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Abstract: The article analyzes the negative impact of modern advertising on the individual 

behavior and labor motivation of existing and future employees in Russia. The commercials are on 

television all the time and affect the consciousness and sub-consciousness of the person, so they act 

as an agent of socialization and disseminate patterns of behavior, including labor. Especially strong 

influence advertising has on children and teenagers. The article presents the results of the author's 

sociological research of advertising influence on the labor behavior development, conducted by the 

method of content analysis of television advertising. 546 advertising rollers were analyzed, which 

were shown on two central channels in Russia. There was studied: the availability of labor themes 

in advertising, the sign of information about labor, the degree of labor importance in human life and 

the nature of information about work. On the basis of the research the forecast was made about the 

prevalence negative type of labor behavior in a few years. In conclusion, motivating advices were 

given how to manage the content on television advertising rollers. The element of scientific novelty 

in this article is the suggestion of the mechanisms for improving the management of labor 

motivation development in the system of macroeconomic relations. 
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Introduction. 

Once Pitirim Sorokin maintained that a person's identity is determined by the total influence 

of social environment. "Each person, who has been born newly, appears in a certain social 

environment, this social environment is a given one, existing objectively, regardless of the 

individual; at the moment of his birth, it embraces him as air, and he cannot escape its influence. 

His character, taste, mentality saying, is being formed in contact with this environment. The social 
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environment creates an individual by its own image and likeness without realizing" [1, pp.133-134]. 

The cultural memory of the community, expressed in the myth, was previously an exhaustive source 

of secondary information. The media and other means of propaganda acquire the huge social role in 

modern societies. Examining the influence of the newspapers, propaganda flyers, proclamations and 

posters, fiery speeches, demonstrative actions or demonstrations, Pitirim Sorokin didn’t base on the 

fact that they had something to teach us or they had any knowledge, or that they affected the 

readers’ or listeners’ mind, but he based on the fact that they addressed to the feelings, emotions 

and affected them mainly. Slogans and trumpet-calls set in motion subconscious currents of 

feelings, force individuals to take certain actions - individual or mass [1, p. 161]. 

The impact of the media on the development of labor behavior increases during the 

information era of humanity. The media start to affect the child from an early age - the kid who 

doesn’t know letters and can’t understand the meaning of a feature film, and sometimes even can’t 

really speak, has already known by heart commercials’ slogans that are shown endlessly on TV. 

More and more a mass communication is referred to as the full agent for socialization, which 

affects on the development of the individual and society as a whole: communications media 

demonstrate standards, form a system of values, teach, mediate experience, etc. In this case, 

according to G. Lasswell, "mass communication hit the target, as people have replaced a substantial 

part of social relations by it and have become isolated from each other, that has allowed mass 

communication to affect everyone directly, avoiding the filter, which might be discussion of its 

messages with other individuals, if society was not so unrelated" [2, p.154]. 

Advertising nowadays is not just a means of informing about a new brand, consumer 

properties of goods; it is a means of influencing not only on the economic sphere of human 

relations, but also on social behavior. Advertising interferes increasingly in a person's life 

controlling them on the conscious and unconscious levels [3, p.36]. Since the beginning it has 

constantly rehearsed methods of influence on the behavior of individuals and groups and for a very 

long-lasting history it has evolved qualitatively, having risen from informing to the admonition, and 

further - to the elaboration of a conditioned reflex, to the subconscious suggestion, and finally - to 

projection a symbolic image [4, p.137]. At the same time it goes beyond commercial interests and 

imposes to consumers a system of defined standards, the starting point of life values, philosophical 

ideas and concepts [5, p.25]. 

Modern Russia concerned seriously for their information security. This is confirmed by the 

drafting and adoption "Russian Doctrine of information security" in 2000. Under the information 

security is meant ensuring the full protection of the individual, society and state from organized or 

spontaneous information, serving the internal interests of socio-political forces and leading to the 
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destruction of individuals’ and groups’ behavior, economic crisis, social and cultural deformations 

and growth of social tension [6]. 

This article is written with the purpose to analyze the negative impact of modern advertising 

in Russia on the individuals’ behavior and on the labor motivation of existing and future employees. 

 

Investigation of TV commercials as an agent of socialization in Russia 

Propagandistic, advertising clichés, repeated day by day, can be a psychological violence 

against the person by providing detrimental impact on the human mind and sub-consciousness. This 

is facilitated by the cultivation of leisure lifestyle, in particular, and by the flow of empty headed 

entertaining programs that prevailed on television and on the radio in a less degree [7].  

Advertising has especially great impact on the helpless psyche of child. Herewith children, 

compared with adults, are unable to oppose effectively of such influence by own settings, views, 

moral criteria [8]. The studies show that television advertising effect certainly on children of 

different age groups, and especially on the preschool and primary school children. Most of 

preschoolers (80%) are exposed to the motivational impact of advertising. Proximately half of 

interviewed preschoolers and one third of interviewed primary school children trust the content of 

advertising [8]. 

In studying influence of advertising on the teenagers’ behavior the following problem is 

particularly important: teenagers at this age, associated with personal and social self-affirmation, 

prefer often to "be like everyone" model. In this case advertising acts as a source of the "clichés"’ 

spread in the relationship. Its impact is based on the young man's confidence that "to be like 

everyone" means the prestige of behavior and its understandability for others.  

A.V. Tokareva correlates the teenagers’ behavior and the perception of advertising in three 

main directions [9]: 

- advertising as a storage medium about the world around (the function of knowledge 

dissemination is executed, in this case excluding its quality); 

- advertising as a "sample" of interpersonal relations (between opposite sexes, different 

generations, etc.), which are copied in most cases by young people because of the confidence that 

certain relationships are developing quite so (the function of "imitation" is performed here);  

- advertising as a way of ideological orientation (the function of selection or preferences of 

specific value priorities is executed). 

The problems, being solved in this article, are the increasing importance of advertising in the 

media as the agent of socialization and distributor of behavioral stereotypes, including labor 
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behavior, on the one hand, and there is a flaw researches of mass media’ influence to the individual 

behavior and work motivation in Russia - on the other hand. 

To forecast the type of labor behavior, which will be dominant in our country in a few years, 

we have studied the direction of advertising influence on the labor behavior development by the 

content analysis method of television advertising. As we know, the content-analysis is the transfer 

of mass textual information into structured units of count. Semantic units (concepts, judgments, 

genres, themes, holistic events) form the units of count image, which may be the frequency of using 

the concept, the physical length of the text, information sign and character of information. Content 

analysis is a reliable, objective and effective way of gathering the information. 

Television advertising rollers were documents in this study, they could be classified: by the 

method of fixing the information - as cinema-documents; by the degree of personification - as 

impersonal; by the status of the source – as unofficial; by the source - as primary, i.e. drawn up on 

the basis of direct observation. We can trust these documents because they do not affect the 

interests of the author, are commonly known facts, they study the details (for example, 

background), which are more reliable. 

We choose the TV from all media, as the results of a survey conducted in the central Russia 

regional cities had shown that 99.7% of the respondents were usually watching TV [7]. There are 

several variants of TV advertising: TV commercials, placement of logo, emblem, motto of 

advertiser on the screen, a running line, sponsorship of popular programs and others. According to 

experts, advertising rollers have the most powerful psychological pressure [8]. During carrying out 

our content analysis we analyzed 546 commercials in total that were shown on two central channels 

(First Channel and "Russia") in the summer period in Yekaterinburg. 

The study results showed the following. 

The overwhelming amount of advertising was shown without using labor themes. The terms 

of "labor", "work", "business" were used only in 3.7% of advertising. These terms were consumed 

in those advertisements often in relation not to the people, but to inanimate objects (fast food 

"Business Menu" and lactic product "2 bio", which "works"). 

The labor background, i.e. persons at the work-moments (or in the changing room 

immediately after work), was present a little more often - in 11.2% of commercials. Only 61 

commercial of analyzed 546, though somehow reminded the audience that there also existed a work 

and not only a holiday, entertainment and shopping. Such a situation didn’t contribute to the 

development of a positive attitude to labor. Moreover, the labor (work) was shown in the 

advertisement in a positive way far from always: the boring beer advertising with the advertising 

slogan "Work is not a wolf – it will not run away to the forest!" was an example. 
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In our research we considered the sign of information about the labor and the importance of 

labor (work) in a person's life. By analyzing the advertising rollers, where there was a labor 

background, we have identified a positive, neutral or negative information about the labor (Fig. 1). 

 

Fig.1: The share of advertising, in which labor background was present, by the sign of 

information about labor, %1 

 

 

Labor background was positive only in 37 commercials; neutral - in one third part of the 

rollers; and three rollers had even negative labor background. The results of analysis about 

importance of labor in human life in commercials were similar: the importance of work was shown 

in 73.8% of rollers; the importance was not shown - in 21.3% of the rollers; and 4.9% of rollers 

showed work as not important way of person’s pastime. 

Finally, we studied the nature of the information about labor in advertising. During encoding 

the questionnaires, we have identified five types of information character: 

1) expert: the qualified specialist in his work appeared in commercials, the audience had to 

trust his opinion and expression; 

2) funny: the work episode filmed in which someone talked jolly, happily, or with humor 

about the labor; 

3) scenic: the episode of labor activity of actors, singers, models was shown, i.e. public 

successful labor activity was shown that was very rare in real life; 

4) informational: there was work activity, but it didn’t cause any feelings from the viewer; 

5) dismissive: the labor of "second class" people was shown. 

This classification was incomplete, but there were no other types of information nature about 

the labor in modern advertising. Based on the proposed encoding types of information about the 

labor, presented in the commercials, it has the following structure (Fig.2).  

 
1 Compiled by the author on the base of her own research 
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http://progress-human.com/


Journal «Human Progress»   http://progress-human.com/ 

Volume 2, No. 7 (July 2016)  redactor@ progress-human.com 

 

© I.Koulkova 6 

 

Fig.2: The structure of types of information nature about the labor, presented in the 

commercials, %2 

 

The analysis showed that the nature of information about labor was expert in the majority of 

commercials; one third of rollers were cheerful, happy; 14.3% of clips showed the film about the 

labor activity of successful people in the arts; almost the same part of rollers had just an informative 

character; and 5.4% of commercials brought up dismissive attitude to the workers.  

Our research allows drawing the general conclusion: TV advertising contributes to 

consumerism3 and does not promote, even sometimes hinders the development of labor behavior of 

the spectators, especially children and teenagers.  

Our prediction is reduced to the following idea: at preservation of the existing system of 

propaganda in the media the problem of lack labor motivation, with which many employers and 

managers have faced today, will increase because generations will retire, which have been brought 

up in respect for the work, and in their place will arrive the workers, who have been brought up in 

the modern world. This situation should be changed. 

 

Conclusion. 

The content of propaganda is under the state control the in most countries. The forms of 

organization and control of citizens’ labor behavior are: 

- the social order. The Government spends a lot of money to support certain television 

channels and other media, but it doesn’t control the content of advertising in Russia, doesn’t require 

from the channel to promote a positive attitude towards the work and to limit consumer lifestyle 

propaganda; 

 
2 Compiled by the author on the base of her own research 
3 i.e. promotes the formation of predominantly consumer attitude toward the world 
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- direct financing of television programs promoting social traditional values, one of which is 

work; 

- institute of censorship. The media censorship causes negative emotions in Russia because 

the associations with historical events, but the author supports the idea of restoring the censorship 

not at the state, but on the public basis, when the censors were respected members of society, public 

figures, etc. 

Although the law on the establishment of the public Council of morality in movies and on 

television has not been adopted in Russia, some laws adopted recently are directed at organization 

of control of media influence on the population: Federal Law of the Russian Federation of 

December 29, 2010 N 436-FL " On Protecting Children from Information Harmful to Their Health 

and Development"; its improvement by restricting access to illegal information on the Internet into 

the Federal Law № 139-FL dated 28 July 2012 [10]; amendments to act 53-FZ "On the National 

Language of the Russian Federation" (2005), entered into force 01.07.2014, which had banned the 

inappropriate language in public performances and shows [11]. 

Prohibitive and restrictive measures would have been complemented by motivating: on 

example, by establishing annual grants for television and/or a means of mass communication, that 

have spent more (or better, more ambitious) activities to promote traditional values, including a 

positive attitude to work past year. Establishment of special nominations in the annual competitions 

of the media would be good. 

Thus, the study conducted by the author has allowed to substantiate the mechanisms for 

improving the management of labor motivation development in the system of macroeconomic 

relations. 
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