Review of Business and Economics Studies
2019,Vol. 7,No. 4, 39-44

DOI:10.26794/2308-944X-2019-7-4-39-44

Attitudes to Social
and Political Advertising Among
Russian Youth

Ekaterina Vlasenkova?, Maria Gagarina®

2Master’s Student, Economic Faculty, Moscow State University, Moscow, Russia, Vlasenkovaekaterina@mail.ru
®Ph.D. in Psychology, Associate Professor, Department of Personnel Management and Psychology, Financial
University, Moscow, Russia; Institute of Psychology of the Russian Academy of Science, Researcher at the
laboratory of social and economic psychology, Moscow, Russia, MGagarina@fa.ru

Abstract
The article presents the results of an empirical study of the characteristics of the evaluation of social and
political advertising by young men and women. In total 96 respondents aged 18 to 22 years (M = 18.7;
SD = 0.92) took part in research. The semantic differential was used as a research method; respondents were
asked to evaluate two photographs depicting social and political advertising on public transport. By comparing
the average estimates of social and political advertising, it was found that political advertising as a whole is
evaluated more negatively than social advertising. Young men evaluate social advertising more positively than
young women. There were no significant differences in the assessment of political advertising between the two

genders.
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The Relevance of the Study
and Background
The study of people’s attitudes to various
forms of advertising exposure in different pe-
riods of history was an urgent task of social
psychology and the psychology of market-
ing communications (Lebedev & Gordyakova,
2015; Lebedev-Lyubimov, 2007). Currently,
researchers set themselves the task of study-
ing the impact of various types of advertising
on the population, increasing its effective-
ness, taking into account the interests of both
advertisers and consumers. Some researchers,
for example, Orlova and Gordyakova (2019)
and Gordyakova and Lebedev (2017) raise
fundamental issues such as the impact of
advertising on social norms, values and the
development of society and vice versa. Cur-
rently, commercial, social and political ad-
vertising has become widespread in the Rus-
sian advertising market. In terms of content,
technology and the principles of psychologi-
cal impact on the population, these types of

advertising differ significantly. In this article,
we focused on two types of advertising — po-
litical and social to figure out peculiarities of
youth attitudes.

The purpose of social advertising is “to
change the public’s attitude to any social prob-
lem, and in the long term — to develop new
social values” (Horoshkevich, 2015, p. 10). The
subject of social advertising can be considered
a socially significant idea, a social project, a
certain standard of behaviour. The object of
social advertising is the totality of socially sig-
nificant ideas, social projects, certain standards
of behaviour and socially significant actions
[ibid.]. As a form of interaction, social advertis-
ing involves the creation of a positive image
of a society struggling with injustice and vices.
It sets as its primary goal to draw attention to
emerging social problems and calls for moral
values. Partly, social advertising is a reflec-
tion of the views of the state. However, topics
related to the health and safety of citizens can
be broadcast, namely issues of alcohol and
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drug use, AIDS, attitudes towards abortion,
smoking, etc. Any of these topics are of par-
ticular importance for the state, but they have
a less political connotation. The mechanism
of social advertising, like any other, implies
the presence of two components: rational and
emotional and efficiency is mostly associated
with the emotional component. That is why
we concentrated our attention on attitudes
to advertising. Several Russian authors note
that the psychological impact of low-budget
social advertising, on which Russian public
activists had high expectations a decade ago,
is insignificant when compared to commer-
cial advertising (Lebedev & Gordyakova, 2015;
Lebedev-Lyubimov, 2007; Orlova & Gordyakova,
2019). And this is not only since following the
Law on Advertising of the Russian Federation,
the ratio of social advertising to a commercial
one is approximately equal from 5 per cent
to 95 per cent. The psychological effective-
ness of social advertising is, in many ways not
high enough because it is most often based on
negative emotions. Its plots are usually associ-
ated with problems of society (anti-smoking,
careless and drunk driving, environmental
problems, raising children, helping people with
disabilities, older people, etc.). Social advertis-
ing addresses mainly socially relevant issues.
On the contrary, other types of advertising
appeal to the apparent benefits, pleasures, and
advantages of an individual, which he “will
definitely receive” after purchasing the ad-
vertised product or electing a specific political
candidate. In this regard, the question arises of
the perception of social and political advertis-
ing by young people and their willingness to
make socially-oriented choices.

On the one hand, political advertising is a
concept very close to social advertising for it
addresses problems of society. On the other
hand, it sets completely different goals. Po-
litical advertising also forms certain psycho-
logical attitudes in the mass consciousness,
while they are aimed at realising the rights
and freedoms of citizens in society. It should
be noted that political advertising contains a
call to action and participation in the political
process, the adoption of a particular point of
view and appropriate behaviour concerning
the accepted position. The purpose of political

40

advertising is to “induce people to participate
in any political processes ... to encourage peo-
ple to a particular type of political behaviour,
including electoral behaviour” (Horoshkevich,
2015, p. 71). Its object is the participants in
the political process, who have to make this or
that choice, to determine for themselves this
or that political orientation. The subject is “a
candidate, a party, their programs, as well as
a political rally, support or protest movement”
(Androsova, 2008, p. 7).

Psychological studies that raise the question
of the role of the individual in the perception
of political advertising are at particular inter-
est. In the articles by Lebedev (Gordyakova &
Lebedev, 2017; Lebedev, 2017) consider the
problem of the influence of information and
political marketing on the formation of dif-
ferent types of patriotic behaviour of Russians.
Using the developed questionnaire, we identi-
fied three types of patriotic behaviour: ideo-
logical, problematic, and conformal. Ideological
patriotism is characterised by excessive, often
demonstrative activity and even aggressiveness
of the subject. It emphasises initiatives, lack of
reflection and self-criticism. It is also insensi-
tive to logical contradictions, unwillingness to
listen to the opponent and inability to hear him.
The other features are peremptory judgments,
ostentatious resentment, excessive moraliza-
tion, “impaired” self-esteem; declared readiness
to “sacrifice oneself for one’s homeland, even
when there is no sense to do so”; search for
external and internal enemies, intolerance to
another’s the point of view, etc. Such a person
rarely reconsiders his views and seldom from
them refuses, since they are based not on ra-
tional logic, but faith. This form of patriotic
behaviour in some cases may transform into
conformal patriotism but never into the shape
of the problematic patriotism. Problematic pa-
triotic behaviour: this type of behaviour based
on a sense of duty.

Subjects with this type of patriotic behav-
iours tend to have broad erudition and devel-
oped intellectual abilities. As a rule, these are
people with higher education, but working in
areas that are not associated with business,
big politics or top government posts. These
are people with a particular spectrum of emo-
tions and a sense of justice. They are ready to
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Fig. 1. On the left is social advertising: “Cardio-route is a route of life”;
on the right is political advertising: “Liberal-Democratic Political Party of Russia:
We are for Great Russia”.

listen to the opponent, put self on his place
and look at the problem from the opponent’s
point of view. Conformal patriotism: people
with this type of patriotic behaviour externally
manifests itself in a wide range (from demon-
strative reactions to complete indifference to
what is happening). However, in reality, such
a person is entirely free and without severe
psychological consequences for himself re-
fuses earlier declared beliefs when situation
is changed. This form of patriotic behaviour is
a social adaptation. An analysis of the results
allowed authors to conclude that ideological
and conformal types of patriotic behaviour are
formed to a greater extent under the influence
of marketing technologies. The problematic
kind of patriotic behaviour is a characteristic
of people who are least affected by the impact
of advertising and propaganda. Respondents
with a problematic type of patriotic behaviour
in the Kettell 16PF test (factor Q1) are more
likely to show radicalism. Respondents with
a predominance of ideological and conformal
types of patriotic behaviour are more likely to
show conservatism (p<0.05). The tendency of
people to irrational decisions makes it possi-
ble to use information and political marketing
to form a sense of patriotism (Gordyakova &
Lebedev, 2017; Lebedev, 2017).

The processes of psychological perception
of advertising by men and women are very dif-
ferent. Research in the field of advertising says
that women are more susceptible to advertising
slogans, and they are the consumers of most of

the offered goods and services. However, social
and political advertising is somewhat different,
and its aim is not the creation of a separate,
physically existing product. Therefore, we need
to consider the impact of advertising from the
side of the channels and methods of communi-
cation. In the advertising text, the attention of
women is attracted to male characteristics. It
means that when the text contains such adjec-
tives as strong, reliable, brave, faithful, a woman
carries the image and perceives it as qualities
inherent in a man. Accordingly, it forms a sub-
conscious sense of trust. An advertisement that
contains references to the characteristics of a
man, a woman perceives more willingly. From
the position of visual broadcasting of advertis-
ing, there are also significant differences in
perception, since men and women tend to fo-
cus on entirely different things. Naturally men
are more active, work-oriented and inclined to
change the world around them, while women
have a more relaxed lifestyle, finding happiness
and harmony. So, an advertisement reflecting
active actions is aimed at the attention of men.
Contrary, an advertisement showing “quiet fam-
ily happiness” attracts the attention of women.
In this regard, we hypothesised that young men
and young women would have different opin-
ions on social and political advertising.

Hypothesis: The attitude of young women
to political advertising is more negative, and to
social — more positive than that of young men.
Social advertising is perceived more positively
than political.
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Table 1

Descriptive statistics and t-test for attitudes to social advertising of male and female respondents

Males Females
Characteristics T p
M SD M SD

Aggressive/Benevolent 1.2 1.7985 19 1.0999 1.98 0.052
Hostile/Friendly 1.0 1.6897 2.0 1.0776 2.795 0.007
Unpleasant/Pleasant 0.7 2.1144 1.1 1.4687 1.01 0.316
Stupid/Clever 0.6 1.6652 1.0 1.4606 1.122 0.266
Ugly/Nice 0.7 1.8686 1.2 1.306 1.209 0.231
Deceitful/Sincere 0.5 1.6529 1.2 1.3545 1.953 0.054
Indifferent/Caring 11 1.7223 1.8 1.6064 1.668 0.1
Sad/Joyful 0.7 1.7399 1.2 14167 1.108 0.272
Relaxing/Annoying 0.2 1.8245 -0.3 1.0545 -1.305 0.196
Unconvincing/Convincing 0.3 1.7555 0.8 1.4167 1.37 0.175

Table 2

Descriptive statistics and t-test for attitudes to social advertising of male and female respondents for attitudes to
social advertising of male and female respondents

Males Females
Characteristics T p
M SD M SD
Aggressive/Benevolent -0.682 1.9141 -0.531 1.3675 0.38 0.705
Hostile/Friendly -0.023 1.9349 0.125 1.3854 0.368 0.714
Unpleasant/Pleasant 0.14 21222 -0.323 1.3512 -1.066 0.29
Stupid/Clever -0.25 1.8568 -0.313 1.4242 -0.159 0.874
Ugly/Nice -0.209 2.0419 -0.469 1.2948 -0.63 0.531
Deceitful/Sincere -0.512 1.8692 -0.344 1.2078 0.443 0.659
Indifferent/Caring -0.659 1.7777 -0.438 1.4354 0.581 0.563
Sad/loyful 0.163 1.7719 0 1.0473 -0.463 0.645
Relaxing/Annoying 0.477 1.8107 0.719 1.114 0.667 0.507
Unconvincing/Convincing -0.386 2.0025 -0.25 1.3678 0.333 0.74
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Methodology

Respondents: 96 students of the Financial
University, from 17 to 22 years old (M = 18.7;
SD = 0.92), of which 58 are young men. Most
of the respondents were from Moscow: 90 per
cent of girls and 97 per cent of boys. At the
same time, the posterior distribution we ob-
served in other cities: 3 per cent of the girls
surveyed from Ramenskoye, 3 per cent from
Elektrostal, 2 per cent from Domodedovo and
Zelenograd.

Along with socio-demographic data, we re-
ceived respondents’ answers to questions that
characterise the social, political and economic
situation in the country. To identify attitudes
toward social and political advertising, we used
the method of semantic differential. As an in-
centive, we presented to respondents images of
social and political advertising placed on public
transport (Fig. 1). Both pictures were coloured.

Evaluating advertising (Fig. 1) for each pair
of opposite characteristics (ten in total), re-
spondents had to choose the one that more
closely matches their perception. Thus, the
range of answers was from “-3” to “3”.

Results
and Discussion
First, we will consider the gender differences
in the assessments of the political and social
advertising. The results we present in Table 1.

We noted that for almost all characteristics
of social advertising, the values lie in the field
of positive values. It means that respondents
evaluated advertising positively. An exception
is a value for females on a scale of relaxing/an-
noying. Here, women rated social advertising
as “a little annoying”.

Significant differences in the evaluation of
social advertising between males and females
we identified as concerns the characteristics
of Aggressive/Benevolent, Hostile/Friendly,
Deceitful/Sincere. Although estimates of so-
cial advertising for subjects of both groups of
respondents are in the field of positive values,
females tend to rate social advertising as less,
and males as more benevolent. Since both av-
erage ratings are positive, it is more likely not
about evaluating advertising as aggressive, but
about the degree of the emotional reaction. On
a scale Hostile/Friendly, a similar situation:

females on average rated advertising as less,
and males as more friendly.

On a scale of Deceitful/Sincere, the average
rating among girls is close to neutral, and boys
rated advertising as more honest. On the whole,
we can say that women are less likely to assign
an emotional rating to an advertisement. Men
are more interested in advertisement and tend
to attribute positive ratings to it.

A similar procedure was carried out by us for
evaluating political advertising; the results we
show in Table 2.

Compared to social advertising, political
advertising is evaluated more negatively, as
indicated by the negative values of most scales.
Comparison of the average values of the ratings
of political advertising by boys and girls ac-
cording to the Student criterion, did not reveal
significant differences.

Conclusions

Based on the study, we have drawn the fol-
lowing conclusions. Firstly, political advertis-
ing as a whole provokes an adverse reaction,
equally among males and females. Secondly,
social advertising as a whole is evaluated
positively. Thirdly, males tend to rate social
advertising as more benevolent, friendly, and
sincere than females. Thus, our hypothesis of
a more positive assessment of social adver-
tising compared to political advertising was
confirmed. We have not found substantiated
the hypothesis of a more emotional advertis-
ing evaluation by girls than by boys. Here, we
obtained opposite results. Differences in the
assessment of political advertising were also
not received. The perception of advertising is
influenced not only by the content but also
by the colour scheme, context, possible asso-
ciations, previous experience of respondents,
and many other factors that we may not have
taken into account.
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OTHOLWEHME K COLUMANIBHOM U MOUTUYECKON peKnamMe poCCUMIMCKOM MONOAEXM
EkaTtepnHa AnekcaHapoBHa BnaceHkoBa?, Mapus AHaTonbeBHa farapuHa®

2MaruncTpaHT, JKOHOMUYeCkuit dhakynbTeT, MOCKOBCKUIA FOCYAapCTBEHHbIN YHMBEpPCcUTeT, MockBa, Poccus
b KaHanaaT NncMxXonormyeckmx Hayk, AOoLEeHT, kadeapa «YnpasneHMe nepcoHasoM U NCUXON0rusa»,
®uHaHCcoBbIN YyHMBepcuTeT, MockBa, Poccms; accouMmMpoBaHHbIN HayYHbIW COTPYAHUK nabopaTopum
COLMANbHOW M 3KOHOMMYECKON ncuxonoruu, MHcTuTyT ncuxonorun PAH, MockBa, Poccus

AHHOmayus. B cTaTbe NpMBOASATCS pe3ynbTaTbhl SMAUPUYECKOTO UCCNef0BaHNUS 0CODEHHOCTEN OLLeHKM
COLMANbHOW U NONUTUYECKOM peKlaMbl KOHOLWAMKU U AeBylKaMu. PecnoHaeHToB (6binn onpolueHbl 96
pecnoHAeHTOB B Bo3pacTe oT 18 no 22 neT) NnpoCcuan OLEHUTbL C MOMOLLBID METOAUKM CEMAHTUUYECKOro
ombdepeHumana gee dotorpadmn ¢ M306paKEHMEM COLMANTBHOM U NOIMTUYECKOW peKiaMbl, pa3MeLLEHHOM
Ha obuiecTBeHHOM TpaHcnopTte. CpaBHMBAsA CpefHUE 3HAYEHUS OLLEHOK COLMANIbHOM U NONUTUYECKOM
peknaMbl IOHOWaMK U AeBYLIKAaMK aBTOPbl YCTAHOBUAM, YTO B LLEJIOM MOAMTUYECKAs peknama OLeHMBaeTcs
6onee HeraTMBHO, YeM coumanbHas. lpu 3TOM IOHOLWM OLEHUBAKOT COLMANBHYIO pekamy 6onee
NONIOXUTENbHO, YeM AeBYLWKU. [LOCTOBEPHbIX Pa3IMiuil B OLEHKE MOAUTUYECKON peknambl He BbISBIEHO.
Knouessie cnosa: nonntuyeckas peknama; coumanbHas peknama; ceMaHTuyeckmuin guddepeHumnan; Monoaexs



