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. Zainchkivska. Religion and education in Ukraine: opportunities for 
interaction. 

In the article the main problems of the education of Ukraine in the religious 
aspect are analyzed. Through the sociological dimension the author considers the 
prospects of studying of the religious space in the education of Ukraine and provides 
the argumentation of the specifics of its study. 
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N. Kovalisko, O. Gerus. The specific of the individual reflections of youth on 

the advertising: regional aspect. 
In the modern society avertising effect is not limited to changing consumer 

behavior and increasing demand. Today advertising communication presents 
creating of new social relations, new forms of consciousness, new types of values and 



:
, , ,  

 

 97  

etc. This is a potential source of social experience, which directs behavior. In the 
article the influence of advertising upon the formation of social values is featured. It 
contains detailed analyzes of the advertising impact and the mechanisms of 
advertisement consumers� (recipients) reflexive behavior. The main point of the 
article is highlighting the peculiarities of consumers� (recipients) perception of 
advertising and transformation of this pecularities in the minds of consumers 
(recipients). 

Keywords: advertising, advertising consumer (recipient), social values, reflection. 
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