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Percepcja osob znanych w reklamie
na przykiadzie kampanii ,,500 zl za
transfer”

Abstrakt:

Obecnie reklamodawcy musza wykazywac si¢ duza kreatyw-
nos$cia, aby pokona¢ konkurencj¢ i zachgci¢ widza zeby w przerwie na
reklame pozostat w fotelu i po§wigcit 30 sekund swojej uwagi wilasnie
na jego reklame. Co wigcej tworcy reklamy musza zadbaé nie tylko
o jej zrozumiatoS¢ i czytelnosé, ale takze zwrdci¢ uwage na zapamig-
tywanie komunikatu oraz percepcje. Czgsto w reklamach wykorzystuje
sig¢ wizerunek os6b znanych np. sportowcdéw, artystow czy aktoréw,
ktérzy wzbudzaja w odbiorcy pozadanie posiadania reklamowanego
produktu.
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Perception of known people in
advertising on the example of the
campaign ,,500 PLN for transfer”

Abstract:

Currently, advertisers must be very creative in order to overco-
me competition and encourage the viewer to stay in the chair during
an ad break and devote 30 seconds of his attention to his advertising.
What’s more, the creators of the ads have to take care not only about
its intelligibility and readability, but also pay attention to memorizing
the message and perception. Often the advertisements use the image of
people known, for example, athletes, artists or actors who arouse in the
recipient the desire to have a product advertised.
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