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Advertising penetrates into our lives more and more. However, certain categories of people have
different attitudes towards it depending on upbringing, education, environment and, more importantly,
different psychological types. To increase the effectiveness of an advertising campaign it is necessary for
advertising to be more targeted and oriented to specific segments of the market.

.
 – , . . 

,  10–15 -
-
,

, , -
. . , -

, .
-
-

, -

, 
, 

.  

-
, -

.



4 2 2

, 

, 
-

.
-
-

-
, -
.

,

,  ,  
,  

.
, 

.
, -

: 
, -

. -

. 

.
-

, -
,
-

, ,
, -

. .
, -

, -
, -
, -

. , -
, 

-

.

. 
, -

, , -
, , -

. -
-

, -
, -

,  .  .  
, 

. -
.

-
-
-

. -
 15  25 ,

.
 80 ,  40

 40 .
.

, 

-
, -

-
, 

 – -
, 

, ,
-

.   -
-

.
-

, . . 
. 

.
-

, -
-

.
. -

. -
-

, -



4 2 3

, ,
 ( ).

, 
-

.

, -
, 

, 
-

. 1).
 1

,   
)

  

9 47 56 70
24 24 48 60
8 6 14 20

, 
-

, -
,  .  -

, ),  – -
 ( . 2).

,  «
», 

, 
.

. 3, -
 ( ) , -

-
. 

, -
,  

.
,
:

1. , 
. 

 2
,   

)

 3
 ( )

24 8 32 40
8 15 23 30
2 16 18 20
9 0 9 10

 – ! 33 17 50 60
» – ! 38 10 48 60

 « »! 32 16 48 60
? ! 31 8 39 50

 Coca-Cola 16 18 34 40
 – ! 17 8 25 30
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The aim of the study is to point out psychological traits of HIV-infected people, which may cause
intolerant behaviour of medical workers in relation to them.




