
1 
 

University of Lodz 

Faculty of International and Political Studies 

International Marketing 

 

 

 

 

 

 

Maria Katarzyna Nowak 

Register number: 270576 

 

 

Controversy in social campaigns in Poland  

1989-2011 

 

 

 

 

 

 

 

 

 

Master’s Thesis written 

in the Department of International Marketing and Retailing 

under the supervision of 

Dr Justyna Anders 

 

 

 

Lodz 2012 



2 
 

Uniwersytet Łódzki 

Wydział Studiów Międzynarodowych i Politologicznych 

International Marketing 

 

 

 

 

 

 

Maria Katarzyna Nowak 

Numer albumu: 270576 

 

 

Kontrowersyjne reklamy społeczne w Polsce w latach 

1989-2011 

 

 

 

 

 

 

 

 

 

Praca magisterska napisana 

w Katedrze Marketingu Międzynarodowego i Dystrybucji 

pod kierunkiem 

Dr Justyny Anders 

 

 

 

Łódź 2012 



3 
 

Załącznik 1 

Maria Nowak                                                                                            Łódź, dn. 18.06.2012 

Nr albumu 270576 

Kierunek: Stosunki Międzynarodowe 

Specjalność: International Marketing 

Wydział Studiów Międzynarodowych 

i Politologicznych 

Uniwersytet Łódzki 

 

Szanowny(a) Pan(i) Dziekan 

 

Oświadczenie 

 

Oświadczam,  że złożona przeze mnie praca magisterska, kończąca studia pt.: Controversy in 

social campaigns in Poland 1989-2011 (Kontrowersyjne reklamy społeczne w Polsce w latach 

1989-2011), jest moim samodzielnym opracowaniem. Oznacza to, że nie zlecałam 

opracowania rozprawy lub jej części innym osobom, ani nie odpisywałam tej rozprawy lub jej 

części z prac innych osób. 

…………………………………. 

(Maria Nowak) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



4 
 

Załącznik 2 

Maria Nowak                                                                                            Łódź, dn. 18.06.2012 

Nr albumu 270576 

Kierunek: Stosunki Międzynarodowe 

Specjalność: International Marketing 

Wydział Studiów Międzynarodowych 

i Politologicznych 

Uniwersytet Łódzki 

 

Szanowny(a) Pan(i) Dziekan 

 

Oświadczenie 

 

Wyrażam zgodę na udostępnienie mojej pracy magisterskiej pt.: Controversy in social 

campaigns in Poland 1989-2011 (Kontrowersyjne reklamy społeczne w Polsce w latach 1989-

2011). 

…………………………………. 

(Maria Nowak) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



5 
 

Załącznik 3 

Maria Nowak                                                                                            Łódź, dn. 18.06.2012 

Nr albumu 270576 

Kierunek: Stosunki Międzynarodowe 

Specjalność: International Marketing 

Wydział Studiów Międzynarodowych 

i Politologicznych 

Uniwersytet Łódzki 

 

Szanowny(a) Pan(i) Dziekan 

 

Oświadczenie 

 

Oświadczam, o  zgodności zawartości danych na nośniku elektronicznym z przedstawionym  

wydrukiem pracy dyplomowej.   

…………………………………. 

(Maria Nowak) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



6 
 

Załącznik 4 

Dr Justyna Anders                                                                                   Łódź, dn. 18.06.2012 

 

Szanowny(a) Pan(i) Dziekan 

 

Oświadczenie 

 

Oświadczam, że złożona przez Panią Marię Nowak praca magisterska, kończąca studia pt.: 

Controversy in social campaigns in Poland 1989-2011 (Kontrowersyjne reklamy społeczne w 

Polsce w latach 1989-2011) spełnia wymagania kierunkowe dotyczące prac oraz egzaminów 

magisterskich i dyplomowych na Wydziale Studiów Międzynarodowych i Politologicznych 

Uniwersytetu Łódzkiego i została przez mnie przyjęta jako praca zaliczająca seminarium 

magisterskie. 

……………………………………………… 

podpis promotora 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



7 
 

CONTENTS 

INTRODUCTION ........................................................................................................................... 8 

Chapter I .........................................................................................................................................11 

1. Social campaigns .....................................................................................................................11 

1.1. Definitions and concepts.........................................................................................................14 

1.2. Use and purpose of social campaigns ......................................................................................16 

1.3. Use of different media ............................................................................................................21 

1.4. Specificity of Polish social campaigns ....................................................................................23 

1.5. Social campaigns’ impact .......................................................................................................25 

Chapter II........................................................................................................................................28 

2. Controversy in social campaigns in Poland ............................................................................28 

2.1. Controversial language ...........................................................................................................33 

2.2. Controversial images ..............................................................................................................38 

2.3. Controversy in governmental and non-governmental social campaigns ...................................44 

2.4. Polish public’s reactions to controversial social campaigns .....................................................47 

Chapter III ......................................................................................................................................51 

3. Empirical investigation: controversial social campaign on responsible drinking .................51 

3.1. Research assumptions .............................................................................................................54 

3.2. Research methodology ...........................................................................................................58 

3.3. Process of research .................................................................................................................62 

3.4. Results ...................................................................................................................................65 

3.5. Outcomes ...............................................................................................................................72 

CONCLUSIONS .............................................................................................................................75 

REFERENCES ...............................................................................................................................78 

LIST OF IMAGES ..........................................................................................................................81 

LIST OF CHARTS .........................................................................................................................81 

SUMMARY IN POLISH ................................................................................................................82 

APPENDICES .................................................................................................................................84 

 

 

 

 

 

 

 



8 
 

INTRODUCTION 

A controversy is defined by the online Merriam Webster Dictionary as a discussion 

marked especially by the expression of opposing views, a dispute
1
. Thus, controversial 

campaigns are those that provoke an intense public argument or disapproval, that push public 

opinion to express its views and which are characterised by some iconoclastic or shocking 

features (including visuals, slogans and/or vocabulary). A controversy is a tool which seems 

to be widely and quite successfully used in different commercial promotional actions, yet 

when it is applied to social campaigns, some additional questions arise. Firstly, social 

campaigns are supposed to promote some positive behaviours and attitudes and therefore 

sending such a message via indecent visuals or slogans might be considered double 

inappropriate, making the campaign fail. Moreover, an important number of social campaigns 

is financed by the state. Should a state be associated with catchy, yet not always prudent 

promotional attempts? 

The aim of this MA thesis is to analyse the use of controversy in Polish social 

campaigns in recent times. As it seems, until 1994 and the famous ‘Papierosy są do dupy’ 

(‘Cigarettes are for the behind’) poster by Polish artist Andrzej Pągowski, no controversial 

images, nor slogans, were permitted in social campaigns in Poland. The uncreative and 

humdrum campaigns (having mainly posters and slogans as their means of expression) of the 

communist Polish government would not resort to the controversy and until the political 

transformation of 1989 no other social campaigns were in fact present in Poland. However, it 

is clear now that controversy is nowadays a tool which is widely applied by the government, 

NGOs and any other institutions in their promotional actions. Therefore, this MA thesis 

revolves around the intricate issue of the use of controversy in social campaigns in Poland in 

the period from 1989 until 2011. 

The first chapter remains highly theoretical as in the beginning some basic concepts 

and ideas are to be explained since the notions of a social campaign and of the controversy 

must be fully understood in order to make any further discussion possible. Therefore, certain 

measures will have to be defined in the first place in order to classify a campaign as 

controversial or not. For the use of this MA thesis it seems logical to consider controversial 

any campaign which is based on swear words or obscenities, audacious visuals or which 

indubitably evokes associations with indecent topics. Once the above-mentioned notions 

become clear, it seems crucial to examine the purpose of existing social campaigns and their 

                                                             
1 Merriam-Webter 

http://www.merriam-webster.com/dictionary/controversy 

http://www.merriam-webster.com/dictionary/controversy
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impact on the public, as well as their popularity in different media. These considerations will 

not be limited to any specific communication channel; all of the media (including television, 

press, radio and Internet) will be examined as well as promotional activities which might be 

undertaken independently of the media (e.g. happenings, demonstrations in public places). 

Finally, any trends affecting the relation between controversial social campaigns and specific 

media, which might have appeared in the period 1989-2011, will also be explored. 

Next, the second chapter revolves around the specificity of Polish controversial social 

campaigns. Firstly, the verbal and visual controversy will be described as numerous examples 

of controversial social campaigns will be examined. Posters, billboards, TV spots, 

demonstrations, on-line promotional activities will all be thoroughly analysed in order to 

discover how controversy is created and used. What is more, at this stage of the following 

research the issue of controversial social campaigns will be examined from the perspective of 

a few modern marketing and psychological theories. In this part of the following MA thesis 

the phenomenon of the absolute threshold (understood as a point at which one starts 

perceiving a stimulus) will be the first one to be observed. 

Secondly, some trends in the use of controversy in social campaigns will be traced. 

The question remains whether the level of controversy in campaigns financed by public 

institutions remains lower than in those sponsored by NGOs or other non state-owned 

institutions. Furthermore, it is interesting to see which of these actors are more likely to pass 

the limits and which are the leaders in this field. What is essential, at this point the public 

opinion’s reactions will be viewed again, this time in relation to the public opinion’s attitude 

towards controversy which appears in campaigns financed by public or non state-owned 

institutions. 

Eventually, the last, third chapter of this MA thesis is constituted by an empirical part, 

which itself is devoted to a research on an imaginary, highly controversial social campaign 

referring to the issue of responsible drinking among young adults. Opinions of respondents on 

that campaign were gathered, analysed and then interpreted and compared in order to check 

the consistency of their reactions to the same stimulus while told that the campaign was 

financed from public and private funds. The findings were presented in the form of pie charts 

and histograms with additional remarks and comments. The research group for the use of this 

MA thesis has been limited to Polish citizens in order to measure the exact national trends in 

the field of controversial social campaigns.  

Finally, since controversial social campaigns apparently gain their place in Poland, it 

seems worthy checking how successful they really are and which, if any, boundaries should 
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not yet be crossed in this field. The case of Poland seems particularly interesting as the 

country has firstly gone through a thorough and abrupt political transformation, next to be 

followed by profound sociological changes which do not seem to be over yet. Due to the 

relatively recent democratisation and a specific geographical location, Polish case remains 

unique and therefore not much is known about it. The Polish society, although deemed 

conservative and prudent, proves to open more and more to the westernisation of life, yet it 

remains different to the so-called ‘old democracies’. Therefore, results of similar studies 

conducted in western countries should not be stretched on the Polish case. In consequence, the 

subject of this MA thesis seems to be up to date. 

Moreover, since social campaigns are generally supposed to promote positive values 

and behaviour, this issue appears even more captivating as the contrast between the means of 

expression and the desired effect proves to be striking. What is more, the issue examined in 

this MA thesis is extremely intricate as it places itself on the crossroads of different academic 

disciplines and could also be analysed from the point of view of linguistics, ethics, sociology, 

psychology or psycholinguistics. Finally, the impact of the changing sociological and political 

environment on the evolution of Polish social campaigns is also a gripping aspect of this 

topic. 
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Chapter I 

 

 

1. Social campaigns 

A marketing campaign is defined by the online Business Dictionary as the efforts of a 

company or a third-party marketing company to increase awareness for a particular product 

or service, or to increase consumer awareness of a business or organization
2
. A campaign 

embraces therefore diverse elements, such as television, radio, press or on-line 

advertisements, public relations actions, outdoor actions and events, interviews and any other 

promotional activities, which are unified by and included in a strategy. The main difference 

between a commercial and a social campaign is undoubtedly due to the fact that a social 

campaign does not promote any product or service delivered under a specific brand. Even if 

sometimes it might indirectly encourage a target group to a purchase, it does not mention any 

specific brands, companies and is not product-driven nor product-oriented and it should rather 

focus on the promotion and reinforcement of a given behaviour or attitude. Therefore each 

social campaign has a persuasive character and the persuasion concerns the socially useful, 

socially desirable and socially favourable attitudes or ideas. Furthermore, commercial 

campaigns are meant to promote specific products against their competitors in the 

marketplace, whereas social campaigns usually fight against an individual’s current 

behaviour, trying to replace it with a new one. Lastly, commercial campaigns are expected to 

procure some financial benefits to the company’s shareholders, contrary to social campaigns, 

which usually might only be responsible for the audience’s increased welfare. 

Obviously, social campaigns as such have quite a long history, especially if we 

consider efforts to free the slaves, abolish child labor, influence women’s right to vote, and 

recruit women into the work force
3
. The discipline itself was born nearly 30 years ago and the 

specific term of ‘social marketing’ was first used by Philip Kotler and Gerlad Zaltman in the 

Journal of Marketing
4
. What has clearly been stated about any campaigns until now is the fact 

that there are some indispensible elements for a campaign to exist: firstly, an object to be 

promoted is needed. Clearly, it does not need to be tangible and in most social campaigns it is 

                                                             
2 Business Dictionary 

 http://www.businessdictionary.com/definition/marketing-campaign.html 
3 P. Kotler, N. Roberto, N. Lee, Social Marketing: Improving the Quality of Life, Second Edition, Thousand 

Oaks, London 2002, p.8. 
4 Ibid. 

http://www.businessdictionary.com/definition/marketing-campaign.html
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not, however, whether it is a non-governmental organisation, a cultural institution or a 

specific attitude one wants to promote or raise awareness of, it constitutes the focal point of 

the whole campaign. Secondly, a target group is required. Just like in case of commercial 

campaigns, the choice of the vehicle, of the language and of the form of the message in a 

social campaign is subordinated to the target group in relation to its background, age and/or 

occupation. At least one vehicle for the campaign to spread is also necessary. A campaign can 

be present in various mass media (all or just one at a time): press, radio or television, on the 

Internet or it might be performed via different events or as an outdoor initiative.  

 The next elements, which are required for a campaign to exist or at least to exist in a 

sensible way, are a certain social conscience and the fulfilment of some basic human needs 

when it comes to the campaign’s audience. Although these two factors may seem less evident 

in the beginning and are harder to define and to measure, they should not be neglected. A 

certain social conscience refers to an individual’s awareness that he or she actually is a part of 

a given society, which moreover affects his or her actions and that in return his or her actions 

affect the society. The idea of a possible change or development of a society comes from its 

individuals’ sense of belonging to this group and from their belief in a possible progress. 

Furthermore, it is crucial to understand that some social actions will only be undertaken by a 

certain social group if some basic needs are fulfilled. For example, one cannot expect 

individuals suffering from a severe famine to be concerned by a non-environmentally friendly 

food production methods or individuals threatened by a war to be particularly worried about 

their unhealthy diet. 

 Although a certain social and cultural level of the citizens’ lives is necessary for a 

campaign to be meaningfully performed, a certain consumption level does not really seem 

indispensible in this case. Although this MA thesis is only concerned with social campaigns 

in Poland in the period between 1989 and 2011, so under the conditions of a free market, it is 

important to notice that the history of Polish social campaigns can actually be traced back to 

more distant times. The communist government was known for publishing numerous posters 

and slogans encouraging people to work more effectively, not to abuse alcohol or to be 

willing to help each other. Therefore, it should be clearly stated that a free market is not an 

indispensible factor for social campaigns to actually be performed, although without it, their 

variety, subjects and forms seem to remain quite limited. 

 When it comes to the process of creating a social campaign, the tools which originate 

from the field of traditional marketing are widely used. Clearly, each social campaign or 

rather the planning of a social campaign should start from a complex marketing research. This 
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initial step strikes as indispensible if one is to submit the campaign to the rule of customer 

orientation. Firstly, establishing market segments is of critical importance, then a target 

market has to be selected and the marketing mix (the so-called 4 P’s – product, price, place, 

promotion) needs to be applied
5
. Afterwards, just like in case of any marketing campaign, 

distribution and media channels have to be chosen, followed by a proper positioning of the 

‘product’. Finally, after the whole strategy has been implemented, its results should be 

monitored and evaluated and if necessary, the strategy ought to be adjusted or changed. 

 Moreover, social campaigns generally fall into a few groups and although the number 

of possible classifications of social campaigns is nearly unlimited in practice, it seems 

reasonable to mention just a few wide categories for the use of this MA thesis. Firstly, there 

are social campaigns which are meant to encourage a specific group of people to act in a pro-

social way, to work voluntarily or to take part in some actions. Then, another sort of social 

campaigns is constituted by those which simply promote some non-governmental 

organisations or advocate for raising up money for charity actions. Finally, there are social 

campaigns which are supposed to convince individuals to act or not to act in a specific way in 

order to protect themselves from accidents or diseases. 

 According to Kotler, social marketing campaigns may have objectives related to 

changing people's cognitions, values, actions, or behaviors
6
. If we consider this classification, 

one should notice that cognitive campaigns are meant to explain and to inform (e.g. explain 

the nutritional value of different foods), value campaigns tackle the value-related perception 

of some phenomena (e.g. alter ideas about abortion), action campaigns are supposed to 

encourage people to undertake a specific action (e.g. motivate people to donate blood) and 

finally, behaviour campaigns should focus on limiting an undesirable habit or attitude (e.g. 

demotivate cigarette smoking). However, no matter which classification we adopt, the fields, 

which constitute an object of concern for social campaigns remain the same and can be 

defined as related to health, safety, environment and community involvement
7
. 

 

 

 

 

 

                                                             
5 Ibid., p.7. 
6 P. Kotler, K.L. Keller, Marketing Management, Twelfth Edition, Pearson Prentice Hall, New Jersey 2006, 

pp.713-714. 
7 P. Kotler, N. Roberto, N. Lee, op. cit., p.xiii. 
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1.1. Definitions and concepts 

Kotler, Roberto and Lee define social marketing as the use of marketing principles and 

techniques to influence a target audience to voluntarily accept, reject, modify or abandon a 

behavior for the benefit of individuals, groups, or society as a whole. Most often, social 

marketing is used to influence an audience to change their behavior for the sake of improving 

health, preventing injuries, protecting the environment, or contributing to the community
8
. 

Therefore, if we accept that a very simplified résumé of what marketing actually does is 

‘promoting and selling a product or service’, then a summary of what social marketing is 

about should be ‘promoting and selling a change in behaviour’. In order to achieve its goals, 

social marketing is based on the mix of economic, communication, and educational 

strategies
9
.  

On the whole, in most cases people are able to distinguish intuitively social and 

commercial campaigns and some even tend to treat social campaigns as a totally distinct 

category, avoiding the use of terms such as ‘advertisement’, finding it irrelevant in this 

context. In spite of the fact that social campaigns are so different to the commercial ones that 

they can be recognised even intuitively, it seems hard to formulate a separate and complete 

definition of this phenomenon. Therefore, most definitions are based on the comparison of 

social and commercial campaigns. The same applies to the term of ‘social marketing’ which 

is usually referred to and understood as the application of marketing to promote the socially 

desirable behaviours. What deserves special attention here, is the fact that a campaign is far 

more than just an advertisement as it includes the whole range of actions (whatever their 

nature and scope) designed to promote or raise awareness of a socially important issue. 

Although a strategy usually defines the whole spectrum of activities constituting a 

social campaign, it might not, however, tackle the educational and legal issues which are 

utterly connected because they constitute a separate issue and very rarely are dependent on the 

campaign’s issuer. Firstly, a social campaign may support or be supported by some changes in 

the law. For example, when the new legal regulations were introduced in Poland in order to 

make it easier for disabled persons to participate in the national elections in 2011, it was 

crucial to inform these persons as well as the public opinion about the new possibilities and a 

radio campaign on the legal changes was launched. 

 Secondly, a social campaign may lead to some learning, hence it might be 

successfully reinforced by different educational programmes. As Kotler claims although the 

                                                             
8 Ibid., p.5. 
9 Ibid., p.19. 
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line between social marketing and education is a fine one, most see education as a useful tool 

for the social marketer (...). Most often, education is used to communicate information and/or 

build skills, but it does not give the same attention and focus to creating and sustaining 

behavior change
10

. A good example of the relation between social campaigns and education 

can be illustrated by the anti-tobacco actions in Poland. Teenagers receive some basic 

information at schools about smoking-related health risks and about the addictive potential of 

smoking, then this message is strengthened by warnings placed on every cigarette packet sold 

in Poland due to the government’s regulations. Still, social campaigns encouraging people to 

quit smoking or not to start to smoke appear regularly in different media, the 2011 campaign 

‘Nie wiąż się z papierosem’ (‘Don’t get attached to smoking’) being one of the most recent 

examples.  

What is interesting, the whole campaign is a part of a more complex programme 

‘Mam haka na raka’ (‘I’m onto the cancer’), which is supposed to raise awareness about the 

lung cancer prevention among teenagers and young adults. Moreover, the campaign’s creative 

concept was invented by a team of high school students from Lublin which won the 

competition for youth (organised by the very same organisation) as the best creative concept 

for the above-mentioned campaign
11

. In this particular case the process of education took 

place on four different levels: firstly, teenagers are taught at school about the dangers of 

smoking, secondly, suitable information is placed on each cigarette pack. Thirdly, the ‘Mam 

haka na raka’ programme raises awareness of lung cancer among youngsters, this year by 

encouraging them to come up with ideas for the campaign. Finally, the campaign features TV 

and radio spots and posters, which are supposed to reach the same target groups.  

All in all, education might be seen as a long-term and more systematised set of actions 

leading to raising awareness or the level of knowledge concerning important social issues. It 

might be strengthened by social campaigns which follow or which come along in the same 

time and which generally should be more appealing, prolong the effects of learning or 

reinforce the message brought by educational actions. More generally, none campaign should 

exist as such. In order to increase its effectiveness, a campaign should be embedded in a 

broader context. Whether it is linked to some legal changes, to a long-lasting social 

programme or to an educational initiative, it is more likely to achieve success if supported by 

at least one of these means. 

                                                             
10 Ibid. 
11 Nie wiąż się z papierosem 

 http://www.niezpapierosem.pl/kampania-spoleczna/o-projekcie/ 

http://www.niezpapierosem.pl/kampania-spoleczna/o-projekcie/
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 To sum up, it is worth mentioning what claims Bartkowska-Nowak: firstly she prefers 

the term of the ‘social values marketing’ instead of the simple ‘social marketing’ as it draws 

attention to what counts most in this field, according to her. Then she notices that there 

actually exists a difference between social values and individual values as the first ones are 

good for the society as a whole even though sometimes they are not the best for an individual 

and the second ones are good for the individual but may not be beneficial for the society. An 

example given by the author concerns rubbish: the easiest way for an individual is to throw it 

away in the nearest surrounding, without any prior waste sorting. However, for the society’s 

sake, an individual should be willing to recycle as well as to store waste in some suitable 

areas. Finally Bartkowska-Nowak makes a clear distinction between social marketing (or 

social values marketing) and propaganda or indoctrination, even if all of these phenomena 

may very often seem to revolve around similar issues. She stresses the positive implications 

of the term of social values marketing seen as a promotion of  socially desirable behaviours
12

. 

 

 

 

1.2. Use and purpose of social campaigns 

 For most part, social marketing is used by those who are responsible for activities 

aiming to improve public health, to protect the natural environment, to prevent accidents or 

injuries and to reinforce the individuals’ involvement in their communities. What has to be 

underlined is that perhaps the most challenging aspect of social marketing is that it relies on 

voluntary compliance rather than legal, economic, or coercive forms of influence
13

. What 

makes social marketing an even more intricate phenomenon is that very often it cannot really 

promise any direct or immediate benefits to individuals who decide to change their behaviour 

following the social campaigns’ advice. Contrary to the commercial campaigns, social 

campaigns do not provide their recipients with a direct reward, whether tangible (like in a 

case of purchasing a product) or intangible (case of purchasing a service).  

Hence it might seem that in comparison with commercial campaigns, the issuer of a 

social campaign has got a far simpler task: as there is no promise of a straightforward and 

immediate benefit, the recipient of the campaign will never be disappointed. However, this 

reasoning is false and the issuer’s task strikes as extremely hard: how to convince someone to 

                                                             
12 D. Bartkowska-Nowak, “Marketing wartości społecznych” jako metafora społecznej perswazji, in: Marketing 

wartości społecznych, Wydawnictwo Naukowe Uniwersytetu Adama Mickiewicza, Poznań 2003, pp.32-37. 
13 P. Kotler, N. Roberto, N. Lee, op. cit., p.5. 
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a change without promising an direct, nor tangible reward in exchange? The only reward a 

social campaign’s recipient might expect is always intangible and usually only concerns the 

improved quality of life – which seems rather impossible to measure objectively, quite 

abstract at times and usually not really sure. 

 What is more, a person deciding to follow the campaign’s advice bears a cost: if 

someone gets convinced to give up smoking, he or she has to stand the nicotine hunger, 

misses the pleasure of smoking, does not dispose any more of cigarettes as a mean to destress 

and may also miss an opportunity to socialise during cigarette breaks at work. Relatively, the 

costs may seem high, however, their evaluation usually depends mostly on the person’s 

motivation and the peer group’s influence. The reward is priceless as it includes better health, 

longer life, better condition, younger-looking skin, whiter teeth, stronger smell etc., however 

it is not sure as the very same person might just as well die in a car accident a week later and 

will not have the chance to benefit from all the improvements. 

 Moreover social campaigns’ issuers make mistakes which somehow concern the 

promised benefit. As a general rule, whether a campaign will turn out to be successful 

depends not only on the reward it implies but also on the manner in which it is communicated. 

For a benefit to be both luring and convincing to a change for a specific target group, it should 

first of all be of major importance to the campaign’s recipients. Then it has to be relevant, 

linked to the motives of their behaviour and finally, it should correspond with their needs and 

expectations. Except for these requirements, the benefit presented by a social campaign 

should be coherent, clearly stated and explicit. Sometimes the campaigns’ issuers wrongly 

assume that the more benefits they promise in a campaign, the more convincing it will get. 

However, too many diverse advantages presented in just one message happen to be perceived 

rather as an information overdose, are hard to memorise or even to understand, which clearly 

lowers the effectiveness of the whole campaign. Among all the numerous benefits only one, 

but the most relevant and tempting for the given target group should be chosen and stressed
14

. 

Generally, in order to successfully perform a social campaign, the whole variety of 

tools might be employed to complete the task of convincing the recipient to a change. As an 

advertisement is just a part of a social campaign, it is usually the part aimed directly at 

‘selling’ the promoted attitude/behaviour by showing that it is both important as well as 

needed from the social point of view. Then, various tools, whether visual, verbal, 

psychological, social or of any other nature may be applied. Nevertheless what always comes 

                                                             
14 P. Wasilewski, Propaganda Dobrych Serc, czyli Pierwszy Tom o Reklamie Społecznej, Agencja Wasilewski, 

Kraków 2008, pp.25-28. 
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first is catching the audience’s attention, making the advertisement stand out of the crowd and 

then letting it make its way to people, despite their growing dislike towards adds.  

Except for that, the campaign’s issuer has to decide whether the advertisement should 

rather be based on the rational or on the emotional appeal and if the message is to be more 

emotional, then the question is whether the emotions evoked should be positive or negative 

and how strong. Nevertheless the purely emotional or rational messages appear very rarely in 

practice, usually they are just a carefully measured mixture of both. Furthermore, there exists 

a serious danger when it comes to rational messages: firstly, if some statistic data (rational 

appeal) is presented in a social campaign concerning for example public health, it happens 

quite often that it causes nothing but fear or the feeling of helplessness which rarely lead to a 

rational behaviour change. Secondly, if the campaign’s recipients are provided with some 

statistic data, they might either have difficulties imagining the scale of a given phenomenon 

or they might adopt the follower’s attitude thinking that if so many people do something (e.g. 

drive without fastening their seatbelts), they might do the same thing. Overdosing of the 

rational appeal is mostly due to the presumption (which unfortunately is wrong) that people 

think and act rationally and that they would always do what is objectively best for them
15

.  

As such, the social campaign resorts quite often to the emotional appeal related to a 

promoted behaviour-change and in order to emphasise the message, to exert an even greater 

of an influence, to make the campaign unique and easier to memorise or finally to extend its 

effects, the controversy is introduced into social campaigns. Controversial campaigns might 

be defined as those which cause disagreement or discussion
16

 and lead to a prolonged and 

heated debate. Undoubtedly, both the level and the frequency of stimulating the audience’s 

emotional reactions by social campaigns differ from one non-governmental organisation to 

another public institution. However, there exists a risk that if a social campaign relies too 

much on the emotional appeal, those recipients who have a more pragmatic or analytic way of 

thinking would not get convinced. What is more, a too strong and negative message may 

simply get rejected by any audience just like a too violent or too radical one. Eventually, what 

remains the biggest riddle is that the findings on negative messages in social campaigns differ 

from one survey to another and although it seems clear now that evoking negative emotions is 

conducive for a behaviour change, the optimal level of this stimulation has not yet been truly 

established. Finally, there are some theorists who claim that if a campaign evokes too much 
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stress and makes the receivers feel threatened, they reject the whole message as the defence 

mechanism starts to work
17

.  

Then, however strong the negative message provided by the campaign is, it should 

always be accompanied by some relevant advice as this leads to a higher effectiveness of the 

campaign. If the message is negative, the receivers tend to focus on the threat presented and 

therefore they start to feel a certain tension and might unconsciously reject the information. 

However, if the same message is followed by the presentation of a solution to the given 

problem, the level of stress is reduced and the recipient’s attention is caught by the advice. 

The simplest example to illustrate such a situation might be the case of a campaign  

encouraging people to use condoms in order to be protected from AIDS
18

: the stress evoked 

by the consequences of getting infected is reduced by the simple advice concerning the use of 

condoms. 

Folkman and Lazarus enumerate two main factors which make the campaigns more 

effective by making their recipients act in the desired way: firstly, the campaign should make 

them feel that they are able to face the threat (e.g. that they are able to give up smoking) and 

secondly, it ought to show them that the cost of a certain behaviour-change is lower than they 

had thought (e.g. handy tips for quitting smoking). On the other hand, what makes the 

receivers less willing to follow the campaign’s advice is firstly the fact of seeing mostly the 

advantages of a behaviour the campaign is trying to fight (e.g. people thinking that smoking 

makes them ‘cool’) and lastly the conviction that the probability of experiencing the threat is 

low (e.g. people who believe that only very few smokers die of lung cancer)
19

. 

What is more, social campaigns could be classified as those which focus on a reward 

and those which focus on a punishment. The same subject of eating habits can actually be 

presented in these two opposite ways: the message might focus on a healthy and happy life of 

a person who eats in a responsible way or on the discomfort and diseases connected to 

obesity. As a general rule, which has well been established by extensive scientific research, 

the promise of a reward is far more stimulating for human-beings than a threat of a 

punishment as not only does it make them think of a benefit, but it also evokes positive 

emotions like contentment and happiness. 

Furthermore, according to a Polish specialist Paweł Prochenko, the accepted strength 

of a message of a social campaign differs from one culture to another, the Australians needing 
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a more powerful stimulus in comparison to the Americans or to the Poles for example. 

Finding the right proportions for the emotional appeal while creating a social campaign, is of 

a critical importance and in order to reach this perfect level some specialist (e.g. the above-

mentioned P. Prochenko) advise to simply leave room for the receivers’ imagination instead 

of shocking them with too hard information
20

. 

 Another factor which makes the creation of many social campaigns even more 

intricate is linked to their main subjects: whereas commercial campaigns present nothing but 

positive images, beautiful sceneries, enchanting music or at least funny stories, which 

indubitably evoke pleasant associations, social campaigns are very often devoted to issues 

people tend to avoid like serious disease, poverty, violence, child abuse. Contrary to 

commercial campaigns, social campaigns are quite often likely to arouse controversy, make 

the audience feel sad or insecure or even shocked. In consequence, social campaigns might 

evoke negative feelings and associations. Therefore, a skilled social campaigns’ author can 

make use of these emotions to convince the campaign’s recipients to a change a given 

campaign promotes.  

 However, social campaigns have one incontestable advantage over commercial 

campaigns which lies in the issuer’s intentions as seen by the campaigns recipients. Most 

consumers have a negative attitude towards campaigns and advertisements as they associate 

them with manipulation and lies as well as with encouraging to senseless purchases and 

creating false needs. Therefore, they perceive the campaign’s issuer as willing to scrounge 

them, caring about nothing but his or her own profits and so as a person who deserves little or 

no trust. Since the issuers of social campaigns raise some important problems, the receivers 

usually see them as more altruistic, not driven by the will of personal benefits and willing to 

help the less fortunate ones. That is of course why a social campaign seems to be more 

trustworthy to its recipients. However, this rule is not universal and if the campaign’s issuer is 

hardly respected by the public and not really popular, the audience might reject the 

campaign’s message as well, same for the wrongly-chosen spokespersons. This can be 

observed if the campaigns are issued by some governmental organisations, by the police or by 

insurance companies – bodies towards which consumers do not always have positive 

attitudes. This is also the reason why quite often the real issuer of a campaign is not really 

mentioned in it (e.g. if the police encourages drivers to drive safely, they might be willing to 
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revolt and will not take the message seriously or if a tobacco company advises to give up 

smoking, the campaign seems to be of very little credibility)
21

. 

 

 

 

1.3. Use of different media 

 Successful campaigns use media vehicles and formats that effectively reach target 

adopters with spokespersons and sponsors to which adopters respond
22

. As Stasiakiewicz 

remarks, people are nowadays flooded with commercial campaigns and thus the creators of 

social campaigns make efforts to make their advertisements different to commercial ones and 

to make them stand out of the crowd in order to be noticed and memorised by the audience. 

He believes that this is the reason why social campaigns resort to extraordinary means of 

communication (e.g. metaphors), yet he also notices that commercial campaigns’ issuers have 

for quite a while now been using the same tools
23

.  

 However, whichever tools are to be used, as Kotler, Roberto and Lee underline, before 

any social campaign is launched or even created, both the micro and the macro environment 

must be scrutinised. The above-mentioned scientists enumerate cultural, technological, 

demographic, natural, economic, political and legal forces among the most important external 

factors since all these elements determine the overall shape of a campaign. Additionally, 

when it comes to the microenvironment, factors that should be borne in mind include 

resources, past performance and service delivery
24

. From the point of view of the campaign’s 

issuer, the external, macro environmental factors remain roughly the same within a chosen 

target group, however when it comes to the internal factors, the main forces shaping the 

individual’s response to a certain message include this person’ knowledge, attitudes, system 

of values and personal level of responsibility and these are of course individual. 

 Prochenko underlines the fact that there are numerous campaigns which have 

simultaneously been launched in several states, however, the same campaign was shaped a 

little differently for each country due to the macroenvironment. He enumerates examples of 

the campaign ‘Klub Pancernika Klika w Fotelikach’ (‘Armadillo’s club in child safety seats’) 

together with international campaigns against HIV/AIDS. Prochenko believes that it happens 
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extremely rarely to broadcast the very same advertisement in several states due to some 

semantic and cultural differences which make it impossible to transmit the same message. 

Furthermore, he draws attention to the fact that there exist different conditions in different 

countries as he compares media relations in Poland and in Belarus
25

. 

 Indubitably, issues which are utterly connected with the society turn out interesting for 

most journalists and media, although there are of course subjects which remain less universal. 

Theoretically, public media in Poland should à priori be eager to get involved in the social life 

of the Polish citizens or of a given community, however it is up to them to decide how and in 

what form they should do it, thus they are not obliged to broadcast any social advertisements. 

When it comes to the privately owned corporate media, they are of course fully independent 

as to their involvement or help in any social campaigns. Undoubtedly, if a campaign is to 

really constitute an object of interest for the media, not only should it strike as socially 

important, but it also has to be unique, interesting and catchy, whether this is achieved by the 

use of an unusual platform, a captivating content or a popular spokesperson. Finally, the fact 

that a social campaign is never a strictly commercial message exerts a significant influence on 

the media’s attitude towards it. 

 Generally, due to their specificity and characteristics, mass media create a lot of 

constraints for any campaign. Firstly, due to costs and/or requirements imposed by the media, 

the forms, size or length of social campaigns are limited. No television channel would be 

willing to give up say thirty minutes of its prime time to promote even an extremely important 

social issue, no newspaper or magazine would devote half of its pages for it either, and even if 

it did, the cost would for sure exceed the rational limits. Yet except for creating some 

obstacles, mass media have an incredibly large reach and are usually the best (if not the only) 

mean to communicate to vast groups of individuals. Therefore, even though mass media may 

sometimes constitute a hindrance for some creative concepts, they are in the same time 

indispensible for the very existence of most of social campaigns. 

 Another issue connected to the reception of a social campaign, both by the media as 

well as by the public, concerns the featured characters, spokespersons or celebrity appeals. 

Maison and Wasilewski claim that whereas in commercial campaigns spokespersons appear 

mainly to boost the effectiveness of advertisements by catching the receiver’s attention and by 

encouraging to a purchase, their role in social campaigns is different as except for making the 

campaign more attractive to the audience, they are there also to enhance its credibility and by 
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this to make it more persuasive. Furthermore, a wisely-chosen spokesperson is in a position to 

create a certain model of behaviour for the target group
26

. When it comes to celebrities taking 

part in commercial campaigns, there are several ways in which they might participate (e.g. 

testimonial, endorsement, simply acting) but as for social campaigns, celebrities usually 

become just spokespersons. What is crucial here, is to chose a person who is not just famous 

but also credible, trust-worthy and appealing to the defined target group. 

 When it comes to Polish social campaigns, another specialist, Ireneusz Stankiewicz 

remains critical enumerating the lack of a strategic management and the lack of a clearly 

stated aim to achieve as the missing elements, which, however, do not seem to be neglected in 

the case of commercial campaigns. Although he claims that a good creative concept stands 

behind every successful campaign, he stresses that it does not constitute the focal point itself, 

neither is the goal as such. Finally, he criticises social campaigns’ authors for being 

inconsistent: despite promoting the involvement in social issues they often fail to provide 

relevant tools to follow this path. There exists no mechanism which would enable the 

campaign’s recipients to get involved, to actually do something, to write a letter or to make a 

phone call
27

.  

 

 

 

1.4. Specificity of Polish social campaigns 

 As a matter of fact, the history of Polish social campaigns seems a little bit poorer than 

in the case of the USA or of the West European countries, as for years these campaigns have 

only been limited to the socialist government’s advertisements, which were marked by a 

relatively low level of creativity and visual sophistication. Prochenko claims that although 

some excellent creative concepts appear in Poland, their number remains insufficient. He 

believes that in the campaigns some social problems are depicted with the use of too violent 

means of expressions as he underlines the difference between audacious and exaggeratedly 

violent concepts
28

. 

 Nevertheless Stankiewicz holds a view that the last years in Poland have been marked 

by a constant growth of professionalism and by a development in the field of social 

campaigns. He adds that this can be observed not only when it comes to the campaigns 
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themselves but also in the case of their authors’ attitude and knowledge. In spite of the 

growing number of campaigns that he evaluates as well-prepared, having a clear goal and 

using various tools in a conscious and professional way, Stankiewicz rates the overall level of 

Polish social campaigns as rather low. However, he remains optimistic about the development 

of this field and believes that the campaigns’ authors are now heading in the right direction
29

. 

 It seems indispensible to mention now a Polish organisation called Fundacja 

Komunikacji Społecznej (Foundation for Social Communication). It is a Polish non-

governmental organisation, which does not imitate any foreign body of this kind, nor has been 

created as an equivalent to any of them. It exists since 1998 and its main goals embrace 

promoting social campaigns and developing this branch of marketing
30

. Except for making its 

own campaigns or publishing books and brochures, it organises various workshops and 

lectures to train those who prepare social campaigns and finally, it has launched a website 

which is an important source of information and inspiration for those interested in this field. 

FKS treats the subject of social campaigns as both a professional as well as a scientific issue 

and with its efforts, it resumes all that is worth mentioning when it comes to social campaigns 

in Poland. As the members of the FKS underline [their] campaigns are of educational and 

informative character and are performed in order to promote health, security and integrate 

the excluded groups. Properly defined goal of social change can be achieved not necessarily 

with pressure, imparting the feeling of menace or referring to fear but through popularising 

positive attitudes and statements
31

. 

 When it comes to the most important factors shaping the universe of Polish social 

campaigns, the question of financial resources has to be brought up. As Maison and 

Wasilewski underline, there is a striking juxtaposition between commercial and social 

campaigns’ budgets and this does not occur exclusively in Poland. Although this is due to a 

number of interrelated factors, we could generally say that social campaigns usually have a far 

lower budget than the commercial ones. Interestingly, if one was to compare the cost of 

launching a social campaign which aims to prevent a negative phenomenon (e.g. AIDS) with 

the cost a state bears to face this phenomenon (cost of treatment), it would turn out that even a 

costly preventive campaign would generate savings
32

. 
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 The same authors express their criticism towards some unilateral social actions in 

Poland. They mention the case of the summer of 1999 when several independent campaigns 

were held, despite the fact that they all concerned the same subject of safe driving: PZU and 

the campaign ‘Czarne punkty’ (‘Black Spots’), Cityboard Media and the campaign ‘Młodzi 

kierowcy’ (‘Young drivers’), TVP SA and the campaign ‘Zwolnij, szkoda życia’ (‘Slow 

down, you’ll lose your life’) and finally a brewery group and the campaign ‘Pijani kierowcy 

wiozą śmierć’ (‘Drunk drivers bring about death’). The authors believe that because of these 

uncoordinated actions there was a kind of dispersion and that the campaigns were only 

responsible for weakening one another and not really bringing the change. They claim that if 

one joint campaign had been launched, it would have exerted a far greater influence
33

. 

 

 

 

1.5. Social campaigns’ impact 

 What needs to be underlined is that a successful social campaign exerts an influence 

which lasts even when the campaign is over. The social campaign’s aim is to alter a specific 

behaviour for good, to change someone’s attitude in a way that the person will not come back 

to the previous habits. The influence of a specific campaign might of course and probably 

should be followed by a reinforcing campaign or programme, especially that the demographic 

changes occur and a segment group, which until a given moment was not concerned by a 

problem grows up entering the target group. However, if a change of attitude is deep enough, 

it might happen that next generations will simply be affected by the knowledge received from 

the previous ones and will not commit the same mistakes. Nevertheless, this seems to be 

rather an idyllic vision than a possible social campaign’s outcome. 

 According to Kotler, Roberto and Lee there are numerous actions that may extend 

some social campaigns’ impact. To enumerate just a few: the idea of developing ongoing 

prompts in the environment appears (e.g. car bells reminding to fasten the seat belt), then the 

concept of removing major barriers is commented (e.g. provide home blood pressure 

monitoring equipment when it used to be a problem for patients to come regularly to the 

hospital for tests) and eventually the idea of creating norms to be observed
34

. What is more 

the same scientists notice that except for benefits for the campaign’s target groups that may 

last longer than the campaign itself, there are also possible profits for the campaign’s authors: 
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documenting research and evaluation findings as well as writing and providing of lessons 

learned
35

 may constitute a ready-made basis or at least a shortcut for any further similar 

actions. 

 Furthermore, one should be conscious that it takes time to see the effects of an even 

most successful campaign. As social campaigns encourage to some thorough changes, these 

changes will not usually be introduced in a blink of an eye and what is more it might also take 

time to actually see the difference after a certain behaviour has been altered. Finally, most 

programmes which include some forms of social campaigns are usually long-lasting and thus 

require patience. Logically, those changes which take time to occur and which happen step by 

step at their own pace seem usually more likely to be persistent and firm and later on have 

more chance to be transmitted to other individuals or to the next generation. It seems clear 

that if one campaign is just like the previous one or it has just the same goals, that means that 

the previous one was highly unsuccessful as the new campaign should not be an imitation but 

rather a continuation of the previous one, a kind of the next step in the process and it should 

take the previous campaign as its base, the starting point. Put simply, instead of repeating the 

same information, it should extend and reinforce it. 

 What is more, it is essential to trace the methods of evaluation of the effectiveness of a 

social campaign: actually only if a social campaign was preceded by a research can it be 

objectively evaluated. Theoretically, if a certain behaviour  is the ‘product’ promoted by the 

campaign, the possible behaviour-change should be examined. However, the issue is far more 

intricate than this. Since an advertisement constitutes just a part of a social campaign and is 

usually broadcasted for no more than a month or two, one should not expect it to really 

change people’s behaviour. On the other hand, what can be measured, is the impression the 

advertisement has made on the audience and whether it has actually been noticed. The 

already-mentioned Prochenko claims that as it is extremely complicated to check whether 

people’s attitudes have changed since it requires an extensive examination of their social 

behaviour. Therefore, what happens to be measured more often is nothing but the 

respondents’ declarations about their specific attitudes. Then, Prochenko stresses that only 

regular and cyclic social communication might alter individuals’ behaviour as he believes that 

a single campaign might only provide the public with some information and then the second 
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campaign could change their way of thinking. Usually one more campaign is needed to arouse 

the need to change their own given behaviour
36

.  

 As a matter of fact, even if some individuals have found an advertisement making part 

of a broader social campaign amusing and worth noticing or even interesting to talk about, it 

does not mean that it constitutes a stimulus which would be strong enough to make them 

change some elements of their lives. Except for the already commented ones, other 

measurable factors related to a social campaign’s impact include for example the evaluation 

of the level of understanding and acceptance of the campaign’s message. In order to obtain 

this data a survey can be conducted among those who have been and who have been not 

exposed to the advertisement. Another method might be based on comparing respondents’ 

level of consciousness or knowledge on a given issue before and after the campaign (with the 

same group of respondents and with the use of the same methodology at both stages). 

Stankiewicz also notices that it is worth to compare the obtained answers with some hard 

statistic data, e.g. the annual number of car accidents if a campaign concerns safe driving
37

. 

However, in many cases we should not forget that there might exist a juxtaposition between 

the actual behaviour and the declared values. As values can be described as the desired state 

or the perfect state, they constitute nothing but a kind of hint to follow for individuals and are 

likely to shape someone’s behaviour, yet they are not in a position to fully determine it
38

 (due 

to both internal and external factors, the specificity of every situation etc.). 
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Chapter II 

 

 

2. Controversy in social campaigns in Poland 

Put simply, a social campaign resorts to the very same tools and techniques as a 

commercial campaign and just like the latter is constituted by a message aimed at reaching a 

receiver using the same aesthetics, stylistics and the same communication channels as a 

commercial campaign. Therefore, techniques which have been proved effective in the field of 

promotion of commercial products and services should be used in the partly different, yet still 

very similar field of social campaigns. Any campaign, whether social or commercial, is 

characterized by a close to unlimited freedom when it comes to its form, means of expression, 

use of images, sounds, colours etc. However, this freedom should not be mistaken with the 

laissez faire as countries create their own regulations in order to protect their citizens from 

unfair or harmful advertisements. Firstly, the Polish constitution guarantees freedom of 

speech and it also provides some basic regulations to follow for the mass media and for 

broadcasters.  

The constitution also claims that the main task of the National Broadcasting Council 

(Krajowa Rada Radiofonii i Telewizji) is to safeguard the freedom of speech, the right to 

information and the public interest in radio and TV. Furthermore, in 1992 the so-called 

Broadcasting Act was created and then subsequently amended. It is meant to provide legal 

regulations for the broadcasting sector in Poland. The act tackles the issue of responsibilities 

and competences of the Council but also main tasks and duties of broadcasters, their status 

and many other questions. The act was amended in 2004 in order to comply with European 

Union audiovisual policy requirements and the Television Without Frontiers (TWF) 

Directive. Hence, licences may be granted to foreign persons and residents of the European 

Union and to companies with foreign shareholders from countries outside the European 

Union if the foreign capital does not exceed a 49 percent share of the company
39

. 

 What is more, in Poland there exists a body known as Rada Etyki Mediów (Council of 

Media Ethics) which provides further regulations and directives to journalists, publishers, 

creators, producers and broadcasters it associates. As it states, all of the above-mentioned 
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subjects are obliged to  respect the human right to know the truth, bearing in mind the role 

mass media play nowadays in the lives of humans and societies. The Council has created the 

so-called Card of Media Ethics which enumerates seven rules to be followed by journalists, 

publishers, creators, producers and broadcasters in Poland.  

1. The rule of truth (any information presented should be reliable, true and honest) 

2. The rule of objectivism 

3. The rule of distinction between an objective presentation of pieces of reality and 

subjective comments and opinions on them 

4. The rule of honesty (acting in conformity with the rules of law, the welfare of the 

recipient, remaining independent, uninfluenced and incorruptible) 

5. The rule of respect and tolerance (for the human dignity, human rights, human welfare 

as well as privacy) 

6. The rule of primacy of the recipient’s welfare (which implies that basic rights of 

readers, viewers, auditors have the primacy over the interests of journalists, 

publishers, producers and broadcasters) 

7. The rule of freedom and responsibility (the freedom of media implies the journalists’, 

publishers’, producers’ and broadcasters’ responsibility for the form and content of the 

messages they present to the audience)
40

. 

As the above-mentioned regulations prove, the creators of both commercial and 

social campaigns enjoy the freedom of media and speech in Poland, however, their actions do 

not remain fully unlimited, neither unregulated as the welfare of the recipient is the object of 

concern for the Polish legislative system. When it comes to the recipient, it is worth to 

mention the ways in which campaigns may actually affect his or her welfare: the possible 

profits and losses on his or her part might have a tangible, intangible or financial form. The 

profits and losses are to be provoked by the recipient following the campaign’s advice, which 

might in turn be either positive or negative, depending on whether the campaign motivates 

positively (e.g. by presenting the possible benefits of a given behaviour) or negatively (e.g. by 

presenting the negative outcomes of not following the behaviour). 

As modern psychology investigates the drivers behind human’s motivation to follow 

or not to follow a certain behavioural pattern, it reveals that provocation is an attempt taken 

by someone consciously in order to elicit a desirable response, action or behaviour, which 

often are sudden or even aggressive and which might be contrary to a person’s general 
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attitude or rules. This is obtained by the impact a provocation has on the person’s psyche.  

We should point out here that according to Natalia Hatalska, the notion of 

provocation might often be combined with some other ones, e.g. with ‘shockvertising’. The 

term was coined as the mix of words ‘advertising’ and ‘shock’ and it describes advertisements 

or campaigns which rely on highly controversial themes and which most often refer to 

surprise, disgust, sex, pornography, fear or violence. The main aim of such actions is to 

simply draw the audience’s attention to the item promoted, quite often thanks to a scandal or 

outrage induced by such campaigns
41

. However, the main difficulty with shockvertising 

remains when it comes to the dose of a shock recipients will be able to bear. What comes as 

extremely shocking and perverse for some, might actually appeal as nothing but clever and 

funny for others. A great attention or even intuition is needed in order to achieve the desired 

result (recipients’ shock) but in the same time not to cross certain borders because crossing of 

them might lead not only to the campaign’s failure but also to the loss of trust towards the 

whole organisation. Sometimes, despite the attention drawn to a product/service/behaviour its 

position and credibility might be threatened if the controversy level in a campaign is too high.   

Another difficulty which concerns the reception of controversial campaigns is that 

not only does the definition of controversy itself leave room for a certain subjectivity, but also 

that even if the criteria for the evaluation of controversy are set, it is still hard to measure its 

intensity. Therefore, it does not seem sensible to compare whether Polish audience is faced 

with more controversial campaigns than other European nations or citizens of other countries 

with the similar living standards or whether Polish controversial campaigns have stronger 

means of expression than campaigns from somewhere else. What appears to be more 

reasonable, is rather to investigate the general attitude of Polish citizens, the level of their 

actual conservatism, views on the so-called difficult issues or reactions to breaking the taboo. 

On one hand, we should consider that Poland is nowadays a well-developed state, a member 

of the European Union and that Polish citizens dispose of all the freedoms and benefits other 

Europeans do. On the other hand however, the history of Polish modern social campaigns is a 

little shorter than in case of some other nations from the same region (e.g. France, Sweden) 

and can only really be traced back till the 1989 due to the specificity of the Polish history. 

Therefore, the Polish recipient might not share all other European recipients’ characteristics. 

Finally, when it comes to Polish controversial social campaigns, it is worth 

considering which of them really are Polish and which are only some adapted versions of 
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foreign social campaigns. Firstly, there might be campaigns which have been created uniquely 

for the Polish audience and by some Polish institutions. Another category is constituted by 

campaigns which have a wider scope and although they have been created specifically for the 

Polish market, they make part of some bigger supranational programmes. Eventually, there 

are campaigns which are more universal than the two previous types. From the beginning they 

are created with the aim of being presented to audiences from different states with the 

introduction of no (or very slight) changes. 

An example of the controversial social campaign created to be presented in Poland 

uniquely might be the 2011 ‘Hospicjum to powrót do domu’ (‘Hospice is coming back 

home’) campaign created for the Warszawskie Hospicjum dla Dzieci (Warsaw Hospice for 

Children). Interestingly, the campaign was created by a team of the hospice’s employees and 

not by a professional advertising agency. It featured a terminally ill boy who was firstly 

treated with little care or concern by the medical staff of a hospital and then the same boy in a 

hospice with friendly and sympathetic professionals around him. The campaign was deemed 

as highly controversial due to the very strong, shocking images
42

. As it encouraged Polish 

citizens to donate 1% of their income tax to this organisation, the campaign was designed for 

Poland uniquely since it functioned in conformity with the Polish taxation system.  

 

 

Fig. 2.1.: Hospice is Coming Back Home – Poland 2011 

http://www.kampaniespoleczne.pl/kontrowersje,3081,bez_znieczulenia,1 

 

Another campaign, launched by the Amnesty International could constitute an 

example of a Polish social campaign which makes part of an action with a wider, 
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supranational scope. Internationally, the organisation was making efforts to encourage the 

European Union and all of the member states of the Council of Europe to sign and ratify the 

Convention on Preventing and Combating Violence against Women and Domestic Violence 

on the occasion of the International Day for the Elimination of Violence against Women
43

. 

Happenings and actions of different sorts took place in numerous cities around Europe, 

however, the Polish event seemed to be one of the most creative. A special electronic post 

card was designed and the organisation asked all its members and supporters to download it 

and resend it via e-mail to the Polish Minister of Foreign Affairs, Radosław Sikorski just 

before the International Day for the Elimination of Violence against Women was celebrated
44

. 

 

 

Fig. 2.2.: Electronic postcard for the International Day for the Elimination of Violence against 

Women – Poland 2011 

http://amnesty.org.pl/no_cache/archiwum/aktualnosci-strona-

artykulu/article/7531/589/category/26/neste/1.html 

 

Finally, an interesting campaign to scrutinize, which had an international reach and 

which was not adapted in any way when exported to the Polish scenery is the 2011 campaign 

                                                             
43 United Nations, International Day for the Elimination of Violence against Women  
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44 Amnesty International, Wyślij kartkę do Radosława Sikorskiego 
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created by the KNARF Agency from New York in cooperation with the iTunes Store. The 

slogan encourages customers to Pay homage to Steve Jobs while fighting pancreatic cancer 

and people were enabled to do so by purchasing a silent digital audio track for 99 cents. The 

contributions were then forwarded to several pancreatic cancer organisations to advance the 

research on cure and prevention of this type of cancer
45

. The campaign is interesting for 

numerous reasons: firstly, it strikes as controversial as it ‘makes use’ of the Apple’s legendary 

co-founder’s death. Secondly, it relies on the electronic communication channels exclusively 

(personal computers, smart phones, tablets) as no other media is engaged in the campaign. 

Finally, it exists in English exclusively as  the target group for it is constituted by Apple 

devices’ users and iTunes Store’s visitors who are English speaking in a vast majority. 

The following examples prove that the Polish audience is exposed to a variety of 

controversial social campaigns of diversified origins. While the ‘purely Polish’ (designed by 

Poles and for the Polish market exclusively) might be adjusted to the specificity of the Polish 

recipient and regard him or her as a distinct and unique receiver, the campaigns with the 

supranational reach show that the Polish recipient is expected to respond in the similar 

manner to the citizens of other (not only European) states. 

 

 

 

2.1. Controversial language 

As Dyer claims, the shortest definition of advertising could be limited to saying that in 

its simplest sense the word ‘advertising’ means ‘drawing attention to something’
46

. As a 

matter of fact, this explanation summarises the driving force behind any campaign, yet if we 

go deeper and analyse the issue from the communicational or linguistic point of view, we 

have to add that each campaign, whether it is commercial or social, aims at creating a certain 

relationship between its sender (creator, author, broadcaster, publisher) and the recipient. The 

platform which allows this bound to be established is of course constituted by the message 

presented by one part and received by another. A campaign is therefore a highly complex 

phenomenon which exists within the field where sociology, psychology, art, linguistics, 

marketing and probably a number of other branches meet
47

.  

                                                             
45 The Steve Jobs Moment of Silence 

http://www.stevejobsmomentofsilence.org/_/The_Steve_Jobs_Moment_of_Silence.html 
46 G. Dyer, Advertising as Communication, Taylor & Francis e-Library, London 2009, p.2. 
47 N. Mirzoeff, An Introduction to Visual Culture, Routledge, London 1999, p.22-25. 

http://www.stevejobsmomentofsilence.org/_/The_Steve_Jobs_Moment_of_Silence.html
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If we decide to focus on the practical and linguistic aspects of its existence, we should 

analyse it as a speech act composed of six elements: two participants (the sender and the 

receiver), the message, the channel of communication, the communication noise (any 

interference), the feedback and the context
48

. However, a campaign is an exceptional speech 

act as there is no direct contact between the two parties: they are always separated, in terms of 

time and/or distance. What is more, although the sender might be quite specifically identified, 

the recipient is not a specific person but rather a certain group of persons, which is never 

perfectly homogenous, even if targeted very narrowly. Therefore, we might say that when the 

sender creates a specific campaign, he or she tailors it to fit the needs and wants of a model-

recipient. 

Nevertheless, each campaign always conserves main characteristics of a speech act as 

it does not really happen in practice to find a campaign where no text would be used. As a 

matter of fact, some or even most of the slogans are very short, some might be composed of 

just one word or sometimes a campaign might seem ‘wordless’ in the beginning, yet it is just 

to be summarised by a catchy and pithy slogan. Therefore, as it is always present, language is 

the most important mean of expression in case of social (or commercial) campaigns, whether 

the words are spoken, written or presented in any other way. Also the different forms a 

specific language might have remain the object of concern in case of social campaigns: 

particular registers, elements of culture, certain expressions or idioms influence different 

recipients in different ways. 

However, the plurality of possibilities the language offers to social campaigns’ authors 

should not be misleading for them as the language’s main function is informative: it needs to 

transport the message. Still, as Dan Hill claims, the simple presentation of information is not 

enough in today’s saturated markets. He believes that in any situation there are four basic 

types of motivation which appear to be the driving force behind our behaviour and which 

should therefore be taken under consideration in case of the language used in social 

campaigns as well. This is the defence (e.g. of ourselves, our views and opinions, our family 

or country), the learning (the exploratory motivation), the relationship (e.g. emotional, social) 

and the achievement (understood as acquiring specific items and objects, improving our social 

status etc.). Therefore, as Hill points out, any campaign should always refer to at least one or 

two of the above-mentioned types of motivation, also in its linguistic sphere. Furthermore, 

Hill explains the role of controversy in campaigns by referring to the specificity of human’s 
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response. He claims that the emotional process always precedes the cognitive one – put 

simply, we feel before we think as usually the emotional reaction takes five times less time to 

appear than the rational response. In addition, the researcher underlines that quite often the 

rational reaction is totally absent and what we take for it is simply the justification we find 

after we instinctively feel something and prefer to stick to this first, yet emotional solution
49

. 

More generally, when it comes to the language and controversy, the combinations 

seem simply unlimited. Firstly, an absolutely ordinary statement might become controversial 

in a specific context, situation or if it is pronounced by a specific person or with a specific 

intonation. Secondly, some combinations of words which used separately seem to be 

absolutely neutral and ordinary might arouse controversy. Finally, there are certain 

expressions which by definition are outrageous (e.g. profanity)
50

. If we analyse the most 

recent history of Polish social campaigns in which controversial language appeared, we might 

find numerous slogans which confirm this distinction. From provocative ones like ‘Nie 

czytasz? Nie idę z Tobą do łóżka!’ (‘You don’t read? I’m not going to bed with you!’)
51

, the 

catchy ones like ‘Czy zamierza pan zajść w ciążę?’ (‘Are you planning on getting pregnant, 

Sir?’)
52

 to the evidently failed and highly criticized ones like the un-funny ‘Bez PITa d... 

zbita’ (‘No PIT sucks’)
53

 or the aggressive ‘Jesteś homo – ok! Ale nie spedalaj nieletnich!’ 

(‘You’re homo – that’s fine! But don’t make the underage fags!’)
54

. 

One of the social campaigns which used controversial slogans and which undoubtedly 

deserves a few words of comment is the 1999 ‘Młodzi kierowcy’ (‘Young drivers’) campaign 

created by the Cityboard Media Agency and designed in order to lower the number of car 

accidents. It was the winner of prestigious awards (e.g. Moto Star ’99, Złote Orły ’99, Ad Age 

The Best Awards 1999, Kreatura 1999/2000 and Crackfilm 2000)
55

. What strikes in case of 

this campaign is the extremely careful preparation before the actual creation as well as tracing 

the campaign’s factual results and effectiveness. The agency cooperated with the Police and 
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http://www.nieczytasz.pl/ 
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found out that one third of all of the car accidents in Poland was caused by young drivers. 

Then, focus group interviews were held twice, firstly, in order to discover the target group’s 

attitudes, opinions and preferences in terms of car driving and the group’s subjective 

perception of the main causes of car accidents and secondly, in order to test the target group’s 

responses, attitudes and perceptions of the campaign itself, its slogans, the issuer etc. 

The target group was composed of men aged between 21 and 25 who drove car 

frequently. It turned out that  what scares young drivers most is what might happen to them as 

a result of a car accident – handicap, inability to live a life like before the accident, grievous 

bodily harms. Therefore, the Cityboard Media Agency decided to resort to the vision of the 

possible life after the accident and designed three visual materials presented as billboards in 

21 biggest cities in Poland. The billboards were located next to the roads and each of them 

featured a powerful yet controversial slogan, a black and white photograph and an informative 

comment in the bottom (‘Every third car accident victim or perpetrator is less than 25 years 

old!’)
56

. 

Although the slogans only made sense when accompanied by the photographs, it 

seems that they were the most controversial part of the campaign saying ‘Here’s your new 

ride’, ‘Those are your new drinks’ and ‘That’s your new friend’.  

 

 

Fig. 2.1.1.: Young Drivers – Poland 1999 

http://www.kampaniespoleczne.pl/kampanie,873,nowa_laska_nowa_bryka 
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Fig. 2.1.2.: Young Drivers – Poland 1999 

http://www.kampaniespoleczne.pl/kampanie,873,nowa_laska_nowa_bryka 

 

 

Fig. 2.1.3.: Young Drivers – Poland 1999 

http://www.kampaniespoleczne.pl/kampanie,873,nowa_laska_nowa_bryka 

 

What is particularly interesting, is the adroit use of both the specific register appealing 

to the young drivers and referring to strong images evoking unpleasant and scary associations. 

Since the physical disability was the most scary possible outcome of a car accident for the 

target group, the motive was exposed in the campaign. As it turned out during the focus group 

interviews, the campaign was found shocking, in particular the poster with a wheelchair. 

Although the message could work only as a whole (a slogan and a photograph), the catchy 

text was indubitably its strong point. The recipient (young male driver) was scared, shocked 

and also warned, however, it was done in an acceptable manner from his point of view, with a 

language that he could identify himself with or even use on his own and not in a reprimanding 

and moralistic way. Such an appeal is far more likely to be not only accepted but also 

http://www.kampaniespoleczne.pl/kampanie,873,nowa_laska_nowa_bryka
http://www.kampaniespoleczne.pl/kampanie,873,nowa_laska_nowa_bryka
http://www.kampaniespoleczne.pl/kampanie,873,nowa_laska_nowa_bryka
http://www.kampaniespoleczne.pl/kampanie,873,nowa_laska_nowa_bryka
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understood and remembered by the target recipient. 

  

 

 

2.2. Controversial images  

As a matter of fact using provocative and controversial elements (whether visual, 

audio, verbal or any other) leads to a number of difficult issues and complications. Firstly, 

there are specific legal regulations of which the interpretation  might sometimes be unclear, 

and if a campaign is found in contradiction with them after it is launched, they might ruin the 

whole campaign and its creators’ efforts because the campaign will have to be withdrawn. 

Secondly, apart from the formal constraints, there also is the campaign’s external environment 

constituted by its audience and the stakeholders who evaluate the campaign and the message 

it conveys. If the campaign is found morally improper, offensive or highly inappropriate, it 

might not only get rejected by the target audience but might actually arouse an active 

opposition and make the audience act contrary to the behaviour it promotes as a form of a 

protest. 

What is more, there also is the simple question of good taste, not crossing certain 

social borders and norms, and dealing with taboos. Controversial images (understood as any 

controversial visual materials – pictures, photographs, videos, drawings, sculptures etc.) are 

quite often classified as provocative because they resort to nudity, erotica and sex, they show 

socially unacceptable behaviours (e.g. crime, violence, torture), they revolve around drastic 

elements (e.g. blood, body injuries) or refer to offensive signs (e.g. the ‘fuck you’ gesture). 

Such campaigns have to be carefully created as they risk of being accused of treating the 

human body in an objective and disrespectful manner or of showing no respect to the human 

dignity. Still, those images which might be found embarrassing, evoke unpleasant thoughts or 

even cause a shock are shown to the public in order to achieve the campaign’s goals and not 

to make it unbearable for the audience. In general, advertisements constitute the constantly 

growing fraction of all the messages that reach our brains on the everyday basis. Since we are 

constantly flooded with information, not all pieces of it might actually get through the clutter 

and reach our conscience. Because some of the messages are ignored, it is believed that only 

the strongest ones might actually reach us in the today’s image-driven culture and go through 

the process of perception. Therefore, some campaigns’ authors consider the simple fact of 

catching the recipient’s attention a success and that is why they might tend to overdose the 
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controversy in their creations. 

However, the question remains whether such an attitude does not distort the reality by 

constantly pushing further the limits of the audience’s acceptance for shocking images in 

campaigns. One of the phenomena which was thought to be particularly immoral and 

inappropriate a few decades ago and does not seem to astonish anyone nowadays is the use of 

human (most usually naked) body as a platform for advertising. The method of putting 

slogans, manifests or signs and logos on human’s breasts, bellies or buttocks has mainly been 

used by different activists and protesters during (mostly) outdoor happenings as it is a 

relatively cheap and simple way of creating a controversial image to draw the public’s 

attention. Terms like ‘assvertising’
57

 or ‘foreheAD’
58

 were coined as the popularity of such 

visual presentations grew. Clearly, not just particular body parts but also the whole human-

beings might be used as campaigns’ elements in order to depict certain ideas
59

. Interestingly, 

the human body is not so eagerly used in commercial campaigns of products and services. 

Such a use of human body is classified as a part of ambient advertising which assumes that 

literally anything can be a platform for presenting an advertisement. 

A particular category of controversial images in which human body is used or shown 

is constituted by campaigns which feature celebrities (actors, singers, politicians, social 

activists, sportsmen etc.) who might also decide to make their contribution to an important 

cause and participate in a campaign for free. Celebrity appeals in case of social campaigns fall 

into four major categories: testimonials (a celebrity confirms that it is worth to follow a given 

behaviour pattern because he or she has got a personal experience which proves that), 

endorsements (e.g. a product is designed or said to be designed by a celebrity who in the same 

time recommends it), actors (a celebrity, even if he or she is not a professional actor performs 

a certain role  in the campaign by simply acting (e.g. in a TV spot)), spokespersons (a 

celebrity is hired by a company or organisation for a usually longer period of time in order to 

speak on its behalf and to promote its ideas).  

Social campaigns which feature celebrities are not rare as these people are opinion 

leaders for some, yet on the other hand, the risk involved seems relatively high. Firstly, the 

image of a certain celebrity and an idea he or she promotes should be consistent throughout 
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the campaign, secondly, the celebrity a campaign’s author chooses should be appealing to the 

given target group and finally, the risk is high as the costs the campaign’s producer has to 

bear while hiring a celebrity might be extremely high
60

. Still, a lot of people feel the need to 

live up to the way their favourite celebrities behave, usually by copying their lifestyles or 

behavioural patterns and that is why celebrities appear so often in campaigns enhancing their 

effectiveness by their popularity rather than by the respect they enjoy. 

An interesting example of a visually controversial social campaign which takes place 

in Poland and which, additionally, features a number of celebrities is the ‘Zerwijmy łańcuchy’ 

(‘Let’s break the chains’) campaign launched by Mój Pies (My Dog) magazine, which aims at 

convincing people not to chain dogs up and to react in case of seeing dogs which suffer from 

being chained up. The campaign is held annually (from 2007) and each year a number of 

celebrities chain themselves up in some rush places in the city centres in order to protest 

against keeping dogs in captivity. The campaign’s visual sphere is controversial since famous 

dog lovers (e.g. Michał Piróg, Agata Buzek, Urszula Dudziak, Kazimiera Szczuka, Tomasz 

Raczek and many more) simply sit on the ground with chains around their necks
61

. This draws 

attention of mass media and of passers-by who take pictures or make interviews with the 

celebrities and pass further information gathered in this manner making the campaign’s reach 

importantly bigger. 

Another Polish visually highly controversial campaign which made an extensive use 

of viral marketing was created by the Saatchi&Saatchi Poland Agency for the Polish Red 

Cross. The campaign was launched in November 2011 and the target group was restricted to 

young Internet users. In order to lower the campaign’s costs, the only communication channel 

used was the Internet and more specifically – mainly Facebook. The campaign was supposed 

to raise awareness of the risk of the sexual transmission of HIV. It was daring and provocative 

because the elements shown in a one-and-a-half minute long movie included nudity, alcohol 

and sex. The film was supposed to be shared by users of different social services (especially 

Facebook due to its biggest popularity within the target group) and showed how risky 

promiscuity might be for human’s health. The movie started from a scene showing a young 

man accepting (a fictional person) Ala Skoczewska as a Facebook friend. Then, he would go 

on her profile and watch there a film showing how Ala parties in a club with him and how 
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they later go to bed together. The sex-scene was suddenly interrupted by the written text 

saying ‘Ala is HIV positive. Now you also are.’ and the powerful slogan which said ‘Life’s 

not like Facebook. Don’t get in touch with strangers’
62

. 

The campaign called ‘Friend Request’ got a positive feedback both from the 

professionals as well as from the target group, within which it achieved a considerable 

popularity. Additionally, a Facebook fictional profile of the campaign’s character (Ala 

Skoczewska) was created and Facebook users could become ‘friends’ with her in order to 

show their support for the action
63

. The use of controversial visuals in the campaign seems 

perfectly justified as it turned out to be attention-catching and appealing to young Internet 

users. What is more, the target group liked the movie as it was short, dynamic and even 

despite of the fact that it cleverly mocked them. 

Finally, a visually controversial social campaign which indubitably constitutes one of 

the milestones in the Polish social campaigns’ history is the 1997 campaign created by the 

Amiratis Puris Lintas Agency and the Polish Television (TVP) for Ogólnopolskie Pogotowie 

dla Ofiar Przemocy w Rodzinie ‘Niebieska Linia’ (Polish Emergency Service for Victims of 

Domestic Violence ‘Blue Line’). The campaign was composed of three low-budget TV spots, 

three different billboard posters and leaflets. Interestingly, due to the budget constraints, the 

agency’s employees starred in the spots replacing professional actors. All of the visual 

materials presented victims of domestic violence with visible body injuries and catchy slogans 

which were supposed to present the irrational justifications perpetrators find for the harms 

they do. Interestingly, the slogans ‘Because the soup was too salty’, ‘Because she looked too 

attractive’ and ‘Because he had to let off steam’ entered for good into the Polish language.  
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Fig. 2.2.1.: Stop Domestic Violence - Family members – Poland 1997 

http://www.kampaniespoleczne.pl/kampanie,1471,bo_zupa_byla_za_slona 

 

Fig. 2.2.2.: Stop Domestic Violence - Daughter – Poland 1997 

http://www.kampaniespoleczne.pl/kampanie,1471,bo_zupa_byla_za_slona 

 

 

Fig. 2.2.3.: Stop Domestic Violence - Wife – Poland 1997 

http://www.kampaniespoleczne.pl/kampanie,1471,bo_zupa_byla_za_slona 

 

However, despite the undeniable success of the slogans, the campaign itself aroused a 

great deal of controversy, firstly, because it was accused of demonising the institution of 

marriage and the image of men and of the family. Secondly, it was criticised because the 

visuals were rated as highly too drastic and too strong. Some went even further saying that the 

slogans provided justification for acts of domestic violence or that they focused on the 
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physical violence exclusively, neglecting the issue of psychological abuse
64

.  

Interestingly, today, 15 years after the campaign’s launch, it still arouses controversy. 

Renata Durda, director of the ‘Blue Line’ underlines the innovative character of the campaign, 

which was a real breakthrough in the 90s due to the shocking visuals. She stresses the 

authors’ courage to cross certain boarders in order to shock the recipients and to elicit a 

desired response (public discussion). In the same time Mirella Panek-Owsiańska, judge in the 

Fundacja Komunikacji Społecznej contest for the Best Social Campaign of the Year, claims 

that the campaign is still nowadays one of the most frequently recalled ones and that what 

really is exceptional about it, is that the slogans stayed for good in the Polish language.  

Then, Mariusz Pitura, creative director of JWT Warsaw, believes that although the 

campaign had a great success 15 years ago, mainly because of the particularly strong and 

shocking visual materials, it would not be that successful today. As the main reasons for this 

disjunction he points out the today’s lack of interest for outdoor billboard campaigns 

(replaced by Internet campaigns) and the worn-out formula of the campaign
65

. Eventually, 

Leszek Stafiej, president at DKS Sp. z o.o. and a famous Polish marketing specialist, 

disagrees as he blames the campaign for being popular yet not at all effective. He claims it has 

had no impact on the public opinion and did not manage to change anybody’s attitude. He did 

not like the campaign also because, according to him, it demonised the results of domestic 

violence but forgot to stress the possible ways of prevention. What is more, the campaign 

referred to the language used by the perpetrators of domestic violence and not by their 

victims. Nevertheless, Stafiej admits that the campaign is still widely remembered
66

. 

Coming back to the creation of the campaign, the target group was extremely large as 

it was defined as ‘the public opinion’ and no demo- or sociographic constraints were imposed, 

although it was underlined that the campaign was designed to reach in particular witnesses, 

victims and perpetrators of domestic violence as well as employees of organisations and 

institutions which deal with domestic violence. It seems that the campaign has achieved its 

goal as the public discussion on the subject really was induced. What is more, in November 

(when the campaign was launched) the ‘Blue Line’ received 170% phone calls in comparison 

to previous months. However, one of the campaign’s goals was to change the public opinion’s 
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attitude towards the issue of domestic violence and this is one of the variables which is 

extremely hard to measure and unfortunately, due to the financial constraints, was not 

measured at all by the organisation at that time
67

. 

As the provided examples prove, the use of controversial images in case of Polish 

social campaigns has become a matter of fact over the last years. Different vehicles, varying 

from human bodies to posters, billboards, leaflets, Internet movies or TV spots are exploited 

in order to present provocative or even shocking visual materials to the recipients. Just like 

the choices of communication channels differ, the level of controversy aroused is not the 

same either. Nevertheless, the question remains whether each campaign characterised by a 

strong, attention-catching images can do better than simply hold the recipient’s interest for a 

moment and more specifically, whether it can provoke the desired response.  

 

 

 

2.3. Controversy in governmental and non-governmental social campaigns 

Although, the Polish law states that no more than 12 minutes per each hour can be 

occupied by advertisements on television, the restriction is not always strictly observed, and 

according to the European Commission, TVP 1, Polsat, TVN and TV4 are the four Polish TV 

channels which have most difficulties in doing so. Besides different interpretations of the 

legal regulations which may lead to such a situation
68

, another factor which is to blame for 

excessive advertising is the channels’ directors’ will to maximise profits. The issue clearly 

concerns not only commercial but also social campaigns and the case of the latter might seem 

even more difficult: if social campaigns do not promote any specific products or services (that 

will in turn generate profits that could be partly spent on further promotion) but rather focus 

on advocating for some socially desirable behaviours, then how should they be financed and, 

what seems even harder, how are they to compete with commercial campaigns on mass 

media? In order to deal with sometimes extremely high advertising costs (especially on 

television) social campaigns’ authors can attract sponsors or cooperate with various 

commercial organisations in a number of ways. 

Companies might support a socially important cause within the scope of cause-related 
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marketing (CRM). Marketing initiatives which might be classified as forms of CRM are 

sometimes difficult to distinguish from social campaigns, yet the main difference concerns the 

corporation’s profits because in the case of CRM the corporation gets engaged in improving 

social welfare, however, it seeks to improve its image or its position in the market in the same 

time, whereas non-profit organisations launch social campaigns with no intention of gaining 

profits. Therefore, although a corporation does not get engaged in CRM in order to gain 

immediate and purely financial benefits, its actions are not absolutely disinterested 

whatsoever. Put simply, to exercise their social responsibility and build more positive images, 

many companies are now linking themselves to worthwhile causes. (...) Cause-related 

marketing has become a primary form of corporate giving. It lets companies ‘do well by 

doing good’ by linking purchases of the company’s products or services with fund-raising for 

worthwhile causes or charitable organisations
69

. What is more, the positive initiatives 

undertaken by corporations might improve the well-being of a specific social group, the 

company’s image in the eyes of its stakeholders and customers but also in the eyes of its own 

employees. 

As we know, except for taking up some independent actions, corporations might 

become sponsors of social campaigns
70

. This was the case of a controversial social campaign 

which was performed by Dzielimy Się Tym Co Mamy (We Share What We Have) 

Association which cooperated with Radio Zet and the City Guard. Interestingly, the campaign 

did not use controversial slogans or visuals yet it was described as such, mainly because of 

the City Guard’s involvement. The sponsorship of Radio Zet has been beneficial for 

‘Pogotowie Świętego Mikołaja Radia Zet’ (‘The Santa Claus Emergency Service by Radio 

Zet’) because the radio station’s large reach ensured the popularity for the initiative. ‘The 

Santa Claus Emergency Service by Radio Zet’ is an action held annually since 1992 and it 

involves raising funds for and collecting Christmas gifts and then distributing them among 

socially underprivileged children and elderly persons
71

. What is important, the initiative is 

mainly associated with Radio Zet (due to the extensive sponsorship as well as the fact that the 

station’s name makes part of the whole initiative’s official name) and not really with the 

Dzielimy Się Tym Co Mamy association.  
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However, in 2011 ‘The Santa Claus Emergency Service by Radio Zet’ decided to 

modify its formula and except for cooperating with volunteers, students and activists, it 

resolved to incorporate the City Guard in the activities. City Guard’s cars were used in order 

to transport and deliver gifts to the needy recipients. Just like Armstrong warns, this has 

stirred some controversy. City Guard, which already has some serious image-related 

problems across the country was one more time accused of wasting public money on trivial 

initiatives, of being lazy, inefficient and useless and finally of spending time and money doing 

things it should not be occupied with. Although the ‘Emergency Service...’ itself generally 

gets a highly positive feedback from the public, the City Guard’s participation was rated as 

inappropriate and criticised by many persons. According to the already-mentioned Armstrong, 

critics worry (...) that ‘cause-related’ marketing is really ‘cause-exploitative’ marketing. 

Thus, companies using cause-related marketing might find themselves walking a fine line 

between increased sales and an improved image, and facing charges of exploitation
72

. 

Apparently, this has happened in this case as the City Guard did not really manage to gain 

more sympathy or support despite its good intentions and an undoubtedly important 

contribution. 

Clearly, not all social campaigns are created by non-governmental organisations, as an 

important part of them is launched by different governmental departments and agencies. 

However, if a non-governmental organisation is responsible for a campaign, it is usually 

financed from contributions made by private persons but mostly - by commercial sponsors. 

Although no evident proofs can be found, it might be supposed that these sponsors are in a 

position to exert a certain influence not only on a specific social campaign created by a non-

governmental organisation they support but also, and more importantly - on the organisation 

itself. The cooperation with commercial sponsors might take various forms and of course it is 

legally regulated, nevertheless a certain pressure might appear and whether this happens 

depends mainly on the organisation’s position. Non-governmental organisations with a well-

grounded position on the market, a number of fixed contributors and a good reputation are 

strong enough to make rules by themselves or even to refuse to cooperate if a donor is not 

willing to compromise. Unfortunately, organisations with a smaller scope of action are not so 

independent and must sometimes adjust to certain requirements they contributors impose. 

Except the above-mentioned differences between social campaigns which are created 

by governmental and non-governmental organisations, we have to be aware  of the fact that a 
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number of other disparities, mainly of external nature exists. One of them is undoubtedly the 

public approach towards the campaigns. It seems that as we are informed about different 

sources of financing, we tend to have different expectations when it comes to means of 

expression, themes and approach to subjects tackled by social campaigns. Moreover, some 

non-governmental organisations might be associated with unconventional, creative and 

controversial actions and initiatives (e.g. Greenpeace and its protests, Amnesty International 

and its happenings) and the audience might expect these organisations to proceed in that way. 

However, do we enjoy just as much social campaigns (or any other initiatives) launched by 

governmental institutions which reveal the same level of creativity? It seems that most people 

have rather the tendency to identify Polish governmental organisations with a more serious 

approach, and with terms like responsibility, authority, prudence and a certain level of 

conservatism. However, we will try to answer the question whether this rule really holds true 

in case of the Polish audience in the last chapter of this MA thesis. 

 

 

 

2.4. Polish public’s reactions to controversial social campaigns 

Any campaign, whether it is social or commercial, is supposed to bring some benefits 

to its recipients, yet at the same time it does involve a certain risk of doing harm as well. 

Although these aspects may vary in their intensity depending on whether we examine a social 

or a commercial campaign, the expected benefits include spreading information about a 

product/service/idea/behaviour which enables recipients to make well-informed choices, 

attiring sponsors (commercial sponsors, private contributors, governmental organisations) to 

financing sports and cultural initiatives and activities and finally shaping desirable social 

behaviours and attitudes. Among the negative influences exerted by campaigns we should 

undoubtedly enumerate providing misleading information purposely aimed at fooling 

recipients and arousing unreal consumer needs. What is more, advertising is also accused of 

enforcing consumerism and deadening human sensitivity to others, their harm or feelings as 

well as to any kind of a message, even a socially important one, if it is not presented in a form 

of a thoughtfully constructed copy – just like advertisements are. 

When it comes to the relation campaign-audience, although there indubitably exists a 

certain power the campaigns might have over the recipients (since they are in a position to 

make them follow their advice), this does not happen at no cost. In order to attract the public’s 
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attention, the campaigns feature a carefully chosen and attentively constructed copy 

(understood as words which a campaign contains in any form – written, spoken etc.), pictures 

or other visuals, designs at colours and most importantly a clever, unique and outstanding 

theme. Nevertheless the creative and persuasive elements which campaigns contain are often 

said to be responsible for exerting a certain psychological pressure on the recipients. What is 

more, campaigns are also accused of manipulation and of appealing to feelings and emotions 

rather than to a rational consideration, which are harder to control for the recipients. 

When it comes to Poland, there exists Komisja Etyki Reklamy (Commission on 

Advertising Ethics) which makes part of Związek Stowarzyszeń Rada Reklamy (the Union of 

Associations Council of Advertising). The Commission is  responsible for dealing with 

complaints brought against certain advertisements. Interestingly, in 2008 close to 68% of 

complaints the Commission received concerned TV spots, when only 18% referred to 

billboards, 4% to direct marketing, 3% to press and 1,7% to radio spots. So apparently, 

advertising platforms which involve the use of visuals appear to be the most offensive. Most 

complaints are sent to the Commission because recipients find that certain campaigns resort to 

the too drastic means of expression, discriminate certain social groups or that they are 

(probably purposely) misleading
73

. 

What is even more interesting, in 2008 the campaign which caused the most 

complaints (15% of all the complaints) was a commercial campaign designed to imitate (and 

actually doing it really successfully) a social campaign, called ‘Stop pneumococcus’. The 

slogan of the campaign said ‘You have the right to know, you have the right to ask’
74 

and no 

product-specific names were contained, therefore, the campaign could have been seen as a 

social campaign aimed at raising awareness of the risk of pneumococcus disease and 

encouraging parents to vaccinate their children. However, the campaign was launched and 

fully financed by a commercial company Wyeth which is the producer of the only vaccination 

against pneumococcus that was admitted to the Polish market by pharmaceutical authority
75

. 

Anyway, the TV spot was banned from the Polish television for a number of reasons: firstly, 

it was found shocking and too strong as it featured a scene with a dying baby and its suffering 

mother. Secondly, it was accused of evoking fear, and lastly, and probably most importantly, 

it encouraged recipients to buy a medicine which can only be sold when prescribed by a 
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doctor, which is contrary to the Polish legal system
76

. Still, the case of this campaign remains 

extremely interesting due to the manipulation Wyeth resorted to, creating a perfect imitation 

of a social campaign, which, however, was aimed at promotion of its own product. 

When it comes to the ‘real’ social campaigns, the issue of the possible recipient’s 

offense is even more delicate as the social campaigns’ role is different to the role of the 

commercial ones. Social campaigns have the extensive reach (just like the commercial ones) 

and therefore have the power not only to inform but also to educate the society. Although this 

might be seen as an opportunity, it might also be perceived as a threat since some tend to 

accuse social campaigns of intruding into the recipient’s privacy by trying to exert a too 

strong of an influence, to alter the recipient’s identity by making the audience change its 

social behaviour. 

The simple fact that social campaigns’ aim is to influence our everyday behaviour and 

to contribute to the social welfare, as well as the fact that these campaigns have the tendency 

to moralise, to tell what to do or to reprimand, is the reason why some dislike social 

campaigns as such. They disrespect such campaigns comparing them to a simple propaganda 

and might have an à priori negative approach to them, regardless of the subject they refer to. 

Therefore, addressing the recipient in a well-thought-of and careful way is not just a key to 

success but a real must. However, the question remains how to get to the recipient and his or 

her thoughts and consciousness among all of the other competitors in today’s saturated 

markets. The phenomenon of the so-called emotional response rate is an important indicator 

here as it is defined as the measure of response or no response to a given stimulus. Lack of 

response indicates [the campaign’s] failure to break through the clutter
77

. 

In order to get through the clutter and to elicit the desired response rate, the social 

campaign cannot be perceived as authoritarian and directly admonishing. Then, it should not 

be too complicated and therefore difficult to understand, incomprehensible or unclear. 

Eventually, it should not be funny in a tactless, indelicate or offensive way. However the 

campaign intends to impact on the recipient’s life, this has to be done in a discreet way as 

well as with respect to human’s choices, emotions and opinions. Still, being persuasive is one 

of the campaign’s most important objectives and in order to understand this attempt, it is 

worth to examine the phenomenon of persuasion. Persuasion is a process composed of five 
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major steps which are all equally important since the omission of any of them might lead to 

the persuasive failure. The five steps include: 

1. decision to participate in the communicational process (which can be summarised to 

the campaign’s need to catch the attention of the target recipient) 

2. capturing the object of persuasion (identifying target recipients by the campaign’s 

authors and matching their creation to their needs, wants, value system, lifestyle or 

any other relevant factors) 

3. submission to the persuasion by lowering the resistance level (either by the recipient’s 

acceptance of the campaign’s reasoning and arguments, so in the rational way 

(rational appeal of the campaign) or through the emotional appeal which refers to 

emotions) 

4. confirmation of the acquired ideas (understood as the recipient’s personal acceptance 

of the ideas presented in a given social campaign; this step is the consequence of the 

previous one) 

5. action (proof that the process of persuasion has successfully reached its aim)
78

 

As we have seen it throughout this chapter, social campaigns do have an important 

persuasive potential, just like the commercial ones. Although the use of controversy might 

sometimes be risky and lead to a campaign’s failure, it does offer however certain 

opportunities which might prove particularly valuable on today’s saturated markets, in the 

today’s visual-driven culture and in the confrontation with the phenomenon of human 

sensitivity deadening. Nevertheless it seems that the Polish public opinion does not accept all 

of the social campaigns without any criticism and reacts strongly to messages which seem too 

offensive, too provocative or simply too strong. 
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Chapter III 

 

 

3. Empirical investigation: controversial social campaign on 

responsible drinking 

 Among diverse social problems which constitute the object of concern for Polish 

social campaigns, the patterns of consumption of the alcohol seem to appear relatively often. 

These social campaigns may of course focus on various aspects: from raising social 

awareness of alcoholism as a disease or discouraging alcohol consumption during pregnancy 

to warning of legal consequences of selling alcohol to the under-aged. What seems, however, 

slightly neglected, is the promotion of responsible drinking among those who use alcohol. As 

many examples have shown over ages, any kind of prohibition leads rather to outcomes which 

are in striking opposition to the desired ones, and therefore, restrictive limitations as to the 

purchase of alcohol are not effective, but attempts to limit the consumption to a reasonable 

level could probably turn out to be more useful.  

 In the recent years numerous attempts aimed at limiting the alcohol consumption could 

have been observed within the European Union. German social campaign known as 

‘Alkohol? Kenn dein Limit.’ (‘Alcohol? Know your limit.’)
79

 is one of the most 

comprehensive and extensive trials promoting responsible drinking
80

. The aim of limiting 

alcohol consumption seems to be more realistic and achievable in the target group 

(adolescents and young adults) than promoting the total abstinence. The campaign features 

short TV and Internet spots, outdoor marketing (e.g. billboards), press advertising and 

creation of a website. It is said to be comprehensive as it has not only an extensively 

informative character, but it also is a platform leading to other media. Firstly, the campaign 

aims at informing about the alcohol as a substance and the biological consequences of its 

consumption. Then, it focuses on the question of responsible drinking, setting everyone’s 

personal alcohol consumption limit and sticking to it, and finally, it provides information 

about organisations which might help individuals who recognise excessive drinking as their 

problem.  
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 The campaign was launched by the BZgA – Bundeszentrale für gesundheitliche 

Aufklärung (Federal Centre for Health Education)
81

 as a part of a long-term programme 

invented in order to prevent the alcoholism among teenagers. This social campaign was 

entirely prepared by a renowned German agency Schultze.Walther.Zahel. which has created 

the concept and further took care of its realisation
82

. As the project is not only widespread 

(use of peers, different visual materials etc.) but also long-lasting and audacious, it has gained 

a certain publicity or even fame not only in Germany but also outside of the country. It seems 

logical to ask about some similarities about Poland and its closest Western neighbour. 

However, no such comprehensive nor successful efforts have been made in our country in 

order to protect the youth from alcoholism and other dangers which are related to the 

excessive alcohol consumption. What is more, the existing campaigns focused on other 

aspects of alcohol consumption (e.g. warnings about legal consequences of selling alcohol to 

the under-aged in the 2003 campaign ‘Alkohol – nieletnim dostęp wzbroniony’ (‘Alcohol – 

the under-aged are not allowed’)
83

) or addressed other age groups (mainly adults). 

 The question remains whether such campaigns should not be present in the Polish 

reality. It does not seem that they are unnecessary since the access to the alcohol is one of the 

main causes of a variety of social problems among teenagers as specialists claim. What is 

more, 71% of Polish teenagers (11 to 15 years old) admit that they have tried the alcohol and 

50% of adult Poles see the consumption of alcohol among youngsters as a serious social 

problem, enumerating it just after the high level of unemployment and the lowering of living 

standards
84

. It seems therefore that the Polish society does see the problem and, as a result, it 

should have the positive approach to any attempts trying to solve it. However, even if we 

assume like Hornik that health education and communication have affected important health 

behavior, we are still left with the question he tries to answer: under what conditions are such 

programs effective?
85

. 

Firstly, one should not forget that the interest held for specific social issues is unequal 

not only among different social groups or different actors but also depending on specific 
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periods. As Andreasen calls it, there are ‘hot’ and ‘tired’ social problems and their popularity 

changes just like in the case of fads which concern commercial products. Then, even when a 

social problem is widely recognized, progress in addressing it may not be forthcoming 

because there is no agreement on solutions. (...) Social problems very often ebb and flow in 

importance, depending on two broad sets of factors: sweeping long-term trends and shorter 

term, more immediate events, studies and crises. Changes in the dominance of political 

parties and their priorities can affect our perception of important social problems. The rise 

and fall of advocacy groups and dramatic events that occur and draw public sympathy, media 

investigations, calls for action, and so forth all can affect what issues are ‘hot’
86

. Therefore, 

what cannot be ignored, is the influence of these external issues on any efforts undertaken by 

social marketers. A specific governing political party might be more willing to hide rather 

than stress a given social issue, while a recent event, especially if adroitly highlighted by the 

media, might draw the public opinion’s attention to a seemingly forgotten social problem.  

 If we come back to the issue of excessive alcohol consumption among teenagers and 

young adults, we must then remember that for the campaign to be effective, it undoubtedly 

needs to be perceived as the one which addresses an up-to-date and socially important issue. 

Secondly, one factor which seems in the same time obvious but also indispensible, is for this 

advertisement to really appeal to youth. If we follow Breinbauer’s theory, which assumes that 

social environment, physical environment, personal health practices and coping skills, 

biological and genetic makeup, availability and quality of health services, gender, cultural 

background are all health-behaviour determinants, we must further accept that  it is 

recommended that in case of social campaigns or any other programs designers begin by 

identifying the specific adolescent stage(s) and gender(s) they are going to target, given the 

stated needs and goals of the different actors involved
87

.  

 As soon as the target group of the campaign is identified and defined as adolescents 

and young adults (aged between 18 and 24 in our case), one will realise that the campaign 

against alcohol abuse might pose a double challenge. Firstly, the target group is particularly 

difficult to communicate effectively, sensitive and capricious, it is also highly heterogeneous 

and vast. Secondly, the subject of a social campaign is tricky and delicate. Finally, the 

campaign has to appeal to youth but it also should be at least acceptable for the rest of the 
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society which is not its directly addressed recipient, but will however be at least partly 

exposed to it. 

 As we know longitudinal research is increasingly pointing to the efficacy of adopting 

broad-based, multilevel approaches to behavior change rather than concentrating on 

changing individual behavior in isolation
88

. It is clear that a successful social campaign 

resorts to a variety of communication channels, has a specific duration and is created as a 

complex and holistic phenomenon aimed at changing the audience’s behaviours. However, in 

case of this MA thesis the approach is going to be rather limited due to the imposed 

restrictions, and we are going to focus on visual materials (billboards, posters, press 

advertisements) exclusively.  

 Eventually, following Kotler’s approach, a variety of questions must be answered 

before a campaign is prepared. Firstly, an analysis of the environment should be conducted 

and only then can a specific target group be shrewdly chosen. Then, objectives and goals 

might be set and this step includes deciding on what specific behaviour should the campaign 

promote but also determining what level of change is actually realistic to create with the 

campaign. Next, developing a strategy and a monitoring plan is possible, followed by actions 

directed at setting the campaign’s budget
89

. Although we are not going to stick to all of these 

requirements (e.g. budget setting will be ignored) while creating our fake social campaign for 

the use of this MA thesis, they seem worth mentioning as they provide an indispensible 

framework for any real social campaign to be invented and then launched. 

 

 

 

3.1. Research assumptions 

As soon as the issue of social marketing arises, ethics come to our minds and, 

interestingly, there are some who perceive the very combination of words ‘social’ and 

‘marketing’ as immoral, unethical or double-crossing. However, as specialists explain it, 

ethics is about making decisions. If we follow the definition of ethics seen as the study of 

standards of conduct and moral judgment, which is particularly useful to us when it helps us 

resolve conflicting standards or moral judgments, we then need to add that ethics is not as 

simple as deciding what is right and what is wrong. What is more, marketing social 

‘products’ is particularly prone to ethical dilemmas because, unlike most consumer products, 
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they deal with some of our most deeply held beliefs and moral judgments
90

. Therefore, 

whenever a social campaign is launched, the issue of ethical dilemmas must be considered. 

What strikes as perfectly understandable and acceptable for some, might actually come as a 

strong moral shock for others. Not only are we heterogeneous in our attitudes towards social 

campaigns, but as citizens of specific societies we also show disparities in our attitudes 

towards given social problems. What is perceived as a real burden or an unsolved major 

trouble for some, will only appear to be a minor, negligible concern for others. 

 However, in spite of these disparities, any society is likely to show in relation to a 

specific social issue, if social marketers launch a campaign, they expect the process of change 

to reflect slow social norm change rather than individual effects of direct message exposure. 

This remains easier to achieve if the new behavior fits easily with the existing pattern of 

behavior
91

. Nevertheless, regardless of the differences that appear in any chosen social group, 

there are specific socially desirable behaviours which are successfully introduced into the 

society’s everyday life and just as successfully followed by the citizens. This might be 

particularly done with the use of different laws and other legal regulations which might, to a 

certain extent, ‘replace’ social campaigns. Yet, one cannot forget that these are highly specific 

tools which might not be abused and are not likely to work in any given situation. 

  As Andreasen claims, most societies attempt to manage at least some of the behaviors 

of at least some of their citizens at least some of the time. Currently there does not seem to be 

a strong discussion over whether the state has the ethical right to manage some bahviors. 

Indeed, citizens accept such management on a daily basis when they observe speed limits, pay 

taxes, recycle, adjust their diets, exercise, and matriculate at public universities
92

. 

Nevertheless, such regulations must be applied with  a high level of accuracy, in order not to 

lower their effectiveness and threaten the already achieved results. 

 Then, if a specific social behaviour is promoted (in any way) by the government, the 

citizens are aware (or might more or less easily get informed) about the actor who is 

responsible for this promotion. The same rule should apply to any social campaign, whatever 

the subject, as a campaign is a shrewdly prepared creation which might cause a specific effect 

and, therefore, there must be an actor to take the responsibility for it. If we resort to 

Andreasen’s school one more time, we will discover his considerations on the, as he calls 

them, ‘consequences’. He states, that there are consequences, both intended and unintended, 
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that affect audiences. Key issues include benefits, relative benefits, and harm that may result 

from the act
93

 (meaning a social campaign). He pursues claiming that because social 

marketers seek to introduce behavioral (and possibly value) changes which may in turn have 

important direct, as well as indirect and unforeseen consequences and implications, social 

marketers must take steps to ensure that there will be responsible parties who can be held 

accountable for the changes produced
94

. He therefore appoints not social marketers but rather 

their clients (different governmental and non-governmental organisations willing to launch a 

social campaign from their own resources) as the ones who must be there to take 

responsibility for a social campaign and both its positive and negative effects as well as to 

deal with the possible feedback. 

 Therefore, since the public opinion is, better or worse, but informed about the actors 

who really stand behind any social campaign, the question arises whether this knowledge 

possessed might influence to any extent the way the audience responds to a social campaign. 

The assumption which constitute the starting point for the following chapter of this MA thesis 

is that this kind of information is actually likely to alter the audience’s responses to given 

slogans, visuals and advertisements as such. What is more, if we focus on the case of a 

controversial social campaign, the possible difference could get even bigger. For the use of 

the research included in this MA we are going to divide actors responsible for social 

campaigns into just two vast groups, and define them as governmental agencies (GOs) and 

non-governmental organisations (NGOs). The expected pattern of results should give the 

answer whether respondents are more likely to accept controversial messages if they are 

conveyed by social campaigns founded by NGOs rather than by those invented for GOs. 

 This research assumption is justified by the observation that as members of any 

campaign’s audience, we are concerned with ‘motive’ and ‘consequences’ when we make 

snap ethical judgments. Our tendency is to say a program was unethical because it was 

motivated by ‘self-interest’ or because ‘somebody got hurt’ as a result. If the motive is wrong 

and the results are positive, or if the motive was right but the results were negative, we cannot 

simply say that the actor is ethical or unethical. Often we do
95

, but a more comprehensive 

way of analysing ethical dilemmas should be adopted instead. What we are going to try to 

find out is also the level to which we are likely to justify the use of offensive or shockingly 

explicit visuals or slogans for the sake of solving a specific social problem. There also 
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remains the question whether claiming that such visuals and slogans are more likely to appeal 

to the target group constitutes a strong enough of a justification for the public opinion. 

 As some claim, the end justifies the means, nevertheless what methods can be applied 

and which boarders can be crossed in the name of improving the quality of life? Then, how 

often can such justifications be used and if used frequently, to what outcomes might they 

lead? As critics say, social marketing is, at its base, manipulative, no matter where it is used. 

(...) What is
 
the social justification for social campaigns? Who or what mechanism gives 

social change agents – that is, social marketers – the right to pursue some course of 

action?
96

. These question arise even in case of the ordinary social campaigns, yet they seem 

to be even more relevant when it comes to controversial programmes. 

 To sum up the research assumption for this MA thesis revolves around one main 

question: 

 Does the audience respond differently to the same (fake) social campaign depending 

on whether it is said to be financed by a governmental or by a non-governmental 

organisation? 

And five additional questions: 

 Is there any difference in the level of acceptance for controversial visuals and 

controversial slogans depending on the source of financing? 

 Is the will to solve an important social problem considered as a plausible justification 

for the use of controversial slogans and visuals in a campaign? 

 Does controversy distract the audience from the message a campaign tries to convey?  

 What is the general attitude towards controversial social campaigns among the target 

group (young adults aged 18-26)? 

 Do the above-mentioned responses differ in relation with the age, educational level 

and origins of respondents? 

Although the research will not provide answers universal for the whole Polish society due 

to its restrictive character and the choice of the target group, it might however bring an 

interesting insight into the attitudes young Poles hold in relation to controversial social 

campaigns and important social causes. Finally, it might give an answer to the question 

whether being offensive or showing behaviour that society deems offensive, using 

unacceptably explicit visuals or slogans is in any way likely to appeal to the youth. 
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3.2. Research methodology 

 The research for the use of this MA thesis was carried out in April and May 2012 

among Polish-speaking young adults. The respondents needed to have access to the Internet 

as the method chosen to carry out the research was the computer-assisted web interview 

(CAWI). An interactive platform (www.docs.google.com) was used as a vehicle to present the 

questionnaire to the target audience. A hyperlink redirecting the user to the questionnaire was 

sent to students of a few Polish universities and other higher education institutions (both state 

and not state-owned). However, we need to remember that although the hyperlink was sent to 

a specific number of persons of which the educational level and origins were known, these 

persons were asked to share the hyperlink with their fellow students after completing the 

questionnaire. No question requiring giving a detailed information about the school attended 

by a respondent was included in the survey, and therefore there is a possibility that some of 

the questionnaires were filled in by students from other educational institutions. 

 Defining the research problem in the case of this MA thesis was composed of two 

major phases, from which the first one focused on choosing a broad statement and then the 

second one regarded the selection of its specific components
97

. The first general statement 

was that there exists an interesting range of disparities in people’s responses and reactions to 

controversial social campaigns. The more specific statements led to a hypothesis that the 

audience’s perception of a social campaign might significantly differ depending on whether a 

campaign had been financed from the public resources or from other, not state-owned 

sources. A conclusive research design was therefore created in order to provide a satisfying 

answer to the question whether such a hypothesis is true. 

 The whole research was based on a fake social campaign, designed from its 

beginnings to be shocking. The campaign featured a visual material made to look like a 

blurred photograph from a party, like a last-night drunken picture. In the foreground of the 

picture, one can see a visibly drunk young couple having a conversation and leaning against 

each other, in the background there is a young man vomiting exactly at the moment when the 

picture was taken. The whole scene seems to be taking place on a street, probably in front of a 

night club, late at night. The campaign has never existed in reality, however, the respondents 

of the questionnaire were informed that it was created in order to be launched as an outdoor 

campaign.  
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 Then, the visual material featured not only the colourful photograph but also captions 

(big, easily legible white characters were chosen in order to make the lines more captivating 

and harder to ignore). The text above the picture was placed between inverted comas (as if 

one person from the picture was saying it) and stated ‘Got fu*king wasted last night! Can’t 

remember a thing...’. Then, there was the caption below the picture which said ‘If you drink, 

keep it moderate’ and a telephone number to dial for people looking for help with excessive 

drinking. In the very bottom of the picture, there was a logo of the organisation.  

 Although a simple research on such a campaign would probably provide some worthy 

information about the young adults’ perception of controversial social campaigns, it will, 

however, not be of any use if one was to find out whether social campaigns are perceived 

differently depending on the source of their financing. Therefore, there were two versions,  

both of the visual material as well as of the survey, created for the use of this MA thesis. In 

the first one, the visual material featured a logo of a fictional governmental organisation 

called PAPA (Państwowa Agencja Przeciwdziałania Alkoholizmowi – NAPA, National 

Agency to Prevent Alcoholism) and in the second one, there was a logo of a fictional non-

governmental organisation Fundacja ‘Nie Piję’ – ‘I don’t drink’ Foundation. The whole 

campaign, or more specifically, the whole visual material, had thus exactly the same form in 

both cases, the only difference being the logo and the name of the organisation. 

 Then, in order to make it possible to compare the respondents’ reactions to both 

campaigns, two different surveys were created. Each of them consisted of the very same nine 

questions concerning the campaign and of additional six questions concerning the 

respondent’s identity. The first nine questions on the campaign however, mentioned either the 

governmental or the non-governmental organisation (in accordance with the visual material). 

The respondents were also divided in two groups (100 respondents in each) and the first half 

of them answered questions about the campaign knowing that it was created by the NAPA 

governmental organisation, while the second half of the respondents was informed that the ‘I 

don’t drink’ Foundation was responsible for the creation of the campaign. Such an approach 

made it possible to trace any disparities in the both groups’ answers in the survey. 

 When it comes to the survey itself, the research method CAWI (the computer-assisted 

web interview) was chosen for the use of this MA thesis. It was due to its numerous 

advantages. Firstly, it is suitable when quantitative data needs to be gathered in the research 

process. Then, thanks to its interactive character, it gives a greater flexibility as to the form of 

questions (e.g. pull down menus, check boxes, help screens might be included) and it also 

offers the possibility to include in the survey not only simple questions but visual materials as 
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well – indispensible in this very case. Then, the research might be carried out by just one 

individual (who needs to place the questionnaire on the interactive platform) since it is so 

easy to administer and it does not require a direct contact between the respondents and the 

interviewer. The cost of such a research is low in terms of time and money required as there 

even are interactive platforms on which surveys might be placed for free.  

Finally, the CAWI method offers a very fast access to the gathered data, no 

complicated or time-consuming data processing is required and the results might be quickly 

viewed and analysed. Additionally, there is no risk of errors resulting from the interviewer’s 

fault or any misunderstanding between the respondent and the interviewer (those are 

relatively frequent mistakes in the so-called PAPI (paper and pencil interview) and CATI 

(computer-assisted telephone interview) types of interviews. 

Nevertheless, the CAWI method is not deprived of minor disadvantages that need to 

be mentioned here. Firstly, computer users are the only possible group of respondents and 

what is more, their computers need to be connected to the Internet. Furthermore, the range of 

respondents cannot be strictly controlled as the survey’s creator does not have an influence on 

who is going to fill in the questionnaire. Finally, doubts might arouse whether the answers 

given by the respondents are honest as the electronic environment is known for being used to 

create fake identities or stimulating to ‘improve’ the real ones. However, these arguments 

remain rather speculations as PAPI and CAPI also provoke another kind of inaccuracies 

resulting for example from the respondent’s shyness evoked by the interviewer’s presence and 

so none method is deprived of disadvantages. 

 As for the survey itself, it consisted of two parts, as it was already mentioned before. 

Questions had a diversified form, varying from multiple choice closed-ended ones to scales. 

The structure of questions was diversified depending on the type of information needed from 

the respondent, but in the same time different question-types were mixed in order to avoid, or 

at least to minimise, the so-called order bias (known also as a position bias) which is a 

respondent’s tendency to choose an alternative merely because it occupies a certain position 

or is listed in a certain order
98

. Multiple choice questions were to find in the part of the 

questionnaire concerning the fake social campaign, but they were also present in the second 

part of the survey, which focused on the respondent’s personal characteristics. Multiple 

choice questions were the only type included in this part of the questionnaire. In all, there 
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were eleven multiple choice questions in the survey, five in the first part and six in the second 

one. In each of them choosing one and only one answer was obligatory. 

 Then, Likert scale, named after his developer, Rensis Likert, was used in the 

remaining questions included in the part concerning the social campaign. This widely used 

measurement scale has normally got five response categories ranging from ‘strongly 

disagree’ to ‘strongly agree’ and it requires respondents to indicate a degree of agreement or 

disagreement with each of a series of statements related to the stimulus object
99

. The structure 

remained with five possible answers, however, there was no option usually called ‘neither 

agree nor disagree’ and the fifth possibility given was either ‘it is hard to say’ or ‘I do not 

have an opinion’. No unstructured (open-ended) questions appeared as they did not seem of 

the best use for the purpose of this research because it focused more on quantitative data 

which might easily and more effectively be gathered using other types of questions. The pilot-

testing of the questionnaire took place in April 2012 on a group of ten persons in order to 

eliminate problems that the future respondents could encounter. 

Then, the first part of the survey included nine questions (multiple choice and Likert 

scale) in two (governmental and non-governmental) versions. The first question focused on 

the respondent’s general perception of the campaign (whether it was controversial or not) and 

the four following ones on the impressions the visual material and the slogan evoked. After 

this introductory part, there was a question concerning the possible effects of the campaign on 

its target group and on the scope it should have. Then, two questions concerning the 

campaign’s subject (the governmental or the non-governmental organisation) appeared, the 

first one referring to the organisation’s spending on such social campaigns and the second one 

focusing more on the perception of the organisation in relation to such campaigns. Both 

questions under the form of Likert scale. 

The questions were designed in such a way in order to cover as many issues as 

possible in a possibly shortest survey and they investigated not only the respondents’ 

perception of the campaign itself but also of its particular components (visual material and 

slogan separately). Then, it checked the respondents’ attitudes towards the organisation 

responsible for the campaign as well as their opinions on its spending on this type of social 

campaigns. Finally, the survey tried to examine the respondents’ general views on 

controversial social campaigns and on their possible efficiency in Poland.  

 

                                                             
99 Ibid., p.348. 



62 
 

3.3. Process of research 

  As it was mentioned before, the survey (under the form of a CAWI) required from the 

respondents to fill in individually an online questionnaire. The respondents were composed of 

young adults (above 18 years old) who were students in great majority. The scope 

encompassed five state schools: the University of Łódź, the Technical University of Łódź, the 

Medical University of Łódź, the Opole University of Technology, the University of Wrocław 

and the Jagiellonian University as well as two not state owned institutions: the School of Art 

and Design of Łódź (Wyższa Szkoła Sztuki i Projektowania w Łodzi) and the University of 

Humanities and Economics in Łódź (Akademia Humanistyczno-Ekonomiczna). Both private 

and state-owned national universities were included in the ressearch in order to make the 

survey’s outcome more reliable and more objective. 

The research was not carried out in any specific place or in a restricted time period 

because of the nature of the CAWI research. However, answers taken into account in this 

research were submitted in April and May 2012, in the electronic form. Each respondent filled 

in the questionnaire which was composed of two major parts. The first one covered all of the 

issues concerning the perception of the fake social campaign as well as the general attitude 

towards controversial social campaigns. The second one focused exclusively on the personal 

characteristics of each of the respondents. This part of the survey was indispensible in order to 

trace any possible correlations between the respondent’s sex, age, educational background 

etc., and his or her perceptions of the given phenomena. 

 Therefore, the second part of the questionnaire included six multiple choice questions 

(with only one answer possible and one answer required in each) aimed at unveiling the 

respondent’s personal features. The first question concerned the person’s sex, followed by 

another one about their age. Then, the respondents were asked to provide information about 

their marital status (single, in a common-law marriage, married, divorced or separated, 

widow) and about their children. Finally, two questions regarding societal issues were 

included, the first one asking about the respondent’s level of education and the last one about 

the respondent’s human settlement origins. 

 The respondents were chosen from the population of Polish students since the aim was 

to gather data from respondents who would be as similar as possible to the campaign’s target 

group. The age structure in the research was as presented in figure 3.3.1. Although most of the 

respondents were aged between 18 and 26 years old, there were some who exceeded the 

research group limits in terms of age, however, they were in minority. Least represented was 

the youngest group (only 6% in both GO and NGO groups). 
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Fig. 3.3.1.: Age structure in the research group 

 

 The great majority of the respondents were unmarried; 92% in the GO group and 94% 

in the NGO group defined their marital status as ‘single’ or ‘in a common-law marriage’. A 

similar preponderance was seen as to having children: as many as 95% of the respondents in 

the GO group and 96% in the NGO group had no children.  Interestingly, there occurred some 

noticeable differences concerning the origins (and more specifically the birthplace) of the 

respondents. They are depicted by the figure 3.3.2., however, such a structure got formed 

accidentally. In both groups the majority of the respondents came from large cities. In the GO 

group 8% of the respondents were born in the medium-size city (between 300 000 and 

500 000 inhabitants), whereas in the NGO group there was nobody with such origins. In the 

NGO group the percentage of persons coming from towns and villages was however higher 

(respectively 26% and 8%) than in the GO group (18% and 6%).  
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Fig. 3.3.2.: Birthplace of the respondents 

  

However, in the beginning, the whole data gathered in the questionnaire’s first part 

was only viewed in the quantitative way and no relations between the respondent’s answers in 

part one and part two of the survey were searched. What was commented, was just the general 

and global respondents’ voice and their opinions about controversial social campaign. Only in 

the second phase were there made inquiries about the already-mentioned possible 

dependencies between the respondent’s personal features and the answers he or she could give 

in the process of research. However, none striking and clear correlations were discovered. 

The data gathered during the whole research process was then processed and finally 

depicted in the form of pie charts and histograms, in order to make the outcomes easily 

understandable and visible. The data was additionally represented in terms of real numbers 

but when needed, specific (most or least popular) answers were also shown as the percentage 

of all of the answers obtained. This process was applied in both parts of the questionnaire. To 

sum up, 200 questionnaires in total were filled in (100 for each version of the survey) and 

additional 10 pilot-testing ones, which were not taken into account as to the final results. 

None questionnaire got rejected due to missing answers or other possible errors, since the 

Internet platform used for the research would not accept any surveys which were not correctly 

filled in (all of the answers submitted and only one answer given to each question). The final 

conclusions, based on the evidence found in the surveys were placed in section 3.4 and 3.5 of 

this MA thesis. 
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3.4. Results 

Note: In the following section of this chapter if any percentages are given, the first one 

always relates to the social campaign concerning a governmental organisation (GO) and the 

second one to the campaign concerning a non-governmental organisation (NGO).  

 Firstly, most of the respondents of both types of the survey (GO and NGO) found the 

campaign controversial or rather controversial (if we sum up these two answers in each group: 

80% and 64%) and in both cases the slogan proved to be more controversial than the visual 

material (42% of the respondents found the slogan to be the most controversial part of the 

campaign in the GO-case and 38% in the NGO-case), plus 37% and 23% of the votes for the 

option ‘both the slogan and the photograph are the most controversial elements of the 

campaign’. However, as many as 8% and 19% thought that none of these elements was 

controversial. It turns out, logically, that the respondents who did not consider any of the 

elements shocking, were mostly also the ones who answered to the first question (Would you 

agree that the presented campaign is shocking?) ‘I strongly disagree’ and ‘I rather do not 

agree’ (20% and 33%). 

 When it comes to the slogan itself, the respondents were asked to define to what level 

they agreed with a statement judging the slogan as inappropriate, pertinent, funny, 

incomprehensible, depressing, attention-catching or bad for the organisation’s image. No 

significant differences were to find between the two surveys in this matter, however, the 

results were slightly different in each case. Surprisingly, a few respondents found the slogan 

incomprehensible (21% and 7%), however,  the majority (64% and 67%) saw it as not only 

comprehensible but also pertinent and to the point. Then, a great majority thought it was or 

could be attention-catching (79% and 73%). What may come as a surprise, the slogan was 

found funny or rather funny by as many as 26% and 21%, while only 31% and 41% of the 

respondents found it depressing. When it comes to the threat of the campaign possibly 

damaging the organisation’s reputation, the respondents were rather undecided, giving a lot of 

their votes to the option ‘It is hard to say’, however, answers claiming that the actor’s name 

probably was not in danger or that it definitely was not in danger were chosen more often than 

the positive ones, as presented in figure 3.4.1. 
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Fig. 3.4.1.: Slogan’s influence on the organisation’s image 

 

As to the visual material used in the campaign, the reception was milder as this element was 

generally not found particularly controversial. 65% and 69% of the respondents would rather 

disagree or strongly disagreed that the photograph was inappropriate and only 6% and 10% 

strongly agreed with such a statement. The picture was rated as relevant and pertinent by a 

significant number of the respondents (27% who strongly agreed from both groups and 44% 

from both groups who would rather agree with such an evaluation). A few thought of the 

photograph as of a funny one and these were 21 persons from the GO group and 9 from the 

NGO one. It also turned out that the photograph was rather easily or easily comprehensible 

(65% and 82% for both answers in GO and NGO respectively). What is more, most 

respondents also said it was attention-catching. It seems, the respondents were least 

unanimous when it comes to the question whether the visual was depressing. There were not 

only diversified opinions in each group, but also some visible differences between the two 

groups as show in the figure 3.4.2. The percentage of the undecided persons opting for the 

answer ‘It is hard to say’ also remained remarkably high. 

 

Fig. 3.4.2.: Depressing character of the visual material 
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 When it comes to the visual material’s possible harmful influence on the 

organisation’s image, the respondents apparently were not convinced. Although 23% (in the 

GO case) and 18% (in the NGO group) thought there definitely was or that there probably 

was a risk of damaging the organisation’s image, the majority (54% and 60%) claimed this 

would probably not happen or that this was definitely not going to happen. Almost one 

quarter of each group (22% and 23%) remained undecided opting for the answer ‘It is hard to 

say’. 

 When it comes to the question referring to the campaign as a whole, the submitted 

answers were rather a consequence of the answers given by each respondents to the more 

specific questions about the campaign’s main components (the slogan and the photograph). 

Most of the respondents thought that its shocking character could be well justified by the 

campaign’s decent objective (figure 3.4.3.). As many as 37% and 23% found such a statement 

convincing and 23% and 46% would rather agree. 

 

Fig. 3.4.3.: Campaign’s shocking character justified by its decent objective 

 

 Nevertheless, in spite of the answers justifying the controversy, a significant number 

of respondents said that the campaign could do without the offensive content and that the 

controversy was rather needless; 45% and 53% thought so. In the same time some of the 

respondents thought the campaign’s character was rather funny and it did not constitute a 

scary warning. As shown in the figure 3.4.4., 8% of the respondents from both groups 

strongly agreed with such a statement and 23% would rather agree (percentages given are a 

sum of the answers from both groups and therefore are not the same as shown in the figure 

which presents the results for each group separately). However, more respondents would 
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rather not agree (30%) or even strongly disagree (31%).

 

Fig. 3.4.4.: Funny campaign or scary warning 

 

 Fortunately, the majority of the respondents did not have trouble understanding the 

campaign’s message (66% and 77%), however some found it incomprehensible (32% and 

18%). In the same time, an important percentage of the answers pointed out that the campaign 

stood out of the crowd and that it was original (37% who strongly agreed and 32% who would 

rather agree in the GO group and 37% who strongly agreed and 31% who would rather agree 

in the NGO group). What seems logical in relation to the previous question, the majority of 

the respondents have also found it attention-catching (71% and 65%). 

 Then, as one can see in the figure 3.4.5., 16% of the respondents were 

convinced that the campaign could damage the governmental organisation’s image and 15% 

of the respondents would rather agree that NAPA’s image could be deteriorated in this way. 

In the same time 10% of the respondents strongly believed that the non-governmental 

organisation’s image can be threatened by such commercials and 14% of the respondents 

would rather agree with such a statement. The differences are therefore minor, however, there 

is a slightly bigger tolerance for the controversial content in the campaign in case of the NGO. 

What is interesting, over a quarter of the respondents (26% in each group) could not really 

make up their minds and opted for the answer ‘I do not have an opinion’. 
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Fig. 3.4.5.: Campaign’s influence on the organisation’s image 

 

 As to the whole campaign as such, the respondents did not find it particularly thought-

provoking. 48% and 43% of the answers expressed disagreement with such a statement. What 

is interesting, the respondents had very different opinions on whether the campaign might 

actually be efficient in promoting responsible drinking among young adults (between 18 and 

26 years old). As presented in the figure 3.4.6., only 6% and 4% were convinced of its 

efficiency and 24% and 31% found it should rather be efficient. In the same time, as many as 

35% and 41% gave the answer ‘rather not’ answering the question ‘would you agree that the 

campaign can be efficient in promoting responsible drinking among young adults?’. 21% and 

15% of the respondents were sure that the campaign would not be efficient.  

All in all, the data gathered depicts significant disparities among the respondents 

within each group in case of this question. If we sum up the ‘definitely yes’ and ‘rather yes’ 

answers in each group and then the ‘definitely not’ and ‘rather not’ in another one, we will 

find out that the number of the supporters of the campaign remained at the level of 30% and 

35% and the number of its critics went up to 56% in each of the groups. As shown in the 

figure 3.4.6., the respondents who had little or no faith in the future campaign’s efficiency 
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outnumbered the commercial’s enthusiasts.   

 

Fig. 3.4.6.: Campaign’s forecasted efficiency 

 

However, despite the relatively low number of the campaign’s supporters, the majority 

of the respondents answered positively the question ‘Would you agree that the [organisation 

in question] should spend money on such social campaigns?’ (56% in the first group and 53% 

in the second one). The possible reason for these theoretically contrary answers might be that 

the respondents would generally like the organisations in question (NAPA or ‘I don’t drink’ 

Foundation) to spend money on this type of actions, however, they simply did not like the one 

that was presented to them . 

Then, figure 3.4.7. focuses on the views of the respondents on whether the campaign 

should be launched and whether its elements should be displayed in the public space. As 

shown in the pie chart, a relatively low number of the respondents (below one quarter in each 

group) would definitely want the controversial campaign to be present in the public space 

(23% and 19%). Then, a visibly bigger number of people taking part in the survey would like 

the campaign to be launched, however, they wish children were not exposed to it. In this case, 

the number of such answers was higher in the NGO group (31 answers) than in the GO group 

(7 answers less). The most respondents from both groups (40% and 38%) would be most 

pleased to see the advertisements exclusively in the media that children are unlikely to access 

(e.g. magazines addressed rather to adults).  

Nevertheless, the last two ideas might seem highly idealistic due to two constraints. 

Firstly, if the campaign is to be present in the public space with the restriction that children 

should not be able to see it, where actually should it be displayed? Secondly, of how many 

magazines that are read by the campaign’s target group (students who are 18-26 years old) but 

in the same time are not read by the under-aged can we think of? And if there are some, which 
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simply are addressed to adults, so children will probably not purchase them, then what 

percentage of its readers is composed by our target group? Are they not outnumbered by 

adults who can no longer be referred to as ‘young’ ones? Probably keeping in mind the 

limited possibilities of constraining the spread of the campaign in the today’s world, some 

respondents opted for the most radical answer, which said that the campaign should simply 

not be launched at all. 

 

Fig. 3.4.7.: Campaign’s launch in Polish biggest cities 

 

When it comes to the relation between the campaign and the organisation responsible 

for it, the respondents did not see the advertisement as a serious threat for the actor’s image. 

53% in the GO group and 62% in the NGO one did definitely not find it or rather did not find 

it dangerous for the organisation’s reputation. However, 36% and 31% had different opinion 

on this matter. Despite the above-mentioned differences, the respondents were rather 

unanimous when it comes to the organisation’s mission (figure 3.4.8.).  
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Fig. 3.4.8.: Organisation’s mission execution through the campaign 

 

An important majority of the answers (74 and 65) confirmed that through the 

campaign, the organisation executes (or rather executes) its mission. However, the percentage 

of such opinions was by 9% higher in the GO group. Finally, the campaign was not found 

depraving. Only 3% in the GO group and 1% in the NGO group thought it definitely was 

depraving and 2% and 9% found it rather depraving. 

 

 

 

3.5. Outcomes 

Firstly, the campaign, which was designed to be shocking, was in fact judged as such 

by most of the respondents. 72% of all of the respondents found the campaign controversial or 

rather controversial, however, the percentage of such answers prevailed in the GO group 

(80%), and it was lower in the NGO group (64%). In the same time, there were respondents 

who claimed that none of the elements of the campaign (neither the slogan, nor the visual 

material) was shocking. Logically, their percentage was lower in the GO group (8%) and 

significantly higher  in the NGO group (19%).  

Apparently, in the case of this social campaign the words had more power than the 

photograph used. In both research groups the slogan proved to be more controversial than the 

visual material (80% of the votes for the slogan and only 32% for the picture). This relation 

becomes all the more surprising if we consider that the respondents accepted more easily the 

picture of a person vomiting than one offensive word included in the slogan. Still, although 

the slogan was not found particularly controversial, it was judged as attention-catching by as 

many as 76% of the respondents. Nevertheless a group of those who believed that the slogan 
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used in the campaign was likely to deteriorate the organisation’s image was vast. This answer 

was given slightly more often in the GO group (36%) than in the NGO group (34%). 

 A similar tendency emerged in relation to the visual material used in the campaign as 

the percentage of the respondents thinking that there definitely was or that there probably was 

a risk of damaging the organisation’s image by showing the picture to the audience was 

higher in the GO group (23% to 18% in the NGO group). Although the majority claimed this 

would probably not happen or that this would definitely not happen, the number of those who 

saw no threat to the organisation’s image was lower in the GO group (54%) than in the NGO 

group (60%). 

 60% and 69% of the respondents thought that the campaign’s shocking character could 

be well justified by the campaign’s decent objective so again, the number of ‘tolerant’ 

respondents was lower in the GO group. When it comes to the relation between the campaign 

and the organisation responsible for it, the respondents did not see the advertisement as a 

serious threat to the actor’s image. 53% in the GO group and 62% in the NGO one did 

definitely not find it or rather did not find it as dangerous for the organisation’s reputation. 

However, 36% and 31% had different opinion on this matter. Again, respondents from the 

NGO group were more ‘tolerant’. 

 The general research assumption for this MA thesis revolved around the question 

whether the audience responds differently to the same (fake) social campaign depending on 

whether it was claimed to be financed by a governmental or by a non-governmental 

organisation. It turns out that the hypothesis holds true as there are some small yet visible 

differences between the two groups of the respondents. What is more, the differences which 

emerge in relation to particular questions, then form one unified and logical image of each of 

the groups of the respondents. The tolerance for the controversial content (whether we take 

into consideration the slogan or the visual material) remains higher in the NGO group; the 

difference being minor yet stable. Furthermore, it was revealed that the audience is rather 

likely to consider an important social problem to be a plausible justification for the use of 

controversial slogans and visuals in a campaign. In the same time, it does not seem that the 

controversy distracts the audience from the message a campaign tries to convey as very few 

respondents saw the campaign (or its elements) as incomprehensible.  

To sum up, although the research cannot be treated as the one which would provide 

answers universal for the whole Polish society, because it had a restrictive character and a 

relatively small research group, it has, however, brought an interesting insight into the young 

Poles’ attitudes towards controversial social campaigns. Although the respondents showed a 
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dose of tolerance towards the campaign’s shocking content, they apparently were more likely 

to accept it, if the actor responsible for the campaign was a non-governmental organisation. It 

seems that the Polish society associates governmental organisations and agencies with values 

and actions of a different and more decent character. 
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CONCLUSIONS 

In the today’s saturated markets getting through the clutter in order to reach the 

campaign’s target recipient has become a harder of a task that it has ever been before. 

Moreover, what needs to be underlined is that a successful social campaign exerts an 

influence which lasts even when the campaign itself is over, because the social campaign’s 

aim is to alter a specific behaviour for good, to change someone’s attitude in a way that the 

person will not come back to the previous habits. In order to achieve this goal, social 

campaigns have become ‘aggressive’ and do not hesitate to resort to any means of expression, 

including the use controversy. 

The main object of research for this MA thesis was finding whether the audience 

responds differently to the same (fake) social campaign on responsible drinking depending on 

whether it is said to be financed by a governmental or by a non-governmental organisation. 

The research was carried out in April and May 2012 among students of a few Polish public 

and private universities. 200 surveys (preceded by 10 pilot-testing questionnaires) were filled 

in by the respondents. The method chosen for the process of research was the relatively 

modern CAWI method (Computer-Assisted Web Interview), which is considered accurate 

and convenient for quantitative research. The detailed results accompanied by comments, 

analysis, pie charts and histograms are presented in chapter 3 of this MA thesis. 

Once the respondents’ answers were gathered, it was proven that there exists in fact a 

difference in the perception of the same social campaign which results from the information 

given about the source of its financing. Although the disparity remains minor, it is stable as 

respondents tend to demonstrate a bigger tolerance for controversial content in the campaign 

if it is financed by a non-governmental organisation and not by a public body. The above-

mentioned difference in attitude towards the same social campaign also remains unchanged 

for the particular elements that form the campaign together. The respondents were more likely 

to tolerate the controversial images and slogans if they appeared in the campaign issued by a 

NGO than in case of creations financed by a public organisation. Moreover, although the will 

to solve an important social problem is generally considered as a plausible justification for the 

use of controversial slogans and visuals in campaigns, such reasoning is also more often 

accepted within the respondents who rate non-governmental social campaigns. 

When it comes to the general attitude towards controversial social campaigns among 

young adults (aged 18-26), it turns out that this social group is likely to accept controversy in 

social campaigns, however, it does not remain absolutely uncritical and will not rate 

positively controversial social campaigns which resort to offensive or indecent means of 
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expression when it is not justifiable. However, what is important, the controversy does not 

distract the audience from the message a campaign tries to convey as the respondents did not 

generally have any problems understanding the campaign or interpreting the campaign’s 

issuer mission. It seemed that all of the above-mentioned responses and attitudes did not 

significantly differ in relation to the age, educational level and origins of respondents, 

although it has to be mentioned that as for a rather vast target group (different sexes, 

educational levels, birthplaces etc.), the group remained highly homogeneous, presenting a 

high (above 90%) uniformity in questions concerning the marital status or having children. 

When it comes to the level of controversy in Polish social campaigns, it remains 

extremely hard to find out whether it is growing or falling as the phenomenon of controversy 

is hardly measurable. What is more, no extensive and actual data on this matter is available in 

Poland as the very issue of social campaigns has a relatively short (12 to 23 years) history. 

However, what might be clearly stated is that controversy is applied both in commercial as 

well as in social campaigns and that both of the types must stay in accordance with certain 

legal regulations. Creators of all campaigns enjoy the freedom of media and speech in Poland, 

however, their actions do not remain fully unlimited, neither unregulated as the welfare of the 

recipient is the object of concern for the Polish legislative system and for public institutions 

responsible for this issue. 

What is more, a number of campaigns is each year accused of manipulation and of 

appealing to feelings and emotions rather than to a rational consideration, which are harder to 

control for the recipients. All of the complaints are analysed by the public body called 

Komisja Etyki Reklamy (Commission on Advertising Ethics) and if such a decision is 

justified, the campaigns are immediately withdrawn. Nevertheless most consumers generally 

have a negative attitude towards commercial campaigns and advertisements as they associate 

them with manipulation and lies as well as with encouraging to senseless purchases and 

creating false needs. Fortunately for the social campaigns’ issuers, the perception of social 

promotional actions is more positive because these campaigns do not promote any specific 

products, services and brands and are not profit-driven as the main focus is put on increasing 

the well-being of societies. 

To sum up we have to say that we managed to achieve the goals set in the initial part 

of this MA thesis. What is more, it turned out that the hypothesis presented in chapter 3 

(changes in responses to a social campaign depending on its source of financing) holds true as 

it was confirmed in the conclusive quantitative research. However, what remains clear is that 

further research is still needed in order to trace other trends related to controversial social 
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campaigns and to the general audience’s attitude towards them. Not only is the phenomenon 

of controversial Polish social campaigns a relatively new one, but it also is an extremely 

intricate one as it corresponds with several branches of science. Social campaigns might be 

analysed from the point of view of different disciplines (e.g. sociology, marketing, 

psychology, linguistics, ethics, etc.) and therefore the subject offers a great potential for 

further research. 

In this MA thesis both the latest research as well as some well-grounded older theories 

were used in order to analyse social campaigns in Poland in the period from 1989 to 2011. 

General information on marketing campaigns was found in sources written by such specialists 

like Kotler, Lee, Andreasen, Blythe and Malhotra and more specific information concerning 

Polish reality in particular was obtained from the latest publications of Barańska, 

Stasiakiewicz, Wasilewski and others. Other sources concerning the interpretation of visual 

materials, the visual culture or ethics in marketing were also used. 

Although the MA thesis contains a great deal of theoretical basic concepts, definitions 

and theories, it features as well some relevant empirical investigation’s outcomes, which 

provide detailed information on the young adults perception of controversial social campaigns 

in Poland. Three chapters encompass such diverse issues like the analysis of legal, social and 

educational background of social campaigns, of their micro and macro-environment and the 

attitude mass media present towards campaigns. The specificity of Polish social campaigns is 

also thoroughly described and numerous examples of recent controversial campaigns are 

given and examined. Finally the public bodies responsible for protecting the citizens of 

Poland from harmful or unfair campaigns are enumerated and their role is presented. 

Nevertheless although the following MA thesis managed to tackle the whole scope of 

issues connected to the phenomenon of social campaigns, it is not yet exhaustive as the topic 

is extremely intricate and embraces itself several branches of the modern science. What seems 

to be a reasonable next step is checking whether the public bodies are aware of the trend 

described in this MA thesis which apparently limits their ‘rights’ to apply controversy in their 

promotional attempts if they do not want to be rejected by the audience. 
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SUMMARY IN POLISH 

Niniejsza praca magisterska poświęcona jest polskim kontrowersyjnym reklamom 

społecznym stworzonym w latach 1989 - 2011. Choć kontrowersyjne treści są z powodzeniem 

wykorzystywane w reklamach komercyjnych, uciekanie się do tego typu środków wyrazu w 

przypadku reklam społecznych wiąże się z większym ryzykiem dla reklamodawcy. Przede 

wszystkim kampanie społeczne z założenia mają na celu promocję zjawisk i zachowań 

społecznie pożądanych, tak więc korzystanie z szokujących lub nieprzyzwoitych materiałów 

wizualnych i haseł może być postrzegane jako wyjątkowo niestosowne i spotkać się z 

odrzuceniem ze strony odbiorców. Co więcej, te reklamy społeczne, które finansowane są ze 

środków publicznych, mogą okazać się szkodliwe dla wizerunku poszczególnych agencji 

rządowych, które są za nie odpowiedzialne, gdyż w świadomości społecznej instytucje te 

mogą być raczej utożsamiane z innymi, poważniejszymi treściami. 

Celem tej pracy magisterskiej było więc zbadanie zjawiska, jakim są kontrowersyjne 

reklamy społeczne w Polsce, zarówno te finansowane ze środków publicznych jak i 

niepublicznych oraz prześledzenie ich krótkiej historii. Po części wstępnej, zawierającej 

przede wszystkim teoretyczne rozważania na temat podstawowych koncepcji, teorii oraz 

pojęć nierozerwalnie związanych z zagadnieniem, podjęto próbę określenia momentu 

narodzin zjawiska. Za początek wypada z pewnością uznać słynną kampanię “Papierosy są do 

dupy” z roku 1994 z kultowym projektem Andrzeja Pągowskiego. Do tego momentu 

kontrowersyjne obrazy lub hasła nie pojawiały się w polskiej rzeczywistości, ponieważ 

komunistyczna propaganda (nawet jeśli uznamy ją za szczególny rodzaj reklamy społecznej) 

nie korzystała z tego typu środków wyrazu. Tę część pracy zamyka fragment poświecony roli 

oraz funkcji tego typu kampanii w dzisiejszej rzeczywistości, w którym uwzględniono 

wszelkie dostępne w Polsce kanały komunikacyjne. 

Ostatnią część niniejszej pracy magisterskiej zajmuje porównawcze badanie reakcji 

młodych dorosłych odbiorców wobec kontrowersyjnej reklamy społecznej dotyczącej 

odpowiedzialnego podejścia do konsumpcji alkoholu. Ankietowanych podzielono na dwie 

grupy, z których każda oceniała tę samą kampanię, jednak pierwszą grupę informowano, że 

reklamę sfinansowano ze środków publicznych, natomiast drugą, że spożytkowano na nią 
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fundusze organizacji pozarządowej. Badanie przeprowadzono w oparciu o wspomagany 

komputerowo wywiad przy pomocy strony www (ang. CAWI), a wyniki ujęto w formie 

wykresów oraz analiz porównawczych. 

Warto podkreślić, że temat reklam społecznych w Polsce jest stosunkowo młody, a 

liczba publikacji opisujących zjawisko - nadal niewielka. Przenoszenie wyników badań z 

innych europejskich krajów na nasz przypadek w kontekście kontrowersyjnych kampanii 

wydaje się bezcelowe, z uwagi na znaczące różnice kulturowe i społeczne pomiędzy Polską, a 

nawet jej najbliższymi sąsiadami. Dodatkowo zjawisko kontrowersyjnych reklam 

społecznych jest wyjątkowo złożone i może być analizowane z perspektywy różnych dziedzin 

nauki (językoznawstwa, etyki, socjologii, psychologii, psycholingwistyki), co czyni je 

szczególnie ciekawym. 
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APPENDICES 

Appendix 1a – Questionnaire for the GO group 

Szanowni Państwo! Poniższa ankieta jest częścią badania przeprowadzonego na potrzeby pracy 

magisterskiej w ramach specjalizacji Międzynarodowy Marketing na Wydziale Studiów 

Międzynarodowych i Politologicznych na Uniwersytecie Łódzkim. Kwestionariusz dotyczy reklam 

społecznych oraz działalności na tym polu instytucji państwowej Państwowa Agencja 

Przeciwdziałania Alkoholizmowi. Uprzejmie proszę o rzetelne wypełnienie kwestionariusza po 

wcześniejszym obejrzeniu plakatu reklamowego przygotowanego przez Państwową Agencję 

Przeciwdziałania Alkoholizmowi. Proszę wybrać jedną odpowiedź w każdym pytaniu.   

        Dziękuję 

 

 

 

1. Czy zgadza się Pan(i) ze stwierdzeniem, że zaprezentowana reklama społeczna jest 

kontrowersyjna? 
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a) Zdecydowanie się zgadzam 

b) Raczej się zgadzam 

c) Nie mam zdania  

d) Raczej się nie zgadzam 
e) Zdecydowanie się nie zgadzam 

 

2. Który z elementów reklamy uważa Pan(i) za najbardziej kontrowersyjny? 

a) Hasło 

b) Zdjęcie 
c) Hasło i zdjęcie 

d) Żaden  

 

3. Na ile zgadza się Pan(i) z poniższym stwierdzeniem dotyczącym hasła reklamowego („Ale się 

wczoraj naje*ałem!!! Prawie nic nie pamiętam...”)? (proszę wybrać jedno stwierdzenie w 
każdym wierszu zakreślając je) 

 

Jest 

niestosowne 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 
zgadzam 

zdecydowanie 

się nie 
zgadzam 

 
trudno 

powiedzieć 

Jest trafne 
zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 
zgadzam 

zdecydowanie 

się nie 
zgadzam 

 
trudno 

powiedzieć 

Jest zabawne 
zdecydowanie 
się zgadzam 

raczej się 
zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest 

niezrozumiałe 

zdecydowanie 
się zgadzam 

raczej się 
zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest 

przygnębiające 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 
nie 

zgadzam 

zdecydowanie 
się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest szkodliwe 

dla wizerunku 

instytucji 

państwowej 

Państwowa 

Agencja 

Przeciwdziałan

ia 

Alkoholizmowi 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 
zgadzam 

zdecydowanie 

się nie 
zgadzam 

 
trudno 

powiedzieć 

Przykuwa 

uwagę 

zdecydowanie 
się zgadzam 

raczej się 
zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

 

4. Na ile zgadza się Pan(i) z poniższym stwierdzeniem dotyczącym zdjęcia użytego w reklamie? 
(proszę wybrać jedno stwierdzenie w każdym wierszu zakreślając je) 

 

Jest 

niestosowne 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 
nie 

zgadzam 

zdecydowanie 
się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest trafne zdecydowanie raczej się raczej się zdecydowanie  trudno 



86 
 

się zgadzam zgadzam nie 

zgadzam 

się nie 

zgadzam 

powiedzieć 

Jest zabawne 
zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 
zgadzam 

zdecydowanie 

się nie 
zgadzam 

 
trudno 

powiedzieć 

Jego przekaz 

jest 

niezrozumiały 

zdecydowanie 
się zgadzam 

raczej się 
zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest 

przygnębiające 

zdecydowanie 
się zgadzam 

raczej się 
zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest szkodliwe 

dla wizerunku 

instytucji 

państwowej 

Państwowa 

Agencja 

Przeciwdziałan

ia 

Alkoholizmowi 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 
nie 

zgadzam 

zdecydowanie 
się nie 

zgadzam 

 
trudno 

powiedzieć 

Przykuwa 

uwagę 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 
zgadzam 

zdecydowanie 

się nie 
zgadzam 

 
trudno 

powiedzieć 

 

5. Na ile zgadza się Pan(i) z poniższym stwierdzeniem w kontekście zaprezentowanej reklamy? 

(proszę wybrać jedno stwierdzenie w każdym wierszu zakreślając je) 

 

Szokuje w słusznej 

sprawie 

zdecydowanie 
tak 

raczej 
tak 

raczej 
nie 

zdecydowanie 
nie 

 
nie mam 
zdania 

Niepotrzebnie 

odwołuje się do 

wulgarnego hasła i 

obrazu 

zdecydowanie 
tak 

raczej 
tak 

raczej 
nie 

zdecydowanie 
nie 

 

 
nie mam 
zdania 

Bardziej bawi niż 

straszy 
zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 
Jej przekaz jest 

niejasny 
zdecydowanie 

tak 
raczej 

tak 
raczej 

nie 
zdecydowanie 

nie 
 

nie mam 

zdania 
Niczym się nie 

wyróżnia 

zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 

Przyciąga uwagę 
zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 

Jest szkodliwa dla 

wizerunku instytucji 

państwowej 

Państwowa Agencja 

Przeciwdziałania 

Alkoholizmowi 

zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 

Zmusza do refleksji 

nad skutkami 

nadmiernego picia 

alkoholu 

zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 
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6. Czy Pana/i zdaniem przedstawiona reklama może być skuteczna w promocji 

odpowiedzialnego podejścia do picia alkoholu w grupie osób w wieku 18-26 lat? 

a) Zdecydowanie tak 

b) Raczej tak 
c) Nie mam zdania 

d) Raczej nie 

e) Zdecydowanie nie 
 

7. Czy zgadza się Pan(i) ze stwierdzeniem, że instytucja państwowa Państwowa Agencja 
Przeciwdziałania Alkoholizmowi powinna pożytkować środki finansowe na takie reklamy 

społeczne?  

a) Zdecydowanie się zgadzam 
b) Raczej się zgadzam 

c) Nie mam zdania 

d) Raczej się nie zgadzam 

e) Zdecydowanie się nie zgadzam 
 

8. Co sądzi Pan(i) o umieszczeniu zaprezentowanej reklamy w dużych polskich miastach (na 
billboardach, przystankach tramwajowych i autobusowych, na dworcach itp.)? 

a) Zdecydowanie powinny znaleźć się w jak największej liczbie miejsc przestrzeni 

publicznej 
b) Powinny znaleźć się w przestrzeni publicznej, ale jedynie w wybranych miejscach (np. 

tych, gdzie mogłoby zobaczyć je jak najmniej dzieci) 

c) Raczej nie powinny znaleźć się w przestrzeni publicznej, ale mogłyby w innych miejscach 
(np. w czasopismach adresowanych do osób pełnoletnich) 

d) W żadnym wypadku nie powinny znaleźć się w przestrzeni  ani obiegu publicznym 

 

9. Na ile zgadza się Pan(i) z poniższym stwierdzeniem dotyczącym instytucji państwowej 

Państwowa Agencja Przeciwdziałania Alkoholizmowi w kontekście zaprezentowanej 

reklamy? (proszę wybrać jedno stwierdzenie w każdym wierszu zakreślając je) 
 

Instytucja 

państwowa psuje w 

ten sposób swój 

wizerunek 

zdecydowanie 

tak 

raczej 

tak 
raczej 

nie 
zdecydowanie 

nie 
 

nie mam 

zdania 

Instytucja 

państwowa realizuje 

swoją misję 

zdecydowanie 

tak 
raczej 

tak 
raczej 

nie 
zdecydowanie 

nie 
 

 

nie mam 

zdania 

Instytucja 

państwowa stara się 

szokować, ale robi to 

nieskutecznie 

zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 

Instytucja 

państwowa 

demoralizuje 

odbiorców 

zdecydowanie 

tak 
raczej 

tak 
raczej 

nie 
zdecydowanie 

nie 
 

nie mam 

zdania 
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METRYCZKA 

1. Płeć: 

a) Kobieta 
b) Mężczyzna 

 

2. Wiek 
a) 18-20 

b) 21-23 

c) 24-26 

d) Powyżej 26 roku życia 
 

3. Stan cywilny 

a) Panna/kawaler 
b) W związku partnerskim 

c) W związku małżeńskim 

d) Rozwiedziona/y, w separacji  
e) Wdowiec/wdowa 

 

4. Posiadanie dzieci 
a) Nie posiadam 

b) Posiadam 1 dziecko 

c) Posiadam 2 dzieci  
d) Posiadam 3 lub więcej dzieci 

 

5. Obecny etap edukacji (proszę zaznaczyć krzyżykiem jedną właściwą pozycję) 
a) Szkoła średnia 

□ukończona    □nieukończona  □w trakcie 

b) Studia pierwszego stopnia 

□ukończone   □nieukończone  □w trakcie 

c) Studia drugiego stopnia 

□ukończone    □nieukończone  □w trakcie 

d) Studia doktoranckie 

□ukończone    □nieukończone  □w trakcie 

 

6. Miejscowość, z której Pan(i) pochodzi 
a) Wieś 

b) Miasto poniżej 300 tys. mieszkańców 

c) Miasto pomiędzy 300 a 500 tys. mieszkańców 

d) Miasto powyżej 500 tys. mieszkańców 
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Appendix 1b – Questionnaire for the NGO group 

Szanowni Państwo! Poniższa ankieta jest częścią badania przeprowadzonego na potrzeby pracy 

magisterskiej w ramach specjalizacji Międzynarodowy Marketing na Wydziale Studiów 

Międzynarodowych i Politologicznych na Uniwersytecie Łódzkim. Kwestionariusz dotyczy reklam 

społecznych  oraz działalności na tym polu organizacji pozarządowej Fundacja „Nie piję”. Uprzejmie 

proszę o rzetelne wypełnienie kwestionariusza po wcześniejszym obejrzeniu plakatu reklamowego 

przygotowanego przez Fundację „Nie piję”. Proszę wybrać jedną odpowiedź w każdym pytaniu. 

     Dziękuję 

 

 

 

1. Czy zgadza się Pan(i) ze stwierdzeniem, że zaprezentowana reklama społeczna jest 
kontrowersyjna? 

f) Zdecydowanie się zgadzam 
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g) Raczej się zgadzam 

h) Nie mam zdania  

i) Raczej się nie zgadzam 

j) Zdecydowanie się nie zgadzam 
 

2. Który z elementów reklamy uważa Pan(i) za najbardziej kontrowersyjny? 
e) Hasło 

f) Zdjęcie 

g) Hasło i zdjęcie 
h) Żaden  

 

3. Na ile zgadza się Pan(i) z poniższym stwierdzeniem dotyczącym hasła reklamowego („Ale się 

wczoraj naje*ałem!!! Prawie nic nie pamiętam...”)? (proszę wybrać jedno stwierdzenie w 

każdym wierszu zakreślając je) 
 

Jest 

niestosowne 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest trafne 
zdecydowanie 
się zgadzam 

raczej się 
zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest zabawne 
zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest 

niezrozumiałe 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 
nie 

zgadzam 

zdecydowanie 
się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest 

przygnębiające 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 
zgadzam 

zdecydowanie 

się nie 
zgadzam 

 
trudno 

powiedzieć 

Jest szkodliwe 

dla wizerunku 

organizacji 

pozarządowej 

Fundacja „Nie 

piję” 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Przykuwa 

uwagę 

zdecydowanie 
się zgadzam 

raczej się 
zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

 

4. Na ile zgadza się Pan(i) z poniższym stwierdzeniem dotyczącym zdjęcia użytego w reklamie? 

(proszę wybrać jedno stwierdzenie w każdym wierszu zakreślając je) 
 

Jest 

niestosowne 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 
zgadzam 

zdecydowanie 

się nie 
zgadzam 

 
trudno 

powiedzieć 

Jest trafne 
zdecydowanie 
się zgadzam 

raczej się 
zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest zabawne 
zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 

zdecydowanie 

się nie 
 

trudno 

powiedzieć 
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zgadzam zgadzam 

Jego przekaz 

jest 

niezrozumiały 

zdecydowanie 
się zgadzam 

raczej się 
zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest 

przygnębiające 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 

zgadzam 

zdecydowanie 

się nie 

zgadzam 

 
trudno 

powiedzieć 

Jest szkodliwe 

dla wizerunku 

organizacji 

pozarządowej 

Fundacja „Nie 

piję” 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 
nie 

zgadzam 

zdecydowanie 
się nie 

zgadzam 

 
trudno 

powiedzieć 

Przykuwa 

uwagę 

zdecydowanie 

się zgadzam 

raczej się 

zgadzam 

raczej się 

nie 
zgadzam 

zdecydowanie 

się nie 
zgadzam 

 
trudno 

powiedzieć 

 

5. Na ile zgadza się Pan(i) z poniższym stwierdzeniem w kontekście zaprezentowanej reklamy? 

(proszę wybrać jedno stwierdzenie w każdym wierszu zakreślając je) 

 

Szokuje w słusznej 

sprawie 

zdecydowanie 
tak 

raczej 
tak 

raczej 
nie 

zdecydowanie 
nie 

 
nie mam 
zdania 

Niepotrzebnie 

odwołuje się do 

wulgarnego hasła i 

obrazu 

zdecydowanie 
tak 

raczej 
tak 

raczej 
nie 

zdecydowanie 
nie 

 

 
nie mam 
zdania 

Bardziej bawi niż 

straszy 
zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 
Jej przekaz jest 

niejasny 
zdecydowanie 

tak 
raczej 

tak 
raczej 

nie 
zdecydowanie 

nie 
 

nie mam 

zdania 
Niczym się nie 

wyróżnia 

zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 

Przyciąga uwagę 
zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 

Jest szkodliwa dla 

wizerunku organizacji 

pozarządowej 

Fundacja „Nie piję” 

zdecydowanie 
tak 

raczej 
tak 

raczej 
nie 

zdecydowanie 
nie 

 
nie mam 
zdania 

Zmusza do refleksji 

nad skutkami 

nadmiernego picia 

alkoholu 

zdecydowanie 
tak 

raczej 
tak 

raczej 
nie 

zdecydowanie 
nie 

 
nie mam 
zdania 

 

6. Czy Pana/i zdaniem przedstawiona reklama może być skuteczna w promocji 

odpowiedzialnego podejścia do picia alkoholu w grupie osób w wieku 18-26 lat? 

f) Zdecydowanie tak 
g) Raczej tak 

h) Nie mam zdania 

i) Raczej nie 

j) Zdecydowanie nie 
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7. Czy zgadza się Pan(i) ze stwierdzeniem, że organizacja pozarządowa Fundacja „Nie piję” 

powinna pożytkować środki finansowe na takie reklamy społeczne?  

f) Zdecydowanie się zgadzam 

g) Raczej się zgadzam 
h) Nie mam zdania 

i) Raczej się nie zgadzam 

j) Zdecydowanie się nie zgadzam 
 

8. Co sądzi Pan(i) o umieszczeniu zaprezentowanej reklamy w dużych polskich miastach (na 
billboardach, przystankach tramwajowych i autobusowych, na dworcach itp.)? 

e) Zdecydowanie powinny znaleźć się w jak największej liczbie miejsc przestrzeni 

publicznej 
f) Powinny znaleźć się w przestrzeni publicznej, ale jedynie w wybranych miejscach (np. 

tych, gdzie mogłoby zobaczyć je jak najmniej dzieci) 

g) Raczej nie powinny znaleźć się w przestrzeni publicznej, ale mogłyby w innych miejscach 

(np. w czasopismach adresowanych do osób pełnoletnich) 
h) W żadnym wypadku nie powinny znaleźć się w przestrzeni  ani obiegu publicznym 

 

9. Na ile zgadza się Pan(i) z poniższym stwierdzeniem dotyczącym organizacji pozarządowej 

Fundacja „Nie piję” w kontekście zaprezentowanej reklamy? (proszę wybrać jedno 

stwierdzenie w każdym wierszu zakreślając je) 
 

Fundacja psuje w ten 

sposób swój 

wizerunek 

zdecydowanie 

tak 

raczej 

tak 
raczej 

nie 
zdecydowanie 

nie 
 

nie mam 

zdania 

Fundacja realizuje 

swoją misję 
zdecydowanie 

tak 
raczej 

tak 
raczej 

nie 
zdecydowanie 

nie 
 

 
nie mam 
zdania 

Fundacja stara się 

szokować, ale robi to 

nieskutecznie 

zdecydowanie 

tak 

raczej 

tak 

raczej 

nie 

zdecydowanie 

nie 
 

nie mam 

zdania 

Fundacja 

demoralizuje 

odbiorców 

zdecydowanie 
tak 

raczej 
tak 

raczej 
nie 

zdecydowanie 
nie 

 
nie mam 
zdania 

 

 

 

 

METRYCZKA 

1. Płeć: 
c) Kobieta 

d) Mężczyzna 

 

2. Wiek 

e) 18-20 

f) 21-23 

g) 24-26 
h) Powyżej 26 roku życia 
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3. Stan cywilny 

f) Panna/kawaler 
g) W związku partnerskim 

h) W związku małżeńskim 

i) Rozwiedziona/y, w separacji  

j) Wdowiec/wdowa 
 

4. Posiadanie dzieci 

e) Nie posiadam 
f) Posiadam 1 dziecko 

g) Posiadam 2 dzieci 

h) Posiadam 3 lub więcej dzieci 
 

5. Obecny etap edukacji (proszę zaznaczyć krzyżykiem jedną właściwą pozycję) 

e) Szkoła średnia 
□ukończona    □nieukończona  □w trakcie 

f) Studia pierwszego stopnia 

□ukończone   □nieukończone  □w trakcie 

g) Studia drugiego stopnia 

□ukończone    □nieukończone  □w trakcie 

h) Studia doktoranckie 
□ukończone    □nieukończone  □w trakcie 

 

6. Miejscowość, z której Pan(i) pochodzi 

e) Wieś 
f) Miasto poniżej 300 tys. mieszkańców 

g) Miasto pomiędzy 300 a 500 tys. mieszkańców 

h) Miasto powyżej 500 tys. mieszkańców 
 

 


