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THE INFLUENCE OF POLITICAL ADVERTISING ON STUDENTS PREFERENCES
AND THEIR POLITICAL CHOICE

The article considers the features of influence political advertising on boys and girls who stady in a higher
educational institution, with the purpose of forming specific preferences of a political nature. Analyzed manipulative
techniques and types of psychological influence which are used in political advertising. Sources — 17.

Key words: political advertising, political choice, student, psychological influence, manipulative techniques.

Statement of the problem. Political advertising is a powerful tool of psychological influence on
voters, which is able to determine the political ideas and orientation of the behavior, and therefore is in the
centre of scientific and practical interests in social and political psychology. When advertising information
gets into the spheres of human consciousness, it considerably influences on cognitive, emotional, behavior
characteristics of the recipient. And there are the age sections, that have the greatest importance in
determining the effectiveness of advertising influences.

Traditionally students are the most active part of the voters are. The young generation is the most
educated, «upgraded» part of the society, it bears a special prognostic value, becouse today's graduates in
10-15 years time will practically influence and define the state of affairs in the political, economic, mental
spheres of the country. So, the students youth is the social group of a scientific interest from the point of
view of the formation of political preferences under the influence of political advertising.For a modern
young person political advertising is becoming a kind of demonstration material, reflecting the world of
ideas and values, since it introduces the typical situations of political interaction. Advertising adapts people
to the new social roles and values, ways of regulation of their behavior in different situations. This is
focusing attention on special features of the influence of political advertising on the self-consciousness of
modern Ukrainian students.

Analysis of the literature on the problem of research. According to most researchers the first
political advertising appeared in the slave-holding democracy of Ancient Greece, where people were
openly chosen to public posts in the course of social gathering. In ancient Rome, they started to use written
slogans and appeals. Political advertising was performed by the statues of rulers, generals, powerful
citizens, on which are cut out different inscriptions, praising the greatness and the glory of the political
figure of this period. The role of political advertising was carried out by the first ancient «aluminay. This
inscriptions were discovered by archaeologists in Pompeii. Some of them are: «Fishermen, choose to edils
Popidyi Ruf» or «If someone rejects Quintius, they will sit down next to a donkey» [13]. Great deal of
literature on the problem of formation of political image, political advertising has been worked out abroad.

The fundamental works about political advertising appeared in the late 40's-early 50’s of the
XX century. Foreign scientists tried to give a meaning to political communication. In the development of
the theory of political communication and public relations the most important part brought E. Bernays, H.
Lasswell and other scientists.

E. Bernays in his fundamental work «Propaganda», analyzed all basic elements of the theory of
propaganda and PR [1]. The idea of propaganda based on new ideas that get into the society and «acquire
the masses» with the help of actively thinking minority. The public acceptance is’t the most important
condition of activity any monarchy, constitutional, democratic or communist government. E. Bernays
pointed: «We are governed, our consciousness purposefully formed, our tastes unified, our ideas are
imposed us by people we've never heard....» [1, p. 178].

H. Lasswell found ways and factors of application of psychoanalytic theory concerning analysis
of the behavior of political leaders. In his book «Psychopathology and policy» he developed and ample
opportunities of application of psychoanalytic theory in the political front [8].

The works of Ukrainian and Russian scientists lay a serious investigation in the sphere of
political communication. So, H. Pocheptsov analyzed using image characteristics in different activity
spheres: personal image studies, creation the image of enemies, image studies in politics, business and
mass culture [14]. V. Korolko discovered factors and rules of influence the mass media on public opinion
and described a lot of propaganda techniques that are used to deceive people [7]. V. Lisnychyi in his
textbook «Modern electoral PR» analyzed political advertising and determined its influence through the
media on the political choices of the society [10].
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Nowadays we have a great theoretical and practical developments in the sphere of political
communication. Therefore the accents on the role of political advertising in political communication
determines the direction of further scientific researches.

The purpose of the article is review the features of the influence of political advertising on
forming political preferences of students, concerning their political choices and preferences of specific
policy subjects.

Summary of the basic material and results of the research. Any advertising is, first of all, the
influence on human consciousness. It bears information about the advertised product or service. Political
advertising it is any advertising as a system of methods of psychological influence on society for the
purpose to control their political behavior, directed at changing or fixing political preferences of society
[9]. Particularly 1. Bogdanov and V. Zazykin described political advertising as a system of political
communications, appealed to change people's consciousness and behavior according with the political aims
of the advertiser (political parties, movements, leaders) [4]. G. Grachev and I. Melnik as a basic objects of
political manipulation considered: the needs, interests, abilities, i.e. the sources of motivation of activity,
human behavior; aims, group norms, self-rating of the people, i.e. those factors which regulate the activity;
states in which a person can be (apathy, anxiety, euphoria), in fact all factors which can change the
behavior of the person [4].

V. Sheinov, S. Kara-Murza used the concept «target» of influence. They determined
manipulative targets as a psychological structures on which influences the initiator of the actions that
changes the aim of the action [6]. The targets of political manipulation divided into three groups: the target,
that based on the mechanisms of psychic reflection (sensation, perception, mentality, memory); targets, that
are based on the mechanisms of psychic regulation (emotions, feelings, temperament, character); false
targets, which created manipulator to achieve one’s aim.

It should be emphasized not only each group of targets, but also each individual target has its
own specific features and peculiarities. It complicates the work of political manipulator, demanded from
him non-standard actions and individual approaches to any object of influence.

Political advertising solve the problems of satisfaction individual needs with help of political
methods. At the same time, the persistent interest forward advertising provided involving of emotions,
satisfaction of the aesthetic needs of the person. But, the interests of the majority mature people was
formed, that is why young people, exactly the most active part — students are of the greatest interest of
policy.

The students as a specific stratum of young people are the bearers of the intellectual and mental
potential of the society, they differents internal mobility and dynamism. The entering of young people in to
political life is indirected by influence of the culture : the culture that formes the political behavior,
thoughts and feelings of young people about their past, present and future, including the political. The
feature of students is that during their studying young people make their first choice of political
organization or leader (during voting). This choice quite often is not justified, because young people are
usually following by the opinion of meaningful to them persons and information from different sources,
also from the media which have different levels of quality.

Researches of the State Institute of family and youth, the Ukrainian Institute of social studies and
the center «Social monitoring» showed that the youth society is very motley: there are young people who
are actively involved in political life, but there are such people, who are not interested in politics at all. The
results of the survey in June 2002 showed that among young people 14 to 28 years old, about one third
persons (34 %) are not interested in political life, 28 % have answered, that they are interested in political
life, when it concerns them directly, 36 % «try to be in the know» and only 1 % are not only interested, but
also takes an active part in the political life [3]. A modern young person receives more information than the
generation of their parents. But they are not always comprehend it and make the necessary conclusions.

In conditions of the modern socio-political life appears a new problems of formation ability
young people to get knowledge on one’s own and work with the information. A review of modern literature
[4] showed that the manipulative influence is a kind of psychological impact, which masterful execution
causes latent awakening intentions of another person, which do not coincides with its actual desires.
Manipulative techniques have multi-purpose character, used in manipulative technologies, information and
communicative situations, such as public discussions and group discussions, presentations at meetings and
demonstrations, etc., characterized by a rather high effectivness and influence on the human psyche. An
exact and valid knowledge about characteristics and mechanisms of influence political advertising on the
psyche of the potential voter, the basics at psychology and political advertising, formes a view about the
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mechanisms manipulation human consciousness during political campaigns, provide an opportunity to
protect themselves from these manipulative influences.

The main point of the mechanism of political manipulation is its purposeful, but invisible
influence of complex of manipulative methods and techniques aimed at correction/changing needs,
motives, arrangements, mental states of person that regulates, provoking the behavior, in order to
conquest or keeping the power this or that political force [4].

To the main features of manipulative influence are: violation of the rules of ethics (which consist
in publishing negative, often falsified facts about the opponent); disbalance in division into the
responsibility for the performed and making decisions (all the responsibility falls on the addressee of
manipulation); the presence of compulsion/force pressure; an unusual situation of interaction; the fast rate
of the discussion of important issues; lack of time available for making the decision; limiting the circle of
ideas being discussed; returning to previous topic; activation of the stereotypes (assignment the object for
manipulation to one or another category of people, actualization role of their functions, appeal to their
habits or permanent rituals) [2].

An effective tool of the political socialization of the young generation are the media. The largest
array of political and social information young people receive through the mass media, activity of which is
focused on direction the political behavior of people. Media creates in mass consciousness the model of
political reality, have the ability to decide which problems are the most relevant today. This is tendency of
global scale, that is in modern Ukrainian society too [5]. Thus, the results of an Express survey of students
conducted in December 2003, among the factors which, according to respondents, influences on formation
of political preferences, on the first place - media (56,6 %), the second - socio-economic conditions (45,1
%), the third - activities of political parties (32,2 %). Almost a third of respondents mention among the
factors such family - 28,6 %, 19.5 % of the respondents mention political leaders, and 14,7 % - friends. In
the aggregate, the dominant figures in the political process (political leaders and parties) inferior the media
the extent of influence on the forming of political preferences of people[15].

Therefore, the information sector becomes a powerful tool to ensure democracy and prevention of
the threat or danger type dictatorial, monopolistic or oligarchic anomalies.

In that way the media forms and defines the public sphere, through which the communication
occurs between the authorities and citizens who choose it. Mass media is a method of attracting people to
the political life through the perception of political information and simultaneously influence on the
political socialization of the young generation. Also, the perception of the media reports gives for the most
part of students forming their opinion about the candidates and their electoral choice.

Of course, the media cannot provide a systematic and deep learning of political knowledge. It is
the task of special educational institutions. But the mass media, accompanying person throughout life,
including after the completion of the training, the perception of her political and social information. And it
gives the fact that the most part of the media is privately owned, young people often falls under their
manipulative capabilities, that is not safe for a conscious and objective perception of information.

Thus, there is a situation where the mass media and journalism there own’s actions (proposes
critical attitude to political events and individual qualities of politicians) weakens the role of the traditional
political communication, enhances the value of alternative political communication in the society by their
actions and offering a critical attitude to the political events and personal qualities of politicians. The
authorities are trying to control the processes of alternative political communication, using all the means
directed for support of public opinion.

In this strugglefor of influence on active and promising audience declares themselves the Internet
resources. Virtual communities represent a new form of social organization in the information society, their
appearance precedes destruction of the previous forms of social organization.

Development of modern information technologies, gives the possibility transmit information,
creates a state or feeling of simultaneity or presence. In connection with quick penetration of information
technologies into all spheres of public life, the Internet occupies an increasingly prominent place among the
receiving required information and playing an increasingly important role in the formation of students
political preferences. Electronic mass media distributed in the Ukrainian segment of the Internet, promots
to openness of society, the disseminating of various information, which is difficult to regulate, increase of
the role of the information network in the development and adoption of electoral decisions of the Ukrainian
students.
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Therefore, we can conclude that the minimum skills are used by modern information
technologies, particular Internet users and mobile communication, all the time collides with a powerful
projective instrument which is the Internet.

Thus the influence the of political advertising on forming of the students of their political choice
has a practical nature and methods which define the political preferences of certain subjects of policy in the
young society.

The conclusion. Political advertising provides a great influence on the mind and behavior of
students, this is strategic aim of political advertising, from this is the influence on their political
preferences, and then on their political choice. She tries to change the attitude to the advertising object.
Through the media, political advertising due to its diversity, laconic and emotional influences on the
affective and cognitive spheres, forms the opinion of the students and their stereotyped behavior. The
achievement of aims of political advertising is to encourage people to do certain actions that have political
consequences, participate in any political processes, including delegation of authority, including through
the election. However, the changing behavior under the influence of political advertising is only effective
act, which leads to changes of the ideological attitudes, positions, interests and sympathies in the minds of
individuals which define their activity and decision-making in the conditions of political choice. Thus the
features of influence of political advertising on the forming of preferences of students is the activation of
their needs and wishes, through identification with definite social groups, the references to the authorities,
personification of information and minimization reflexion of its semantic constructs.
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TI'apvkaseys C. O., ZKaoan O. O., Kywnapenko B. I.

BILJIMB MOJITAYHOI PEKJIAMH HA YNIOJOBAHHA CTYJIEHTCHKOI MOJIOAI MO0
3IIHCHEHHSA
HNOJITUYHOI'O BUBOPY

Y emammi poszenaoaromsca ocobrueocmi enaugy noaimuyHol pekiamu Ha I0HAKIe i 0iguam, uwo HA8uamvcs
Y BUWOMY HABYATLHOMY 3aK1A0L, 3 Memoio (QOpMY6aHHA Y HUX NEeBHUX YNOOOOAHb NOMIMUYHOLO XApakmepy.
AHanizyiomocss MAHINYISMUSHE NPULOMU MA 6UOU NCUXOJIOZIYHO20 6NAUBY, WO BUKOPUCMOBYIOMbCS Y NOJIMUYHIL
pexnami. [Jocepen — 17.

Knrouosi cnosa: nonimuuna pexnama, nosimuyHuil 6ubip, cnmyoenm, NCUXon02iuHull 6Naue, MAHinyIamueHi
nputiomu.

T'apbkasen C.A., Kanan E.A., Kymnapenko B.U.

BiusiHMe NOJMTHYECKOH peKJIaMbl HA NpPENNOYTEHHsI CTYJeHYeCKOH MOJIOJE:KH HA OCyIlecTBJIeHHe
TMOJIUTHYECKOT0 BbIOOpa

B cmamve paccmampusaiomcs ocobeHHOCMU 6IUAHUA NOIUMUYECKOU PeKIaMbl HA IOHOWE U Oesyluex,
KOmopble 00y4aiomes 8 @viculem y4eOHOM 3a6e0eHUl, ¢ Yeablo QOPMUPOBAHUS Y HUX ONPeOeNeHHbIX NPeOnoYmeHul
ROIUMUYECKO20 Xapakmepa. AHAIUIUPYIOMCS MAHUNYIAMUSHbIE NPUEMbL U 6UObL NCUXOO2UYECKO20 BIUSHUS, KOMOPble
UCnoNL3yIMCs 8 norumudeckol pekiame. Mcmounukos — 17.

Kniouesvie cnoea: nomumuueckas pexnama, noaumudeckuil 6bloop, cmyoenm, NCUXOIo2udecKoe GiusHue,
MAHUNYIAMUBHbIE NPUEMDbL.

I'apbkaBenb Cepriii OuiekciiioBUY - JOKTOp MCHXOJOTIYHHX Hayk, mpodecop, mpodecop
kadenpu ncuxoiorii CxXiTHOYKpalHCBKOTO HaI[iOHAJIBHOTO yHiBepcuTeTy iMeHi Bomomgmmmpa [lans, M.
Jlyrancbk

Kanan Ouaena OunekcanapiBua, crymeHtka 4 Kypcy coemianbHOCcTi  «Ilcuxomoris»
CXiIHOYKpaiHCHKOTO HAIIOHAJBHOTO YHIBEpCUTETY iMeHi Bonoaumupa Jans, M. Jlyrancek
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Kymmapenko Bikropisi IropiBma, crymentka 4 xypcy cnemiansHocTi —«[Icuxomoris»
CXiJHOYKpaTHCHKOTO HAILliOHAJIBHOTO YHiBepcuTeTy iMeHi Bonomumupa dans, M. JIyrancbk

YK 159.99
T'apvkaseys C. O.

MABJIIK PUIEHIITH3 TA IMIIXK BH3: COITAJIbHO-IICUXOJIOTTYHUIT AHAJII3
HOBJIEMHA

Y emammi posensidaromvcs ocobnusocmi opeanizayii nabuix punieiiuin3 U020 HAGYAILHO2O 3aKIA0Y Ma
Gopmysanns i NPOOYKYBAHHSA MAKO20 11020 OCHOBHO20 KOHCMPYKMUBHO20 eleMeHnty, AK imioxc. 3pobaeno akyenm Ha
CUCMEMHUX SKOCMAX IMIOJNCY MA SU3HAYEHI OCHOBHI acnekmu cnpsmoganocmi imioncy BH3, saxi nocumoroms 1020
KOHKYPEHmMOCnpomooichicmo. Posensanymo imiooe BH3 sx cy6’exma ocgimuix nocnye, Haoiino2o pobomodasys ma
akmueamopa pezioHanbHo2o po3eumky. Hasedeno pesyibmamu eMnipuuno2o 00CioHceHHs w000 8USHAYEHHs HAOITbUL
6azomux [ Ol€BUX IMIOJCE8UX KOHCMPYKMI6, SKI HA OYMKY CMYOeHmCbKoi MOoA00i Maioms  Niosuuumu
KOHKYPEHMOCNPOMOIICHICHIb PE2iOHANbHO20 6UULY HA PUHKY oceimuix nocnye. [Joicepen — 1.

Knrouoei cnosa: imiosic, KOHKYpEHMOCHPOMOICHICTb, NAONIK PULEUWH3, PUHOK OCGIMHIX NOCTY2, CUCHEMHI
AKOCMI.

IHocranoBka mnpoGJjeMu. Y CydacHOMY CBiTI PHHKOBHX BIJHOCHH OCOOJHMBOTO 3HAYCHHS
Ha0yBa€ MOHATTS KOHKYPEHIii, SKa y CBOEMY BH3HAYaJIbHOMY 3MICTI IHTETpye BCe Te, [0 POOUTH Cy0’ekTa
JSUTBHOCTI KOHKYPEHTOCIPOMOXKHHM Ta JKUTTENISUIBHUM. Lle Hamae MOXKIHMBICTH 1HIIMM (OpMYyBaTH MPo
cy0’eKTa sIK 3arajibHe, TaK i KOHKPETHE YsBICHHS MO3MTHBHOro ab0 HEraTMBHOTO crpsMyBaHHs. Taka
penyranis crae (QpyHIAMEHTOM IS IHIIMX CKCTPAmOJIALid, sKi ab0 CHpHsIOTh, ab0 MEPEIIKOKAITh
TSUTBHOCTI TAKOTO Cy0’€KTa.

VYV 1pOMy CEHCi Ba)XIUBUM BUSBIAEThCS (HOPMYBAaHHS MO3UTUBHOTO CTABJICHHS I'POMAJSH 10
BUIIMX HaBYaNbHUX 3aknaaiB (BH3), copuitHATTS iX y SKOCTI AifICHUX OCBITHIX 1 KyJBTYpHHX IEHTDIB.
To6to, ¢dopmyBanHs mo3uTuBHOrO iMimkKy BH3 — me mocuneHHs HOro KOHKYPEHTOCHPOMOXKHOCTI Ta
BIUTMBOBOCTI Ha PUHKY OCBITHIX ITOCIYT. A BpaxoBYIOUi Te, [0 Ha TEIEPIlIHIN Yac pO3TOPTAETHCS TOCTpa
KOHKYpEeHTHa 60opoTh0a MiXK BHIIMMH HaBYAILHUMHM 3aKJIaJaMy SIK 3a abiTypi€HTIB, Tak i BIAaCHO 3a CBOE
iCHYBaHHS OCOOJIMBO apTHKYJIbOBaHUM cTae «[labiik pHIeHIIH3», SIK COLIATLHO-TICHXOJIOTIYHUAN 3aXi]
BHOYIOBYBaHHS ITO3UTHBHUX BiJHOCHH 3 TPOMAJICBKICTIO, i 0COOJIMBO 3 Ti€l 1l YacTHHOIO, sIKa BJIACHO i
cKaziae abiTyp’ €HChKUH MOTEHIa.

AHaJi3 ocTaHHIX AocaiTKeHb i my0Jikamiii. 3ararsHOBiZOMO, 1m0 Tix «[labmik puneinH3» abo
PR po3ymitoTh «my0miuHi 3B’ s3km» ab0 «3B’SA3KM 3 TpoMajchkicTio» [1]. B yzaransaeHomy cenci mig PR
po3yMieThCs TEBHUI BUA MisIIBHOCTI, 3MICT sKOI mojsirac y 3a0e3medeHHi mporecy iHpopMamiitHol
B3a€MOJI{ Ta BCTAHOBJICHHS B3a€MOIIOPO3YMIHHS MK YCTaHOBOIO 200 OpraHi3alli€lo Ta IpOMaACHKICTIO. Sk
3a3Ha4aoTh ¢axiBui PR — 1e Bua BIIMBY Ha rpoMajchKy AYMKY Ta IpParHEHHS MOKPAIIUTH BiJHOCHHHU 3
rpomajcekicTio [3; 4; 6]. Ile Hayka a0 MHCTENTBO, MPUHOMH Ta TEXHOJIOTII, SKHX BHKOPHCTOBYIOTh
cy0’ektu PR Ui mOCSATHEHHS TOPO3yMIiHHS 3 OTOYYIOUMMH Ha IIJICTAaBI BCTAQHOBJICHHS 3 HHUMH
rapMoHiitaux BimHocuH (C. Biiex), mnpuKkiIagHa AisUTBHICTH Ta  CIElianbHa CHCTEMa KepyBaHHS
inpopmaniero (B. Kopomsko) [8].

VY3araxi PR moBuHeH 3a0e3medynTd MO3WUTHBHUMA IMiK ycTaHOBH a0 opraHizamii (HaBiTh
OKpeMOi ocoOHucTocTi) 3 MeTor (QopMyBaHHS a00 3MINHEHHS iXHIX BIZKPHTHUX BIJHOCHHH 3
rpomazcekicTio. [Ipu npomy, Ha nymky E. H. Bormanosa, B. I'. 3asukina, I'. I'. [louenmoBa mo3utuBHi abo
HETaTHBHI CY/DKEHHS TPOMAJICHKOT JyMKH Mpo Ti abo iHIM moii Ta GpakTh AIMCHOCTI 3HAYHO 3aJICKATh BiJl
sikocTi pobotu ¢axisuis 3 PR [1; 7].

Otmxe, ocHOBHUM eieMeHTOM PR € imipk i BMiHHS Horo ¢opMyBaHHs Ta 3MillHEHHs. BiacHo
iMiJDK BU3HAYAETHCS K HAWOIIBII EKOHOMIYHUHN CITOCIO MOPOHKEHHS Ta PO3Mi3HAHHS CKJIAIHOT COIianbHOT
NIHACHOCTI, SIK 3TOPHYTHI TEKCT a00 KOMYyHiKamiiHa OJWHHMII, IO CIIPHsE POOOTI 3 MACOBOIO CBIIOMICTIO
[7].

ImMimk — e o0pa3 00’ €Ty, SIKHI CPUIIMAETHCS IHAUBIIOM B €MOIIiiHO 3a0apBieHux ToHax. [Ipu
FOMY, B HBOMY BIITBOPEHI MEBHI 3HAYCHHS, SIKi 00 €KT €KCTPAIOIIOE 3 METOI0 HOTO PO3ITi3HABaHHS Ta
3anam’siToByBaHHs. lle cucrema ysBIeHb IHAMBIAIB PO NEBHMH 00’€KT Ta HOro 3MiCTOBHI
XapaKTepUCTUKH (SIKICHI BITaCTUBOCTI).

TakuM YMHOM MOXXHA CTBEpIUKYBaTH, IO IMI/UK YCTaHOBH a0o0 oOpraHi3auil BHSBISETHCS
COPOIICHUM 00pa3oM, KU BHKOHYE (DYHKINT, IO CIPSAMOBaHI HA TOCHJCHHS BIUIMBOBOCTI HA EMOIIil
cnocTepiradi abo 00’ €KTiB BILIHMBY.
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