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LLlaHOBHiI MOnoAj HayKoBLii!
LLlaHoBHI konerun!

MoBHOMAacLLTabHE BTOPrHEHHS sOCii B YKpaiHy npusseno Ao
TSKKNX HACNIOKIB 0151 HAYKWM Ta OCBITM B YKpaiHi. LLLoAEeHHI ntoacbKi
BTPATW Ta PyVHYBaHHS iHPPACTPYKTYPU, SKMUX 3a3HAIOTb TAKOX i
Yy4aCHVKM OCBITHBOrO MPOLIECY, BMMaratoTb MOCTIMHO 0NaTu He-
NPOCTi BUKIVKM TPUBAIOYOI BiIHN: BUMYLLIEHI NEPEPBU Y HABYAHHI,
nepexin Ha AUCTaHLUiiHy abo 3MillaHy GOpPMY HaBYAHHS, MOBITPSIHI
TPUBOIM Ta BIOK/IOYEHHS eNleKTpoeHeprii. Ta, He3Baxaroun Ha Bax-
Ki BUKJ/IMKM Yacy, HayKa € PYLUiHOK CUJIOK0 NPOrpecy JII0ACTBa, a
pesynbTaTy HOBITHIX AOCNIMKEHb 3aCBiAYYIOTb CYTTEBMIA BMIMB Ha
PO3BUTOK PISHUX rany3er NPOMUCIOBOCTI: EKOHOMIYHY, EKOSIOTIYHY,
coujanbHy Ta OCBITHIO chepu.

HuHi y CBITi BiZOyBa€eTLCSA TEXHOMOMYHA PEBOJIOLLiS, MOB’A3aHa 3
nepexonom A0 undpoBOi EKOHOMIKM, PO3POOKOIO Ta BNPOBaKEH-
HAM IHPOPMaLMHMX Ta UMPPOBUX TEXHOJIOTIN, AKi CNPU[IOTL Mai-
6yTHLOMY PO3BUTKY NMPOMMCIOBOCTI, 30KpemMa, i OCBITHLOIO npoLie-
Cy Ta HayKu B LisIOMY.

Bucokunii piBeHb Cyd4acHUX TeXHIYHUX 3acobiB Ta iHpopMaLlii-
HUX TEXHONOrIN [03BONMAM GaraTtbOM MOJIOAMM HAyKOBUSIM K B
YKpaiHi, TaK i 3aKopLOHOM MPeACcTaBmTK CBOI IHHOBALMHI TeOpeTun-
KO-MPaKTUYHi po3pobkn Ha 23-1i MiXXHAPOOHI HayKOBO-TEXHIYHIM
KOHdEepEeHLIi CTyaeHTIB i acnipaHTiB «pykapcTBO Monoae» Hae4yanb-
HO-HayKOBOro BmaaBHM4Yo-noirpadivyHoro iHctutyty Kl im. Irops
Cikopcbkoro. Bpaxae pi3HOMaHITHICTb TeMaTukn Te3 OOMnoBiaen,
O MICTUTb K TEXHIYHI HANPSMW JOCHIIKEHb KNAaCUYHUX TEXHOSOTIN
BUIOTOBJIEHHSA APYKOBAHWX BUAAHb, NAaKOBaHb, 3axXULLLEHOI noJirpa-
diyHOI NpoayKLii, cnewjanbHUX Ta LMbPOBMX METOAIB APYKY, MOXJIN-
BOCTEW BUKOPMCTAHHS LUTYYHOrO iHTENEKTY Yy APYKaPCTBI, Tak i yHa-
OYHEHHSI NPOBNeEMaTVKN peaaryBaHHs BUAaHb, 30KpemMa y KOHTEKCTi
Cy4acHoi poci|71ct,|<o'|' nponaraHamn; TeHAEHLi IHTEPaKTUBHUX METOLIB
CTBOPEHHSA Ta rpadivHOro odopmeHHs nonirpadivHoi NpoayKLii.

OpraHisaLiiH1I1 KOMITET BiTa€ y4aCHUKIB KOH(epeHLi «[pykapCcTBo
Monone», baxae MiLHOro 300poB’s Ta HacHarn! HeanamHa Bipa
B Nepemory YkpaiHn Hapg, pOCiVICbKVIM arpecopoM CroHyKae OO HOBMX
HayKOBWX 3BEPLLEHD!

LLinpo Baww
[onoea opraHisauinHoro
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MeTpo Kupunyok
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THE EFFECT OF COLOR REPRODUCTION
OF PACKAGING FOR GOODS FOR CHILDREN
ON CONSUMER CHOICE

An overview of the definition of the effect of the color of
the product for children on the consumer’s choice is given.
The characteristics of the most common influencing factors
are given and the effect of color on a person is considered.

Keywords: color solution; packaging; consumer; influenc-
ing factors; color perception; goods for children.

MogaHo ornsg W00 BU3HAYEHHS BIIJINBY KOJIbOPY TOBapy
Aansa gitev Ha BnGip cnoxuBa4a. [JaHo xapakTepucTUKy Hai-
MoLINPEeHILLINX YAHHUKIB BIJIUBY Ta PO3IJISIHYTO BIJINB KOJ1bO-
Py Ha JlloavHy.

Kno4yoBi cioBa: KoslipHe pilleHHS; MaKkOBaHHSI; CIOXUBa4;
YUHHUKU BIJINBY; CIIPUIHSATTS KOJIbOPY; TOBapu AJ1s1 BiTeNi.

Each person reacts to certain colors differently, depend-
ing on their temperament and state of health. There are
colors that we instinctively avoid — they irritate us, cause
discomfort and restlessness. Psychologists, on the basis
of preference (perception) or love for a certain color, deter-
mine the character of a person, his inclinations, the compo-
sition of the mind, the psyche. The main difference between
colors is warm and cold colors. On the color wheel, warm
colors are located from red-violet to yellow, and the rest are
cold. It is important to note that color psychology is not uni-
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versal. In different cultures, objects and colors are associ-
ated in different ways. Understanding the meaning of color
and the ability to use it is of great importance for the per-
ception of educational information, because color and color
combinations help to convey the correct tone of the mes-
sage, its essence, as well as to cause the desired reaction to
the text, diagram, picture or any other printed or electronic
educational information. Color is one of the main factors af-
fecting a person’s mood and well-being. Warm colors, as a
rule, cause a cheerful mood — they are often called active;
cold ones, on the contrary, calm them down, they are called
passive [1, 2].

It is also known that when choosing goods, buyers pay
attention first of all to their packaging. It is not only a busi-
ness card of a manufacturer or seller, but also an impor-
tant tool of advertising, stimulation of sales of goods and a
means of forming demand for them. Packaging adequate
to the requirements of maintaining the integrity of the cor-
responding product cannot be replaced by anything. More-
over, the product can become popular and will be in high
demand due to a successful combination of colors on the
packaging. It is worth noting that the very sequence of one
or another color of packaging depends on many factors: the
country in which the productis sold, the financial situation of
the main target audience and gender [3].

It is also necessary to add an impact factor — the age
of the target audience. What a child sees around him in the
process of growth and development has a direct impact on
the formation of him as a personality. It is well known, that
impressions received in childhood remain for a lifetime and
are sometimes the most vivid. Color is one of the impor-
tant informative qualities of an object and a popular form of
aesthetic feeling. Color affects a person emotionally more
than other signs. It is known that children, when justifying
their choice in color, do not rely on objective associations,
but proceed from their own emotions and impressions that
a certain color evokes in them. Bright colors please and at-
tract them, as they attract the child’s eye. Psychologists
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note that the effect of red, yellow and other bright colors on
children is different from their effect on adults, in particular,
these colors do not irritate younger children, but even, on
the contrary, calm them down, allow the child to feel com-
fortable [4].

References:

1. Petrenko, A. I., & Chelombitko, V. F. (18-22 May 2021). Vplyv
koloru na emotsiinyi stan liudyny. Polihrafichni, multymediini ta veb-
tekhnolohii: materialy molodizhnoi shkoly-seminaru IV Mizhnarod-
noi naukovo-tekhnichnoi konferentsii, Vol. 2, 50-51 [in Ukrainian].

2. Vovk, O. V., Chebotarova, I. B., & Shypova, M. K. (2021).
Vplyv kolirnoi hamy navchalnoi literatury na sprynyatta dytynoiu
shkilnoho material. Polihrafichni, multymediini ta web-tekhnolohii,
40-55 [in Ukrainian].

3. Chumak, I. O., & Kononova, O. O. (2015). Vplyv koloru tovaru
na psykholohichne spryinyattia spozhyvachiv. Mykolayivskyi nat-
sionalnyyi universytet imeni V. O. Sukhomlynskoho, 3, 486—490 [in
Ukrainian].

4. Haidashevska, O. B., & Slavinska, A. L. (2011). Spryinyattia
psykholohichnoho aspektu koloru v proektuvanni dytyachoho odi-
ahu. Visnyk Khmelnytskoho natsionalnoho universytetu, 3, 69-72
[in Ukrainian].






