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Якуничева А.Ю. Инструменты маркетинга услуг агроконсалтинговой и 

совещательных структур 
Статья посвящена освещению теоретических основ по инструментов маркетинга услуг 

агроконсалтинговой и совещательных структур национальной экономики Украины. Сделан вывод 
о необходимости применения вышеуказанных инструментов. 
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AUDIENCE RECEPTION OF MASS MEDIA ADVERTISING  
AS A FORM OF MARKETING COMMUNICATION 

 
Ewa Jaska, Dr., Warsaw University of Life Sciences 

 
Marketing communication involves the processes of transferring information between the company 

and its environment and this objective is tackled with the use of specific channels and measures. One possi-
ble forms mass media advertising message, which conveys information about the company and its offer, 
shapes the needs and thereby stimulates the demand. The aim of the paper is to present advertising as a 
tool used by companies in the process of marketing communication, its audience reception and the features 
of effective advertising message. The theoretical part presents the concept and components of marketing 
communication with particular regard to effective advertising in the mass media. The empirical part presents 
the results of a survey exploring the audience reception of advertising. The study focuses on the impact 
mass media advertising has on attitudes and behaviour of the audience because the potential consumer’s 
response to the advertising message is crucial for entrepreneurs. 

Keywords: marketing communication, market, enterprise, advertising 
Introduction. Market communication is a 

purposeful activity of the company directed at its so-
cio-economic environment. It aims to influence the 
behaviour and attitudes of the target audience in 
order to implement both the current and strategic 
goals of the company. In particular, the purposes of 
such operation sis to inform the market about the 
company and its products, as well as shape the 
consumers’ needs and thereby stimulate the de-
mand. One of the measures used to meet the objec-
tives is undoubtedly the advertising message. 

The aim of the paper is to present advertising 
as a tool used by companies in the process of mar-
keting communication, its audience reception and 
the features of effective communication. To meet 
this aim, the review of the literature has been carried 
out and the results of a survey study have been pre-
sented. The study used techniques of data collect-
ing, data processing and presentation of results. 

The Concept and Components of Market-

ing Communication. The significance of infor-
mation transfer and communication was recognized 
at the beginning of the last century by J. Devey, who 
claimed that the existence of society depends on the 
message transfer and communication processes [2]. 
In reference to this approach, similar concepts re-
garding enterprises appeared in the literature. They 
argued that also a company exists because it trans-
fers information and communicates with the envi-
ronment. This communication in valves a set of 
measures and actions, which the company uses to 
transfer information to the market in order to charac-
terize its brand and its products, shape the needs of 
customers and there by create the demand. 

In order to describe the interaction between 
the company and the target market the term market-
ing communication was coined. J. W. Wiktor argues 
that marketing communication is often inadequately 
used as synonymous with the term promotion, de-
spite the fact that the two terms are not fully identi-
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cal. The traditional concept of promotion is associat-
ed with a one-way impact the company exert son the 
market while marketing communication is a typical 
interactive process between the company and the 
environment [11]. Also B. Pilarczyk [9] accentuates 
the bidirectional nature of marketing communication. 
It is understood as one of the dimensions of a multi-
faceted communication process. The essence of 
marketing communication boils down to the process 
of communication between the company (the send-
er) and its environment (customers, stakeholders) 
with the use of specific tools. 

Communication is also seen as an integral 
function of each company, which cannot be entirely 
delegated to other market participants. Even though 
companies often use the services of advertising 
agencies, the media and consulting companies, they 
also co-create and accept the final concept of mar-
keting communication which must fit into the com-
pany's development strategy [11]. 

From the company’s perspective the commu-
nication effectiveness seems crucial as it is related 
to the economic aspect of the message and financial 
dimension of media promotional activities. The effec-
tiveness of communication requires the transmitted 
message to be properly decoded by the recipient. 
This means that the participants in the communica-
tion process must use the same symbols. A good 
example would be the creation of advertising slo-
gans, expressing in a concise form the main ideas of 
the company’s marketing communication. Decipher-
ing the meaning of the symbols in to concrete mean-
ing by the recipient means decoding the message 
and if it is in line with the intentions and aims of the 
sender it increases the effectiveness of the mes-
sage. 

There are a few models used to define the 
communication process between the enterprise and 
the market, namely the interpersonal communication 
model, mass communication model and hypermedia 
and computing environment model [7].With regard to 
the aim of this paper it would be justified to remind 
only the model of mass communication, which de-
scribes process of company’s communication with 
the market through the media. In this model, recipi-
ents receive the same message, regardless of indi-
vidual needs and preferences. This type of market-
ing communication creates big and homogeneous 
audiences. In this model, the message is directed to 
the general public in the conditions of one-way mes-
sage transfer and lack of feedback. The recipients 
have a very limited ability to respond through the 
same channel they received the message. The 
sender can influence the market behaviour of con-
sumers in a large scale. The se facts should be tak-
en into consideration when implementing advertising 
campaigns in the media. 

The Features of Effective Advertising Mes-
sage. To be effective, advertising must perform spe-
cific functions, including the basic function, which is 

to inform the recipient about the advertised product 
or service. However, if the effectiveness of commu-
nication is a priority it is necessary to use such 
means of expression that will ensure not only that 
the message reaches the consumer, but also en-
courage the decision to purchase the advertised 
product. In this manner the message fulfils the per-
suasive function, which is one of the key functions of 
advertising message next to information and remind-
ing functions [4]. 

The determinants of effective advertising 
messages in the media most frequently mentioned 
in the literature are the following: character, persua-
sion, colors, slogan an demotions. 

The image of the character use din advertis-
ing determines whether the product is remembered 
and positively associated or not, because the recipi-
ent identifies the product with the character. A. Ben-
ediktalso stresses the role of multiple repeats in var-
ious mass media, because it is important for the 
message to be remembered and correctly associat-
ed with the product, which obviously is a core objec-
tive of any advertising message [1]. The most often 
used character is the one representing the target 
audience, to which the advertising message is ad-
dressed. The commercials use women, men and 
children characters. The catalogue of women imag-
es in advertising includes mostly housewives, suc-
cessful women and symbols of beauty. Men in ad-
verts are often professionals or heads of the family. 
Usually men and women in the ads present stereo-
typical patterns of behave our and refer to standard 
thinking schemes in the recipient’s mind [8]. The 
same is true about the image of a child who is asso-
ciated with care and care giving, which generates a 
positive attitude of the recipient to the advertised 
product. 

The effectiveness of advertising message is 
very often determined by the choice of an appropri-
ate persuasive mechanism which may include: the 
authority, familiar characters, testimonials, self-
persuasion, incompleteness, stereotype, dissonance 
or comparative advertising [4]. For example, in ad-
verts of rationally bought products, the image of au-
thority will be commonly used. Appropriate charac-
ter, having the appropriate competencies, who is an 
expert in the field, will act as the authority, which 
increases the credibility of the message. 

The advertisements also use self-persuasion, 
i.e. the consumers are made believe that the argu-
ments presented in the advert are their own. Fre-
quently advertisers supply a sample of the product 
to test and convince the potential customer that they 
should try it rather than believe the commercials. 
The denial of the credibility of the advertising mes-
sage further increases the attractiveness of the 
message, because the recipient feels that they are 
not directly induced to buy the product, but they can 
make their own choice. Naturally the recipients’ re-
actions are manipulated. Although they can test the 
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product, they will not be offered a choice of other 
competing products. An example of such adverts will 
be print ads which of ten include samples. These are 
usually adverts of cosmetics, spices or personal hy-
giene product. 

The specific technique of persuasion is provo-
cation. Entrepreneurs and manufacturers are looking 
for increasing gly controversial ways to make their 
advertising campaign and product stand out among 
many other messages, be remembered, and conse-
quently be purchased. The essence of provocative 
(shocking) advertising is to surprise the recipient and 
focus their attention on the message. Provocative 
advertising is typically used by companies producing 
branded clothing, jewellery and cosmetics as well as 
those which target young and brave customers [10]. 
However, there are the recipients, who expect dif-
ferent values from advertising and believe that it 
should give food for thought, educate, amuse or en-
tertain while a shock is at the bottom of their list of 
expectations [6]. 

Colours have symbolic meaning. Advertisers 
realize this fact and select appropriate colours to the 
advertising message to attract the attention of the 
recipient and form the expected associations. Differ-
ent colours have different meanings, so it is im-
portant to match the colours to the content. For ex-
ample, red colour symbolizes love, strength, energy 
and heat, but also violence, aggression or danger. It 
is the colour that attracts attention, stimulates the 
appetite, increases interest and activates a violent 
desire to purchase. It is preferred particularly by 
young people. Red colour, due to its strong emo-
tional load is often used in advertisements. Most fre-
quently it is applied in the advertisements of foods, 
cosmetics, medicines, cars and entertainment ser-
vices [8]. Colours are very important because certain 
associations come to mind, product qualities are 
emphasized and the advertised product is remem-
bered in the intended way. 

The meaning and form of the slogan are sub-
ordinated to one goal–generate the need to pur-
chase goods or receive services [1].Due to the ease 
of remembering it, the slogan is very often used in 
advertising. It expresses the main idea of the adver-
tising campaign in a few words. These words must 
be well chosen to impress, be remembered and re-
peated by the recipient. Effective slogan should 
stand out as a unique language formula, be suitable 
for the target audience and often repeated in the 
media. 

Emotions play a significant role in shaping 
consumer attitudes to the advertising message. 
However, this does not mean that every body reacts 
in the same manner. The same situation may arouse 
different emotions in different people, but still emo-
tions make it possible to influence the behaviour of 
the recipient. The key aspects of emotional commu-
nication are: the dynamics of the emotional message 
and the coherence of the advert and the advertised 

product [3]. The dynamics of emotional communica-
tion involves the use of both positive and negative 
emotions of varying intensity. Research on advertis-
ing shows that dynamic advertisements are best re-
ceived by consumers and capture their attention. In 
emotional messages, in addition to their dynamics, 
an important role is played by the coherence of ex-
pressed emotions and the presented product. Mes-
sages of high emotional coherence affiliate aroused 
emotions with the advertised product. Messages of 
low coherences how no clear connections between 
emotions and the advertised product. 

The Impact of Advertising on the Attitudes 
and Behaviour of the Audience in the Opinion of 
Respondents. In order to recognize the role of ad-
vertising in the marketing communication process 
sand identify the determinants of an effective adver-
tising message a pilot survey was carried out in 
2014 on a group of 97 persons, the majority of which 
were women (83%). Most respondents (44%) were 
between 26 -39 years of age. The majority had 
higher education (63%). Most of them were resi-
dents of big cities (over 100,000 inhabitants). The 
respondents were asked about their perception of 
advertisements, because the question of how cus-
tomers and contractors react to this form of commu-
nication is crucial for entrepreneurs. 

The study shows that the majority of the re-
spondents (72%) perceive advertising as the main 
communication tool between the company and the 
market. Only 13% of the respondents agreed with 
the statement that the company does not communi-
cate with the environment with the use of advertis-
ing. The others were not able to give a definite an-
swer to the question. 

More than half of the respondents (55%) de-
clared that they do not like advertisements and try to 
avoid them. Almost 30% of the respondents claimed 
that they do not like advertisements, but they are 
forced to watch, read or listen to them. The study 
shows that the respondents most frequently were 
exposed to television commercials. This answer was 
chosen by 54% of the respondents. They were much 
less frequently exposed to print adverts (18%) and 
radio commercials (15%). The significant minority of 
the respondents considered online advertising popu-
lar (13%), which may seem surprising, but this result 
is consistent with the opinion expressed by profes-
sionals responsible for creating company advertising 
policy. It was found that television commercials are 
more willingly watched than Internet advertisements. 
The popularity of television advertising was attribut-
ed to the use of celebrities endorsing products, ide-
as and music. On the other hand, those who favour 
online advertising Gove television commercials indi-
cated such advantages as audio-visual attributes 
and the ability to disable ads [5]. However, the latter 
feature makes it impossible to decode the advertis-
ing message and thereby reduces its effectiveness. 

Regarding the objectives of companies’ ad-
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vertising policies it should be emphasized that the 
vast majority of the respondents (78%) declared that 
they use the products which are advertised. 

The biggest number of the respondents (38%) 
agreed with the statement that advertising strongly 
influences the image of the company, while 21% of 
those polled agreed with the statement that advertis-
ing rather influences the corporate image, but they 
are not one hundred percent sure about that. Other 
respondents were of the opinion that there are many 
other determinants and it is difficult to determine the 
role of advertising image building measures. Only 
5% of the respondents believed that advertising 
does not influence the image of the company. 

For an entrepreneur, it is also important throw 
potential customers react to commercials. The study 
shows that nearly half of the respondents (43%) turn 
off the TV or switch to another channel during the 
commercial break. But they were not the only ones 

who avoid watching commercials. Only 8% of re-
spondents declared that they watch commercials. 
The significant majority of the respondents (91%) 
are of the opinion that too many advertisements 
reach the potential consumer, but no one said that 
there are not enough advertisements. 

For an entrepreneur is also important to find 
out if advertising campaigns make their brand rec-
ognizable. Therefore, the respondents were asked 
to match a slogan with a brand. The questionnaire 
item listed four brand names, of which only one was 
the correct response. The significant majority of the 
respondents associate the slogan "Closer to Christ-
mas" properly with Coca-Cola brand, the slogan 
"Will give you wings" with Red Bull and the slogan 
"Not for Idiots" with Media Markt. None of the re-
spondents indicated an incorrect brand and only a 
few did not know which slogan belongs to which 
brand. Detailed data is shown in Table 1. 

Table 1.  
Brand Recognition by Advertising Slogan 

Advertising slogan Brand [Number of respondents] [%] 
“Closer to Christmas” Coca-Cola 81 93,1% 
“Will give you wings” Red Bull 85 97,7% 
“Not for idiots” Media Markt 83 95,4% 

Source: own research. 
 

The impact of mass media advertising on 
product recognition has also been confirmed when 
the respondents were asked to indicate the product 
brands which they remembered. The advertised 
products were ranked higher and the advertised 
brands were more recognizable and more willingly 
purchased. The brands and products named by the 
respondents were those widely advertised in the 

mass media, although the medium seemed to mat-
ter. Television was recognized as the most effective 
medium. 

The study also aimed to define the features of 
advertising message which improve the effective-
ness of this form of communication with the market. 
The ranking of such features (expressed in a five-
point Likert scale)is shown in Figure 1. 

 

 
Figure 1. The Features of Effective Advertising Message in the Media 

Source: own research. 
 

In the opinion of the respondents the effec-
tiveness of the advertising message is to the great-
est extent determined by the use of celebrities, alt-
hough music and colours seem nearly equally im-
portant. The slogan was declared the least determin-
ing feature, even though the respondents were able 
to correctly associate the given slogans with the ad-
vertised brands. 

Conclusion. Any company which pursues 
market oriented objectives should develop effective 
communication with the socio-economic environ-
ment. Marketing communication is an integral in-
strument of marketing strategy and one of the 

measures it applies is mass media advertising. The 
advertising message reinforces the brand image, its 
position and features in the minds of the consumers. 
The crucial role of advertising in the company’s 
communication with the market has been confirmed 
by the results of the survey, which shows that most 
respondents perceive advertising as a form of com-
munication with the market and see the impact of 
advertising on the company’s brand image. The 
most important feature of effective advertising mes-
sage, according to the respondents, was the use of 
celebrities. The study also confirmed the assumption 
that the advertising slogan is closely associated with 
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the brand. Advertised brands are known, recognized 
and considered more prestigious. Advertised prod-
ucts and services reinforce the brand image in the 

consumers’ minds, influence purchasing decisions 
and thereby stimulate the demand. 
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Ярка Е. Сприйняття споживачами реклами як форми маркетингових комунікацій 
Маркетингові комунікації включають в себе процеси передачі інформації між компаніями та 

оточуючим середовищем і це завдання вирішується з використанням конкретних каналів і заходів. 
Одним з можливих форм масового поінформування є медійна реклама, яка передає інформацію про 
компанію та її пропозиції, формує потреби і тим самим стимулює попит. Мета роботи полягає в 
розгляді реклами як інструмента, який використовується компаніями в процесі маркетингових ко-
мунікацій, його аудиторії, особливостей та ефекту рекламного повідомлення. Теоретична части-
на представляє концепцію і компоненти маркетингових комунікацій з особливим урахуванням 
ефективності реклами в засобах масової інформації. Емпірична частина представляє результати 
опитування. Досліджуючи аудиторію прийому реклами ми сфокусували своє дослідження на впливі 
засобів масової інформації на відносини і поведінку споживачів, тому що реакція потенційного спо-
живача на рекламне повідомлення має вирішальне значення для підприємців.  

Ключові слова: маркетингові комунікації, ринок, підприємство, реклама. 
 
Ярка Е. Восприятие потребителями рекламы как формы маркетинговых коммуникаций 
Маркетинговые коммуникации включают в себя процессы передачи информации между ком-

паниями и потребитеми и эта задача решается с использованием конкретных каналов и меропри-
ятий. Одной из возможных форм массового информирования является медийная реклама, которая 
передает информацию о компании и ее предложениях, формирует потребности и тем самым 
стимулирует спрос. Цель работы заключается в рассмотрении рекламы как инструмента, кото-
рый используется компаниями в процессе маркетинговых коммуникаций, его аудитории, особенно-
стей и эффекта рекламы. Теоретическая часть представляет концепцию и компоненты марке-
тинговых коммуникаций с особенностями эффективности рекламы в средствах массовой инфор-
мации. Эмпирическая часть представляет результаты опроса. Исследуя рекламную аудиторию 
мы сфокусировали свое исследование на воздействии СМИ на отношения и поведение потребите-
лей, потому что ответ потенциального потребителя на рекламное сообщение имеет решающее 
значение для предпринимателей.  

Ключевые слова: маркетинговые коммуникации, рынок, предприятие, реклама. 
 
 


