
The 13th INTERNATIONAL SCIENTIFIC CONFERENCE  

INFORMATION TECHNOLOGIES AND MANAGEMENT 2015 

April 16-17, 2015, Information Systems Management Institute, Riga, Latvia Vasylieva M 

190 
MD26 Management and Decision Making 

Socially responsible advertising: the nature and characteristics 

Mariia Vasylieva* 

Kiev National University of Construction and Architecture, Ukraine 

*Corresponding author’s e-mail e-mail: mariia.vasyliva@ukr.net 

 
 

Abstract 

The article reveals the essence of socio-responsibile advertising. The features of functioning of socio-responsibile advertising analyzed in 
modern Ukraine 
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1 Introduction 

Advertising is an important part of information warfare in 
the world, an instrument of global competition, the impact 
on developments in other countries. In Ukraine an adverti-
sing business is take place. It is independent and successful. 
The advertising industry is developing according to the laws 
of the market, keep pace with the world and the Ukrainian 
economy. Rising economy - the advertising industry is also 
growing, and vice versa. Advertising acts as a kind of baro-
meter of economic life, a presentiment of recessions and 
crises, growth and downs. The ethic of corporate social res-
ponsibility is to alignment of business operations with social 
values. CSR consists of integrating the interest of stake-
holders - all of those affected by a company’s conduct - into 
the company’s business policies and actions 

2 Overwiew 

In the modern world in a triangle relationship - the state, 
which sets the rules and monitors, producer and consumer - it 
is important that advertising does not act only on the side of 
the business. It seriously affects the formation of consumer 
preferences and priorities must be socially responsible to the 
society for consumer goods and services promoted. 

For an campaign to be considered socially responsible, 
the advertising used in the campaign must meet an ethical 
standard. Corporate social responsibility marketing has been 
a focus of several major ad campaigns, but if the ads used in 
the campaign are seen as deceptive by the public, the com-
pany is unlikely to be considered socially responsible re-
gardless of the theme of the advertisements. 

Truthfulness is the first requirement for any socially 
responsible advertising. However, this requirement is not as 
straightforward as it may appear. Factual information can be 
presented in such a way as to deceive the viewer, while an 
image can be manipulated yet still create an accurate final 
impression. For example, if an advertisement says a certain 
product is inexpensive without revealing that it will wear out 
very quickly, then the information is factually accurate yet 
deceptive. Any customer buying the product would be likely 
to end up spending more money rather than saving, because 
it would have to be replaced so soon. Another ad might use 
camera tricks to create the visual impression.   

Socially responsible advertising should not promote or 

contribute to anything damaging to society. If an advertise-
ment makes use of racial or sexist stereotypes, shows irres-
ponsible parenting practices, encourages irresponsible use 
of alcohol or sexual behaviors, or attempts to emotionally 
manipulate a vulnerable audience such as children, then 
many would consider it to be socially irresponsible. Most of 
these standards are a matter of opinion. Any advertising 
message could be considered emotionally manipulative de-
pending on how you look at it, so in practice it comes down 
to a subjective assessment of what is appropriate and what 
is not. There is always a risk that your ad campaign could 
unintentionally offend customers. 

Corporate social responsibility marketing is the practice 
of combining a company's charitable activities with its mar-
keting campaigns. Corporate social responsibility can bene-
fit the company in more than one way. It can improve the 
public perception of the company, increase sales and impro-
ve employee morale. Need to find a middle ground, to the 
person who comes to work in this area, not only about his 
personal well-being, but also about other users. After pro-
moting bad products on the market, advertisers, remaining 
ordinary consumers will not be able to fence himself and his 
family from a quickie. 

However, you cannot restrict the activities of the adverti-
sing business from the legal point of view, and ethically. We 
should talk about more effective industry self-regulation, 
enhancing the role of business associations in the field of 
advertising. Feedback consumer society and lawmakers 
who regulate the market should take into account the inte-
rests of representatives of the advertising industry. 

3 Conclusion 

Socially responsible advertising and its base - a socially res-
ponsible creativity, it is necessary factors of development 
and civilization Ukrainian advertising market. There are 
many reasons that lead modern advertising to be socially 
responsible. And, above all, its active implementation of the 
social environment. After all, today is unprecedented in-
creases the level of commercialization of any information. 
Socially responsible advertising should fulfill his true voca-
tion - to draw attention to social problems, and in the long 
term - to change the behavioral model of society. That is its 
purpose and place in the system of advertising. 


