iMHOI OL[iHKH PeK/JIaMHHUX
Bi1€OPOJIMKIB i NIOKA3HUKIB IHTEJIEKTY Y4YHiB CTAPLIMX KJ/IACIB TA CTYAEHTIB
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Abstract

The article is devoted to the empirical study of one
of the dimensions of the problem of the relationship
between intelligence and emotional evaluation of per-
sonality. The aim of this article is to investigate the age
and gender characteristics of verbal, mathematical,
spatial intelligence in adolescence and youths, as well
as to establish a correlation with the characteris-
tics of emotional evaluation of commercials by high
school and university students of different genders.
The study focused on determining the age and gender
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AHoTania

CrarTa npucBAYeHa €eMIIPUYHOMY JOCJiJPKEHHIO
O/IHOTO 3 BUMipiB MP06IEMU B3aEMO3B’I3KY IHTEJIEKTY
Ta €eMOIilHOI OLiHKK ocobucrocti. MeTow cTaTTi
€ loCiPKeHHSI BIKOBUX Ta I'eHAEPHUX 0COGJIUBOCTEN
Bep6a/JbHOro, MaTeMaTHYHOTO, IIPOCTOPOBOroO iHTe-
JIEKTY B IiZJIITKOBOMY Ta HOHALIbKOMY Billi, a TaKOX
BCTAHOBJIEHHSI 3B’I3Ky 3 OCOGJMBOCTSIMU eMOIiHHOL
OLIHKU pEeKJIAMHUX POJIMKIB YYHAMHU Ta CTYLAEHTAMU
pi3HOl cTaTi. O3HauyeHe 30pIiEHTYBAJIO AOC/IJKEHHS
Ha Taki npo6JieMHi HapsIMKU: BCTAHOBJIEHHSI BIKOBUX
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characteristics of intelligence indices of high school
students aged 15-17 (N = 47) and university students
aged 19-21 (N = 49); and determining the relationship
between the verbal, mathematical, and spatial intelli-
gence of the two samples’ respondents (adolescents
and young people, boys and girls), and their emotional
evaluation of the commercials. Methods. In order to
solve research questions, two approaches are used:
R. Amthauer’s “Test of the Structure of Intelligence”
and C. Osgood’s semantic differential method. Results.
In contrast to high school students, university students
have a higher level of development of verbal and math-
ematical intelligence. A higher level of development
of verbal intelligence in girls and a higher level of devel-
opment of spatial intelligence in boys were stated.
Significant correlations between the emotional eval-
uation of commercials and gender and age character-
istics of intellectual abilities have been identified. The
independent variable “gender” has a higher value than
the independent variable “age”, according to the math-
ematical and spatial intelligence of boys and girls in
their advertising evaluation. Music commercials with
actors, a storyline, and elements of drama, as well as
videos with computer special effects, were found to be
the most entertaining to the respondents.

Keywords: cognitive abilities, verbal intelligence,
mathematical intelligence, spatial intelligence,
advertising, semantic differential.

Introduction

For decades, intelligence has been examined
as one of the important factors that shapes
the psychological image of the person in
the psychology of individual differences. Despite
the debate over the definition of intelligence, most
modern researchers have considered intelligence
to be a set of cognitive sphere traits that can be
traced in many forms of cognitive activity.

Despite the existing and growing number
of studies in this field, many questions remain
open, in particular: the problem of assessing
general abilities, which are most often assessed
by intelligence (Breit et al., 2020; Kurt, 2019),
the relationship of intelligence with physical
and mental health (Yakovleva, 2019; Latvala et
al, 2016; Mollon et al., 2018), etc. A significant
number of controversial issues are due to
the fact that, in psychology, there is a tradition
of considering intelligence separately from
other personal characteristics. The gap between
the intellectual and personal components, which
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Ta TeHJIepHUX O0CO6JHUBOCTEN iHJEKCIB iHTeneKTy
Yy4HIB cTapmux ksaciB BikoMm 15-17 pokiB (N=47)
Ta CTY[EeHTIiB 3akJiaZly BUILOI OCBITH BikoM 19-21 pokiB
(N=49); Bu3HaueHHd 3B’s3Ky Bep6aJIbHOr0, MaTeMa-
TUYHOTO Ta NMPOCTOPOBOTrO iHTEJeKTy peCHOHJEeHTIB
IBOX BUOIpoK (miAJiTKU-IOHAaKM, XJomnui-AiB4yaTa)
3 eMOI[iHOI0 OI[IHKOI0 HUMU peKJIaMHHUX BiJle0poJiu-
kiB. MeToau. Po3B’s13yBaHHS AOCAiIIHULBKUX 3aBJjaHb
nepenbadao BUKOPUCTAHHS JBOX MeToauk: “Tecty
CTpyKTypu iHTesnekTy” P. AMTxXayepa Ta MeTOJUKHU
ceMaHTU4HOTro AudepeHiiany Y. Ocryna. PesyabraTu.
BcTaHoBJIeHO Gi/bLI BUCOKMH piBEHb PO3BUTKY Bep-
6a/IbHOr0 Ta MaTEeMAaTHUYHOTO iHTeJIeKTy Y CTY[eHTIB
NOPIBHAHO 3 YYHAMM CTaplIMX KJaciB. KoHcTaToBaHo
6i/bII BUCOKHI piBeHb PO3BUTKY BepOAIBLHOIO iHTe-
JIEKTy y AiBYaT i GiJbIl BUCOKUH piBEHb PO3BUTKY
NPOCTOPOBOTO iHTEJEKTY y xJonuis. BussieHo 3Ha-
yyLi KopeJsLiiiHi B3a€EMO3B'sI3KU €MOL[IHOI OL[iHKU
peKJIaMHUX POJIMKIB 3 FTeHZ,epHUMU Ta BIKOBUMU OCO-
6JIMBOCTSAMM iHTeJIeKTyaJbHUX 31i6HOCTel. 3HaYeHHSA
He3aJIeXKHOi 3MiHHOI “cTaTh” € GiJibII CUJIBHUM NOPiB-
HSIHO 3 He3a/IeXXHOK 3MiHHOK “BIK”, 1[0 3’1COBaHO
nepeBaXKHO y 3B’SI3Ky MaTeMaTU4YHOIO Ta IPOCTOPO-
BOI'0 IHTEJIEKTY XJIONLIB i AiBYaT 3 OLIHKOI HUMHU
pekJyiamMu. BusHaveHo, 1m0 HaWGiIbLI MPHUBAGIMBUMHU
JJIsl PeCHOHJeHTIB € MYy3U4HI peKJIaMHI POJIMKMU 3a
y4acTi aKTOPiB, HAABHICTIO CIOXKEeTHOI JIiHII Ta eJleMeH-
TaMU JipaMaTyprii, a TAK0>X POJIMKH 3 BUKOPUCTAaHHAM
KOMI'IOTepHUX creledeKTiB.

Ki11040Bi c10Ba: KOTHITUBHI 3/ji6HOCTI, BepbaIbHUN
IHTeJIeKT, MaTeMaTUYHUH IHTeJIeKT, NPOCTOPOBUH
iHTeJIeKT, peKJyiaMa, CEMaHTUYHUH AudepeHIiall.

Bceryn

BrnpomoBk 6araTbox [JeCATHIITH IHTEJNEeKT
TpaJULiiHO BHUBYAETbCA B paMKax MCHUXOJIOTII
IHAUBiAya/IbHUX BiAMIHHOCTEHN SIK OJHA 3 iCTOT-
HUX XapaKTepUCTHUK, 110 BU3HAYAE ICUXOJIOTIY-
HUM 06pas rogruHu. He JUBISYUCH HA CyTIepedKH
y BU3HA4YeHHi iHTeJeKTy, OGiJbIIICTh Cy4yacHUX
JOC/IIHUKIB BUXOJATb 3 PO3YMIiHHS IHTEJIEKTY
AK CYKYIIHOCTI XapaKTepUCTUK KOTHITUBHOIL
cohepu, 1110 BiACTEXKYETHCA B pisHUX popMax mi3-
HaBaJbHOI [islJIbHOCTI.

HesBaxkaloun Ha BKe IiCHywo4y 1 3pocra-
104y KiJIbKICTB Jloc/ikeHb B 1iiK cdepi, 6araTo
NUTaHb 3aJUIIAETHCA BIAKPUTHUMHY, 30KpeMa:
npo6JjieMa OI[IHKW 3arajbHUX 3/Ai0HOCTEH, fKi
HalyacTille OIiHIOIOTbCA 3a JOIOMOIOI0 iHTe-
nexkty (Breit et al, 2020; Kurt, 2019), 3B’a3ky
iHTesiekTy 3 GI3UYHUM i MCUXIYHUM 3/]0POB’SIM
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stems from the Wurtzburg school’s tradition
of intellectualism, has been transformed into
a problem of the relationship between affect
and intelligence, which remains one of the most
controversial topics in modern psychology.

The debatability of this problem is
determined by the fact that some researchers
confirm the relationship between intelligence
and personality (Anan’ev, 1977; Ivanova,
2013; Rubinshtejn, 1999; Brand et al, 1991),
while others deny it (Eysenck, 1996; Rusalov
& Dudin, 1995). Adhering to the first of these
positions, we rely on the idea of Anan’ev (1977)
that the features of the affective sphere (needs,
interests, attitudes) determine the activity
of the intelligence, but they themselves depend
on the degree of objectivity of the individual to
reality, the experience of knowledge of the world,
and the general development of intelligence.
The content of the unity of the intellectual
and the personal is contained in the unity
of their psychological mechanisms, in which
there is no “impersonal intellect” and “non-
intellectual personality” (Ponomarev, 1983). In
the context of a systems approach, it is not only
about the relationship and influence of cognitive
and affective spheres of personality, but also about
the origin of their interaction of special personal
and intellectual qualities (Ivanova, 2013), which,
becoming the property of character, begin to
define not only the intelligence as such but also
the personality as a whole (Rubinshtejn, 1999).

Through the projection of intelligence on
the emotional perception of objects in the outside
world, in particular commercials, which are
a conglomeration of verbal, visual, and audiovisual
components and tools, we attempted to investigate
the current problem of the relationship between
intelligence and the affective sphere of personality
in the context of the outlined provisions. The
combination of these approaches assures
the rational and emotional impact of advertising
is consistent, and it captures the interaction
between a person’s affective attitude toward
the advertising message, emotions and feelings,
and cognitive information processing processes.

We were unable to find data on such
an important aspect of the relationship between
intelligence and personality as the relationship
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(AxoBneBa, 2019; Latvala et al.,, 2016; Mollon et
al., 2018) Tomro. 3HayHa KiJbKICTh JUCKYCIHHUX
NUTaHb MOB’sI3aHa 3 THUM, L0 y ICUXOJIOTII CKJIa-
Jlacs TpaAulisg po3IJsilaTU IHTeJIEKT OKPeMO BiJL
IHIIMX O0COGUCTICHUX XapaKTepUCTUK. Po3pus
iHTesIeKTya/JIbHOTO i 0COGUCTICHOrO KOMIIOHEH-
TiB, IKUWA BUXOJUTb 3 TPaAULil iHTeJleKTyaniamy
Bropu6yp3bKoi 1Ko, TpaHchopMyBaBcsl y Npo-
6s1eMy B3aEMO3B’I3Ky adeKTy Ta iHTEJIeKTY, sKa
3aJIMILAETHCS OJHIEI0 3 HANGIIbII CyTepednBUX
y Cy4acHiM ncuxoJsioril.

JuckyciiiHicTh 1jj€l Mpo6JeMU BU3HAYAETHCS
THM, L0 YaCTUHA LOCHAIAHUKIB MiATBEepIKyE B3a-
€MO3B’SI30K iHTesleKTy i 0co6ucTocTi (AHaHBEB,
1977; UBaHoBa, 2013; Py6unurteitd, 1999; Brand
et al, 1991), inma x ¥oro 3anepeuye (Eysenck,
1996; PycanoB & [ynuH, 1995). loTpuMy4uch
nepioi 3 UUX MO3ULiM, MU CIMPAEMOCH Ha ifiero
b. AHaHbEBA MPO Te, 1110 0COGJUBOCTI apeKTUBHOI
chepu (moTpebu, iHTepecH, YyCTaHOBKH) BHU3Ha-
YalOTb AKTUBHICTb IHTEJIEKTY, ajle caMi BOHU
3as1eXaTh BiJl Mip¥ 06'€KTUBHOCTI CTaBJIeHb 0CO-
6ucTocTi A0 AiNMCHOCTI, AOCBiAYy Mi3HAHHS CBITY
i 3araJbHOTO pO3BUTKY iHTeNEKTy (AHaHBLEB,
1977). 3MicT eAHOCTI iHTENEKTYyaIbHOTO i 0COOH-
CTICHOTO yKJIQZIeHO B €QHOCTI IX MCUXOJIOTIYHOTO
MeXaHi3My, B SIKOMy HeMa€ “6e30COOHUCTiCHOTrOo
iHTesekTy” i “HeiHTesieKTyasbHOI oco6uctocTi”
(IToHomapes, 1983: 22). Y KOHTEKCTi CHCTEMHOT'0
niZxoly MOBa i/ie He TiJIbKU NPO B3aEMO3B’S30K
i BIUIMB 0/]HA HA O/IHY KOTHITUBHOI Ta apeKTUBHOI
cdep ocobucToCTi, a ¥ PO MOXO/PKEHHS ITPH iX B3a-
€MOJIii 0COBGIMBUX 0COOUCTICHO-IHTE/IEKTYa/IbHUX
sakocrtel (MBaHoBa, 2013), siki, “mepeTBOpIOOYKCH
y BJIaCTUBOCTI XapaKTepy, IOYNHAIOTh BU3HA4YaTH
He TIJIbKU 1HTeJIEKT AK TaKWH, ajie i 0coOUCTICTh
B 1iyiomy” (Py6uniteiix, 1999: 629).

AKTyanbHYy, B KOHTEKCTi OKpecJeHUX MO0JIO-
)KeHb, TMpo6JieMy B3a€EMO3B’I3KY IHTeJIeKTy
Ta adpeKTUBHOI chepu 0COOHUCTOCTI MU HaMmara-
JICA LOCJIAUTU 4Yepes3 NPOEKLIiI0 IHTeJeKTy Ha
eMOoIlilHe CIOPUUHATTA OOG'EKTIB 30BHIIIHBOTO
CBITy, 30KpeMa, peKJaMHHUX BiJ€OPOJIMKIB, AKi
€ KOHIJIOMepaTOM BepbaslbHUX, Bi3yaJbHUX
i aymioBi3yaJbHMX KOMIIOHEHTIB Ta 3aco0iB.
CykynHicTb 1UX 3aco6iB 3abe3mnedyye €AHICTb
palioHaJbHOTO Ta eMOLITHOT0 BIJIUBY peKJIaMU
Ta yTi/Jl0€ B3aEMO3B’'S130K Mi>k apeKTUBHUM CTaB-
JIEHHSIM JIIOJUHU JI0 PEKJIaMHOTO MOBiZJoMJIEHHH,
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between the emotional evaluation of advertising
and the age and gender characteristics of modern
youths’ intelligence, according to the findings
of the theoretical analysis. As a result, the findings
will add to the growing body of knowledge
about the relationship between the cognitive
and affective worlds of personality, particularly
between adolescence and youths.

Hypotheses. H1. In terms of age and gender,
the intelligence indices of high school students
and university students differ. H2. There is
a correlation between the age characteristics
ofhigh school and university students’ intelligence
and the differences in their emotional evaluation
of various forms of commercials. H3. There is
a correlation between the gender characteristics
of intelligence indicators of boys and girls aged
15-20 years emotional evaluation of various forms
of commercials.

The aim of the experimental research was
to study the age and gender characteristics
of intelligence and their relationship with
the emotional evaluation of commercials in
adolescence and youths.

Methodology and Methods

The initial theoretical and methodological
perspective of the study is the conceptual idea
of the unity of rational thinking, perception,
and affect/emotion in providing mental
and perceptual human activity as a consumer
of advertising, which focuses on modern cognitive
science (Di Paolo & Thompson, 2014; Panksepp,
2000; Vorobyova, 2017; Zlatev, 2016). With
this in mind, intelligence study methodology
was centered on the concepts of personal
and procedural methods. The first considers
human as a system of personal and intellectual
property ratios, whereas the second emphasizes
intelligence as a procedural characteristic
(Akimova, 1999), understanding it “not as a quasi-
stable fact, but as a structured set of intellectual
operations” (Meily, 1981: 30).

We defined intelligence as a “set of ways
ofanintellectualapproachtotheworld” (Sternberg,
1988), as a form of interprocess and metacognitive
organization and reorganization of individual
mental experience (Holodnaya, 2002), with
different modalities depending on specific tasks
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11 eMOLiAIMM Ta NOYYTTAMHU, KOTHITUBHUMHU MPO-
1ecaMu repepo6ku iHpopMmariii.

3a pe3y/ibTaTaMUy TEOPEeTUYHOI'0 aHaJi3yBaHHSA
HaM He BJ]aJIoCsl 3HAWTH aHUX L[0/I0 TAKOT'0 BaX-
JIMBOT'0 aCHeKTy B3aEMO3B’SI3KYy iHTesJIeKTy i oco-
OGUCTOCTI, K 3B’SI30K €MOL[INHOI OI[iHKU peKJIaMH
Ta BIKOBUX | IreHZIepHUX 0COGJIMBOCTEH iHTEJNEKTY
cy4acHol MoJsiofi. TakuM YHMHOM, NpejcTaBJIeH]
pe3yJIbTaTH JIOMOBHSATH COOOK NMPOOGJIEMHE TOJIe
B3aEMO3B’I3Ky KOTHITHBHOI Ta apeKTHUBHOI chep
0COOUCTOCTI, 30KpeMa, B Mepiof MiAJiTKOBOro
Ta IOHALbKOTO BIKY.

linore3u: 1. HasaBHi neBHi BikoBi Ta ren/iepHi
BIZIMIHHOCTI IHJIEKCIB IHTeJIEKTY Y4HIiB CTapluuX
KJIaciB Ta CTyAeHTIB. 2. IcHye 3B’s30K BiKOBUX
0CO6JIMBOCTEN IHTENIEKTy Y4HIB Ta CTYLEHTIB
3 0CO6JMBOCTSIMH EMOLIIHHOTO OLIiHIOBAaHHS HUMH
peKJaMHHUX BiZleOpoJIMKIB pi3HOro tumy. 3. IcHye
3B’SI30K I'EH/IEPHHUX OCOOJIMBOCTEN MOKA3HUKIB
iHTeJIeKTy 3 €eMOLIHHOI0 OLIiHKOI peKJaMHUX
Bi/IEOPOJIMKIB pi3HOT0O THUIy IOHAKaMH Ta [jiBYa-
TaMHu y Bili 15-20 poxkiB.

MeTa ekclepUMeHTaJbHOIO [JOCHiJPKEeHHS
noJjifAraja y LOC/Hi[»KeHi BIKOBUX Ta I'eHJepHUX
0CO6JIMBOCTEN iHTeJIeKTy Ta IX B3aEMO3B'SI3KY
3 eMOL[iTHOI0 OL[IHKOI0 PEeKJIAMHHUX BiIeOPOJIMKIiB
y NiJIITKOBOMY Ta IOHALIbKOMY Billi.

MeToaoJ10ridg Ta MeTOAU

BuxiJHUM TeOopeTHUKO-MEeTOLOJIOTIYHUM I10JI0-
JKEHHSIM [JIOC/i/PKEeHHSl € KOHUENTyaslbHa ijes
€HOCTI paLliOHAaJIbLHOTO MMCJIEHHd, Mepuenyii
Ta adekTty/eMornil B 3abe3nedyeHHi pPO3yMOBOI
Ta NEepPLUENTUBHOI JIAJbHOCTI JIOAUHU K CIIOXKHU-
Baya peKJiaMH, Ha SIKid aKLeHTYHTb yBary npej-
CTaBHHUKH Cy4acHoI KorHiTHBHOI Hayku (Di Paolo &
Thompson, 2014; Panksepp, 2000; Vorobyova, 2017;
Zlatev, 2016). 3 ypaxyBaHHSIM 1[bOT'O, METO/0JIOTisI
JIOCJTi/DKEHHS iHTesIeKTy 6a3yBaJsiacsl Ha ifiesix oco-
OGUCTICHOTO Ta MpolecyaJbHOro miixoAiB. [lepuiui
po3rianae JOLUHY B CUACTeMi CHiBBiAHOLIEHHA
0COOUCTICHUX 1 iHTe/IeKTyaJIbHUX BJIACTUBOCTEH,
JPYTAM HaroJIollye Ha PO3YMiHHI IHTeJIeKTy AK
npoLecyanbHOI XapakTeprucTrUkH (AkuMoBa, 1999),
Ha po3yMiHHi HOro “He SIK KBa3icTabiJIbHOI 1aHOCTI,
a K CTPYKTYPOBAHOI CYKyITHOCTI IHTeJIeKTya/IbHUX
aktuBHOCTel” (Meily, 1981: 30).

[HTe/leKT MU po3yMinu sk “Habip cnocob6iB
IHTeJIeKTyaJIbHOI'0 NiJAXOAY [0 HAaBKOJIUIIHbOIO
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and features of the context in which they are
carried out (Smul’son, 2003).

Participants. Respondents were divided into
two groups (a total of 96 respondents, 47 girls, and
49 boys) for the study (M=17.25, o =1.54):
1) 47 high school students aged 15-17 years
of Kryvyi Rih Metallurgical Lyceum No 16 (Kryvyi
Rih, Ukraine) from 10-11th grades; 2) 49 full-time
third-year university students aged 19-21 years
of National University of Life and Environmental
Sciences of Ukraine, Faculty of Humanities
and Pedagogy (Kyiv, Ukraine).

Procedure and instruments. Two approaches
were used to test all of the participants.

1) The “Intelligence Structure Test” by
R. Amthauer (Amthaueret al, 1999) was used
to determine intelligence indicators. The
test allows to diagnose verbal (subtests 1-5),
mathematical (subtests 6-7), and spatial (subtests
8-9) intelligence. The intellectual abilities of senior
adolescence (high school students of 10-11th
grades) and youths (the third-year university
students) (independent variable - age) were
compared in the first stage, and the intellectual
abilities of the same respondents - girls and boys -
were compared in the second stage (independent
variable - gender).

2) The semantic differential method of Ch.
Osgood was used to determine the emotional
evaluation of commercials. For this study, five
different types of promotional videos were
chosen: “Otryvin” animated video based on
computer graphics and special effects; musical
video “Pantene” with the participation of actors
with behind-the-scenes narration; music video
of the information type “Khilak-forte” without
the participation of actors with behind-the-scenes
narration and elements of animation; “Samsung”
commercial, based on the movements of tennis
star M. Sharapova; plot music video “Raiffeisen
Bank” with actors and behind-the-scenes
narration, built on the basis of video stories
and micro-dialogues between actors. A detailed
description of these commercials, their content,
selection and evaluation procedure is described in
the article (Shamne et al., 2019), which presents
the results of the first stage of the study.

The expediency of using the method of semantic
differential for the evaluation of advertising
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cBiTy” (Sternberg, 1988: 275), sk dopmy opra-
Hizauil Ta peoprasizauil iHAWBiAyaJbHOTO MeEH-
TajsbHOro pocBify (Xosognas, 2002), mo Mae
MiXIIpoLleCyaJbHy 1 MeTaKOTHITUBHY IPUPOAY,
pi3Hi MOZaJILHOCTI 3aJie’KHO BiJi KOHKpPEeTHHUX
3aJay i 0c06IMBOCTEN KOHTEKCTY, B SIKOMY BOHU
3fiicH00THCA (CMynbcoH, 2003: 11).

YyacHuku. YV pocsiigpkeHHI B34/ y4acThb
pecroHieHTH, o6’eHaHl y ABi BUGIPKOBI CyKyTi-
HoCTi (BCcboro 96 pecrnoH/IeHTiB, 3 HUX 47 AiBYaT
Ta 49 wHakiB) (M=17.25, 0 =1.54): 1) 47 yuHiB
10-11 kusaciB KpuBopi3bKoro MeTajypriiiHoro
ginero N2 16 Bikom 15-17 pokiB (M. KpuBuii Pir,
YkpaiHa); 2) 49 cTyneHTIiB JleHHOTro BijJJliieHHS
3-ro Kypcy ryMaHiTapHo-neAarorivyHoro Gakyab-
TeTy HanioHanbHOro yHiBepcuteTy 6iopecyp-
CiB Ta INPUPOJOKOPUCTYBAaHHA YKpaiHU BiKOM
19-21 pokis (M. KuiB, Ykpaina).

IIpoueaypa Ta iHcTpyMeHTH. Bci nocimpKyBani
IIPOXOJUJ/IM TeCTYBaHHs 3a JBOMa MeTOANKaMHU.

1) lloka3HUKM iHTeJIeKTy BU3Ha4yaauCsd 3a
JomnoMorow  “TecTy CTpPyKTypu iHTeaeKkTy”
P. AMTxayepa (Amtchauer et al., 1999), axuii 103-
BOJISIE JiarHOCTYBaTU BepbasbHUM (cy6TecTH
1-5), mateMaTuuHud (cybrectu 6-7), mpocTo-
poBuil (cybrectu 8-9) iHTenexkT. Ha meprmomy
eTani NopiBHSAHO iHTeJieKTya/lbHi 3A416HOCTI pec-
NOH/IEHTIB CTapLIOTO MiJJIiTKOBOro BiKy (yuHi
10-11-x kJ1aciB) Ta IOHAIBKOr0 BiKy (CTyAeHTHU
3-ro kypcy 3BO0) (He3anexxHa 3MiHHa - BiK),
a Ha JIpyroMy - iHTeJieKTyaJibHi 3[1iOHOCTI THUX
CaMUX peClNOHJEHTIB — AiBYaT Ta XJIONLIB y Bill
15-21 pokiB (He3asiexkHa 3MiHHA - CTAaTh).

2) EMouiiiHy OLiHKY peKJIaMHUX POJIHKIB
BU3HAyeHO 3a JONOMOrOK MeTOJUKHU CeMaH-
TUyHOoro Audepenniany Y. Ocrynma. [l omiHKH
OyJ10 Bif1ibpaHO I'SITh TUIIIB peKJaMHHX Bileopo-
JIMKiB: MYJIbTHILTIKAIiHHUHN posink “OTpuBiH” Ha
OCHOBI KoMIT'I0TepHOI rpadiku Ta crnenedeKTiB;
My3W4yHUN posauk “IlaHTiH” 3a y4yacTio akTopiB
3 3aKaJJpOBUM JUKTOPCbKMM TEKCTOM; MY3MU-
HUH posiuK iHpopMaliiiHoro Tuny “Xinak-¢oprte”
6e3 yJacTi aKTopiB 3 3aKaJ[pOBUM JUKTOPCHKUM
TEKCTOM Ta eJleMeHTaMHU aHiMalii; peKJaMHUuU
posuk “Samsung”, no6ylo0BaHUH Ha OCHOBI pyXiB
3ipku BesiMKoro TeHicy M. lllapanoBoi; ClokeTHUH
My3W4YHUU posiukK “bank Paiidaiizen” 3 akTopamu
Ta 3aKaZpOBHUM JUKTOPCbKUM TEKCTOM, 106YZ0-
BaHUU Ha OCHOBI Bifleo-icTopi#l Ta Mikpo-/ianoris
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products has been proven in the works

of many psychologists, marketers, and advertisers
(Plichtova, 2002). The method allowed us to
quantitatively and qualitatively index the results
of measuring the emotional attitude of respondents
to the proposed objects of advertising and to record
the uniqueness of their subjective values, due to
their individual life experiences.

Statistical analysis. The obtained results
were processed using the statistical package
SPSS for Windows v. 15.0.0: descriptive statistics,
correlation analysis. The Student's t-test was
calculated to establish differences between age
and gender samples.

Results

Tables 1-2 showed the findings of diagnostics
in groups of high school and university students
based on the R. Amthauer test: descriptive
statistics (mean, etc.) (Table 1) and differences
in verbal, mathematical, and spatial intelligence
indices of these age groups based on the Student’s
t-test (Table 2).

Significant differences between these groups
were found in terms of verbal and mathematical
intelligence. Third-year university students,
in particular, had a higher level of verbal (.05)
and mathematical (.05) ability development.
There were no significant differences between
the tested groups’ indices of spatial intelligence
development (Tabl. 2).

Kolly-Shamne Anzhelika,
Tokareva Natalya

MiX aKkTopaMH. /leTaJbHUNA ONMUC LUX PEKJIAMHUX
POJIMKIB, IX 3MICT, IpoLelypy BiZi6opy Ta OI[iHKHU
onvcaHo y mny6uikauii (IllamHe Ta iH., 2019),
y IKil IpeiCTaBJIEHO Pe3y/bTaTH NepILoro eTamny
JOCJiPKeHHS.

JlOLiIbHICTE BUKOPUCTAHHA METOAY CeMaH-
TUYHOTO AudepeHmiany A OLiHKKA peKJaMHOI
NpoAyKLil JoBeJeHa y Mpanax 6araTboX MNCHUXO-
JioriB, MapkeToJsioriB Tta peksamictiB (Plichtova,
2002: 81). MeTtoj [103BOJIMB HaM KiJIbKiCHO
Ta AKICHO IHJIeKCYBaTH pe3y/IbTaTh BUMipIOBAHHA
€MOIiIMHOTO CTaBJIEHHS1 PECNIOH/AEHTIB [0 3alpo-
MOHOBAaHUX OOEKTIB peksiamMu i 3adikcyBaTH yHi-
KaJIbHICTB IX CyO'EKTUBHUX 3HaUY€Hb, 3yMOBJIEHY iX
IHAMBIAYaIbHUM XUTTEBUM [LOCBIOM.

CraTuctuyHe aHajizyBaHHA. OTpumai
pe3yabTaTu 06pO6JSINCA 3a JAOMOMOTOK CTa-
Tuctu4yHoro nakera SPSS for Windows v. 15.0.0:
ONMCOBA CTAaTUCTHUKA, KOpeJALiMHUU aHaJi3.
JlJis1 BCTaHOBJIEHHS BiMiHHOCTEN MiXK BIKOBUMU
Ta reHJlepHUMU BUOIpKaMU po3paxoBaHO t-Kpu-
Tepii CThIOJEHTA.

PesyibTaTH

Y Tabnuugx 1-2 npeacraBJiieHi pe3ysbTaTH Aia-
FHOCTHKHY 3a TeCcTOM P. AMTXayepa y rpynax y4HiB
Ta CTYJleHTiB: OmHCcOBi cTraTucTUKU (cepefHi
3HaueHHsd Touo) (Tabsu. 1) i BigMiHHOCTI iHAEK-
ciB Bep6a/IbHOr0, MaTEMaTUYHOI'0 Ta MPOCTOPO-
BOTO IHTEJIEKTY LIUX BIKOBUX I'pyll 3a KpUTEpieEM
CtoerozseHTa (TabJ. 2).

Table 1. Descriptive statistics of 10-11th grade high school students (N = 47) and 3rd-year university students’
(N =49) intelligence indices (according to the method of R. Amthauer)
Ta6mus 1. OnvcoBi cTaTUCTUKHM iHZeKCiB iHTesnekTy yuHiB 10-11-x kuiaciB (N=47) Ta cTyzeHTiB 3-T0O Kypcy

(N=49) (3a meToaukomw P. AMTxayepa)

Verbal intelligence Mathematical intelligence Spatial intelligence
Bep6anbHuii iHTe/IeKT | MaTtemaTnuyHuil inTenekT | IIpocTopoBuii iHTE/IEKT
Parameters : ; . p . . - - .
MapameTpu High school | University | High school | University | High school | University
students students students students students students
Yuni CrygeHTH YuHi CTyaeHTH YuHi CTyaeHTH
sum, X 2622 2866 1037 1222 1205 1263
Cyma, X
Mean, Mx
CepeniHi NOKa3HUKY, 55.7 58.9 21.06 25 25.6 25.9
Mx
Dispersion, Dx
CepenHi MOKa3HUKHY, 310.9 437,37 48.5 37.9 62.4 57.9
Mx
Standard Deviation, 2x| ;7 ¢ 20.9 6.9 6.1 7.9 7.6
CT. BigxyuaeHHs, XX
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Table 2. Differences in intelligence indices of high school students (N = 47) and university students (N = 49)
(according to the method of R. Amthauer)

Ta6auns 3. OnucoBi CTaTUCTUKY iHAEKCIB iHTeeKTy y toHakiB (N=49) Ta fiBuaTt (N=47)

(3a meTogukoto P. AMTxXayepa)

Mean indicators
Intelligence indicators CepeHi NOKa3HUKH Student’s t-test
IoKa3HUKHU iHTeIeKTy High school students University students t-kpuTepiii CTbI04eHTa
Yuni CTyaeHTH
Verbal } 55.7 58.9 t=2.031*
Bep6anbHuit
Mathematical } 21.06 25.0 t=1.988*
MaTeMaTU4YHUHA
Spatial } 256 25.9 t=.078
[TpocTopoBuit
Note: *p <.05

IIpumiTka: * p <.05

Table 3. Descriptive statistics of intelligence indices in boys (N = 49) and girls (N = 47)
(according to the method of R. Amthauer)
Ta6musa 3. OnucoBi cTaTUCTUKY iHJEKCIB iHTeeKTY y oHakiB (N=49) Ta aiB4yaT (N=47)
(3a meTopuKoto P. AMTXayepa)

Verbal intelligence Mathematical mtelllg’ence Spatial intelligence
o . MaTteMaTUYHUA o
Parameters Bep6aibHMi iHTEJIEKT . IIpocTopoBMii iHTE/IEKT
iHTe/IeKT
IlapameTpu : : .
Boys Girls Boys Girls Boys Girls
IOnaku JiB4yaTa IOnaku JiB4yaTta IOHaku JiBuyaTa
Sum, X 2432 3102 1143 1131 1294 1111
Cyma, X
Mean, Mx 49.4 66.0 24.7 24.0 27.2 23.6
CepeiHi noKa3HUKH, MxX
Dispersion, Dx 294.7 326.2 55.3 26.2 61.6 49.2
Hucnepcis, Dx
Standard Deviation, 2x 171 18.0 7.4 5.1 7.8 7.01
CT. BigxuseHHs, Xx

The total sample of high school students
and university students was combined and divided
into two groups to compare the gender features
of intellectual features of girls and boys
(girls and boys aged 15-21 years).

Girls had better verbal capacities than boys,
according to the results (.01). The boys, on the other
hand, had a higher level of spatial development
(.05). There were no statistically significant
variations in mathematical ability indicators
between youths girls and boys (Table 4).

To prove the second and third hypotheses,
therelationshipbetweentheindicatorsofemotional
evaluation of advertising and intelligence
of the respondents were calculated by the method
oflinearcorrelationanalysis (Pearson’s coefficient)
(Tables 5 and 6). The following results were
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3Hayymyi BiAMIHHOCTI MDK LMMH TpynaMu
BUSIBJIEHO 33 IIOKa3HWKaMH BepbasbHOIO
Ta MaTeMaTHU4YHOTO iHTe/IeKTy. 30KpeMa, CTyZ,eH-
TaM 3-r0 KypCy NpPUTaMaHHUU OGiJbIl BUCOKUU
piBeHb PO3BUTKY BepbasbHux (.05) Ta maTtema-
TuyHuX (.05) 3ai6HOCTEN. PisHUI Mi>k mOKa3HU-
KaMU piBHA PO3BUTKY IIPOCTOPOBOIO IHTEJIEKTY
B ZIOCJIi/IP)KyBaHUX I'pynax He BUSABJIEHO (Tab1. 2).

J1s1 OPiBHAHHA TeHJEepPHUX 0CO6JIUBOCTEN
iHTesieKTyasbHUX 3[[i0HOCTEeN AiBYaT 1 IOHa-
KiB 3arajibHy BUOIpKYy Y4HIB i cTymeHTiB 6yJsio
o6’eiHaHO Ta mojijleHo Ha ABi rpynu (zZiByaTa
Ta IoHaKH y Bini 15-21 pokiB).

3a pe3y/ibTaTaMU OTPUMaHUX JaHUX, Y AiBYaT
Kpalle poO3BUHYTI BepOayibHi 3Ai6HOCTI, HiX
y xaonyis (.01). Ane xj0n1i MalOTh GiJbII BHUCO-
KHUU piBEHb PO3BUTKY MPOCTOPOBUX 3/Ai6GHOCTEN
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obtained in the age groups of high school students
and university students:

- significant direct correlation between verbal
intelligence and general emotional evaluation
of “Pantene” and “Raiffeisen Bank” commercials
and its inverse correlation with “Khilak-forte”
advertising (at .05 for high school students
and .01 for university students);

- reliable direct correlation of mathematical
intelligence and evaluation of the videos “Otryvin”
and “Raiffeisen Bank” (.05 for high school students;
.01 for university students), “Pantene” (.05 for
high school students and university students);
in a group of university students, the evaluation

Kolly-Shamne Anzhelika,
Tokareva Natalya

(.05). CTaTUCTUYHO 3HAYYIIUX BiAMIHHOCTEHN MiX
NIOKa3HMKAaMHM MaTeMaTU4YHUX 3/i6HOCTel cepes
JAiBYaAT Ta XJIOINLiB IOHALLBKOTO BiKy HE BHUSBJIEHO
(Tabur. 4).

Jna poBeseHHA Apyrol Ta TpeTbol rimores
3B’I3KM MK TOKa3HHKaMHM €eMOI[iIMHOI OI[iHKHU
peKJaMU Ta IHTeJIeKTOM JOCJIipKyBaHUX BUpa-
XOBYBaJIUCS MeTOZOM JIiHIHHOrO KopeJsiliii-
Horo aHaJsii3y (koedinieHT Ilipcona) (Ta6J. 51 6).
Y BiKOBUX rpymnax y4HiB Ta CTYZeHTiB 6yJI0 OTpH-
MaHO HaCTYIHI pe3yJbTaTu:

—-3HauyL[i NPSAMUI 3B’ 130K BepOaIbHOT0iHTe-
JIEKTY Ta 3arajbHol eMOLiiHOI OLiHKU peKJaM-
HuX poJsukiB “IlanTin” i “bank Paiidaiizen” i oro

Table 4. Differences in intelligence indices in boys (N = 49) and girls (N = 47) (according to the method of R. Amthauer)
Ta6aunsa 4. BigminHocTi iHgekciB iHTesnekTy y oHakiB (N=49) Ta aiByat (N=47) (3a MeTogukoto P. AMTxayepa)

Mean indicators
Intelligence indicators CepeHi NOKa3HUKH Student’s t-test
Iloka3HUKM iHTEJIeKTY Girls Boys t-xpurtepiii CTbI0AEHTA
JiBuaTa Xuroniri

Verbal 66.0 49.4 t=2.72%
Bepb6asbHUH
Mathematical 24.06 24.7 t=1.05
MaTeMaTHU4YHUH
Spatial 3 23.6 27.2 t=2.34*
[IpocTopoBuii

Note: * p <.05; **p <.01.
IpumiTtka: * p <.05; **p <.01.

Table 5. Coefficients of linear correlations of intelligence indices and evaluation of advertising by high school

students (N = 47) and university students (N = 49)

Ta6smups 5. KoedinienTn JiHiHHNX KOpessLii iH/eKCiB iHTe/NeKTy Ta OLjiHIOBaHHS pek/JaMu yuHaAMHU (N=47) i

crygenTamu (N=49)

Verbal intelligence B?ﬁ:gﬁ?l::é::l Spatial intelligence
. Bep6asbHuil iHTE/IEKT gen IIpocTopoBuUii iHTE/IEKT
Commercial MaTeMaTU4YHUH iHTEJIEKT
PexniaMmHuii posidk | High school | University | High school | University | High school | University
students students students students students students
YuHi CTyaeHTH YuHi CTyaeHTH YuHi CTyaeHTH
.‘8try"”.1 ) 211 241 .368* 398+ 315* 297*
TPUBIH
Pantene .289* 371%* 263* 291* 023 140
[MTanTin
.Khilak - forte” .292* -345* 166 -269* -209 163
Xinak - opre
“Samsung” 143 .013 -.089 -.073 -.286* -.295%
Raiffeisen Bank” | 321* 367%* 297% 373%* 193 265*
Bauk Paiidaiizen

Note: * p <.05; **p <.01.
IpumiTtka: * p <.05; **p <.01.
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of the video “Khilak-forte” was significantly

inversely  correlated  with  mathematical
intelligence (.05).
- significant  correlations of spatial

intelligence: direct correlation with the emotional
evaluation of the video “Otryvin” and the inverse
correlation - with the evaluation of advertising
“Samsung” (.05 for high school students
and university students); in the group of university
students, the evaluation of the “Raiffeisen
Bank” video (.05) also significantly correlated
with spatial intelligence.

In the gender groups of boys and girls
(Table 6), direct correlations between verbal
intelligence indicators and the evaluation
of “Raiffeisen Bank” (.01) and “Pantene”
commercials (.05 and .01, respectively) were
obtained; also inverse correlation on the rating
of the video "Khilak-forte" (.05). However, only in
boys the evaluation of the video “Otryvin” directly
correlated with verbal intelligence (.05).

The videos “Otryvin”, “Pantene”, and “Raiffeisen
Bank” all had a statistically significant direct
correlation between mathematical abilities
and emotional evaluation (.05 for girls, .01 for
boys). The evaluation of the videos “Khilak-forte”
and “Samsung” only strongly inversely correlated
with mathematical intelligence in the group
of girls (.05). In both gender groups, spatial
intelligence indicators are directly correlated with
the evaluation of the video “Otryvin” (.05), in boys,
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3BOPOTHIN 3B’130K 3 pekJamolo “Xinmak-dpopte”
(na piBHi .05 y yuniB Ta .01 y cTyzeHTIB);

- JOCTOBipHUHM NpPSIMUH 3B’SI30K MaTeMaTH4Y-
HOTo iHTeseKTy Ta OLiHKU posukiB “OTpuBiH”
i “bank Paiidazen” (.05 y yuHiB; .01 y cTyneHTiB),
“ITanTin” (.05 y yuHiB i y cTygeHTiB); y rpymni cTy-
JleHTiB olliHKa poJsinka “Xinak-¢opte” 3Hauylle

3BOPOTHO KOpeJIIOE 3 MaTeMaTUYHUM iHTeJeK-
ToM (.05).
- 3Hauyli 3B'AI3KM NPOCTOPOBOTO iHTe-

JIEKTY: NMPSAMUNA 3B’I30K 3 eMOLiHHOI0 OL{iHKOIO
posiuky “OTpuBiH” Ta 3BOPOTHIH - 3 OI[iHKOMO
pexsiamu “Samsung” (.05 y yuHiB i y cTy/eHTIB);
y rpyni CTYyAEHTIB 3Ha4dylle KOpeJIE 3 IMpo-
CTOPOBUM IHTEJIEKTOM TAKOX OIL|iHKa POJIUKY
“Bank Paiidazen” (.05).

Y TreHjepHuX Trpynax IOHAKIiB Ta AiByYaT
(Tabs. 6) oTpuMaHi NpsAMi KopessliliHi 3B’sI3KU
MOKAa3HUKIB Bep6a/IbHOTO iHTEJNIEKTY 3 OLIiHKOIO
pekJiaMHUX poJsikKiB “bank Paidaiizen” (.01)
i “llanTin” (.05 Ta .01 BiAMOBIAHO); TAKOX 3BO-
POTHIH 3B’130K 3 OLIIHKO0 poJiuKYy “Xiynak-popre”
(.05). OpHaAK TIIBKK y IOHAKIB OIlIHKA POJIUKY
“OTpuBiH” IpsIMO KOpeEJIIOE 3 BepbaIbHUM iHTe-
sektoM (.05).

OTpyMMaHO CTaTUCTUYHO JOCTOBIpHI mpaAMi
3B’43KM MaTeMaTU4YHUX 3Ji0HOCTEH Ta eMOIlili-
HoI ouiHKU poJsukiB “OTpuBin”, “IlanTiH” 1 “BaHk
Paii¢pazen” (.05 y aiBuat, .01 y xsonuiB). Tinbku
y rpymni AiBuaT oljiHka poJsukiB “Xinmak-popte”
Ta “Samsung” 3Hayyllle 3BOPOTHO KOPEJIIOE

Table 6. Coefficients of linear correlations of intelligence indices and evaluation of emotional perception

of TV commercials by boys (N = 49) and girls (N = 47)

Verbal intelligence Mathematical intelligence Spatial intelligence
Name of commercial Bep6asbHuil iHTesieKT | MaTemMaTHyHMH iHTes1eKT | IIpocTOpoBUil iHTE/1eKT
HasBa posmnka Boys Girls Boys Girls Boys Girls
IOHaku JiBuaTa IOHaku JiBuaTa IOHaku JiByaTa
.,8”3"’”.1 ) 362* 0,247 372%x 297* .359* 316*
TPUBIH
Pantene .322% 459%x .312* 282 023 123
[TauTiH
Khilak - forte” -.289* -271% 146 -317* 204 098
Xinak - opre
“Samsung” -.075 .034 -.243 -.299* -.256 -.288*
Raiffeisen Bank” | 366** .397%* 371%* .309* 293* 175
Bank Paiidaiizen

Note: * p <.05; **p <.01.

IpumiTtka: * p <.05; **p <.01.
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spatial intelligence is directly correlated with
the rating of advertising “Raiffeisen Bank” (.05),
and in girls, spatial intelligence is inversely
correlated with the evaluation of advertising
“Khilak-forte” (.05).

Discussion

We hypothesized according to obtained age
and gender differences in intelligence that
they could be predictors of affective perception
and emotional evaluation of advertising as one
of the most powerful objects in the modern world.

Regarding the independent variable “age”, in
both age groups (adolescence and youths) there
were significant correlations between intelligence
and emotional evaluations of commercials.
However, they are almost similar in groups of high
school and university students. Therefore, there is
reason to say that there is no significant influence
of the age characteristics of intelligence on
the perception of television advertising at this age.
The development of intelligence as metacognition
continues, but its regulatory functions are probably
already more stable in the period under study.

[t should be noted that the high levels of verbal
and mathematical intelligence in both age groups
are associated with a positive evaluation
of the videos “Pantene” and “Raiffeisen Bank”
(directcorrelation),aswell asanegative evaluation
of the video “Khilak-forte”. The semantic space
of the videos “Pantene” and “Raiffeisen Bank”
fascinating for the respondents consists of such
features of the SD as “attractive”, “interesting”,
“original”, “understandable”, “informative”.
Instead, the semantic space of the commercial
“Khilak-forte” is based mainly on the negative
characteristics of SD (“boring”, “sad”, “ugly”
and “repulsive”).

Mathematical and spatial intelligence in
both age groups is associated with the affective
dimension to the meaning of the video “Otryvin”,
which  indicates the  attractiveness for
respondents with high intelligence elements
of computer graphics and 3D effects in advertising.
Adolescents and young people with high
levels of mathematical and spatial intelligence
negatively and quite controversially evaluated
the advertising of “Samsung”: on the one hand,
this video is described by them as “uninformative”,
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3 MaTeMaTU4YHUM iHTesiekToM (.05). [TokasHUKHU
IIPOCTOPOBOI0 iHTeJIeKTy MNPAMO KOpPeJHTh
B 000X I'eHJlepHUX Ipynax 3 OLIiHKOI POJIHKY
“OtpuBin” (.05), y 1oHakKiB mpocTOpoOBUH iHTe-
JIEKT NMPSIMO KOPEJIIOE 3 OI[iHKOI pekamMu “BaHk
Paiipairizen” (.05), a y fiBYaT - 3BOPOTHO 3 OIJiH-
Ko1o pekJsamu “Xinak-popre” (.05).

Juckycisa

BcTraHoBJsieHI BiKOBI Ta reHJepHi BigMiHHO-
CTi iHTeJIeKTy [03BOJIMJIM HaM NPHUMYCKAaTH, 110
BOHHU MOXYTb OYTH NMpeJUKTOpaMu apeKTHUBHO
3a6apBJIEHOTO CIPUMMaHHS Ta eMOLiMHOI OLliHKU
pekJaMu SIK OJHOTO 3 HaMOGiJIbIl BIJIMBOBUX
06’eKTiB Cy4yacHOTO CBiTY.

[llogo He3asexHoOI 3MiHHOI “Bik”, TO B 060X
BiKOBUX rpynax (miZJliTKu Ta 10HaKH) GyJI0 KOH-
CTaTOBAaHO JOCTOBipHI KopessAniliHI 3B’A3KH
iHTeJIEKTY 3 eMOLIiHHUMU OI[iHKaMH peKJIaMHUX
poJinkiB. OlHaK, BOHU € Mak>Ke OAIOHUMH B T'PY-
Max y4HiB Ta CTYAeHTiB. ToMy € miJicTaBA rOBO-
PUTHU TpPO BiACYTHICTb 3HAYHOIO BIJIUBY BIiKO-
BUX OCOOJIMBOCTEM IHTeJEeKTYy Ha CHPUHHATTA
TeJlepeKJlaMU Y bOMY Billi. PO3BUTOK iHTes1eKTYy,
AK MeTaKOTHiljil, TpUBa€, ajie KOr0 peryyaaTHUBHI
byHKLil y focaipkyBaHu# nepioZi, KMOBIpHO, BiKe
€ GiJIbII CTAJIUMHU.

3a3HayMMoO, 10 BUCOKi MOKAa3HUKHU Bepbasib-
HOTO Ta MaTEMAaTUYHOI0 iHTeJEKTY B 060X BiKO-
BUX TpyllaxX MOB'fI3aHi 3 MO3UTUBHOIO OLIiHKOIO
posvkiB “IlanTiH” Ta “bank Paiidaiizen” (mps-
MUH 3B’130K), 2 TAK0X 3 HEraTUBHOIO OIiHKOIO
ponuka “Xinak-¢poprte”. CeMaHTHYHUU Tpo-
CTip NpuBabJIMBUX JAJs1 PECHOHJEHTIB POJIMKIB
“IlanTin” Ta “bank PaidaiizeH” cka1ajamTh Taki
o3Haku C/], 1k “npuBabsvBui”, “NiikaBUi", “opu-
riHanpbHUM”, “3po3yminuit”, “iHpopMaTHUBHUI.
HaToMicTb, ceMaHTUYHUN NPOCTIp peKJIaMHOIo
posnka “Xinak-dpopTe” OYAyeETbCA TNepPeBaXKHO

“n

Ha HeraTUBHUX XapakTepuctukax C/l (“HyaHuit”,
“cyMHUI”, “HeKpacuBUN” i “BiAITOBXyOYHL").
MaTeMaTUYHUU Ta MNPOCTOPOBUM IHTEJIEKT
B 060X BiKOBUX I'pyrnax MoB’si3aHUM 3 apeKTHUBHO
3abapBJIeHUM 3HauYeHHAM poJidka “OTpuBiH”, 110
CBI[YUTH PO NPUBABGJIUBICTD AJisI PECIOH/EHTIB
3 BUCOKHUM iHTEJIEKTOM €JIEMEHTIB KOMII I0Tep-
Hoi rpadiku Ta 3D-edekTiB y pekaami. [ligniTku
i IOHAaKM 3 BUCOKMMH NIOKa3HUKaMHU MaTeMaTHy-
HOrO0 Ta MNpPOCTOPOBOIO IiHTEJIEKTY HeraTUBHO
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“banal” and “mindless”, and on the other - as
“understandable”, “fast”, “non-aggressive ”.

It's worthy to note that, in most cases,
the correlations between intelligence
and commercial evaluation are more statistically
significant among university students
(.01 compared to.05 in high school students),
while the correlation direction remains the same.
Therefore, we may speak of a gradual increase
in the role of intelligence in the perception
and evaluation of significant objects in the world.

Regarding the independent variable “gender”,
the results of statistical analysis show that there
are more significant differences in the evaluations
of advertising by respondents of different genders.
It should be noted that in boys the correlations
between intelligence and semantic evaluation
of videos are generally more statistically
significant, but in girls they are more numerous,
in particular, in the data of their group there are
more negative correlations.

Thus, for example, boys with a high level
of development of verbal intelligence positively
evaluate both game music commercials (“Pantene”,
“Raiffeisen Bank”) and commercials, using
computer graphics and special effects (“Otryvin”).
Girls with a high level of verbal intelligence give
positive emotional evaluations only to the first two,
without showing much commitment to the use
of computer graphics. The differences between
boys and girls with high spatial intelligence are
that the first appreciate commercials with a playful
musical plot (“Raiffeisen Bank”) and with the use
of computer special effects (“Otryvin”). While
the second appreciate only a video with the use
of computer special effects (“Otryvin”), which was
perceived by girls less positively and received
more negative reviews (“sad”, “banal”, “ugly”).
An interesting fact is that girls have significant
connections between mathematical intelligence
and the evaluation of all five videos. This suggests
its regulatory role in the perception of objects in
the world around girls, which is more important
than verbal or spatial intelligence.

In the sample of boys, all types of intelligence are
positively associated with “Otryvin” advertising,
whichisbased ontheuse of 3D objectsand computer
graphics. At the same time, in the sample of girls,
only girls with high mathematical and spatial
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I [0BOJII CylepedrdBO OLIHWJIM peKJaMy
“Samsung”: 3 oAHOTO GOKYy Ileld pPOJIMK OXapak-
TepU30BaHO HUMH sK “MajioiHpopMaTHBHHUI",
“banasbHUN” 1 “Hepo3yMHUN”, a 3 iHLIOTO - fIK
“3po3yminuit”, “lIBUAKUN", “HearpecUBHUM".
3a3HauuMo, 1[0 y OiNbIIOCTI BUMAAKIB cepef,
CTY[EHTIB KopeJsliiiHi 3B’a3Ku iHAEKCIiB iHTe-
JIEKTY Ta OL[IHKY PEeKJIAMHHUX POJIUKIB € Oi/IbIIl CTa-
TUCTUYHO 3Ha4yylMMH (Ha piBHI .01 mopiBHSAHO
3.05 y y4HiB), y TOM 4ac, IK HalpsIMOK 3B’13Ky 3aJI1-
IIA€ETbCA TUM caMUM. OTe, MOXKHA TOBOPUTHU TIPO
TeHJeH1il0 TOMIPHOTO NIOCUJIEHHSA POJIi IHTEJIEKTY
y CIpUHMaHHI Ta OLiHIli 3HaYyIUX 00 EKTIB CBITY.
[llomo He3asexHOi 3MiHHOI “cTaTh”, TO pe3yJ/ib-
TaTU CTAaTUCTUYHOTO aHasi3y JIeMOHCTPYHIOTh
HasIBHICTb GiJIbIII CYyTTEBUX BiIMIHHOCTEN B OIIiH-
Kax peKJlaMH Y peClIOH/IeHTiB pi3Hoi cTaTi. 3a3Ha-
YHUMO, L0 Y XJIOMI[iB KOpeJsIiiHi 3B'I3KH iHTe-
JIEKTY i CeMaHTHU4YHOI OL[iHKHA POJIUKIB B ILIJIOMY
Oi/IbIII CTATUCTUYHO 3HAUYIIL, aJie y IiBYaT iX Kijib-
KicHO 6iJibllle, 30KpeMa, B JaHUX iX TPYNU BCTAHOB-
JIEHO 6iJibllle HeraTUBHUX KOPeJISLiHHUX 3B 13KiB.
Tak, HanmpukJ/ajJ, IOHAKU 3 BUCOKHUM piBHEM
PO3BUTKY BepOabHOTO iHTENEKTY MO3UTUBHO
OLIHIOIOTH AK IrpOBi My3W4YHI peKJIaMHI POJIMKU
(“MlanTin”, “bank Paldalizen”), Tak i poJsuKy,
3 BUKOPUCTAHHSIM KOMIT'I0TepHOI rpadiku Ta cre-
nedekTtiB (“OTpuBin”). /liBuaTa 3 BUCOKUM PpiB-
HeM pO3BUTKY Bepb6aJibHOrO iHTeNEeKTy BijJa-
I0Tb MO3WTHUBHI eMOI[ilHI OI[IHKHU JIUIIIe MepPIIuM
JIBOM, He JIeMOHCTPYIOUU 0COBJIUBOI MPUXUJIBbHO-
CTi 0 BUKOPUCTAHHS €JIEMEHTIB KOMIT IOTEPHOI
rpadiku. BiaMiHHOCTI Mixk XJI0NIIAMHY i IiBYaTaMU
3 BUCOKMM MIPOCTOPOBUM iHTEJIEKTOM MOJISATAl0Th
y TOMY, LIO Nepili BUCOKO OLiHIOIOTb peKJIaMHi
pOJIMKHU 3 irpoBUM My3W4yHUM ciokeToM (“BaHk
Paii¢aiizen”) i 3 BUKOPUCTAaHHSAM KOMIT IOTEPHUX
cnenedekTiB (“Otpusin”). Toxi sk apyri — auie
POJIMK 3 BUKOPHUCTAHHSIM KOMII'IOTEPHHUX CIie-
nedextiB (“OTpuBiH”), AKUNA OYB CIPUWHATUH
JiBYaTaM{ MEHII MO3UTUBHO i OTpHUMaB bijiblle
HeraTUBHUX OIL[iHOK (“cyMHUH”, “OaHa/bHUI",
“HekpacuBuil”). llikaBuM ¢akTOM € HasBHICTb
3HAYYU[MX 3B’A3KIB MaTeMaTH4YHOTO iHTEJIEeKTY
y AiBYaT 3 OI[iHKOK BCiX I'SITH POJIHKIB. lle /03-
BOJISIE TPUIYCKaTH, 10 MOro peryasTUBHA
poJib Y CIpUMMaHHI 00’€KTiB OTOYYIYOTO CBITY
y AiBYaT € GUIBII 3HAYYILOK IMOPIBHAHO 3 Bep-
6aJIbHUM Y IPOCTOPOBUM iHTEJEKTOM.
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intelligence gave a positive evaluation of this
video. We can assume the influence of the previous
socialization of boys (features of upbringing,
social stereotypes, etc.), which determines
the data obtained. Instead, girls with a high
level of mathematical and spatial intelligence, in
contrast to boys, significantly negatively evaluate
the video “Samsung”, which uses the image
of the world-famous tennis player M. Sharapova,
who symbolically advertises the phone “Samsung”
with body movements. Thus, as shown in the study
(Spalova & Bacikova, 2017), the use of advertising
featuring stars does not always lead to positive
results. According to SD’s “true-false” girls with
a high level of verbal and mathematical intelligence
are more trusting of commercials than boys.

Comparing the results of correlation analysis, we
see that in all four studied samples there are mostly
statistically significant inverse correlations of verbal,
mathematical, spatial intelligence indices with
the emotional evaluation of the commercial “Khilak-
forte” and “Samsung”. In the first case, this may be not
only because of the characteristics of the respondents
themselves (age, gender, individual), but also
the content of the product itself, which is the object
of advertising (“Khilak-forte” as a laxative). In
the second case, it may be either the use of the female
body in advertising or the image of a famous person,
which may be overloaded with other negative
information content. Thus, the fact that boys
tend to have a positive perception of celebrities
of the opposite gender in advertising has not been
confirmed (Phua et al, 2018).

It's worthy to note the presence in all four groups
of reliable correlations of indices of mathematical
and spatial intelligence with the emotional
evaluation of advertising “Otryvin”, indices of verbal
and mathematical intelligence with advertising
“Pantene”, as well as direct (positive) correlations
of all indices of intelligence with an emotional
evaluation of “Raiffeisen Bank” advertising. These
sufficiently stable correlations, which take place
regardless of age and gender, show that there are
probably some universal patterns of evaluation
of videos that are common to all respondents.

Conclusions
The idea that intelligence is a core quality
of not only cognitive but also holistic personal
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Y BUOGIpKOBIH CYKYHNHOCTi XJIOMIiB BCi THIU
iHTeJIeKTy MOB’s3aHi MO3UTHUBHO 3 PEKJIAMOI0
“OTpuBiH”, sika 6a3yeTbCl Ha BUKOPUCTAHHI
3D o6’ekTiB i koMm'toTepHoi rpadiku. BopHo-
yac y Bubipii AiBYaT MO3UTUBHY OLIiHKY I[bOMY
POJIMKY HaJaJIu TiJIbKY JjiB4aTa 3 BACOKUM MaTe-
MaTHU4YHUM Ta NIPOCTOPOBUM iHTeJIeKTOM. MoxHa
NPUIYyCKaTU BIJIUB IMOIepegHbOl coljiasisalil
XJI0T1iB (0COGJMBOCTI BUXOBAaHHS, COLliaJIbHI CTe-
PEOTHUINH TOI0), 1[0 3YMOBJIIOE OTPUMaHIi JaHi.
HartowmicTe giB4yaTa 3 BUCOKMM piBHEM MaTeMa-
TUYHOTO Ta IPOCTOPOBOTO iHTEJIEKTY, HAa BiAMiHY
BiZl XJIOMNILiB, 3HA4yyllle HEraTUBHO OLHIOIOTb
posivk “Samsung”, y sIKOMy BUKOPHUCTOBYETbCS
006pa3 BcecBiTHbO BijlomMol TeHicucTku M. lllapa-
MOBOI, 1Ka CHMBOJIIYHO, 3a JJOIIOMOT 00 PyXiB TiJa
peksamye TesnedpoH “Samsung”. OTxe, sk 6yJs0
nokasaHo B gociaimkeHHi (Spalova & Bacikova,
2017), BUKOpPUCTaHHS peKJiaMH 3a y4acTio 3ipoK
He 3aBX/JU MPU3BOAUTH [0 MO3UTHBHUX PE3YJIb-
TaTiB. 3rigHo ouinku CJ| “npaBauBUI-HenpaB-
JAUBUN” AiiBUaTa 3 BUCOKUM piBHEM BepbHaATbHOTO
Ta MaTeMaTUYHOTO iHTeJIeKTy 6i/lbll JOBipJIMBO
CTaBJIATHCA [0 PEKJIAMHUX POJIMKIB, Hi?K XJIOIL.

[lopiBHIOIOUM  pe3yJbTaTH  KOPEJAL{iNHOro
aHasizy, 6a4MMo, L0 B YCiX YOTUPbOX AOCHTIHKY-
BaHUX BUOGIpKax HasiBHI MepeBaKHO CTATUCTUYHO
JIOCTOBIpHi 3BOPOTHI KOpPesALiiHI 3B'I3KU iHJIEK-
CiB BepOa/IbHOr'0, MaTEMAaTUYHOI'0, TPOCTOPOBOTO
iHTesIeKTy 3 eMOIiliHOI0 OI[iHKOI0 PEKJIAaMHOI0
ponuky “Xinak-poprte” Ta “Samsung”. ¥ nepiiomy
BUIQ/IKY Il MOXKe OYTH 3yMOBJIEHO He TiJIbKH 0CO-
OGJIMBOCTSIMM CaMHUX JOCAi/PKYBaHUX (BIKOBUMHY,
reHIepHUMY, iHAUBIAyalbHUMU), ajle i 3MiCTOM
CaMoOro TMpOAYKTY, KUK € O0OGEKTOM peKIaMHu
(“Xinak-¢popre” sk MpoHOCHUH 3aci6). Y gpyromy
BUIA/JIKy MOBA MOXKe WUTH ab0 NMpPO BUKOPUCTAHHSA
»KIHOYOTO Tijsla B peksiaMi, a6o mpo o6pa3 Bigomoi
JIIOJIUHHU, IKUH, MOXKJIUBO, IepeBaHTaKEHUM iHILIM
HeraTuBHUM iHdopMaliiHuM 3MicToM. He migTBep-
JIMBCS TAKUM YMHOM QaKT, 10 I0HAKH, SIK MPaBUJIO,
MNO3UTHUBHO CIPUUMAalTh 3HAMEHUTOCTEN MPOTHU-
JiexkHoi crati y peksami (Phua et al, 2018).

3a3HauuMO, TAKOX HAsSIBHICTh y BCIX YOTUPbHOX
rpynax A0CTOBipHUX 3B’sI3KiB iHJEKCiB MaTeMa-
THUYHOTO i IPOCTOPOBOTO iHTEJEKTY 3 EMOLiITHOI0
OIiHKO peksiaMH “OTpUBiH", iHJIeKCiB BepbOaJib-
HOTO I MaTeMaTUYHOIrO IHTEJIeKTY 3 peKJIaMOlo
“[la"TiH”, @ TakoX NpsaMi (MO3UTHUBHI) KopeJs-
[iliHI 3B’I3KM BCiX iHAEKCIB iHTEJIeKTy 3 eMo-
[[iliHOIO OIjiHKOK peksamMu “baHk Paidazen”.
Lli goBoJii cTasi 3B’A3KH, IKi MalOTh Miclie He3a-
JIEXKHO BiJi BIKOBUX Ta I'eH/IepPHUX 0COOJIMBOCTEH,
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development is gaining ground in modern
psychology. The role of intelligence was
demonstrated by the correlations between
the intellectual abilities of adolescents and young
people of different genders and the importance
of commercials for them.

The results of the diagnosis revealed significant
ageandgenderdifferencesinverbal, mathematical,
and spatial intelligence of the studied groups,
as well as significant correlations between
the emotional evaluation of advertising with
the gender characteristics of the intelligence
of the respondents. Thus, the first and third
hypotheses were confirmed, while the second -
only partially.

The participants of both age samples showed
almost similar results. In particular, the high
intelligence indices of the respondents are related
to the positive evaluation of the commercials
“Pantene”, “Otryvin” and “Raiffeisen Bank”,
and the negative evaluation of the commercials
“Khilak-forte” and “Samsung”. There are significant
differences in the evaluations of advertising
between respondents of different genders. Thus,
the use of computer graphics in advertising is
more interesting for boys, and the use of a sports
star in advertising, which uses its own body,
causes a more negative reaction in girls. Boys
with a high level of intelligence are more positive
about commercials using computer graphics
and special effects (“Otryvin”), and girls - with
the participation of actors (“Raiffeisen Bank”).
The obtained results showed that the gender
characteristics of the respondents’ intelligence are
more significant predictor of emotional evaluation
of advertising in adolescence and youths than
theage characteristics of intelligence development.

Respondents with a high level
of intellectual development, regardless of their
age or gender, appreciate music videos with
actors and the use of computer graphics. The
most attractive, and therefore more effective,
is advertising, which contains a “behavioral”
and emotionally colored component, which
features people (actors) and shows the different
ways of their behavior in the process of unfolding
the plot. An example of this is the promotional
video “Raiffeisen Bank”, which received the highest
positive emotional ratings, i.e. was the closest to
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MOKa3yloTh, 1[0 € KMOBIPHO NEBHi yHiBepcaJbHi
3aKOHOMIPHOCTI OLIHKM POJIUKIB, AKi € CIiJb-
HUMU JJI14 BCIX peClIOH/eHTIB.

BHUCcHOBKHU

Y cydyacHii ncuxoJsiorii HabyBae Bce OiJib-
HIOTO MiATBEpP/XXEeHHS [AyMKa, U[0 IiHTEeJeKT
€ CTPUKHEBOIO SIKICTIO HE TiJIbKU KOTHITUBHOTO,
a ¥ 1iJicHoro oco6ucTicHOro po3BuTKy. [Ipoze-
MOHCTPYBaTU L0 POJIb iHTEJIeKTy [A03BOJIUIU
BCTAHOBJIEHI Y AOC/i)KEHH] 3B’I3KU iHTEJEeKTY-
QIBbHUX 3/i6HOCTEN MiJJIITKIB Ta OHaKIB pi3HOI
cTaTi 3 apeKTUBHO 3ab6apBJIEHUM [Jis HUX 3Ha-
YeHHSIM peKJIaMHHUX POJIUKIB.

3a pesysbTaTaMu [1iaTHOCTUKHU OyJI0 KOHCTa-
TOBAHO 3HAYYlli BIKOBI Ta reHAepHi BiAMIHHOCTI
Bep6a/IbHOTO, MaTEMaTHYHOrO0 Ta MPOCTOPO-
BOTO IHTEJIeKTY [AOCJI[PKYBaHUX TPy, a TaKOX
3HAUyLIi KOpeJsAliiiHi B3a€EMO3B'I3KM eMOIiiHO1
OI[iIHKU peKJIaMU 3 I'eHJlepHUMH 0COOJUBOCTAMU
iHTesIeKTy pecnoH/leHTiB. TakUM YHWHOM, Mepiia
Ta TpeTs rinoresu 6yJu NiITBEPAKEH], Y TOU xKe
yac Apyra - Jivile YacTKOBO.

JocnimkyBaHi 060X BiKOBHX BHOIpOK IOKa-
3a/IM  Maibke TOAIOHI pe3ysbTaTU. 30KpeMa,
BUCOKI iH/leKcH IHTeJIeKTy pPecrnoH/eHTiB MOB's-
3aHi 3 MO3UTHUBHOI OLIHKOIO PeKJIaMHUX POJIU-
kiB “llanTin”, “OTpuBin” Ta “banHk Paldazen”,
Ta HEraTUBHOIO OLIHKOI peKJaMHUX POJIUKIB
“Xinak-®opTe” Ta “Samsung”. BcraHOBJIEHO CyT-
T€EBI BiIMIHHOCTI B OILjiHKaxXx peKJaMH MiX pec-
MOHJAEeHTaMU pi3Hol cTaTi. Tak, BUKOPUCTaHHSA
y pekJiaMi KoMIT'toTepHoi rpadiku € 6i/IblI mika-
BUM /JJIF XJIONLIB, a BUKOPUCTAHHA y peKJaMi
3ipKM CIOPTY, iKa BUKOPHUCTOBYE BJIACHE TIJIO,
BUKJIMKAE GiJibIIl HETaTUBHY peakllilo y JiBYarT.
Xnomii 3 BUCOKUM PiBHEM iHTENEKTY GiJbIlI 103U~
THUBHO CIHPUKMAIOTh pEKJaMHi POJIMKH 3 BHUKO-
pUCTaHHAM KOMI'I0TepHOI rpadiku Ta cnenedex-
TiB (“OTpuBiH”), a AiBYaTa - 3a y4yacTi aKTOpiB
(“Bank Paidaiizen”). OTpumaHi pe3ynbTaTH
MOKa3aJIy, 10 I'eHiepHi 0COGJIUBOCTI iHTENEKTY
pPecloH/IeHTIB € Oi/bll 3HaYyLUM HpPeSUKTO-
POM eMOLiHOI OLIiHKU peKJIaMU Y MiJJIiTKOBOMY
Ta I0HALlbKOMY Billi, Hi>k BiKOBi 0C06JIMBOCTI poO3-
BUTKY iHTEJIEKTY.

JlocnipkyBaHi 3 BUCOKUM piBHEM PO3BUTKY
iHTeJIeKTya/IbHUX 3/1i6HOCTEH, He3aIeXKHO BiJ iX
BIKOBUX YU TeHJEPHUX OCOOJIMBOCTEH, BHUCOKO
OLIHIOIOTb MY3W4YHI POJIMKM 3 y4acTH aKTOpiB
Ta BUKOPUCTAHHAM KoM toTepHol rpadiku. Hai-
6isbIl MPUBA6JIMBOI, OTXKe i Gijbll edeKTUB-
HOI0 € pekJiaMa, sika MicTUTh “nmoBeJliHKOBUI”
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the perfect video in all groups. Thus, the emotional
evaluation of advertising is mediated not only
by the intelligence but also by the person, their
implicit theory of the world, themselves, others.
This area of research is the prospect of our further
experimental explorations.
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Ta eMOILiHO 3a06apBJIeHUH KOMIIOHEHT, y SIKil
obirypytoTh oy (aKTopu) Ta NOKaszaHi pis-
HOMaHIiTHi cmoco6u iXHbOI MOBEJIHKKM y TpO-
1eci po3ropTaHHsS CHXKeTy. [Ipuk/iIasoM 1bOTO
€ peKJIaMHUH Bileopostuk “baHk Paiidazen”, akui
OTpUMaB HaWBUIi MO3UTUBHI eMOIilHI OI[iHKH,
TOOTO BHUABHUBCA HaHOJIMXKYUM [0 iJeaJbHOrO
poJiiKa B YCiX AoC/aimKyBaHuX rpynax. OTxe,
eMollililHe OILiHIOBaHHSl pEeKJIaMHU OIloCcepeKo-
BaHe He TiJIbKU iHTeJIeKTOM, ajle ¥ 0COOUCTICTIO,
il iMmmtinuTHOW Teopi€ew cBiTy, cebe, iHmux. llei
HaNpsIMOK JOCJi/I)KeHHS € TePCHeKTUBOI0 HalllUX
No/a/MbIINX eKCIIeEPUMEHTATbHUX PO3BiJIOK.
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