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1.UvOD

'HILQLUDQMH SUREOHPD L SUHGPHWD LVWUDALYDQMD

2JODHDNYDDSHOL SUHGVWDYOMDMX SRWLFDM NRML VH QD \
korist u RJODVLPD GD EL SRWDNQXR &HOMH L RVMHUDMH N
RJODADYDQLP SURL]YRGRLRR EDIDSMOXEIDPXVSMHADQ RQ P
OMXGVNLP PRWLYLPD NRML WUHQXWQR XSUDYOMDMX SR
0odgovDUDMXi{iHJ DSHOD QLMH MHGQRVWDYQD RGOXND 3LWDC
L]JERU SRJUHAQRJ DSHOD PRA&H UH]XOWLUDWL RGELMDQMHP

8 YUHPHQX UDVWXiH NRQNXUHQFLMH QD WUALaAWX PQRJRE
privapHQMHP SD&QMH SRWHQFLMDOQLK NXSDFD RJOD&DYDQ
L]JORAHQL YHOLNRP EURMX D] ™l RWQ R 3R YDDHV B DVWH DISR @ B
XWMHFDWL QD SRQDADQMH SRWURADpPD 'fREdhbajehovdV EL W
SRQDEDQMH .DNR B PRRDLERRWIDMBULODJRYHQ FLOMQRM |
LQIRUPDFLMH GDWL UDJORJ ]D NXSQMX VWYRULWL LQWH
SRWUR®NKCH FLOM RJODADYDQMD MH VSHFLILPDQ NRPXQLI
NRMX WUHED RVWYDULWL NRG RGUHYHQH SXEOLNH X RGUH;

-HGQD RG NODVLpQLK SRGMHOD DSHOD MH RQD NRMD UD]O
ApelL XVPMHUHQL QD SURL]YRG pHVWR LVWLpPX IL]JLPNH ND
SVLKROR&ANR ]JDGRYROMVWYR $SHOL XVPMHUHQL QD SRWI
JUXSX VWLO ALYRWD SR GedaMbtiVaQeth WRjeveniv hheolzvadPsu G &
SRILWLYQL L QHJDWLYQL DSHOL SBR]ILWLYQL DSHOL REHUU!
VNODGX V SRUXNRP GRN QHJDWLYQL DSHOL REWUREDMX L
SRQD&D X VNOIGIK ukazufs Rid Xhegativne posljedice okbnzumacije ili
nekonzumacije proizvodaQHULQD DSHOD NRMLPD VX SRWURA&DpPL L]JOR
MHU LSDN REHUDYDMX XJRGQR LVNXVWYR 1HIJDWLYQL DS
RGUHYHQLP NDWHJRULMDPD SURL]YRGD LOL SRQDabQMD

Y7} Y &XU Zi v]l u &I 8]vP U D su ] U i668XU «8EX (68X

2< o] dXU /VE PE]JE v u &I §]v*l 1tupv]l ]i U K%]V]IU « PE U 7iiiXU +8§EX
®Kotler P., Keller K.L., Upravljanje marketingom, MATE, Zagreb, 2008., str. 763.

4 < ] dXU /v§ P E] @ komunik&dija& [Qpinio, Zagreb, 2003., str. 287.



NegatvQL DSHOL VH pHVWR NRULVWH NDGD MH ULMHpPp R ]JGU
SURPHWX L VO D VYHV FLOMHP XYMHUDYDQMD GD RGUH\
.DR 8WR MH SUHWKRGQR QDYHGHQR ]D RGHMWHRREN pD/NHH E
GD VH NRULVWH QHJDWLYQL DSHOL &aWR LPSOLFL®SD GD M|
GUXJH VWDQH SR]JLWLYQL DSHOL GRPLQLUDMX WUALaWHP
REHUDQMH R XALWNX L ]DGREROIMW W YZHQ B WRKeE@WLEIiM M NV R W
EROMH UHDJLUDMX L ODN&H SULKYDuUDMX SR]LWLYbH DSHO
1HIJDWLYQL DSHOL VWY DU D MROjoH|® RaFcllj RriRtbiaig@expofedinddDnaQ R W H a
djelovanje kako bi umanjioR VM H iiD M ° Qtb@eDskRpBsthvlja pitanje koliko stvarno

QHJDWLYQL DSHOL XWMHpX QD SRQD amsoj tHapdl Rdji R NXSFL

djelotvorniji i sl.

1HJDWLYQL DSHOL NRML UH VH SRVHEQR LVWUDALYDWL X R

X Apeli na strahxsvrha je stimuliranje publike da percipira poruku, prihvati argumente,
L SRGX]PH DNFLMX X VNODGX \Owjlhpdf imBiVijevitijarte:P SRQD:
negativne posljedice ako se proizvod ne koristi i negativne posljedice uslijed
QHIJDWLYQRD SRODEQPKYMSUHSRUXNH SULOLNRP NRUL3S
NRPELQLUDQMH DSHOD QD VWUDK V DSHORP QD NULYQ!

x Apel na krivnju + WDNRYyHU LPD GYLMH YDULMDQWH NULY (
QHNRUHNWQRJ SRQDaADQ@mDaW RN WIHY Q MR &EptosE kKERRXpLQL
SRWLpX RG SRGUDADMD NRML L]D]JLYD NULYQMX ELO
SRVUHGQLpPpNX XORJIJX X SURFHVLPD XYMHaLKB\Mj,@MD L RY
HPRFLRQDOQR VWDQMH X NRMHP SRMHGLQDF LPD XYM
GUXAWYHQL RELpDM HWLpPNL LOL PRUDOQL SULQFLS LO

®< e] dXU /VE PE]J]E v u &I 8§]v“l 1lupv]l ]i U K%]Vv]IU « PE U 7iiiXU +$EX

®Brennan L., Binney W.,Fear, guilt and shame appeals in social marketing, 2010.,
https://researchbank.rmit.edu.au/eserv/rmit:10094/n2006022051.pdf

"< o] dXU /v3 PE]E v u EIl §]v%!| I1}upv]l ]i U K%]V]}U « PE U Ti1iXU «3EX
8 Caédotal C., et al., Using guilt appeals in communication,.2017
https://www.researchgate.net/publication/317125936_Using_quilt appeals_in_communication

°Basil Z.D., et al., Guilt appeals: The mediating effect of responsibility, 2006.,
https://www.researchgate.net/publication/229181491 @uAppeals The Mediating Effect of Responsibilit

'



https://researchbank.rmit.edu.au/eserv/rmit:10094/n2006022051.pdf
https://www.researchgate.net/publication/317125936_Using_guilt_appeals_in_communication
https://www.researchgate.net/publication/229181491_Guilt_Appeals_The_Mediating_Effect_of_Responsibility
https://www.researchgate.net/publication/229181491_Guilt_Appeals_The_Mediating_Effect_of_Responsibility

1HNH VWXGLMH SRWYUGLOH VX GD VWUDK L NULYQMD L
S RWRHR @ék neki znanstvenici smatraju da negativni emocionalni apeli mogu imati i
QHIJDWLYQH SRVOMHGLFH 'rhakkeadiitreRaflizax &K poXitwne «ridci@ R G D
NDNR EL SR]JLWLYQR SURP L Mi@avedenSgRevidlfivd GaEH PS B &N R @ DD
UD]J]LOD]H NDGD VX X SLWDQMX QHJIJDWLYQL DSHOL WH Mtk
ovakvih apela.lako je ponekad upitna njihova efikasnost, negativni apeli su od 2004. godine
obvezni kada su u pitanju duhanski proizvodi. Prema pr&para konzorcija Europske unije

ASPECT, zdravstvena upozorenja su obvezna na obje strane svih duhanskih proizvoda.
SUHPGD WDNYD XSR]JRUHQMD SRVWRMH GXAaL YUHPHQVNL
]JGUDYVWYHQRJ LVWUDALYDQMD JRW.RMYDRRGY DNIRGHQIY WEW DD
X JRGLQL IHIJDWLYQL DSHOL WLSLPQL VX MR& L X ND\
=QDQVWYHQLFL pHVWR XSR]JRUDYDMX QD QHJIJDWLYQH SR
WXULVWLpNH GHVWLQNRIOMA SREM DR VSNUHH WILHILKH NIIJBYHQ L Vi
NRQVWDQWQR XSR]JRUDYDMX QD &4WHWQRVW VYRJ SRQD&DQ
promjene. ORJXuUL XJURN VODERJ RGD]JLYD QD SUREMEkKbeH PRAaH
VDGUAH QH JDaivj@ svojpvBsHeOsukobe unutar pojedinca. Tako je na primjer,
PRNRODGD |]D YHULQX OMXGL SRAHOMQD WH SRpPpLQMH SUHC
GXJRURpPpDQ FLOM NDR @aWR MH RGU&ADYDQMH GREURJ ]GU
izbjegavati AsWR UH]XOWLUD VXRRERP ]D SRMHGLQFD

SURXpDYDQMHP OLWHUDWXUH NRMD REUDYyXMH RYX WHPDYV
SURYHGHQLK QD RYX WHPX 6WRJD UH FLOM RYRJ UDGD EL
apelina strah i krivnk LPDMX XWMHFDM QD SRQDaADQMH SRWURA&ADDL
SRWURAa&DpL UHDJLUDMX QD UD]O Ligtih\teidosioi¢ld BYW UH@ HQDLSRIE®IL
DSHOD NRML VX QDMGMHORWYRUQLML ¥ RB&X yiHHD &/EVWND W |
pojedini elementi negativnih apela (racionalni ili emocionalni apel, osjetljivost ili ozbiljnost
poruke, i sl.) kako bi se saznalo koji od tih elemenata su posebno djelotvorni te bi time trebali
ELWL YLAH |IDVWXSOMHQL X SRHNANDRIRJ7IDWKRYGID SWRPUWQN

loAjzen I., The Theory of Planned Behaviour,
https://www.sciencedirect.com/science/article/pii/0749597891900P®ia%3Dihuth991.

1 witte K., Putting the fear back into fear appeals: The extended parallel process model,
https://psycnet.apa.org/record/1993211020011992.

2 Cirlia A. L Masquerading guil The effects on consumer behaviour of communicating guilt in the
advertising of hedonic product2016.,

https://o penaccess.leidenuniv.nl/bitstream/handle/1887/44601/Cirlia%2C%28AFT 3674
MA%20Thesis%20EQP16.pdf?sequence=1



https://www.sciencedirect.com/science/article/pii/074959789190020T?via%3Dihub
https://psycnet.apa.org/record/1993-21102-001
https://openaccess.leidenuniv.nl/bitstream/handle/1887/44601/Cirlia%2C%20Ada-s1773674-MA%20Thesis%20ECP-2016.pdf?sequence=1
https://openaccess.leidenuniv.nl/bitstream/handle/1887/44601/Cirlia%2C%20Ada-s1773674-MA%20Thesis%20ECP-2016.pdf?sequence=1

]JDQLPOMLYD ]D RYR LVWUDALYDQMH MHU XNROLNR LVSLW
GRQLMHWL L QHNH OR&H SRVOMHGLFH WH&NR VH PRaH F
RJOD&GLYDpNLP SRUXNDM® DDPERMHWRIBRWNVEMWMUH VWDYRYH
XVSMHGQR SURPLMHQLWL RGQRVQR NDNR EL NUHLUDQL DS

&LOMHYL LVWUDALYDQMD

6YUKD RYRJ LVWU D &klamt&ightyD VWHU BRPRDIQMD VD]QDWL NDNR
QD QHJDWLYQH DSWMBHX BYWWDRRMNMDIHMMX NRULVWLWL YUVW
fokus grupa EXGXuL GD MH L] VDPRJ XYRGD YLGOMLYD SURE
UD]JLODAHQMH X MLMEMRPWRIXDIRAXY JUXSH VD]QDWL ]DaWF
QHIJDWLYQD PLAOMHQD R RGUHYHQRM WHPDWLFL 8 RYRP
SRQDaAbQMD SXaHQMH L HNRGARIONW EBHLKY]IW O/MLNBRNRR R\
na pojedine QHJDWLYQH DSHOH NRML VH RGQRVH QDtaBUHWKRG
&LOM MH GRELWL @&WR EROML XYLG X SRQ Defjé&lQokt iFho§li&® WUR&D
NYDQWLILFLUDWL X LVWUDALYDQMX SXWHP DQNHWH 1D R
UH]XOWDWD LVWUDALYDQMD GRUL UH VH GR RGUHYHQLK ]D

,VWUDALYDpND SLWDQMD

l.Ima OL YHUL XWMHF®RQME DxpJNRIB NR&®il)ost poruke?

SUHPD PRGHOX SR]JRUQLFH AVWDJH PRGHO3® GMHORWYRUQ
RVMHWOMLYRVWL L R]JELOMQRVWL 3RUXND V YLVRNRP UL
primatelja poruke naegativne posljedicedok poruka visoke ozbiljnosti opisuje negativne

SRVOMHGLFH QHSRGX]LPDQMD UDGQMH 3UHPD RYRP PRGH(¢
GRN YLVRND RVMHWOMLYRVW RIDERGMEDSD §DPMMHMIEH ND N
motiviraju LVSLWDQLNH QD SURPMHQX SRQDaEaDQMD X NDWHJRUL

¥ Tannenbaum B.M., et al., Appealning to fear: A rratalysis of fear appeal effectiveness ant theories,
2015.,https://www.apa.org/pubs/journals/releases/beh0039729.pdf



https://www.apa.org/pubs/journals/releases/bul-a0039729.pdf

2.lmaju OL YHuUL XWMHFDM QD SURPMHQX SRQDaADQMD UDFLRQI

8 LV WU D#kashBs@eM ¥ WUDOVNLK NDPSDQMD SURWLY S¥&EHQMD
HPRFLRQDOQL DSHOL SRPRJOL X SUHVWDQNX SXaHQMD GR
QDWMHUDOL QD SURPLAZOMDQMH R VYRP SR QHsamrRMX ilH [ER J
LVSLWDWL NDNYL DSHOL UDFLRQDHFDM LQD SRRPERQMBIQEF
]JERJ pHJD

3..DNR LVSLWDQLFL UHDJLUDMX NDGD LP VH SUHGWYWDYH VQ

,VWUDALYDQMD NRMD VX SURYHGHQD GR VDGD WYUGH GD |
XPMHUHQD 2Y MHERVIMHUDHK LSTONDXADWL VD]QDWL Aa4WR WRPQR L
VH SUHGVWDYL SRUXND NRMD LPD VQD&ADQ DSHO QD VWUDHI
DNR VH OMXGLPD SRNXaD QDPHWQXWL RGUHYHQL RGJRYRL
reagiUDMX QD SHUFHSFLMX JXELWND VYRMH VORBDRIGH OMXW |
NRML VX GLIDMQLUDQL GD L]DJLYDMX NULYOQMX BSbiX L]D]YD
DSHOL QD VWUDK PRAGD QH SULYODPp heliGra ¥6®ad MR SR]R L
uzrokovati da pojedinac izbjegne ili ignorira poruku upotrebom obrambenih meharifzama.

4 .DNR RpHNLYDQL LVKRG XWMHpH QD PRJXuX SURPMHQX S

IMXGL UH SULPLMHQLWL RGUHYHQR SRQDaADQMH NDGD RpHN
ili kako bi izbjegli negativne posljedice; zabtmi SRYH]XMX RGUHYHQR SRQDAaDQ!I
SRILWLYQLP SRVOMHGLFDPD L ]DX]YUDW Rakt [ estpddilatb M X X V|
pozitivne posliedicé/ 'DNOH FLOM MH VD]QDWL NDNYH prohjené H LVSL\
VYRMH SRQDaAaDQMH WH NDNR RPHNLYDQL LVKRGL XWMHpX

“Khandaker S., Rana J., Effectivnes of antismoking campaigns using health shock appeals among male

university students in Western Australia, 1, file:///C:/Users/arebic/Downloads/FMPCR_Art_28430.pdf

*Chédotal C., et al., Using guilt appeals in communication, 2017.,

https://www.researchg#e.net/publication/317125936 Using_guilt appeals in_communication

®williams C.K., Improving fear appeal ethics, 2012.,

https://www.researchgate.net/publicatin/266733188 Improving_Fear Appeal Ethics

" Glock S., etal2~u}l]vP 1Joos_ AeX AAu}IJVP u | o € *30 = W (( 3]A v e« }( J(( E
smoking behavioyr2013. file:///C:/Users/arebic/Downloads/10.11648.].pbs.20130205.12.pdf
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https://www.researchgate.net/publication/266733188_Improving_Fear_Appeal_Ethics
file:///C:/Users/arebic/Downloads/10.11648.j.pbs.20130205.12.pdf

14 30DQ YRYHQMD IRNXV JUXSH

Fokus grupa provesttH dAaHEL VH VD]J]QDOR NDNR SRWURAaADpL UHDJLUD
NDWHJRULML QHJDWLYQLK DSHOD YH]DQLK X] SRAGHQMH L
YRYHQMD REMH GLVNXVLMH MH GD VH RQH VDVWRMH RG WU

x Otkrivanje stavova i motiva,
x Utjecaj medijskih apela,
X 5SHDNFLMH QD UD]J]OLpLWH QHJDWLYQH YL]XDOQH DSHO

'DNOH X SUYRM ID]L FLOM YRGLWHOMD GLVNXVLMH MH VD
LVWUD&LYDQMD ]DAWR VH SRQddDbMXDE D NURD NPILNR MIHO B RRQ
SRQDADQMD L ]DAWR

U drugoj fazi diskusije cilj je saznggsuli ispitanici svjesni postojanji&® G U H yriddjdkik
DSHOD YH]DQLK ]D SUHGPHW LVWUDALYDQMD SRVWRMDQMtE
]JDAWR QD QMLK UHDJLUDMX QH UHDJLUDMX

U posljednjoj fazi cilj je predstaviti konkretne negativne apele i saznati od ispitanika njihove
VWDYRYH R VYDNRP SRMHGLQRP DSHOX NRMHredsR@lieDISHOD Q
QHIJDWLYQL DSHOL WHPHOMLWL UH NXitda @od cleNdhUIBALYDpPNLP ¢

1.5 OHWRGRORJLMD LVWUDALYDQMD

2YybM uUbG VH VDVWRML RG WHRULMVNRJ L HPSLULMVNRIJ
SRGDFL L] SULPDUQLK L VHNXQGDUQLK L]YRAddnstvemihN X Q GD L
pbODQDND SUHWUDJRP LQWHUQHWVNLK L]YRUD VWUXpQLK
SULPDUQL SRGDFL GRELWL NYDOLWDWLYQLP LVWWUYDHELYDQ
provesti na uzorku od cca 6 VXGLRQLND 6XGLRQLFRHH§M ELWL RWRGH Q
5HIXOWDWL UH VH DQDOL]JLUDWL QD QDpLQ GD VH DXGLR]I
WUDQVNULSWL tUH ELWL RVQRYD ]D DQDOL]X UH]XOWDWD
pojedina pitanja kako bi se saznako kgih pitanja je grupa suglasna, a oko kojih nije. Tek
QDNRQ WDNYH DQODOHWWERRDNIOAMXpNH R LVWUDALYDQMX



16 'RSULQRV LVWUDALYDQMX

1HIJDWLYQL DSHOL VH X SXQR PDQMRM PMHUL NRULVWH QH.
sumnoJL LVWUDALYDDpL jSsRIOXEDRLRQD]@DMWNDVQL RQR &AWR V
UD]JLODAHQMH BRIXAQOMHQRMNPWDNR UD]JOLPLWLP ]DNOMXpFLI
GXELQH LVWUDALYDQMD WM SRNXaDMD VKYDIPWWPRABIPRF
NRMHPX MH WDNDY DSHO XSXUHQ 3UHJOHGDYDMXiuL OLWH
primijetiti slaba zastupljenost iste u Republici Hrvatskoj. Doprinos ovog R4EOHGDW UH VH
bollem razumijevanju X WMHFDMD QHJDWLY Q NEImB, SeHténieljuiQdhal@eR WU R AL
RGJRYRUD VXGLRQLND QD SRMHGLQD SLWDQMD LVWUDALYV
LVWUDALYDQMD NDNR UHD jdsWIDRXL QXOR KHD DXW/IMYHAD @M Q@ H GQHD |
L ]JIDaAaWR

1.7. Struktura diplomskog rada

Rad se sastoji od fioglavlja. U prvom dijelu rada uvodno se definira predmet i problem rada,
QDYRGL VH NRML VXiMIONWDHY M H VS/OWDA lY RwdphtbdoléyijaX V- J U X ¢
UH VH NRULVWLWL SULOLNRP L]UD&H YDGWMD WH NRML MH GF

8 GUXJRP GLMHOX UDGD REMDaQMDYD VH NDNR RJODVL
HOHPHQWLPD SRUXNH VH PRaH XYMHUDYDWL WH UH VH GHI

8 WUHUHP GLMHOX UDJUDYyXMX VH GRVDGD&aQMIkxojWwHRULMYV
VLWXDFLMDPD VH RQL QDMpH&UH NRULVWH L |DAWR NRMH

analizirati na stvarnim primjerima negativnih apela.

YHWYUWR SRJODYOMH VH RGQRVL QD SURYHGHQR LVWUD?Z
analiziraWw 0H VH L LQWHUSUHWLUDWL UH]XOWDWL SURYHGHQH
UH]XOWDWD FLOM MH GRELWL QD XYLG SRWHQFLMDOQH KL
WH EL RQH PRJOH SRVOXAaLWL NDR NY DIOYQWRIWLQ/IW R D Q RYDDQ]N

8 SHWRP SRJODYOMX L]J]QRVL VH ]DNOWXPpON NRJ LG\RBINYH Q V|
dobivene rezultate VSR]QDMH SURL]D&OH L] HPSLULMVNRJ GLMHOD



8 SRVOMHGQMHP SRJODYOMX GDMH VH SRSLWRGURBWHQH
YRYHQMH | Rt poyis $likX &blica i grafikona

2*/$a%$9%y., $3(/,

2.1. Apeli

Apeli predstavljaju poticaj, koji se na temelju rezultata primijenjene psihologije koristi u
RJODVLPD GD EL SRWDNQXR aHOMNMH DURWIMHSRWH HERMI]D SH
proizvodima ili uslugam® $SHOL QD NRMLPD (H VH WH&ddirnde vsiL RJIOD:
WHPHOMX PRWLYD NRML XSUDYOMDMX SRQDabQMHP SRWUR
biti motivirano racionalnim i/ili emoci @ DOQLP PRWLYDWRULPD 1HNL RJOD\)
GD VH GRSDGQX UDFLRQDOQRP ORJLpPNRP SURFHVX RGOX(¢
RVMHUDMLPD X SRNXADMX GD L]D]R YipakQskakaXje HiipBvine R Q D O Q
inicirana spletom racionald L HPRFLRQDOQLK PRWLYD VDPR MH SLV
manjeg utjecaja’

(PRFLRQDOQL PRWLY ]D NXSRYLQX MH RQDM NRML SRWLpH
WR JRQL QHNL RVMHUDM LOL VWUDVW (PRFLMHam®gX ELWL
PRWLYD ]D NXSRYLQX B5DFLRQDOQL PRWLY ]D NXSRYLQ:
UDVXYLYDQMH LOL VSRVREQRVW UDVXYyLYDQMD PRJXUHJ NX
SURFHVH 1HNL XRELpDMHQL UDFLRQDOQL PRWEYIL ]D NX:
GRVWXSQRVW WHKQLpNH SRGUANH

'DNOH NOMXpDQ SUREOHP SULOLNRP RGDELUD RGJRYDUDMW
PRWLYD 8QXWDUQML pLPEHQLFL NRML SRNUHGX QD DNW
upravljaju, nazivaju se motivinfdPotreba e L]YRU PRWLYD QHGRVWDWDN QH

71 Y &XU Zi v]l u EI §]vP U D su ] U i688XU «3EX 106X

YBelch George E., Belch Michael A., Advertisaittgpromotion, McGravHill Irwing, 2008., str. 195.

P< o] dXU /vE PE]E v u EI &§]vl I}upv]l ]i U K%]V]}U « PE U Ti1iXU «3EX
2 Manning G.L., Reece B. L., Suvremena prodaja, Stvaranje vrijednosti za kupca, 10. izdanje, MATE, Zagreb,
str.200.

Z< o] dXU WV “ Vi %}SE}* U K%]V]}U « PE U Ti10XU «8§EX 16X
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LOL bRYMHF\fF@PMYSWlHKNPDWUD NDR GRYROMQR MDND SRV
poduzimanje neke radnfé.

3RMDP PRWLYDFLMD RGQRVL VH QD SURFHVH NRML XJURNX
PsiholR&NL JOHGDQR GR PRWLYDFLMH GROD]L NDGD MH SF
]JDGRYROMLWL .DGD MH SRWUHED DNWLYLUDQD SRVWRMI
SRNX3D VPDQMLWL LOL XNORQLWL WX SRWUHEpsstighb SRW U F
QHND IXQNFLRQDOQD LOL SUDNWLpPQD NRULVW LOL KHGR
HPRFLRQDOQH UHDNFLMH LOL IDQWD]JLMH OHyXWLP UD]C
AHOMHQR NRQDpPQR VWDQMH MH SRWURSRNXIDEDOMM \OMDY

SURL]JYRGH L XVOXJH NRML UH RVLIJXUDYDWL &HOMHQH N
napetost>

U cijeloj literaturi najpoznatija je Maslowljeva hijerarhija potreba. Ova hijerarhija prikazana

MH X REOLNX SLUDPL®H® aXD Hp IQMDRAM VEPRY QUM H OMXGVNH S
zadovoljiti kako bi se mogloWH&LWL NRPSOHNVQLMLP SRWUHEDPD

2YDNDY SULVWXS UD]JYLWNX SRWUHED EL X RVQRYL ]QDpL
SRWUHEX NRMD VH QDOD]L Kpobi §ltekRidalthbgla @laviti botréba BaU K L M F
YHURM UD]LQL KLMHUDUKLMH ,DNR RYDNYR SURPDWUDQMH
SULKYDUHQR MHU SUX&4D MHGQRVWDYDQ XYLG X SRWUHEH

nekog proizvoda, ovisno tome na kojoj hijerarhijskoj razini se njihove potrebe trenutno
nalaze.

3 bid.

*Kotler P., Keller K.L., Upravljanje marketingom, MATE d.o.o0., Zagreb, 2008., str. 184
®Alolulv DX ZXU & oXU W}V “ Vi %}3E} U UE}%-e| <1p)sthir.d U « PE U
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Slika 1: Maslowljeva hijerarhija potreba

moralnost,
kreativnost,
spontanost,
rieSavanje problema,
prihvacanje ginjenica.
samoaktualizacija nedostatak predrasuda

samopostovanje, pouzdanje,
postignuce, postovanje drugih,

postovanje postovanje od drugih

prijateljstvo, obitelj,

ljubav i pripadanje seksualna intimnost

tjelesna, radna, resursna, moralna,

sigurnost obiteljska, zdravstvena, imovinska

disanje, hrana, voda, seks,

fiziol potrebe spavanje, homeostaza, ekskrecija

lzvor:
https://sh.wikipedia.org/wiki/Maslowljeva hijerarhija_potreba#/media/File:Maslow%27s_hierarchy of- needs

sh.svg

2.2. Podjela maiva

.DR 4WR MH SUHWKRGQR ND]DQR $EUDKDP ODVORZ MH GDR
nakontogaQDVWDOH VX MRa EURMQH SRGMHOH PRWLYD %XGXI
ovakve podiele, tj. predstavljanje potreba po hijerarhijskom modeia;, model se u radu

QHUH GHWDOMQLMH REUDYLYDWL

SBRGMHOD NRMD MH ]DQLPOMLMB o). RDSdtNaH Rvdn@ &WoR fRoNViP LV O X
bilo koji od navedenih motiva ili svi motivi mogu utjecati na odluku o kupovini proizvoda ili

usluge.
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https://sh.wikipedia.org/wiki/Maslowljeva_hijerarhija_potreba#/media/File:Maslow%27s_hierarchy_of_needs-sh.svg
https://sh.wikipedia.org/wiki/Maslowljeva_hijerarhija_potreba#/media/File:Maslow%27s_hierarchy_of_needs-sh.svg

On je pre RALR SHW NDWHJRULMD PRWLYD NRML SUHPD QM
SRQD&DQMH

X Funkcionalni + SURL]J]YRG LOL XVOXJD |DGRYROMDYD IL]JLpN
x '"UXaWYHHQURL]YRG LOL XVOXJD |DGRYROMDYDMX G
povezivanja s izabranim demografskim, seekmnomskim, ili kulturneHW QLpNLP

VHIPHQWRP GUXawyDbD

x Emocionalni + proizvod ili usluga koji/a zadovoljava emocionalne potrebe
NUHLUDQMHP RZMHIDMMEKOLKHPRFLMD

X SpoznajnitPRWLY XVPMHUHQ QD XpHQMH QHpHJ QRYRJ Q
ciliem novih spoznaja.

X Situacijski xmotivi povezani s potrebom kupovine proizvoda ili usluga koje su
YH]DQH VD VSHFLILpQRP VL WapbffdvkaRiRomotda.SULP MH U

2GOXND R NHSOQWOIMMRBBYDWL YLAH RG MHGQRJ L]YRUD PRWL
PRIJX pHVWR QDuL X VLWXDFLMDPD X NRMLPD VX UD]OLD
PHYXVREQRP VXNREX 3UL WRPHIikatRaH GRuUL GR WUL YUVWH

UNRQIOLNWX GYRVWRYXRERD BRUYPOEPHDRWD L]JPHYyX GYLMH ¢
ODUNHWLQA&ANL VWUXpQMDN PRAH ULMHALWL RYDM NRQIOLN\
QLVNRNDORULPQL SURL]YRGL WYUGHH: RDLPRPWDMAERIWW RRI
SRWURabDpX GD LIEMHJQH SULVLOMHQRVW ELUDQMD L]JPHYX

.DGD SRWUR&Dp LPD QHNL FLOM NRMH XorfltWsRuobie® HQR &l
SULYODpHQMD3U IRFOVEHLW DQIME H Q MsD sRYoR)NilY lRyuthol EnitactjeN W D
NU]QD NRMLPD VH NRG SUDiUHQMD PRGH XNODQMD RVMHiUD

ODUNHWLQANL VWUXpQ MoDfiikt dypodthiikddr odbipgad dporikBné Xkoje
QDJODADYDMX Q H Sdptddgelivana @aHedwirR apLiM \Wpr. ukgz na posebne
NUHGLWQH SODQRYH NRML XEOD&DYDMX SRWHANRUH RWSOI

®< o] dXU /VE PE]JE v u EI §]vel 1}upv]l ]i U K%]Vv]}U « PE U 7i1iXU «8EX
ZAlolulv DX ZXU & oXU W}V “ Vi %}3E}* U HE}%-el +o0]l U 8X ]I vi U Dd
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2.3. Podjela apela

IDMXpHVWDOLMD SREMHOD DSHOD MH RQD QD

X

X

Apele usmjerene na proizvod i
$SHOH XVPMHUHQH QD SRWURAaDPpH

Kao aWR LP L QD]JLY JRYRUL DSHOL XVPMHUHQL QD SURL]YRC
SURL]YRGD 7D SUHGQRVW QH PRUD VDPR ELWL QSU YUl
stavljati i na cijenu, dizajn, kvalitetu i sl. Kod ovakvih apela nije dovoin® PR AKYDOMH Q N
SURL]YRGD 2QR QD aWR PDUNHWHU PRUD REUDWLWL SRVH
sa psihol@dNLP LOL IXQNFLRQIRMH RIHNRXISDWLBRELWL $SHOL N
proizvod st

Emocionalni i racionalni apelitneke od uoh pPDMHQLK HPRFLMD NRMH VH
oglasima su povjerenje, prijateljstvo, ljubav, strah, bol, i sl. Kod racionalnih apela
apelira se na neke funkcionalne prednosti proizvoda.

Pozitivni i negativni apelit SR]LWLYQL DSHOL VX Y HgtaQlkopiaGRJIDYD
SRWURADp X4aLYD GRN QHJIJDWLYQL DSHOL SRWURADpX
RQ SRQD&a&D X VNODGX V SRUXNRP

Jednostrani i dvostrani apelt MHGQRVWUDQL DSHOL LVNOMXpPLYR \
GRN GYRVWUDQL DS H dnbstLivistidstatkepiRvoda/ Wsitdp porscl) H
Komparativni apelitRYH SRUXNH PRJX ELWL XVSMH&QH X] SULN
odabrana marka bolja od konkurentske. Komparativhe poruke mogu biti indirektne
(usporedba s neidentificiranom konkurencijomyirektne (navodi se ime marke
konkurenta).

Izravni i neizravni apelitizravni su izravno povezani s aktualnim motivom, dok su
QHL]JUDYQL SULNULYHQL L SRWUR&Dp PRUD VDP RWNUL\

28<.]

dXU /vS PE]E v u EI §]vid, ZbpebyJ003] istt) 28260 | v

*D]Z] DXU D 8 &li o] *v +3 A 1 1}o P]i D &I §]v“l I}upv]l ]i UfiioxX
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$SHOL NRML VX XVPMHUHQL @ Dn&kBliko UaReg@id WDNRYHU VH G

Apeli usmjereni na stavtpovezani su s vrijednosnim sustavom i u pravilu trebaju
SRGUaAaDYDWL WH VWDYRYH

Apeli usmjereni na gruput NOMXpQL DSHO SRUXNH WUHED QDJOD.
proizvod.

$SHOL XVPMHUHKQLDOQ®HYMWQALOJ BRWRHNVVWLOD AaLYRWD QDM|
YDULMDEOH L] SRGUXpMD SRWUR&GDpHYLK DNWLYQRVWL
Apeli usmjereni na podsvjesne motve SRUXNH VX pHVWR XVPMHUHQFH
nesvjesnim motivima, na primjer, svijetu snovajaginacije, fantazije, ali su
GMHORPLPpQR SRNULYHQH DSHOLPD XVPMHUHQLPD QD
svjestan.

$SHOL XVPMHUHQUHQDDIQPLEX V QDPMHURP SRMDpDQMD
AHOMHQRJ LPLGAD

60OLND $SHO XVPMHUHQ QD LPLGa

Ivory Tivs

\ protect the lips

\IAR[_g

Z :u.-,r 4’0 \
) A craled by

d ;' /41/// Hlorees

) %)n "*

Izvor: https://bit.ly/2KBymqu

30

< o]

dX /vS§ PE]JE v u EI S]v l 1tupv]l ]i U K%]v]}U « PE U TiiiX «SEX 16¢
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24.2JO0D&abDYDQMH

2JODEDYDQMH MH SODiUHQD QHRVREQD NRPXQLNDFLMD RG
SXWHP UD]OLpLWLK PHGLMD D LPD ]D FLROGW HQHRUP MDY QR M

2VQRYQX IXQNFLMX RJODADYDQMD pLQL LQIRUPLUDQMH SR\
usmjeravanja na kupnju tog proizvoddDNOH NYDOLWHWQR RJOD&ADYDQMH
YHOLNRJ EURMD OMXGL L XSBMEGUWDLY WO ERMXSERAEDIWVRG D

uvjeriti da kupe predstavljeni proizvod.

.UDMQML FLOM RJOD&aDYDQMD NDR GLMHOD PDUNHWLQAaNR
SURL]YRGD X] SRVWL]DQMH SURILWD OHYyXWLPORAHIMXHN
VUHGVWDYD PRJX VH LIGYRMLWL VOMHGHUL FLOMHYL RJOD:

X BWLPXOLUDQMH SULPDUQH LOL VHOHNWLYQH SRWUDA&Q|
x 2JODADYDQMH SURL]YRGD LOL LQVWLWXFLMD
x .UHLUDQMH LJUDYQLK DNFLMD LOL QHL]JUDY®LK XpLQD

Iz prethodne HILQLFLMH MH YLGOMLYR GD NUDMQML FLOM RJOD
RJODabYbQMbD MH XWMHFDM QD PLAOMHQMH juuifasapraRYH 1H
SRQDabQMH L VWDYRYH 8NROLNR VH SURPDWUDMX RJODVL
GD MH QMLKRY FLOM SURPMHQD SRQDabQMD X VPLVOX SUF
RJODV NRMLP VH |JDSUDYR SRNX@goiveDi Wzuhurén ltakMog NXSFH
SURL]YRGD 1DUDYQR WDNYL VSHFLILpQL RJODVL VX LVW
REYH]D L VLIXUQR SURL]JYRYDpX QLMH X FLOMX VDERWLUDC
naveden samo kako bi se pokazalo da fuskkBE RJODA&ADYDQMD QLMH LVNOMX
RJODaDYDQL SURL]JYRGL LPDMX HOHPHQWH GUXaWYHQR RG.
javnost, tj. jasno daju do znanja kakve su posljedice konzumacije takvog proizvoda. Pitanje je
VDPR NROLNR fadn®WDNYR aWR H

*'Bovee C.L., etal., Advertising Excellence, Mc&ti#iwnc.,1995., str.4.
WE A]“] XU KIE 8] }“v XU Kev}A u EI §]JvP U A E3 U +« PE U fiiéXU
B< o] dXU /IVE PE]JE v u EI §]vel 1}upv]l ]i U K%]Vv]}U « PE U 7i1iXU «8EX
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.DGD VH JRYRUL R RJODaADYDQMX ELWQR MH QDJODVLWL
strane. U pozitivne strane bi se moglo ubrjiti

X

2JODabDYDQMH X VYUKN RDYRRUPLQWHIMHYWMDPD JUDYDC

davati npr. zdravstvtenWDYMHWL SRJLYDWL LK QD VXGMHORYDQMN

manifestacijama, savjetovati o sigurnosti i sl.,

-DpDQMH VPORERIEWH PLVOL QD VORERGX JRYRUD L PLa
MDYQR ]DKYDOMXMXiL RJODADY D QIMXMV H RIX G]LU B &R A M DERWN
GR SRILWLYQLK GUXaWYHQLK SURPMHQD

-DpDQMH HMRDRPLROUMXMXuUL RJIODADYDQMX SURL]YRYVI
SURL]YRGLWL QRYH SURL]J]YRGH LOL QXGLWL QRYH XVO
QD YHUX NRQ]XPDFUMXWDHMROMIRARMEREPD HNRQRPLMD L L
.RPSDUDWLYQRtRDRDEAOMVMDQ@MHL PHYXVREQRM XVSRUHGE
SRWUR&aDpL PRJX GRELWL UHDOQLMX VOLNX R NRPSDC(
neistinite informacije, njihnoviNRQNXUHQWL UH WR LVNRULVWLWL SU
QDUXAaALWL XJOHG

.DR QHJDWLYQH SRVOMHGLFH BJODaADYDQMD PRJX VH L]GY

X

IHUHDOQD RpRINLYDIQMNDDPL GH XYLMHMN XYADRAMWMH SSILRILD] MR/
najboljem syetlu, AW R QH P R WaBlikalpwvodad D O Q

SURPRYLUDQMH aWrhedijQuiilek shogr pdtémtifalDo negativno utjecati

QD SRWURa&DpH 2JODADYDQMH LOL SULNDJLYDQMH XSR
VWYDUL PRaH LPDWL QHJDWLYQH SROREMKB®LFH QD SXEC
(NRORAND SRIIOVODHEWYBPMOMH LPD YDAaQX XORJX X UDVWX S
MHGDQ RG JODYQLK FLOMHYD SURGDMD 1HIDVLWQD
SURL]YRGQMRP QH X]LPD X RE]JLU NDNYH UH SRVOMHGLF

3 Ashley J., Negative & positive affects of advertising, 20ifps://medium.com/@James.Ashley/negative
positive-effectsof-advertising9242650ae767

* bid.
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OgobabybQMH LPD GYLMH WHPHOMQH IXQNFLMH NRPXQLND
IXQNFLMH PRaH VH L]GYRMLWL QHNROLNR SRGIXQNFLML

XYMHUDYDQMH RVLIXUDQMH SURGDMH SRWYUYyLYDQMH
aktivnostiZ®

-HGQD RG pH&UH YLYDQLK IXQNFLMD RJODaDYDQMD MH LQI
proizvodom, kreira se svijest o proizvodu/marki, prezentiraju se njegove performanse i sl.

8SUDYR VH RYDM HOHPHQW SURPR F LhVprbiz@odadyl 0dh@sHo piDEL S U
SRNXaDMX SRYHUDQMD SRWUDé%MH ]D SRVWRMHULP SURL]Y

=DEDYD VH pHVWR NRULVWL ND Bdfa praizxotia/@dkeé \akiibgldsi RGUHY I
uglavnomVDGUA&H YL]XDOQR DWUDNWLYQH HOHPHQWH L VDGUAat

Funkcija popGVMHUDQMD NDR &WR MRM L QD]JLY JRYRUL LPD ]C
SRWUR&a&bpD RVLIXUDWL QDVWDYDN NXSRYLQH L VSULMHpL

8YMHUDYDQMHP VH QDMpH&aUH REMDaAQMDYD SRWH®QFLMDOQ
RGQRVQR ]D&WR UH ED& WD PDUND ]DGRYROMLWL QHNX Q

REMDaQMDYDWL QD NRML QDpLQ DXWRPRELO XQDSUHYXMH
odgovor na takvu potrebi.

8] LQIRUPLUDQMH pHVWR &aBaLjé Wstigréhjel KrodjE. LUvigentistO D a
NXSRYLQH pHVWR VH SRVWLaH SXWHP RJODADYDQMD WDNF
povoljnu kupovinu,L V WRLPXD Q L b HiGIFP 1D O LK

1IDNRQ A4WR MH NXSDF NXSLR QHNL SURL] Y@ uRRodikkuH MH GLC

6 WRJD MH SURL]JYRYDpX X FLOMX QD QHNL QDpLQ XPLUL
odluke.

¥ o] dXU /vE PE]E v u EI &§]vl [1}upwvd3. Btr24K%]v]}U « PE U i
¥ WE A]“] XU KIE 8] }“v XU Kev}A u EI §]JvP U A E3 U +« PE U fiiéXU
38 |11

Ibid.

¥ < o] dXU /VE PE]JE v u EI §]vel 1}upv]l ]i U K%]Vv]}U « PE U 7i1iXU «8EX
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2.5. Uvjeravanje

8 SUHWKRGQLP SRJODYOMLPD UDGD REMDAQMHQL VX PR.
SRWUR&DpD ]DWLPPREBX INRHLVYWL.\WEHQLLOLNRP RJODADYDQ
SRQDADQMD WH VX QD NUDMX SUHGVWDYOMHQH IXQNFLMH
NRML QDpLQ XYMHULWL SRWHQFLMD O QR%)akto>oSeku@m® GMHO
SRQDADRHQD @MOEMQ RJIDELYDpPL ttH QD QMHJID SRNXaADWL G
NUHLUDR RGUHYHQR PLAOMHQMH R QHPHPX WM X RYRP VO

Uvjeravanje se koristi kako bi se:

1) L]JPLMHQLOD LOL QHXWUDOL]LUDOD QHJDWLYQD PLAOMHI
2) SRMDPDWEHQWQD PLAOMHQMD L SRJLWLYQD JOHGL&AWD
3) VDpXYDOD SRJLWLYQD PLAOMHQMD

OHULQD LVNXVQLK SUDNWLpDUD REMDVQLW UH NDNR MH O
NRMH VX X VNODGX V QMLKRYLP RVMH&DMLPD YMHURYDQM

8YMHUDYDWID WHURRABIPLQD**L WR NRULAWHQMHP
X informacija i argumenata,
X emocija i
X SRGUADYDWHOMD

SRGX]HUD PRJX NRULVWLWL UD]JOLpPpLWH VWUDWHJILMH XYME

strategije dijele se u pet kategotia

““Kotler P., et al., Osnove marketinga, MATE, Zagreb, 200&/4tr
s @] dl o XU K v}e] i Av}* pU ,EA S¢l p EuP 1 } vle i Av}“ pu « PE
< o] dXU /VE PE]JE v u EI §]vel 1}upv]l ]i U K%]Vv]}U « PE U 7i1iXU «8EX
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0 komparativhe xodnose se na usporedkamunicirane s konkurentskom markom; u
osnovi je korisno za manje poznatu marku,

o0 RSRYUJDYWWMKIUNH REOLN RJOD&ADYDQMD NRULVWL DNF
UD]JORJD YHU LPD QHJDWLYQR PLAOMHQMH R SURL]YRC
opovrgavaX SUYL GLR SRUXNH PRUDMX VNUHQXWL SDaQMX

o XEUL]JD¥EBMXIHUIJXPHQWL VSUMHpDYDMX GRVDGX L ]DE
QDpLQ &WLWH RG NRQNXUHQWVNLK PDUNL

o okvime+tRYL DUJXPHQWL SUHIHQWLUDMX LQIRUPDIFLMH QTC
QD WDM QDpLQ pLQH NRQNXUHQWVNL SURL]JYRG PDQMH

0 SRGUADYWDBKRKGYHD]XPLMHYDMX SRGUaDYDQMH SRJLWLY
XVSRUHYyLYDQMD RSRYUJDYDQMD XEUL]JDYDQMD LOL >

(PRFLMH PRJX LPDWSULOMNXNREGXGCROQRIHQMD RGOXNH R NXS
RJODALYDpPNLK SRUXND WHPHOML XSUDYR QD HPRFLMDPD

SUHIHULUDMX SURL]YRGH RGUHYHQH PDUNH LDNR MH YHu
PDUND SR QLAY RPRIAMLM@DWPH PRA&H GHILQLUDWL NDR VWDQMF
SRQDADQMX 1D SULPMHU OMXWQMD SRQRAONOKKEDY LC
GDMH SRWLFDW SRIODEREMK Y D i DSRWWIREDY BEMR SOHPD REM
% 2QH RPRJXUDYDMX GRQRAHQMH L SURFMHQX GRQHAHQLK
VYUKX L FLOM MHU VX XYLMHN YH]DQH X] QHNRJD LOL QHA&\
EL |DAWLWLOD OMXGH RG RGUHVHQLK RS DIV QRMMW W NP RWADAKR
HYROXFLMVNL UD]JYRM VWUDKD QLMH SULSUHPLR OMXGH QU
QHVUHUD 3UHPD QHNLP LVWUDALYDpPLPD OMXGL UH XYLN
RSDVQRVWL WLSLPpQH aivaR R Bzl sivaYid Mdal riaHevaljicijske

opasnostf/

“Ibid., str. 192 i 193.

*“Murray P. N., How emotions influence what we buy, 2018tps://bit.ly/2y1qYBy

®< o] dXU /VE PE]JE v u EI 8]vel 1lupv]l ]i U K%]v]}U « PE U *3EX 68X
®Alolulv DX ZXU 8 oXU W}V “ vi %UQSEEH‘U & PIEE }%oe ISAEE} ] vi U T1iIAXU o
4 Hutjens M., The influence of the fear on the buying behaviour of consumers in case of an animal disease

outbreak, 2014 .http://edepot.wur.nl/318026
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Slika 2.: Emocionalni apel

&
s

S MICHELIN

A
\
g o ®

MICHELIN.BECAUSE

SO MUCH IS RIDING
ON YOUR TIRES.

@(@

Izvor: https://www.flickr.com/photos/2319/6792965135

8VSMHAQRVW NRULAWHQMD #PRFLMD RYLVL R WUL pLPEHQL

X 8NOMXpHQRVWRUILDABMAHNMH HPRFLMD MH XVSMH&aQR ND
znanje ni volju da procesuira poruku.

X 2ELOMHAMD BEROMWHRAAMD SURL]YRGD PRJX EAWWMHROME&DC
RELOMHaMD VH WHPHOMH Q:Dbk&Urhirig] stiH QfajnMMiRBei NDR &
SURL]YRGD NRML VH NXSXMX QD WHPHOMX RVMHUDMD V

X 5DVSRORAHQMHIISFQEWRNIBMREUR UDVSRORAHQL SRMHGLQ
SURL]JYRGX QHJR RQL ORAH WDIHSBRRAHWQMH 5\IMATR @ R[@EIH
RGOXpLYDQMD SRWUR&aDpD MHU XWMHpH QD WR NDGD !
VDP LOL X GUX&AWYX

B< o] WXVE PE]JE v u EI 8]vel 1lupv]l ]i U K%]V]IU « PE U «3EX 66X
A ZI((u v 'X>XU < vpl >X>XU WIV “ Vi %}8E}* UDddUe«PE UTiidXU &
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https://www.flickr.com/photos/2319/6792965135

(PRFLMH LPDMX YDaQX XORJX X RJOD&ADYDQMX MHU UH V
RGIJIRYRURP (PRFLRQDOQL RGJRYRU NRMHJ SRMHGLQDF LP
QD SUHWKRGQRP LVNXVWYX .DGD VH SRMHGLQDF VXVUH
iNLFLMDOQD UHDNFLMD PR]JD MH WUDaAHQMH QHPpHJI SR]QD
GRIJDyDMD 8NROLNR WDM SURFHV QH UH]XQWdddd MDVQL
RGOatjpliH VH XNOMXpLWL Y XokigHpvethadnG b&vedeRdg) Rapravo se ne
MRA&H QDSUDYLWLPMPX GHFP RO K HNLID U DJx$epojedinad SustR& u
ALYRWX WR UH UH]XOWLUDWL QHNDNYLP HPRFLRQDOQLP R
SUHWKRGQRP LVWRP LOL VOLPQRP VLWXDFLMRP

3RVOMHGQML QDpLQEDDNIR MR AHH XFYLNOHAIDY BWL MH SXWHP
FLOMQD MDYQRVW PRJOD SRYMHURYDWL SRUXFL RQD PRUL
iH QD SULPMHU WYUWNH NRMH RJODADYDMX VSRUWVNX
farmaceutske tvrtke IFPQLNH L VO .UHGLELOLWHW MH RSVHJ X NRN
SRUXNH NDR QHNRJD WNR LPD ]QDQMH YMHAWLQH LOL VWU
objektivne informaciie?9MHURGRVWRMQRVW PHGLMD JD¥QRYDQD MH ¢

X VWhOStpRVRED NRMD MH VWUXpPpQMDN ]D RGUHYHQX WHPX

x iskrenost L]YRU LQIRUPDFLMD PRUD GMHORYDWL NDR GD Y|

x NDUL]PDWRYRRNWRUD ELWL SULYODpPQD VDPRXYMHUHC
YRYH

2SUHQLWR SRGUALYDigvpd PRJIX VYUVWDWL

X SW U X p-Qosbbd koja se na temelju svog znanja, posebne izobrazbe ili iskustva
QDOD]L X MHGLQVWYHQRP SRORAaDMX GD SRPRJQH S|
promovirani proizvod ili uslugu.

X Poznate osobe RJODALYDpL WavaRéndvdd aRdbiPEpidbbili slavne osobe
]D SURPRYLUDQMH VYRMLK SURL]JYRGD RpPHNXMXUL GI

povezanost slavne osobe s njihovim proizvodom.

**Hollis N., Emotion in advertising: Pervasive, yet misunderstood, 26s;//bit.ly/ZLYdmR

*'Belch G. E., Belch M. A., Advertising and promotion, Mc@®tidwrwing, Deveto izdanje, str. 180.
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X 2ELpQL JUDYDQ-LS SHROQREWDpPMH DSHOD RELPQRJI pRYMH]
SRWHQFLMDOQLP NXSFLPD GD QHWNR SRSXW QMLK L
]DGRYROMDQ MH QMLPH $SHO RELpPQRJ pRYMHND RVRE
]D MDYQR JGUDYVWYR EXGXiL GD VH YHULQD OMXGL X

drugimapoput njih®*

3. Negativni apeli

8 RYRPH UDGX SRVHEQD UuH VH SR]JRUQRVW REUDWLWL Q
LIDJLYDMX QHIJDWLYQH HPRFLMH V FLOMHP XWMHFDMD QD S

Apeli na strahSRNXADYDMX L]PDPLWL VWDER YIDOMX D Q VLW RY @H
NRMH PRJX QDVWDWL JERJ SULGU&ADYDQMD LOL QHSULGUAI
VWUDK PDUNHWHUL VH QDGDMX GD 4H PRWLYLUDWL SRWU
AHOMH &L D@D IMH X RJIODIEDWBE OMHOR QD VWUDK RQL EL SU
WHRULMDPD WUHEDOL ELWL XPMHUHQL EXGXiUL GD SRVWR M
LVWL GRALYL NDR SRNX4ADM PDQLSXOLUDQMD

8 QHNLP VH LVWUDALYDQMLPD R DSHOX VWDOGHKA&DRRIR LEAN
SULPMHULFH ULMHpPL AXSXaWDM VH X VLIXUDQ VHNV LOL XF
SUHPD RYRM DUJXPHQWDFLML YHUL VWUDK GHfaivi'uD UH]XC
VYH SULMHWQMH MHGQDNMXGRLLOQNBRYLWIHM XM HD]ODHOWR. YD
RYRPH QDMYHUH SULMHWQMH QévharaMYPBIWN QHOMMN @ H XM
primatelja. Primjerice, upozorenje na opasnast AIDS-D YMHURMDWQR MH QDMY
NRMX VH PR a Kudlijdakthninwhiladird IidimacDOL MH WD WDNWLND XpL«
DNR RQL YMHUXMX GD UH GRELWL WX EROHVW %XGXuL GC
SRSXW QMLK3 ELWL LPORRREH WHUIRIXRGLW®L GD RYD MDND

rezUtira visokom razinom strah.

A Z1((u v 'X>XU < vpl >X>XU WIVv “ Vi %}8E}* UDdAdUe«PE UTiidXU &
%5 Hoyer W.D., Maclnnis D.J., Pieters R., Consumer bahavior-$outh E v U iadargé, str. 145.
®Alolulv DX ZXU & oXU W}V “ Vi %}3E}* U UE}%-el 0]l UDdIdUSsPE U
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Apel na krivnjuLPD ]D FLOM GD VH OMXGL RVMHUDMX NULYLPD E
SUHNRUDpHQMD PRUDOQRJ GUXaAaWYHQRJ LOL HWLPNRJI Q
SRQDADQMH NDNR EL LREMHIO M (EDNYAIREGHR sWQdviie Déyativne
VDPRVYMHVQH HPRFLMH 3UHPGD VH PQRJR SRVWRMHUH Ol
krivnju RQL VX J]DSUDYR GYLMH HPRFLMH V UD]JOLpLWLP NR
QRAHQMD .UL YaaMebodijeHkof@ 186 [awa kada osoba procijeni informacije o
YODVWLWRP SRQDAaDQMX NRMH VH VXNREOMDYDMX V RGUH
Sram je negativnha emocija koja se javlja kada osoba prepozna negativne informacije o sebi

kao o cjelin, 6BWRJD VH NULYQMD GRYRGL X YH]X V LIMDYRP A8pL
SRYH]XMH V LIMDYRP A-D VDP OR&4D RVRED3® 2YH GYLMH
PHKDQL]JPH QR&A&HQMD .ULYQMD VH SRYH]XMH V PHKDQL]PL
prilagodtiil L ULMHALWL SsthREo@eEURe s @hfeljaahiem probleifa.

.DGD VH JRYRUL R DSHOLPD QD NULYQMX YDaQR MH QDJOC
su: preuranjena krivnja (eng. anticipatory guilt), reaktivha krivnja (eng. reagtivg te
egzistencijalna krivnja (eng. existential guilt). Preuranjena krivnja definira se kao
LQGLYLGXDOQR UD|PDWUDQMH PRJXUHJ NUGHQMD YODVWLYV
DSHOD QD NULYQMX WH GDMH QDM BEPRO ¥WIWKHHB H XD W H WHV HEpXL
SRQDaAaDQMH L WLPH L]BMBNW RYMMNM INDIM NQUMY QWHH RGJRYRU
QDpLQ QD NRML VX VH YODVWLWL VWDQGDUGL NUaLOL 2YD
GD SREXYyXMH YL&AH QRHI RWMYDQAIKK HPSRHFQA D D NULYQMX WH
GRALYOMDYD PDQLSXODWLYQLPD (JJLVWHQFLMDOQD NULYC
RVREH WH MRM MH FLOM VPDQMLWL WX UD]JOLNX yHVWR
pokazui)X SR]JLWLYQX NRUHODFLMX L]PHYyX HJJLVWHQFEMDOQH N

8 LVWUDALYDQMX NRMH MH SURYHGHQR QD WHPX XWMHFL
GREURWYRUQH VYUKH QDYRGL VH NDNR XVSMé&@Dh@ DSHO
RGJRYRUQRVW 2VMHUDM RGJRYRUQRVWL EL WUHEDR X]l

°"Caédotal C., et al., Using guilt appeals in communication, 2017.,
https://www.researchgate.net/publication/317125936 Using_quilt appeals_in_communication

°8 Rodgers S., Thorson E., Digital advertising: Theory and research, Routledgént&1/7hit.ly/2T8507Zn
*Lwin M., Phau I., Guilt appeals in advertising: The mediating role of inferences of manipulative intent and
attitude towards advertising, 200&hitps://bit.ly/20YUVuF
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VUHGVWDYD NDR L Y HiMARL MHR VWWAFROGEDRFDMMHP L SRWYUYHQ
SLWDQMH NDNR SRYH iDW preRadhbHsjidnenuiot YRWUIRDEQ R DWW M"X 8S R |
VH GD SULVXWQRVW GUXJLK OMXGL DNWLYLUD SURVRFL
RGJRYRUQRVWL VXGLREDMD ILWSLWDRQYBPIQWMPD GRELOL QRYpD
LOL ]JDGU&ADWL ]D VHEH L O E). GRI@cLKDjiVSL bil/ o priutnostild@dginh P D Q M
VX YLAH GRQLUDOL RG RQLK NRML VX ELJL VDPL ]D YULMHP

2VLP SRGMHOH QHJDWLYQLK DSHOD QD RQH NRML QDJOD
krivnju, za potrebe ovog rada potreen MH REMDVQLWL L SRUXNH NRMH QL
ozbilinost. Prema ETouthyju percepcija rizikaY D a [@ @drednica pozitivne promijene

SRQDaAWRMDH RoEHNW bvakadvidalivvdi ili multiplikativni indeks dvaju koncepata:

osjetljivost i ozbiljnovW JGUDYVWYHQRJ UL]JLND Q@& MHHWRWREIR \G/R LM
zdravstveni rizik ddk ozbilinost SUHGVWDYOMD RSUHQLWL UL]JLN QDVWD
XJURADYDQMD3IREXNDPONRMD LPD LJUDAHQX AUD]LQX® R]EL
posiHGLFH QH SRGX]LPDQMD RGUHYHQH UDGQMH QSU 5DN C
AHQH XPLUX GRN SRUXND V LJUDAHQRP RVMHWOMLYRVWL
QSU -HGQD RG pHWUQDHVW &HQD RERO Miatigiikéid RG UDND G

3.1. Prednosti i nedostaci negativnih apelat UH] XOWDWL GRVDGDaQMLK LVWUL

(PRFLRQDOQL DSHOL VX PRUDQ RJODaDYDpNL DODW NRML P
UHDNFLMX QD RJODV Ljwwk Y ,.YUWHAEARGEXDIEA BoelB @yRvnom
VX VH IRNXVLUDOD QD DSHO QD VWUDK GRN RVWDOL DSH
kreiranja dobro definiranog konceptualnog modélsegativni apeli se koriste kako bi se
NUHLUDOD HPRFLRQDOQD QHWD Y RRSAUHDADO MN-RMDD  LR/R\ADHN (X

% Basil Z.D., al., Guilt appeals: The mediating effect of responsibility, 20@6ps://bit.ly/2Pn5Bn4

61 ElTouthy S., Parsing susceptibility and severiti dimensions of health risk perceptions, 2015.,
https://bit.ly/21U1osw

2 Tannenbaum B.M., et al., Appealning to fear: A raetalysis of fear appeal effectiveness ant theories,
2015.,https://www.apa.org/pubs/journals/releases/beh0039729.pdf

% L winM. and Phau I., Guilt appeals in advertising: The mediating roles of manipulative intent and attitude
towards advertising, 2008.
https://www.researchgate.net/publication/44390347_Guilt_appeals_in_advertising_the _mediating_roles_of i
nferences of manipulative_intent_and_attitude towards advertising
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SRQDADQMHP 2QR pHPX VH RJODALYDpPL QDGDMX MH GLC
PRWLYLUDQL GMHORYDWL LOL QH NDNR EL XPDSIMLOL R
poznate po tome da uzrokuff VLKLPpNX QWWRJIBRGKX LVLIXUQR PMHVWR ]
SRNX4DMX VWYDUDQMD DSHOD

$SHOL QD NULYQMX VH pHVWR NRULVWH X GUXaA&WYHQRP PD
NRULVWL X GUXEaWYHQRP PDUNHWLQJX MH HJJLVWHQFLMDO
bogatstva pojedinca i bogatstva ostalih judiHND HPSLULMVND LVWUDALYDQN
XWMHFDM NULYQMH QD SRQDabQMH GDMX UD]OLpLWH UL
uvjeravanje. Nasuprot tome, Bozinoff i Ghingold smat@dguVH NULYQMD PR&aH MHG
SRVWLUL LIODJDQMHP R REHN DIS FBRU NDHNQLWXQ MBELQNRY LW F
QD SURPMHQX SRQD&DQMD 8]JURN WDNYRP QHXVSMHKX PF
izmanipulirano. Kada su u pitanju apeli na sttabVWUDALYDQMD VX WDNRY!
,VWUDALYDQMH NRMH MH XVSRUHYyLYDOR XWMHFDM DSHOD
UHDNFLMH QD DSHO QD NULYQMX SR]JLWLYQLMH QHJR &@&WR V

,DNR VH NULYQMD L VUDP pHVWR 5 ROSHODY ®H i X MRE QWD XV
WDNRYHMHSRBWHRYHQH UD]JOLNH X QM LKBRM&P sixataddfeD M X QI
razika LJPHYX VUDPD L NULYQMH NRML VH UD]JOLNXMX X S
RJODADYDQMD 2JODA&ADY DULMWID MR R &\HH EW WP HChM R DY NW R X
RVMHUD®M VUDPD

Apeli QD NULYQMX pHVWR VH NRULVWH X W]Y ]JHOHQRP PDUN
pro- HNRORAND SRQDabQMD 8 RYRP VOXpDMX SRWURADpPL \
razinu zabL Q X WRVWLQD RQAQROWNRMIL LVND]XMX QLVNX UD]JLQX ]JDE
MH SURYHGHQR X UD]YLMHQLP JHPOMDPD SRND]JDOR MH NDN
VNHSWLpQL SUHPD WYUGQMDPD NRMH RJODEdist®dpeleQDY R GF
QD NULYQMX JERJ YODVWLWRJ LQWHUHVD D QH JERJ HNRO
socijalne prosudbe (engocial judgement theoyyprema kojoj pojedinci koji pokazuju visoku

UDJLQX XNOMXpHQRSWRE® HPG Usatittrinald alBeMativiii opcija. Za

% Brennan L., Binney W., Feguilt, and shame appeals in social marketing, 2008.,

https://researchbank.rmit.edu.au/eserv/rmit:10094/n2006022051.pdf

®*Batra R., Keller P.A., Strher V.J., Leveragingresumer psychology for effective health communications:
The obesity challenge, Routledge, 2015., str. 208 i 209
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UDJ]OLNX RG HNROR&GNL RVYLMHAWHQLK SRMHGLQDFD |
PDQLSXODWLYQLP SUHPD RYRM WHRULML SRMHGLQFL N
LVND]LYDWL YHUL LQWHUHYV titipownkd8 YH RJODVH L ODN&aH SUL

NekaivVWUDALYDQMD XND]XMX QD WR GD RGUHYHQL DSHOL QD
UDJ]ORJD WDNR VODERJ XWMHFDMD MH X WRPH aWR OMXC
izazivaju nelagodu. Apeli na strah s preintenzivn@ R U XNRP WDNRYHU PRJX ELWL
XNROLNR SXEOLND RGELMD VOXabWL L LOL JOHGDWL WDNLE
QMLK 3RWUR&DpPpL PRIXSRGXEHWLQGEB (MHYRDODWWRJID QH
2YDNYR SRQDADQMWIPRABLXYDRNSRWYIMHUHQMDB' X RJODALYDDI

20R aWR VH GR VDGD PRJOR SULPLMHWLWL NDGD VX X SI
]DNOMXpFLPD NROLNR VX WL DSHOL XWMHFDMQL yLQL VH
straha ili krivne NRMLPD WUHED L]JORALWL LVSLWDQLNH WM SRW
QDMpH&EUH YLYDMX X NDPSDQMDPD NRMH VH EDYH AQDM]DI
HNRORJLMD JODG X JHPOOMDpRIR W3R ¥MIDY O NNDEVEETFSLWDQMH
VYL NRML aH&td &vak@rh temamaegativne apele jer drugi apeli nisu djelotvorni?

1D pHPX WHPHOMH VYRMH SUHWSRVWDYNH"

0d 1920: LK RJOD&ALYDPND LQGXVWULMD MH SRpHOD SRGX]LPDV
toga usmjereni na kBQMX SURL]JYRGD LOL XVOXJD NRML LP XRSUOH
NXSRYDOL 7R MH NUHLUDOR SRWUR&ADpNX PDVX NRMD QLM
postiglo, kao kreativna tehnika u kreiranju oglasa pojavljuju se elementi seksualnosti, strah
JOD]EH PPVOLpPQR

% Chang. C.T., Are guilt appeals a panacea in green advertising? The right formula of issue proximity and
environmental consciousness, 2012ttps://bit.ly/33rZock

%" Magloff L., Fear appraisal in advertisiht{ps://smallbusiness.chron.com/feaappraisaladvertising
18259html

®Erol E. G., Fear appeal factor in TV advertising: A research for TV advertisements betwedr2@070.
2017.,https://derqgipark.org.tr/download/articlefile/384733
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SRpPHWNRP SURAORJ VWROMHUD RJOD&ALYDpPL VX SRpHOL NR
neracionalnu kupovinuPrema Marchandu, o@ D&LYDpL- YK SRpPpHOL NRULVWL
prispodobe kako bi prodali svoje proizvode. Cilj thULVSRGRED MH ELR L]YXU
PRUDOQX OHNFLMX LV VOXpDMHYD VYDNRGQHYQRJ AaLYR
A3BULVSRGREX R SUYRP GRMPX3 NDNR EL SRWDNQXOL NXSF
NRMLK U0H RVWDYLWL GREDU UUDaA®RNDDR D2 YRONXNOL PIH W R G
OMXGL R WRPH GD EXGX SULKYDUHQL REAVWUDQH YUAQMDN

Slika 3.: Prispodoba o prvom dojmu

Ever tried

selling yourself

PYOU |

Is yours a smile that wonld
belp . . . or binder?

Foe Warmix Teern
there's & way all
men should konow

Izvor:https://bit.ly/2GOzDti

U marketingu prevladavaPLAOMHQMH NDNR VX NXSFL GDNOH OMX
HPRFLRQDOQD ELUD eNgl&/bomVi¥rReeHupR® Ondnhbcijama, dok se

UDFLRQDOQL GLR SRQDADQMD XJODYQRP XNOMXpXMH QDNR
uzeti u obzir da je IQHIJDWLYQLK DSHOD L]D]YDWL VWUDK L LOL NL
RQD SRWDNQXWL AHOMHQX UHDNFLMX 8NROLNR VH X]PH X
UD]XPX SRVWDYOMD VH SLWDQMH NDNR SRWUR&DyWwL UHDJL

% Alexander J.M., Shame on you: An analysis of-gaged advertising strategies directed at parents, 2016.,
https://bit.ly/2yxJ1Nj
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SRQDEDQMH SRJUHAQR LOL GD WNXova/h pitdrifa Mi@QjedrediavivoL |D Q
dobiti odgovoreEXG XiiL GD QD SRQD&DQMH PRAH XWMHFDWL PQRA!

za izmjeriti), a ne samo razina straha/krivnje.

ODUNHWHU Uraukkefe/ B MXREDL XpH L] DSHOD QD NULYQMX WHPH
QHIJDWLYQLK HPRFLMD NRMH RVMHUDMX 3UHWSRVWDYND
RVMHUDMX NULYQMX JERJ WRJD aWR VH QH NUHUX GRYROM
sepRND]DOR SRJUHAQLP MHU SRWUR&DpPL QH PRJX SURPLMHC
EL GRA0R GR SURPMHQH PLAOMHQMD L SRQDADQMD SRW
SULODJRGH ,VWUDALYDQMD XND]XMX QD WR NDNR DSHOL
QDPHUX RVMHUDM NULYQMH QHJR SULND]DQD SRUXND SX
NULYQMH NRML VH MDYOMD ]DSUDYR XWMHpH QD SRWURAD|
na prikazanu poruku i smatraju kako je ona relevantna upravo za KL DOMXMX UL RY
SURFHVX OMXGL UH NRPXQLFLUDQH LQIonlJPDFLMH GRAaLYOM

Agrawal i Duhachl V X JRGLQH LNVRWLEALNQKOH MHLOIQMH L VUDF
SUHYHQLUDQMD RGUHYyHQLK SRQD&DQMD 7HVWLUDQMH VX
QHSR&HOMQH SRVOMHGLFH NRQ]JXPDFLMH DONRKROD L GR#
XWMHFDM QD SURPMMGX R ISRIMEADQMD .DR REMDAQMHQMF
samaSRND]DOL QHXPLQNRYLWLPD PR&H VH SURQDUL X SURF!
SULPOMHQD 7DM SURFHV XPDQMXMH YMHURYDQMD SULPEL
nekakvX QHJDWLYQX SRVOMHGLFX NRQ]JXPDFLMH DONRKROD |
HPRFLMX 'DNOH OMXGL NRML RVMHUDMXi RaBEFHQX QHJ
XpLQLOL QHAWR YLGMHOL VX SRUXNX NRMD SrftE KgoX MH W H
SRVOMHGLFD WHRMH SRNQENW QDpLQ AREUDQLWL® RG SRUX
QDpLQ VH VPDQMXMH XWMHFBM SRUXNH QD QHPLMH SRQDAL

Kasnija LVWUDALYDQMLPD NRMD VX $JtgelilaQu Ise 'naKedik HN S U
regulatorrlRJ XNODSDQMD HQJ UHJXODWRU\ ILW WKHRU\ 7HRU
QDpLQD QD NRML RVREDDSNOMVRRH D/ BRMW EMOWHYSUUHNODSELC
VH aHOL SRVWLUL L VUHGVWDYD NRMLBR&GLWXMGRLOHRI@RD

“Baines P., Fill C., Rosengren S., Antonetti P., Fundamentals of marketing,udifersiti press, 2017., str.
45,

& Huijgen Lotte, Guilt and shame appeals in advertisements for conspicuous consuption goods, 2015.,
http://edepot.wur.nl/364344
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QDMYHUL XWMHFDM QD SURPMHQX SRQDabDQMD LPDMX DSH
NRQWHNVWX AGRELWND?3® SR]JLWLYQRJ L\skaRG RongksRPMHQH
AJXELWND?®* QHJIJDWLYQRJ LVKRGHD SNRIDADRVNRRE BDRE® B VIMHD ¥
OMXGL NRML VX RSWHUHUHQL NULYQMRP VPDWUDMX GD MF
AHOH LVSUDYLWL RGQRVQR XVPMHUHQL VX QD DNFLMX /N

cijeloga sebe u negativnom svijetlusmjereni su na svoje emocffe.

3UHPD QHNLP LVWUDALYDPLPD PDUNHWLQAND VWUDWHJILI
PQRJLK HOHPHQDWD NDNR EL DSHO QD VWUDK ELR XpLQNR
SRUXNH LkavaRt&istikdddobnosts XEOLNH NRMD MH L]JOR&HQD DSHOX
ASURBHWIULND]DQL VD GrdznD 8rah& péreipitan spd<pbaost publike na

SURPMHQX L YMHURMDWQRVWL?GD (iH SXEOLND UD]XPMHWL

SULPMHULFH LVWUDALYDQMD RXNDMNVMKQRY WILR NKRIM XU [5)R.KQ B C
XWMHFDWL QD NULYQMX NRMX RVMHUD 3RMHGLQFL NRML
RVMHUDWL L YHUX UDJLQX NULYQMH NDGD VX L]JORAHQL RJC
jer nemaju razvijene mehanizme kBjiD EL VH RGXSUOLRVDNMRPHIX NNSY¥Q
mogu jednostavno neke oglase preferirati u odnosu na druge, odnosno imaju stav prema

oglasu. 6WDY SUHPD RJODVX MH QDXpHQL RGIJRYRU QD RGUHYF
se isti preferira ili nepreferira”® 0QRJD VX LVWUDALYDQMD SRND]DOD NI
VSHFLILPQRP RJODVX RYLVL R RSUHQLWLP VWDYRYLPD S|
VPDWUDMX NDNR X] RSUHQLWH VWDYRYH SUHPD RJODVX YI
su:kredtELOLWHW SHUFHSFLMD RJODVD YWDY SUHPD RJODAL

U prethodnim poglavljima ovoga rada je istaknuto kako je bitho da izvor poruke predstavlja
RGUHYHQL NUHGLELOLWHW WH GD SRUXND PRUD ELWL XYM

bid.

®White S.R., Fear appeal advertising: &ffect of motherhood and environmental concern, 2013.,
https://digital.library.txstate.edu/bitstream/handle/10877/4551/WHITEHESIR013.pdf;®quence=1

" Coulter R.H. and Pinto M.B., Guilt appeals in advertising: What are their effects?, 1995.,
https://pdfs.semanticscholar.org/a7c0/9b9f78ca2906a554beagd1cda02b4a704f.pdf

®MacKenzie S.B., Lutz R.J., Belch Ghi.Role of Attitude toward the Ad as a Mediator of Advertising

Effectiveness: A Test of Competing Explanations, 1886s://www.jstor.org/stable/31516607?seq=1/analyze

® 1 VIHAE XU >]vZ €S +XU svp I}A >XU 835]3p S}A E A ES&]*]JvP Jv P v E
specific type of advertising A first empirical approach, 2014https://www.cjournal.cz/files/165.pdf
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na to kako su apeli na krivnju neefikasni ukoliko im nedostaje kredibiliteta ili publika smatra

da oglas ima manipulativne nakane. Ukoliko oglasu nedostaje vjerodostojnosti ili publika
VPDWUD GD VH QMLPH SRNXabDYD PDQLSXCStdgd) Apeli nRVMHUD
NULYQMX LPDMX PDOX PRIJXUQRVW XWMHFDMD QD SRQDA&D
kao nevjerodostojan ili manipulativdh.. XSFL WDNRYHU PRJX GRALYMHWL RJC
XNROLNR VH RGUHYHQL DSH éanja Silpbkpzale Vako pidRjetdne Whbtaba, VW U
apela na krivnju dovodi do toga da kupci shvate kako se takvi apeli koriste manipulativho kao
WDNWLNH XYMHUDYDQMD 3XEOLND NRMD XRpL PDQLSXODW
LIORALWL SURWXDBYIWKP H@WRY MMHUDMX NULYQMX RQL EL PR
LOL MHGQRVWDYQR LIJIQRULUDWL SRUXNX L WDNR XPDQML
poruku.782QR aWR VH GRJDyD X VLWXDFLML NDGD VH RVREL SU
PRIXUQRVW SURPMHQH LOL XpLQNRYLWRVW DOWHUQDWLYQC
su tada orijentirani na izbjegavanje poruke umjesto poduzimanja radnje u prégtanka
SXaHQMD 3RUXNH NRML L]DJLYDMX HNVWUHPQH UD]JLQH V
ULJLND L QUHIH]EOWEQRWL MRa XpHVWDOLMLP SX4aHQMHP

8 PDUNHWLQ&NRM OLWHUDWXUL pHVWR VH LVWLPpH NDNR Q
LIODaAX SRWUR&EDpL MHU EL X VXSURWQRP PRJOR GRUL G
PDUNHWHUD 3UdYDMDHDLMNDPBDQMED SURYHGHQD X 8MHGLQ
&RUVRG\O YRGLFX |D XVWD XVSMHaAaQR MH SRYHUDD SURG
GD VH RVMHUDMX OR &aHUNan®anji Jeistakitd Xaki jgdddiMnje ranih
]JODNRYD EROHVWL GHVQL PR&H GRYHVWL GR LVSDGDQMD
WDNYRJ LVKRGD /LMHPpQLFL GHQWD O QHké#kbl @ die hj@ddihV X QD N |
pacijenata postao uvjeren da im je dovoljna samo vodica za usta kako bi imali zdrave zube i
GHVQL awR MH VDPR L]D]YDO?? YHUH |GUDYVWYHQH SUREO

" Shimp T. A., Advertising, promotion and other aspects of integrated marketing communicatiorn, South
Western Cengage Learning, 2010., str. 262.

8 Ceder J., Anticipaty and reactive guilt appeals: Their influence on consumer attitudes and the moderating
effect of inferences of manipulative intent, 201ft{ps://www.diva-
portal.org/smasliget/diva2:1105876/FULLTEXTO1.pdf

Kok G. et al., Finding theory and evideiesed alternatives to fear appeals: Intervention mapping, 2013.,
https://onlinelibrary.wiley.com/doifull/10.1002/ijop.12001

% Beates Claire, Corsodyl: How unnerving ad campaign works, 2®b8://www.bbc.com/news/magazine
36024782
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Slikad 2GQRV L]PHYyX SREXYyHQRJ VWUDKD L SULKYDUDQMD S|

High =

Acceptance
of Message
Recommendations

Low ==

Low Moderate High

Level of Fear Aroused by Message

Izvor: https://bit.ly/2TaSEe6

2SUHQLWR JRYRUHUL DSHOL QD VWUDK SRYHUDYDMX LVN
SULVMHUDQMH L XYMHUOMLYRVW SRUXNH -HGQL VX RG QTC
uvijerava daLP WUHED SRPRU &aWRYLA&H VYH MH SRSXODUQLMI
VPDWUDMX NDNR RQL SRYHUDYDMX LQWHUHVDQWQRVW L X
WR NDNR SRMHGLQFL EROMH SDPWH L pH&aU0H VHJIRUILW R HAGHD |
WR VOXpDM V RSWLPLVWLpPQLP LOL RJODVLPD EH] HPRFLRQ!

2VLP @aWR PRJX SR]JLWLYQR XWMHFDWL QD SURPMHQX SRQ
anksioznost RS D VWUDK L ]DEULQXWRVW iliL ¥addv@isve (6p&UH Yy HQH
YODVWLWL Pjef mRisdeDda Benisl hjiP oglas ne odnasioliko publika ne smatra sebe
VSRVREQRP XNORQLWL WX SULMHWQMX 7DNRyYyHU DSHOL
PDUNDPD 3ULPMHULFH QHNROLNR YHOLNLINR RN RPHIHULWDL K
vijesti kako bi izbjegli povezivanje s negativnim emocijama tijekom emitiranja vijesti.
8NROLNR VH NXSDF RVMHUD XSODaAHQR RQ PRAaH L]JEMHJDYD
NDNYLK SUHSRUXND QHUH LPDWL XWDMM HADRNOM @ DDMMWHWRI DK L
kompanije®? 60LpQR VH GRJDYD L NDGD VX SRMHGLQFL L]OR&HQI

8 williams K.C., Fear appeal theory, 2012.,
https://www.researchgate.net/publication/265807800 Fear Appeal Theory

8 Tills C., Fear appeals: What are they good for?, 201tps://www.clairetills.com/single
post/2017/07/26/Fearappealswhat-are-they-goodfor
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QHIJDWLYQRJ VWDQMD:?® HQJ ivdjR Wadzi¥aHnelagodnd/ emdti@®@ LH I P |
VWDQMH NRMH OMXGL AMOGDXPREMERID YD KN IMRDWHLY QLP
AHOH |DGUADWL SRJLWLYQR UD]PLAOMDQMH L SrRaNj{iaDY DM X
negativne efekte. Stoga bi apeli na krivmogli potaknuti niz pozitivnih pQ DADQMD SUHPI
drugima (npr. preocijalQR SRQDaAaDQMH L SRPDJDQMH NRMH U0OH LP S
UDYQRWHAaX 3RQHNDG PHYXWLFQUMXGH &AHRMH YRWINNMYIIDWILX
SRUXNX L NUHLUDMX RGJRYRUH NRMLPD &@4HOH XPDQMLWL
odgovornosti ili postavljanje protuargumenat® 3UHPD RGUHYHQLP WHRULN
psychological reactance theory) ukoliko ljudi vjeruju kako prikazana poruka ima za cil]
OLPLWLUDWL QMLKRYX VORERGX RQL UH VH RVMHUDWL XJU
iH VWRWHIDWLYQH HPRFLMH NRG OMXGL SRSXW OMXWQ
VORERGX 7DNRYyHU SRUXNH NRMH LPDMX LJUD]JLWR YHOL
L]IDJLYDMX L OMXWQMX SRWUR&ADpD SUHPD L]YRUX SRUXNH

Moore i Harris smatraju kakde MHGQRP NDGD UD]JLQGUWWHIQK L BVH@H
pojedinac LIEMHJDYDWL SRUXNX L VWYRULWL QHJDWLYDQ VWD
DSHOL NRML SREXyXMX QHJDWLYQH HPRFLMH NUHLUDMX YL
pozitivne apeOH :LWWH L $OOHQ WYUGH GD SUHYHOLNL VWUDK F
LVWRPH L]ORAHQ 8N Riferi NRje SRalkl Hrév/elR, bR irBdJténBenciju da se
IRNXVLUD QD HOLPLQDFLMX VWUDKD SXWHP SRdipoeDQMD R
XPMHVWR GD VH SRQDabD ¥ VNODGX V SUHSRUXpPpHQLP

Apeli na strah u pravilu imaju bolji efekt kada su ciljevi oglasa AW DY QL ]D SRVW
SUDWNDQLYVY L $URQVRQ VPDWUDMX GD VX RJODVL NRML VI
kada zadovoliavajyV UL XYMHWD RJODV LPD L]JUD&AHQX G&BX VWUDK
PRaH SUHEURGIRWR ILXQONDBMBXEOLND QDGYODGDWdn WDM V!
SULPMHULFH RJODVL SURWLY SXaHQMD PRJX ELWIt ]IDVWUD
WDM VWUDK DOL SXabpLPD QLMH MHGQRVWDYQR SUHVWLC

% Cjédotal et al., Using guilt appeals in communication, 2017.,
https://www.researchgate.net/publication/317125936_Using_quilt appeals_in_communication

8 Myrick J.G., The role of emotions in preventative health commtinicaLexington books, 2015., str.44,

BAzlv "UX <] X :XU "EJ((]v tX'XU dZ (( 8V]A e« }(( E %% o0+ ]v cPE v~
consumer and source variables, 2017.,
http://eyunjungki.people.ua.edu/uploads/6/6/0/1/66018365/2017jcmshinkigriffin.pdf
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XYMHULWL VDPR QHNROLFLQX OMXGL QD SUHVWDQDN SXat
NXSQMX GH]JRGRUDQVD PR&H ELWL L]U Dddayeanosthun NRY LW MH

-HGQR LVWUDALYDQMH SURYHGHQR PHYyX SXaDpLPD L QHSX:
LVWUDALYDQMD NRULVWLOR MH SUDUHQMH SRNUHWD RpLM>
sebi imale zdravstvena upozorenja (s&H ID@QWMP LJUDAHQLP DohdEi QD VWL
V LQIRUPDFLMDPD R WRPH NDNR SUHYVVWDWULD XD /M H ANFIR S
NDNR SX&aDpL SURYRGH YL&H YUHPHQD HWXINQN X MXXEaH @ N D
obzira promatrajuli fotograiMX NRMD LPD YLAH LOL PDQMH LJUDAHQR
1HSXaDpL VX VH IRNXVLUDOL QD LQIRUPDFLMH R J]JGUDYVWY
DSHO QD VWUDK BELR RDPRMHVIMWRMAMMPINOMDXpLWL NDNR SXa
UMHAWQMHKDpLQ NDNR SUHVWDWL SXaLwL &aWR QLMH X VI
7LSLpQL DSHOL NRML VH PRJX YLGMHWiahWMIUkiDEWQR QD N
QXYyHQMD UMHAHQMD 3UHPGD MH UMHA&aHQM K XX S® B! \WMADDLNV
0 ovisnosti koja samimtime zabMHYD GUXNpLML SULVWXS

2SUHQLWR JOHGDQR DSHOL QD VWUDK PRJX ELWL XpLQNRY
YH]DQLK ]D LV¥WH VX VOMHGHIL

X 3RVWRML RGUH Yy W@Qbnd3® WWUPKOQWRMD MH XpLQNRYLWD
UDJLQD GRVHJQH QHPD NRULVWL GRGDYDWL MR& VWUD
x 3RUXNH NRMH VDGU&H DSHOH QD VWUDK L SULND]X
SUHSRUXPHQR SRQDADQMH LOL GD iiH SUHSRUXPHQR S
VX XpLOQNRYLWLML RG RIXOBVIDFNRWIR RHQ S W.INHDEBRMX pLQ
x 2JODVL NRML SUHSRUXpPpXMX M H GijQde NrihIko} 2abtij/&§Q DaD Q M
SRQDYOMDQMH SUHSRUXpPHQRJ SRQDADQMD RS D RJOEL

8 Magloff L., Fear appraisal in advertisihtips:/smallbusiness.chron.com/feaappraisaladvertising

18259.html

8 Kessels L., Ruiter R., Eye movement responses to health messages on cigarette packages, 2012.,
https://bmcpublichealth.biomedcentral.com/articles/10.1186/147245812-352

¥ Sreenivasan S., Weinberger L.E., Fear appeals: an approach used to change our attitudes and behaviors,
2018. ,https://www.psychologytoday.com/intl/blog/emotionahourishment/201809/fearappeals
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X ApelinastUDK LPDMX YHUL XWMHFDM QD aHQH MHU VX at
SRQDaDQMH RG PXaNDUDFD

3.2. Primjeri negativnih apela

8 QDVWDYNX VH SULND]XMX SULPMHUL NRUL&GWHQMD QHJD\

proizvoda

Slika 5 prikazuje oglaN RU L AWIBEF-RYSRM NDPSDQML A,W V WLPH WR VI
MH ELR SULNXSLWL QRYpDQD VUHGVWYD |]D GMHFX X 6RPDC
Ova kampanja bila je prikazana u video i tiskanom formatu. U video formatu, osim jasnih
emocioQDOQLK DSHOD ELOL VX L]JQHVHQL L UDFLRQDOQL DSH
6RPDOLML VYDNRJ GDQD .XRiuljel pekazdridm tiskanGrividd|Bdt 3stavlja se
naglasak na emamnalni apel tj. apel na krivnju, preciznije, koristi se egzistencijalna krivnja.
&LOM MH RVYLMHVWLWL OMXGH WM SXEOLNX LJORAHQX RY
djece u Somaliji i stoga ta sredstva trebaju podijeliti s njima kako bi gprii@ L QMLKRY X VP U

SUHPD L]JYMHaAuULPD L] JRGLQH NDGD MH NDSDQMD L S
VUHGVWDYD &LOM MH ELR SULNXSLWL PLOLMDUGH GRC
50% sredstava® ORJ X UL UD]JORJ QHXVSMHKDA HR YEHoMEDIA S B M
SRVOMHGLFH SRVOMHGQMH ILQDQFLMVNH NUL]JH MR& XYLN
7TDNRYyHU SRWUHEQR MH X]J]HWL X RE]JLU L GD GROMH SULI
kratkom videu kojeg je UNICEF snimio navedei i brojevi telefona putem kojih se mogu
GRQLUDWL VUHGVWYD awWwWR RYRPH RJODVX QHGRVWDMH

8 Tran M., Unicef uses the force of Ewan McGregor to bolster east Africa drought appeal, 2011.,
https://bit .ly/2YVpxAN
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Slika 5.: Apel na krivnju - Unicef

ws
TIMETO

‘SHARE.

unicef&

Izvor: http://ellefield.blogspot.com/2011/084tene-to-share.html

Slika 6 kreirana je 2008. godine za potrebe Svjetskog fonda za pritd@wglasa je bio
SRGLUL VYLMHVW R LOHJDOQRP L]JORYX GLYOMLK ALYRWLC
kostijuili LJUDGX RGMHUH REBEQMIRFRED MH]@DRJODVX QDYHGHQF
DQLPDO VRX&H @ HUYB HPWR S R V WiDOglash hapidvild Bpriav/bl t@i I @dtoga

za sobom ostavlja krvavitragSUHPGD QMHQ SRORA&DM RwDajMrag)R N U H Q X
PRA&H XSXULYDWL QD WR pudjediva RuQnz tekkiM stivaniyaivdj\oglas
DSHOLUD QD NULYQMX RGQOQRVQR OMXGL NRML NXSXMX V
ALYRWLQMVNH YUVWH

=D IRQGRYH L RUJDQL]DFIRWHSNRWVRGWHREDWH L] DIAVDLMWpNL R
8JODYQRP MH QDJODVDN QD IRWRJU/MDNRY{HNR NRD K EGURA M M U
MH L ASUHWMHULYDQMH?® V DSHOLPD QD VWUDK LOL NULYC
NROQNUHWQRRI VYDXHEHLMKXH PRIJDR VPDWUDWL XpLQNRYLWLP L
QMHIJRYD SRUXND MH MDVQD NXSRYLQD VXYHQLUD RG HJ
XELMDQMH 1DGDOMH SUHPGD VH X RJODVX QH QXGL UMHa
]JODWD LWG WR ]D RYDM RJODV QH PRUD QXaQR ELWL ¢
SUREOHPRP YRGH VH YHU GXJL QL] JRGLQD WH EL YHUO V
DOWHUQDWLYH ]D WDNYH SURL]JYRGH , NRQDpQRkhX YHULQ
vrsta je protuzakonitoVH EL VH WLPH WUHEDOD GRGDWQR MDpDWL V)
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Slika 6.: Apel na krivnju tHJ]RWLpQL VXYHQLUL

Don't buy exotic animal souvenirs - KX

Izvor: https://artebellaportraiture.wordpress.com/2013/04/15/buyingxoticanimalsouvenirsconsumer/

60OLND NRULAWHQD MH X NDPSID Q@NHL FILUCOMS CE LIRH Z D & RVUUNDD
SULND]JLYDQMHP SROW byldss hilF 8u Bxtatie@iMkad prodavaonica koje,

LIPHYyX RVWDORJ SURGDMX L GXKDQ D NUHLUDG®@tjeVX RG V
izmjene zakona, vlasnici prodavaonica bii prisiljeni postavljati ovakve oglase ispred ulaza,

QR QDNRQ RGOXNH )HGHUDOQRJ VXGD RQL WR YLa&H QLVX
]DWUDALOL VX LIPMHQX ]DNRQD JERJ QHIJDWLYQRJ XWMHFD!
SURGDY Dl kdk&X sWwWik kupd. SRpHOL ]DR EadbijriLfetdgraijamid ns X

oglasima® 'DNOH RYL RJODVL VX VH SRND]DOL QHXVSMHAQLPD
VX AVUXEAaHQL® MHU VX QDUX&ADYDOL SRVORYDQMENSSURL]YR
LPDMX QHNROLNR QHGRVWDWDND 2QR @aWR MH QDMXRpPpOM
PRJX YLGMHWL WUXOL ]XEL RaAWHUHQMD PR]JD L EROHVQD
VX WR GRND]DOD EURMQD LVWUD&GHYDPWRMEWSHQHYHDEHNDPRGR
QHJR UH XWMHFDWL QD NXSFH QD QDpLQ GD RQL SRpQX LJ
7TDNRYyHU SRVWRML L SUREOHP UMHAHQMD NRMH VH QXGL
telefona, web stranice te jasne OptH A4XLW VPRNLQJ® 3UREOHP NRG UM
RYLP RJODVLPD MH @&WR RQD QLVX MHGQRVWDYQD 3XaDp E
ZHE VWDQLFX NDNR EL SRWUDALR SRPRU D SULPMHULFH QL

% Neumeister L., Judge strikes down NYC's gruesome tobbacco ads h2@s7//bit.ly/302QYWZ
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PODQRWHRWQRVWL SXaHQMD NDR L XSXWH NDNR ]DWUDAL
JGUDYVWYHQLP RVLIXUDQLPD LW®RMAW R LMSXEDDHUW YR BPOOR (

1DUDYQR NDG MH SUREOHP SXaHQMD SULVXWDQveggMHaHQM
ULMHp MH R RYLVQRVWL L PRAaGD EL NDPSDQMH SURWLY S>
MR& XYLMHN QLVX SRpHOL SXaLWL 7DNRYHU SURL]YRyDpL
RJODA&DYDQMH QD RGUHYHQRP LPLGaXDNCREVRHIR GPXXKEIN® USDUAH
WLSLpQL SUHGVWDYQLN WDNYRJ RJODabYDQMD D GDQDV 1

Slika 7.: Apel na strah- SXaHQMH

. \ | ’
! A :

SMOKING
CSALms?thg !ANNcg CAUSES STROKE CAUSES TOOTH DECAY

QUIT SMOKING TODAY QUIT SMOKING TODAY QUIT SMOKING TODAY
CALL 311 OR 1-866-NYQUITS CALL 311 OR 1-866-NYQUITS CALL 311 OR 1-866-NYQUITS
www.nysmokefree.com www.ysmokefree.com www.nysmokefree.com

Izvor: https://bit.ly/302QYWZ

60OLND NRULAWHQD MH 6YMRGLVOHRIXIRQB8SDDMBULURG X
podizanje svijesti 0 poslijedicama globalnog zatoplijenja. Ovaj oglas ima i pozitivhe i

QHIJDWLYQH VWUDQH 2QR RWRNEY QNMH AVRH PR MAIDMRY BWR.J S D
SDAQMH RG VWUDQH NN BEVOH. OH. FHRLYJRERLPHQR JERJ SRVOMH
RGQRVQR HYROXFLMH NRMD MH RWLAOD X ASRJUH&AQRP3 VF
Ukolikose X VSMHaAQRVW NDPSDQMH PMHUL QD WDM QDpLQ RQG
OHYyXWNBPR QHJDWLYQD VWUDQD RYRJ RJODVD PR&aH VH L]
SULND]J]LYDQMH QHUHDOQH VLWXDFLMH 3UHPGD UH RJODYV
aWwR RQL PRJX QDXpLWL L] QMH L NROLNR MH P®UX VKYD
VLWXDFLMD X NRMRM JOHGDWHOML RJODV SURWXPDpPpH Qt
6YMHWVNRJ IRQGD ]D SULURGX SRpQX GRALYOMDYDWL QHY
bi gledatelji shvatili ozbiljnost klimatskih promjena, postoji proBleaWR VH QH QXGL UM

Nije odgovoreno na pitanje kako zaustaviti klimatske promjene.
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2YDM RJODV EL PRJDR ELWL VDPR GMHORPLPQR XVSMHAED
podizanja svijesti, no ukoliko je kampanja stala na ovome upitno jegaa bLOD XRSUH
XVSMH&AQD

Slika 8.: Apel na krivnju zklimatske promjene

STOP CLIMATE CHANGE
BEFORE IT CHANGES YOU.

LALLAE for a living planet

Izvor: https://medium.com/dumbstruck/thefear-factor-in-advertisingf4e8cc473539

BUHPGD VX NDPSDQMH V QHIJDWLYQLP DSHOLPD QDMpHaUl
]JGUDYOMX HNRORJLML GUX&WYHQR RGJRYRUQRP SRQDADC
WRJ RNYLUD 6OLND NRULAWHQD MH X S Ukdzéry&iRddsQ RM N D
QD SDUODPHQWDUQLP LJERULPD JRGLQH 2VLP aWR Mt
odnosno opele na strah, ona je bila i komparativnog tipa. Dakle britanski konzervativci su u
RJODVLPD NRULVWLOL IRWRJUDILMXBréwRaN2 GiBvadgMskid SUHP
QHJDWLYQLK GRJDYDMD ]D Y bglasiaPsH s@ WM prérRij¥rbvufdaograsiiyn W D
PRJOL YLGMHWL QDWSLVL R SRYHUDQMX SRUH]D NDPDWD
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VH QD GQX RJODVD QXGL DKDHEHSRH WDNRMHPRWHIXUQD S
]JD NRQJHUYDWLYFH .DPSDQMD pLML MH FLOM ELR ]DVWU
ODEXULVWD MH SUHPD VYHPX VXGHiL ELOD XVSMHAQD M|

Cameron odnio pobjedu.

1H XODJ[JIRMLSRGDUVNX L SROLWLPNX VLWXDFLMX 9HOLNH %!
GREUR NUHLUDQLP 6WUDK NRML VH QDJOD&DYD X VYDNRP
R]JELOMQH SRVOMHGLFH PRaH LPDWL QSU SRYHavbQQMH YD
UMH&W@P®MR MH SRWUHEQR JDRNUXALWL LPH GUXJRJ NDQGLG

Slika 9.: ApelnastrahzZSROLWLpPpND NDPSDQMD

| DOUBLED

THE NATIONAL
DEBT

VOTE FOR ME

Or vote for change. Vote Conservative

Izvor: https://bit.ly/lycZnEJ

60OLND NRULAWHQD MH X NDPSDQML VSOLWVNH WYUWNH
PLMHQMDWL |D PMHVWR"3 .DPSDQMD MH |][DSRpHWD X 6SOLW
UD]JLQL &LOM MH ELR XSR]JRULWL RQH JUDy@Qme NRML
zloupotrebljavaju tu parkirnu oznakuDPSDQMD MH ELOD SRSUDUHQD QL]RP
QH VDPR QD QDFLRQDOQRM UD]JLQL YHU L QD UDJLQL (XUR
XVSMH&aQD L] YLAH UD]JORJD 3UYL UD]ORglagiha ROR DR ELWI
SRVWDYOMHQL X RGUHYHQLP JUDGERWIHP &L & B QD HVIRRRV R W R F
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RGQRVQR NDR SRGUALYDpL VXKLRRUWH \ERYH IFELD Y MBURGRYI
MHU MH PRJXUH GD MH FLOMQD &OEORDNDR®UHDDOQW X QRWIRE!
UDJ]ORJ XVSMHaAaQRVWL RYH NDPSDQMH EL PRJDR ELWL X WF
NRMD NUBSLWDORMHP AaHOL4a OL VH PLMHQMDWL ]D PMHVWR
WHAaH LJQRULUD Wrhatrt) @aDs¥ to R&Gnzgavi® BdngsDNRYHU RVRED NRI
LPDOD QDPMHUX SUHNU&GLWL ]DNRQ L WLPH XPDQMLWL NY
YUHPHQD NDNR EL VSULMHpPLOD WDNYX VLWXDNatavhg, L L]EM}
kaoikod sihXVSMHa4QLK RJODVD QL RYDM QLMH SUHWMHULYDR
MH SRPRJOD L SRWSRUD JUDGD X YLGX SRMDpDQH NRQWUR

invaliditetom.

60OLND aHoLa OL VH PLMHQMDWL ]D PMHVW

Zeli§ li se £5§

mijenjati z
mjesto?,

Izvor: https://bit.ly/2z65UYA
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(03,5,-6.2 ,675%4,9%1-(
4.1.0pis uzorka

,VWUDALYDQMH MH SURYHGHQR QD X]JRUNX RG VXGLRQLNI
VDPR a8HQH X GREL RG GR JRGLQD 5LMHp MH R QDPM
VDP RGUHGLR VXGLRQLNH LVWUDé’lLYDQMD L&’WLUD\%BMW(DIQDF
studenti.

42 2SLV LVWUDALYDQMD

,VWUDALYDQMH MH SURYHGHQR SULPMHQRP PHWRGH IRNX
NRULAWHQ MH REUD]DF V SLWDQMLPD X VYUKX SRGVMHW!
LVWUDALYDQMD D NRMH VX Wotgedirika IpianjirReRigbbijeljen N &iPH QW L L
NDWHJRULMH 8 SUYRP GMHOX FLOM MH ELR SRNXaDWL GRI
RSUHQLWL VWDYRYL L PRWLYL VXGLRQLND R SUHGPHWX LV
RGJRYRUH QD SLWDQMD NRmeLsudonkkd oVadterkijalhobh LufldRajiP La O M |
medijskih apela na njihove stavove. Na posljetku su im pokazane fotografije, odnosno oglasi,

koje su trebali komentirati kako bi se saznale njihove preferencije i razlozi istih. Obzirom da

VH LVWUDALYDQNDHIWWPMOMR.ORSHOD®DLPD YH]DQLP X] GYLM]
HNRORJLMD SRVWRMH L GYD REUDVFD RGQRVQR SRGVMI
UDVSUDYOMDOR R WHPDWLFL SaniQnt¢iDnorBILija@RSMEHQDJOD\
kako bi se kasjge mogla promatrati razlika u njihovim stavovima ovisno o t¢pese i SXaDp L

LOL QH 7DNRYHU NRG LVWUDALYDQMD YRYyHQRJ QD WHPD
oglasa koje se odnose MJURADYDQMR BRMHIIFLMDOQR PR&H ELWL

ukoliko se ispitanici ne mogu s tim poistovijetiti.

5H]XOWDWL LVWUDALYDQMD

JRNXV JUXSD |DSRpHWD MH V UDVSUDYRP R WHPDWLFL SXal
MHGQD VH LIMDVQ+D 5 RIPDHNVRDQYAHFBERBEL MH ELR VD]QDWL RS
SXaHQMX 6YLK RVRED NRMH VX VH LIMDVQLOH NDR SXal
MHGLQR MHGQD VXGLRQLFD GDOD QH&WR GUXJDpLML WM (

ALHPDP QHNL L]JUD&HQ REVDR' RHSSEHLPPMIX QHWPDP &8HOMX ]DSR
OMXGH NRML SX&H L NRML VX YHU VWYRULOL F
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2VWDOL VXGLRQLFL VX QDMpH & ipH KEBRIMYURH E\ONVKISYRD OALW H]W Q
2QR 4WR MH LQWHUHVDQWQR NRG BFRJIMSHGLRY SXHCCHQ M DV
LIJUD&DYDQMX VWDYRYD R SXaHQMX VSRPHQXR AWHWDQ X\
SXaDplL

AVLP &WR QLMH JGUDYR ]D QDV NRML SX&4LPR PLVOLP L GC

blizini. 3

Dakle svi sudionici koji suVH L]MDVQLOL NDR SXabDpL SUL]J]QDMX ND
]JGUDYOMX SD pDN L ]JGUDYOMX OMXGL X QMLKRYRM EOL]LC
VWDY RGQRVQR SRND]XMH UD]XPLMHYDQMH MHU MH ULMHPp

1IDNRQ aWR VX VH LVWDWRMLPDRRG YMGRRQLND MH ]DWUDaH
jesuli LNDG SRNX&aDOL SUHVWDWL SXaLWL EXGXuL GD VX VY
2E]JLURP QD SUHWKRGQR LVND]IDQH VWDYRYH QLMH ELOR L
MHU MH RG SXabpb QMLK pHWYHUR SRNXaJao®Rjeda HVWDW
RVRED QLNDGD QLMH QLWL UD]PLAOMD R SUHVWDQNX SXal
nezdravo., NDR X SUHWKRGQRP SLWDQMX RSHW VH SRMDYOI
upotrebljavaju kada navode razlogegQ RJD aWR LK MHaB RWSDJNHOY/RVQM@NITR B X aH

su: zdravlje i financije Jedan od odgovora na ovo pitanje je bio:

ASD]PLAOMDOD VDP YL3H SXWD R WRPH GDoSiUHBlAVDQHP S X
dobra odluka.8 JODYQRP JERJ ]GUDJO M D LL PALa SdMdiuBoQER0Y F
svjesni kakve posljedice ono inda.

2VRED NRMD VH LIMDVQLOD NDR QHSX&Dp LSDN MH QHNDG!
YUGQMDND

ADG VDP ELOD PODYD UD]PLAOMDOD VDP R WRPH GD L MD ¢
toradii. AAIL NDG VDP SUREDOD VKYDWLOD VDP GD:PL VH WR (¢

.DGD VH UDVSUDYOMDOR R VWDYRYLPD QMLKRYLK RELWHO!
QMLKRYR SRQDADQMH ELOR MH UD]JOLPLWLK RGJRYRUD L]
RQR QH PRUD QKRQRPLPBWIQDPDMDQ XWWBRDNM QO LRSROPH
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SXaHQMD -HGLQR aWR MH ]DMHGQLpPNR VYLP VXGLRQLFLPD
RGQRVQR VPDWUDMX NDNR VX VYL SXaDpL XQXWDU QMLKF
Nekeodizjava R G VW U DIgésuSVXGENRBH B H U

P XaLOD VX PL RED URGLWHOMD V WLP GD MH RWDF SUH
]DSDOLR 6YL PL VPDWUDPR NDNR MH WR QH&WR OR&H D
-HGLQR @8WR RpHY SULPMHU PRaH SRVOXAaLWLDWMDRR@QHaAWR
SUHVWDWL V WLP L JLIMGERIBAK WH VBRHBWORBMDS XaLWL WR E
XWMHFDOR QD PRMH ]JGUDYOMH DOL EL PL ELOR pXGQR QT

zapalim cigaretu?

AVLP PHQH MR& WUSXRAHREHLX. REPRHUWXK VWDY SX&ALW UH
i QH RGOXpLPR VNUR] SUHVWDWL SX&aLWL

A8 PRMRM RELWHOML RQ LWNR VPHD WX DIMKX IGDVNRHNW R aWHWQR
NDADOM NDG JRW SXALP YLAH QHJR LQ@pE(«KDSWDHPVWD GD &X

stane i ovako?

Potrebno je naglasiti kakje osoba bkja je dala prethodnu izavWWDNRYyHU L]J]MDYLOD L (
SXWD SRNXabYybobD SUHVWDWL SXaLWL L NDNR VPDWUD GD

njegovoj blizini.

Bez obzira dolaze li sudionicii] RELWHOML X NRMLPD IMHD&XR&D MR L QF
negativan stav o tome VPDWUDMX NDNR pODQRYL QMLKRYH RELWHOI
VWDYRYH R WRPWOLPDNRYRUMH NDNR MH MHGUQRLWRGL] D DR \
EULJX ]D JGUDYOMH VYRMLK XNXuDQD

A8 PRMRM RELWHONMIDGPLWMBRMDKGEXEH«WR RYLVQRVW D
NDGD EL SUHVWDOL JERJ ]JGUDYOMD 3

,] RYRJ SUYRJ GLMHOD VH PR&H YLGMHWL NDNR VYL VPDWU
XJODYQRP VX VYL L SRNXEDYDOL SUHVWDWL SX&LWL OHVyX
SX&4DpPLPD pPpHWLUL GROD]H L] RELWHQHM LQSEEADD B VRR M B DL W
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QMLK XWMHFDOD 8JODYQRP VYRM SRpHWDN SXaHQMD GXJ>
AWR LP MH AVSR QwnQdielu GaRpic®Ifalo se o oglasima koji upozoravaju na
AWHWQRVW SXdHQMD ,]MDOH WX MBHODXY §RE8 LRRUFADID M X i L
LIMDYLOD NDNR WDNYH RJODVH YLYDMX QD NXWLMDPD F
XVWDQRYDPD 7DNYR aWR SRND]XMH NDNR VH X +UYDWVNI
AWHWQRVWL SXA&aHmmQwnd WDOILY W RBNBRPMU GCIJODYQRP QDPLMHQ!
SXaDpL RGQRVQR QH SRVWRML SUHYHQFLMD SRQD&DQMD

A8JODYQRP LK YLGLP QD D P E DioporiekadrviglinNuXogldsvhB kéjilsé D U HW D
nalaza u zdravstvenim ustanovama0HQL RVREQRYRQ@IMQRVXSGRDWOMLYL ¢
PL QHNL YHUOL VWUDK WDNR GD YHULQX DXWRPDWVNL LJQR

OQMLK VUHURP ULMHWNR LGHP BOL LVWR LK XJOD

A'D XJODYQRP VDPR QD DPEDODaAL FLJDpddttai DuaindiR PLVOL |
GUXJLP PHGLMLPD NDNR EL L VSULMHpPLOL VDP& SIRPIHRVD N S
WDNYD XSR]JRUHQMD VYDNL SXW NDGD NXSXMHP FLIDUHW
QDWMHUDMX GD RSHW SRpQHP ULRPPNRAMDSRIN RADYDWVWID QR X
QDGDP GD X SUHVWDWL SXaLWL L EH] QMLKRY

A7UHEDOL EL SUDNWLpPNL ELWL QDPLMHQMHe&ibaVYLPD DO
NDPSDQMD ]D NRMX VDP MD pXOD MH RQD ND®@dajeH SULMH ¢
GXKDQD PODYVLPWDRIGK L&/WR XJODYQRP QDVWRMLP LIJQRULL

EH] QMLK MDVQR NROLNSRIR\ERYROWIHG DWHWQR XSR]RUHQM
UDN SOXiD L VOLpPQR

A7DNRYHU QD NXWLMDPOBGRAIFOMW® DD P OZDMPHLIK GHHVWDW
WHPHOMX QHNDNYH WLVNDQH VOLNH QD NXW

A-D VUHURP QHGHXBHPRWRE®R QH ]JDQLPDMX SUHPGD QLV:
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'DNOH L] SUHWKRGQLK RGJRYRUD VH PRaH YLGWMHWL WHQ
NDPSDQMD 1HNL VPDWUDMX NDNR UH RQL SUHVWDWL SXa
]JGUDYOMH DOL VX RGOXpLOL GD MH MHGQRVWDYQLMH LJ

jedna osoba smatra kako je to upozorenje nedostatno da bigtatwatja promjenu.

%XGXUL GD VXGLRQLFL M9 DDPQRA QDVPSDEXMOH SURWLY SX
upozorenja koja i vide uglavnom ignoriraju bilo je zanimljivo u posljednjem dijelu dobiti uvid

X UD]JPLAOMDQMD R NRQNUHWQLP RJODBWLYID WRMID WXD SQBD
RJELOMQRVW RGQRVQRMRSLABAL®RAHEFRMB SFRN GUXJID QD
RGQRVQR GLUHNWQR VH REUDUD SXabDpX L XND]J]XMH PX QD |

Slika 11.: Ozbilinost tAWHWQRVW SX&HQMD

SMOKING KILLS
14,000 PEOPLE
EVERYDAY

SKMSUNG SOCIAL NELATISI COMMITTER W

Izvor: https://bit.ly/30BrJly
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Slika 12.: Osjetljivost taWHWQRVW SXaHQMD

The time it takes
to read your child

\  astory

00-QUIT-NOW for free help.

Huron County Public Health - www.huroncohealth.com

This ad was paid for by an ODH/CDC grant.
Source: http://bit.ly/11MinsLife BMJ Group

Izvor: https://bit.ly/2HombMY

&LOM RYRJ GLMHOD MH VD]QDWL NDNYH VWDYRYH VXGLR
SUHIHULUDMX L ]DawRr

A$SNR XVSRUHYy XN WHD /RO IR\Y'HH EROMD PL MH SUYD 3RGDWD
OMXGL PL ]YXpL VWUD&QR DOL PL MH MHGQRVWDYQL
RPMHU PLQXWD QDVSUDP FLMHORJ AaLYRWQRJ YLMHI

AOHQL VX RED Riin@jDdirekiiGREWD U prvom oglasB QD MH LJUDAHQLM
prezentirana @ HPGD EL GUXJL RJODV PRJDR LPDWL YHiUL XWMHFI
GMHFRP NRMHP VH VYL QDGDPR D ]ERJ SX4HQMD EL PRJDR

su bitnei,RWUHEQH X RYDNYLP RJODVLPD @

A9LAH PH VH GRMPLOD GUXJD VOLND 1D QHNL QDpLQ SUL
3RND]XMH NDNR VDPR MHGQD FLJDUHWD PR&H RGX]H

AOHQL QL MHGDQ QLMH ][DQLPOMLY RN V¥FDMWH\DDLUAIMIRWO MIIX!
LPDOL ]JGUDYVWYHQLK SUREOHPD UDGL SX4HQMD D NDPR
GQHYQRP EURMX OMXGL NRML XPUH UDGL SX4HQMD LOL
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A2ED VX XabvQD DOL MH SRWUWE GR &HIXNFDR U B WH PG XBLHY @ L
SUYL RJODV EROMH XWMHpH QD QDV aWR SX:é

A7DNRYHU SUYD EH] QHNRJ NRQNUHWQRJ UD]JORJD V

2G aHVW LVSLWDQLND QMLK WURMH LIMDYOMXMH NDNR YL
ODNBRMDYWDRAMGQRVQR MHGQRVWDYQLMD LP MH EURMND R EUI
QHJR SRGDWDN R WRPH NROLNR (H LP P3a@X)atba édofaR WD V N
NRMD MH SX&Dp MH L]J]MDYLOD NDNR YLA4H SUHIHULUD G|
REMDaQMDYD WLPH aWR EL MRM SXdHQMH PRJOR XVNUDWLI

dovoljno vremena sa svojom djecom. Dakle, potrebnzéti u obzir i motivatore

6DPR MHGQD RVRED L]J]UD]LODO MHGDG@OMHQRSDNIDN D ®IIR M] W
YMHUXMH WLP SRGDFLPD L WDNRYyHU MH MHGLQR MHGQD
SRUXNX NRMRP VH SRUXPXNMHHWD P RDHP B WHINL@X WL aLYRW

7DNRYyHU RVRED NRMD MH L]JUD]JLOD VXPQMX SUHPD YMHUF
SRNXEDOD SUBYDMWOWLLUS{XDWIDWL QLVX QDUDYQR GRVWDW:(
tomejesuli EROML RJODVLMMXRRN.VMGDVOMEDRDW LOL RJELOMQRVW
NDNR OMXGL GRALYOMDYDMX SRMHGLQH YUVWH RJODVD

,GXUH MH ]D FL QidfeEr&©O®RL WD QDRQLFL YL&H RYJICEHV HON RRVOLQ S
LJUDAHQsSBEHO QD

Slika 13.:Apelnastrah +tUDN SO XuD

WARNING

This is what
dying of lung
cancer looks like.

Barb Tarbox died at 42
of lung cancer caused
by cigarettes.

You can quit. We can help.
1-866-366-3667
gosmokefree.gc.ca/quit

Health Canada

Izvor: https://bit.ly/2Hpg7nn
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Slika 14.:Apelnastrah tUDN SOXUuD

Izvor: https://bit.ly/302QYWZ

A3UYL L]D]JLYD MDpH HPRFLMH L YLdH VWUDK

A~-GUDYOMH MH QHAWR @WR EL XYLMHN WUHEDOR ELWL Q|

GUDPDWLPDQ QDpLQ LJUDADYDQMD L WUHEDmRI sEbb&a PDWL QL
oglasa jednako dopadajleko ihja uvijek izbjegavam pogledati do krajgak miostajuu
SRGVYLMHVWL QDMGXaH 3

A2ED RJODVD VX sMapst RinfdratixD MddiQelbolja prva slika jer direktno
SRUXpXMH NDNR L]JOHGD VPUW X]JURNRYDQD SX

A3SRWUHVOD PH YLAH GUXJD VOLND MHU YSI®XXMHP GHDGNDM
YLHDQMH WDNR NDGD VH SXAL 3
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AORAGD LSDN SUYD MHU YLGMHWL pRYMHND NDNR PX SRO

AOLVOLP GD MH QD SUYRM VOLND SUDYH RVREH SD E

Sudionici fokus grupe su se ovdje uglavhomD QLOL NDNR LP VH YLaH VYLYD
kakR EL WUHEDOD LPFEWD WHLIN X WINR NPEl & BiraBad@ jBdiadl Q
VXGLRQLFD MH L]MDYLOD NDNRDWQMH BUHHWQUBIMEO XQD K.
GMHOXMH UH DItdpLj® HaglasiD Mak§ eUta ista osoba izrazila skepsu prema
SRGDFLPD R EURMX XPUOLK RGQRVQR GD ViakD e bvdiel, IDUHW
ULMHp R PDORP EURMX VXGLRQLND SRMD\ VO RFPR N 84 XONKHQDH
ovih ppddDND VH LVWLpH NDNR V DFPIRQ MHG.Q D DR VR EB BERUHHDI H QLD
QLNDGD QLMH QL SRNXabOD SUHVWDWL SXaLwWwL 1D WHPI
LVWUDRLWBO@MHNDNR UD]OLPLVQBD RNREH! N/RWUHRN BreXtinl 18 RX X 2
SXaLWINRMHQ MR QLNDGD QLVX QL SRNXabDOL (YHQWXDOQD
ovoga je kakananja doza strahE ROMH QONVNMBpBQMH VYLMHVWLMP [EDVHW Q
SRMAOPDPMHUX SUHVWDQND SXEMEBWVOQL SRGWOKRGWINRML VX

Na posljetku je cilj bio saznatpreferiraju OL VXGLRQLFL |RahgciondltdiXSH Y LAt
racionalniapel RGQRVQR NDNYD VX QMLKRYD V.Wék&1dd@QjihéWwD R SUI
LIMDYD ELOH VX VOMHGHUH

Slika 15.: Emocionalni apel- djeca

Izvor:|https://bit.ly/2KVQJYK
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Slika 16.: Racionalni apel- djeca

Izvor:|https://gmdc.ca/category/print

AOLVOLP GD MH SUYL EHRP®®MLMHHY L]D]LYD MDpH

A8] |IGUDYOMH GMHFD VX QDMYHUL HPRWLYQL SRNUHWDpL
QMLPD pLQL SXaHQMH NDR SDVLYQLP SX&aDpLPD SR PHQL il
URGLWHOML MHU VDPD QLVDP URGIRMMB NP N B URHH NYOMRH &R R [E\

VYRMX GMHFX 'UXJL RJODV PL MH ER@hLizMaE LPD L]UDA

A2YL RJODVL SULND]XMX NDNR FLIDUHWH QH XWhtjera X VDPR
SXaDpD QD UD]PLAOMDQMH MHU QLMH RQ MHGLQL QD NRMH
SRGMHGQDNR XWMHpPpX QD PRMH VWDYRYH 3

3R PHQL GMHFL QLMH XRSUH P MH VIWwhislind dplEG L Y ICBNHHXQW R1 15 FJIRIW
S R Q D drer@lditrdati drugaVOLND MHU SULND]XMH PDQMH GLMHWH

A'UXJL RJODV MHU GDMH VYLMHVW SX&DpLPD R WRPH GEL
VYDNRGQHYQLP SXaHQMHP 3
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A EMH VX GREUH DOL LVWR VH VOD&HP GD GMHFL QLMH

OvdiesXx RJRYRUL ELOL SRPLMH a Do cdWurliohik® flakus/ deup&E menaxX G L W L
GMHFX SD LP VH YMHURMDWQR L WH&H SRLVWRYMHWLWL \
odabrali drugi oglas uglavnom svoj odabir temelje na izravnosti porokej&dnostavnije
VKYDWDMRYHU RYGMH VH PRJX UDIPDWUDWL L RVREQRVWL
prema oglasima,is. DOL PRaH VH UDVSUDYOMDWL L R WRPH GD VX
ista. %o H] GHWDOMQLMHJ UD]PDW ledzivhaln]dréeWwdracidnidinadedV NR RGL
QH PRa4H VH GRQLMHWL NRQNUHWQLML ]DNOMXpDN

Druga tematika o kojoj se raspravljalo na fokus grupi je bila ekologija. Kao i kad se
UDVSUDYOMDOR R SGRHDIMQR RXY GRPHMH NELVD]QDRIL RSIiHC
IRNXV JUXSH R HNR Dikadd dtdj probpiaticaiGIM D M X

6 XGLRQLFL VX XJODYQRP LVND]DOL LVWRYMHWQR UD]JPL&aON

AyHVWR UD]PLAOMDP R/ WBRNOMRE|LEHRRGOpLAUGHQMD YH
VYDNRGQHYQL aLYRW« 1DMYL&H PH EULQH aWR JUDN NRML
YLAH EROHVWL SRGYRGQL VYLMHW SDWL JERJ SODVWLpPQLK

vrste lagano izumikK 3

A8 SRVOMHGQMH YULMHPH pH&dUH UDJPLAOMDP R WRPH YMEF
UD]J]QLK NDPSDQMD R SRWUHEL RpXYDQMD RNROL&D« 1DM
NOLPDWROR&NH SURPMHQH NRMLPD VPR VYH pH3

A1DMYLAH @QHVXWMDIHY QR UMHADYDQMH SUREOHPD L SUHGX.
UHDNFLMH EL VSULMHpPLOH YHULQX RQHpLAUHQMD NRMH Vi
SUDYLOQR UHDJLUDWL L NDNR VH SRQD&abwL SU
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6XGLRQLFL IRNXV JUXSHDEULYXDRVOAL [ @DWIOBPINVWLWX EXGXU
neizvjesnosti, kvalitete hraneraka i sl. Zanimljivo je naglasiti kako je samo jedan sudionik

izrazio nezadovoljstvo edukacijom po pitanfEULQMDYDQMD RV¢&wGeban 7DNR Y
sudionik fokus grupkd LIMDVQLR NDNR XJODYQRP QH UD]J]PLAOMD R WI

ABRpQHP UD]PLAOMDWL WHN NDGD YLGLP VOLNH @HNDNYRJ
NROLNR VH ]DSUDYR QH EULQHPR.. RrdhBtn¥ Bein@ni KekdhkeY DUL N D
navike koje bi se mogle smatrdiNR O R&NLP D

SURPDWUDMXUL RYH LIMDYH PRaH VH YLGMHWL GD VX VXGL
GD RVMHUDMX RGUHYHQX GR]X QHPRUL SR SUW IRXMRX aWSRJ MH
pozitivno je utjecaj medijskin kampanja na njih po pitde) MDpDQMD VYLMHVWL SD
IRNXV JUXSH NRML SUL]QDMH GD LQDQ@biirdagnHlalbBopd ngeO MD R
RVRELWR RVYLMH&AWHQD R RYRPH SUREOHPX QH WUHED
HNRORANL RVY L Mtera3anitbQeHdaQi$di Ysudibhik koji je u prethodnoj tematici
LIUDJLR VNHSVX SUHPD LVWLQLWRVWL NDPSDQMD SURWLY
SUL]QDMH GD RJODVL LPDMX XWMHFDM QD QMHJRYH VWDYF
kako bi doprinijeliop XYDQMX RNROLAD QDMYHUL VH QDJODVDN VWD

smanjenje uporabe iste.

AJEMHJDYDP NRULAWHQMH SODVWLNH SRVHEQR SODVWLD
YRGH WURALP

ABYLMHN QRVLP NUSHQX YUHULFX X SURGDYDRC(

A8 RVQRYQRM aNROL VX QDV SRWLFD Qadm@genavikavdiaddP R L UH
GDQEDV D X SRVOMHGQMH YULMHPH SRNXabDYDP NRULVWLW
SULERU ]D MHOR NRULVWLP SODWQHQX YUHULFX

Ovakve zZMDYH QH WUHEDMX QL pXGLWL NDGD VX VXGLRQLFL
NDPSDQMD |]D |DawWLWX RNROLaAH D RQH Xékas@RrMmkaQ DJOD a
VPDWUDMX NDNR EL SRUDGLOL YL&4H QD WRP $URELGHPX N
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VWDPEHQRJ SURVWRUD YL&H YUHPHQD L VO WH NDGD EL
ELOR EROMH ULMH&aGHQR

MNaprimjer, plastiku u mojoj obitelji nitko ne razvrstava jer nemamo vremena za to, a i ne
postoji mjesto za odlaganjete iskeW SDGD *UDG MH GRGLMHOLR VYLP NXi
NDQWH ]D VPHUH MHGQX ]D UDJ]QRYUVQL RWSDG:L GUXJX

5D]YUVWDYDP NROLNR PL WR GRSXaWD RNUXaAHQMH X NRMt

awR MH SWBEND SWDWOR YHU SRVWRMH NRQWHMQHU« =D E

ALYLP X PDORP VWDQX L QHPDP JD JGMH RGORALWL«1H PRI

SUHUDGLWL L RSHW XSRWULMHELWL 7UHEDPR VDPR SRpl
RpXYIXQRNROLAD 3

A8 PRP NYDUWX MR& QHPD NRQWHMQHUD ]D UD]J]YUVWDYDQWN
GD a4HOLP 3

A5D]YUVWDYDP LDNR WR QH pLQL YHOLNX UD]JOLNX DO

lako su kroz razgovor spominjali kako su €BdR N H N D e QavhjihipgkA\se samo

jedna osoba mogla prisjetiti konkretne kapangelD QLPOMLYR MH GD MH MDNR VO
NDGD VH UDVSUDYOMDOR R SXaHQMX QR WDGD VX RGJR
LIQRULUDMX AaWRYL&H ir/iyabilaRe/ IREODDi NrifeNtipila@Qptoizvddi Fod N O
SURL]YRYyDpD NRML SURPRYLUD |JDAWLWX RNROLAD QHJIR RC

A8 SRVOMHGQMH YULMHPH NDPSDQWDM FX WK H KRG b V. DD W E
9L&H FYLMHUD PDQMH YIRHRI RDABLIQRMRMPRPLOL R3YDAQRV\

A®LND NRMD PH QDMYL&H SRWDNQH QD UD]PLAOMDQMH R V
Xat
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AOMBQRMWDP RSD]LOD D O k 0R/NAUHHQ® DQ Wt &ati hivikkelddIuke
X SRQDaAaDQMX DOL NDNR VDP YHUO UHNOD WUHEDMX ELWL
reakcije.3

A'UXJDpLMH SHUFLSLUDP WH WYUWNH L SULMH GX NXSLWL
SURPRYLUD |D&WLWX RNROLAD

Iz prethoGQH UDVSUDYH VH PRaH YLGMHWL NDNR VX VYL VXC
]JDEULQXWL ]D RNROLaZa RGQRVQR QHNL R WRPH DNWLYQR U
LIORAHQL RJODVX 7DNRYHU YHOULQD VPDWUD NDhR VX RJ
utjecaj, prenda se samo jedan sudionik fokus grupe mogao prisjetiti konkretne kampanje.
2QR 4WR MH PR&aGD QDM]IDQLPOMLYLMH MH NDNR MHGLQL
UD]YLMHQH QLNDNYH HNRORANH QDYLNH SRQ@ap@MD WH
HNRORJLMH WYUGL NDNR EL SULMH NXSLR SURL]JYRG RG S
QHIJR RG NRQNXUHQWD NRML WR QH pLQLD K BNRWRK &MR GEDL Y\
GRSULQRVD ]DA&WLWL RNROL&AD MHDWIUH VXIE LMVRQ MAR LYSIDAQ D
7DNDY UH]XOWDW ¥®ialadproddddé (dngbRial [utgBrfent theoyy+tmanije
XNOMXpHQL SRMHGLQFL O'DWMaEOH SUYKYDXDRXQRHODWH YLal
EXGXUQRVW L JERJ WRJD SRNXaAaDYDMX GDWL YODVWLWL GR
vXJODVQL MH WR NDNR EL VH YLaAH WUXGLOL WM X RYI

razvrstavanje i zbrinjavanje @ga bilo bolje organizirano na javnoj razini.

8 LGXUHP GLMHOX FLOM MH ELR VD]QDWL NRMH RJODVH VX
SUHGRpPpHQD VX LP GYD RJODVD -HGDQ LPD QDJODaHQX RV
SURPDWUDpPD RURDVIDGEDNaAaDYD RJELOMQRVW RGQRVQR R

neke radnje.
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Slika 17.: Osjetljivost poruke - ocean

Izvor: |https://bit.ly/IXUIKAyY

Slika 18.: Ozbiljnost poruke - ocean

Izvor: | https://bit.ly/2PfKd33




Sudionici fokus grupeiglavnom su se izjasnili kako L RJODV RVMHWOMLYRVW
XWMHpH QD QMLK SUHPGD UD]JOLND X SUHIHUHQFLML RJO

pbYU¥VRND]L NDNR RVMHWOMLYRVW LPD MDpL XWMHFDM 1HN

A2ED RJODVD VX RGOLPQD L QD VYRM QDpPLQ X]J]QHPLUDYDM X
ULEX L 8WR NDVQLMH L VDPL SRMHGHPR&7RpDQ SULND

MPrvioglasmiMH GRMPOMLYLML 3UYHQVWYHQR ]JERJ WRJD dWR
QD VDPRJ PRYMHND

A2ED SULND]XMX OR&H VWDQMH RNROL&D«2YDNYL RJODVL
QHRGJRYRUQR SRQDADQMH XWMHpPH L QOLIQEZAMOGUDYO M

AUXJL RJODV PL MH EROM&« NIDBIW S PNNDY MM ADER /M E |

ABUYL LIUDYQR SULND]XMH NDNR ]JDJDYHQMH XWMHpH QD QL
GRGDWQR PRAH XWMHFDWL QD VYH QDV

Promatranjem odgovora vidi se kakadionci uglavhom preferiraju ili pri oglas ili oba

SRGMHGQDNR 2VRED NRMD MH LIMDYLOD GD QHPD QLNDN

GUXJL RJODV MHeUL MR MY M ORIFKO BB RNFRNWMIL SUHGRpPDYD L]XPLUD

YODVWLWW IROREYEGRRWL 3UHPGD MH MR& MHGQD RVRED L

ogas RYDNYL UH]XOWDWL EL PRJOL SRVOXAaLW LiisknaG®BOMQMH
UH RJODVL NRML QDJOD&DYDMX R]JELOMQR Vidk SRt H ODNa
SRUXNH SRMDpDYD YHU SRVWRMHUD PLAOMHQMWMEIE RELYDQ
IRUPLUDOH UD]OLpLWH RJOD&ADYDpPpNH SRUXNH QDPLMHQMHOC

,GXiL RIJODVL NRML VX VH XVSRUH ydmoéoddlnikdaconaMidapB.QL NR M
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Slika 19.: Emocionalni apel tklimatske promjene

Izvor: |https://bit.ly/30FYKGY

Slika 20.: Racionalni apel zklimatske promjene

Izvor: | https://bit.ly/2K5zjow




.DGD VX VH XVSRUHYLYDOD RYD GYD RJODVD SHW VXGLRQ!
HPRFLRQDOQRP RJODVQEX GRN VH VDPRUdarhem o GO XpLF
preferencije temelje na kreativnijem oglasu, jasnoj potu VPDWUDMX NDNR GUDPD
bolje odgovara ozbiljnosti situacijieiSLHNL RG QMLKRYLK: LIMDYD VX VOMHG

ABUYL MHU QD ]DQLPOMLY QDpLQ SULND]XMH WR VH GRJD}
SRUXNX NUR] RYDM SULPMBUDPDXVIIRMR RYWIEGANGBIOHID aWF
SRWDNQXWL GD QDbSuUDYLa&a EDUHP GLR RG QDYHG

AOHQL MH EROML GUXJL RJODV MHU QDV LQIRUPLUD &aWR M

ljudskog neznanj&.

AALMHOL QD& HNRVXVWDY VH RWDSD L PRUDPR UHDJLUD\
VSULMHDpLOL

SRVOMHGQMD GYD RJODVD NRMH VX VXGLRQLFL IRNXV JUXSE
NULYQMX 5D]JOLND L]JPHYyX QMLK MdabzXkivigegPH aWR SUYL RJOL

Slika 21.: Apel na krivhju -]DJDYHQMH

Izvor: [https://bit.ly/2XUahR
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Slika 22.: Apel na krivnju - ][ DJDYHQMH

Izvor: https://bit.lv/ZZqusrln

6XGLRQLFL IRNXV JUXSH VX RYGMH ELOL VXJODVQL 6YL SU
GUDPDWLpPQRP .DGD VX REMDAQMDYDOL ]DAWR SUHIHULUD!
MDpH HPRFLMH VXRVMHUDQMH L Yciil HekKod dg@@ravsd bii LMHp R

VOMHGHUOL

A7THANR UH ELOR WNR RVWDWL UDYQRGX&DQ QD RYR«OLVOLI
RJODV R EDFDQMX SODVWLNH X PRUH L PRIXUQRVW GD SRV

more dom3

AALYRWLQWMWQOLMWY.EMHSDWL JERJ QD&H QHRGJRYRUQRVWL«9
SRQDabQMD L VORJDQ MH SULJRGDQ L VYH REM

ABUYL RJODV MHU VDP SRJOHGDOD GRVWD YLGHD R aLYRW

ovakvim situacijamé.

fPrikazuje patnjuM HGQRJ ELUD« 2YR MH GREDU QDpPLQ GD VH X
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Do sada se moglo primijetiti kako su sudionici fokus grupe uglavnom zabrinuti i za vlastitu
EXGXUQRVW L ]D EXGXUQRVW RVWDOLK ELOMQLK L ALYRW
apele i WDNRyYyHU VPDWUDMX NDNR EL WL DSHOL WUHEDOL ELW
UD]YLMDQMH HNROR&NH VYLMHVWL 7X GROD]L GR ]DQLPC
SXaHQMD ,DNR VX VYL VYMHVQL @&4WHW QR Yawthkve ¥glas&Q MD WL
IHNLPD RJODVL L]D]JLYDMX QHODJRGX MHU LK SRGVMHUDMX
RJODVLPD GRN QHNL SRGU&ADYDMX WDNYH NDPSDQMH DOL
,DNR VH VYL VODAaX NDNR MMWR®&XBMNMGOMUH xWHWIRER MY RD®D(
SLWDQMX HNRORJLMD WD N RojeHpdstyjX alf ¥ lodhosuvhid Yréthod8wW L M H W
tematkuVPDWUDMX NDNR EL RJODVL WUHEDOL ELWL aWR GUDP
u preferenciji, paL XWMHFDMX VDPLK RJODVD NDGD VH UDVSUDYQO
LVWUDAIEYDQMHARIOR SRNKEMdRPWL VBEIQMHWUD]OLNH QD WRPE
UHFLNOLUDWL L VPDQMLWL XSRUDHEX SVOHP\DWLLNNHD j@INR R RSIU
WLPH WUDAL GUDPDWLpPpQLMH RJODVH

.ULWLPNL RVYUW

*ODYQLQD NULWLNH PRaAH VH XSXWLWL PHWRGL LVWUDALYD
prednosti i nedostataka QR X RYRP MH VOXpDMX SRWUHEQR LPDWL
iskusan uUYRYHQMX IRNXV JUXSD WH MH WR ]DVLJXUQR LPDO
7DNRYyHU XYLGL GR NRMLK VHIp&EORABMKRYRYBAMX P| Dl RINUXF
GDOMQMHJ LVWUDALYDQMD QSU LVWUDALYDQMHiHOSXWHP |
EL GREUR SURYHVWL QL] IRNXV JUXSD NDNR EL VH GRELOL
QD WHPHOMX WLK UH]XOWDWD SURYHVWL GDQgasfekisH LVWU
grupe potrebno je uzeti obzirjesu li SXaDpL YR O M &bjind Ravikabha, Wdda Rva
GRVDGD&AQMD LVWUDALYDQMD XSXuXMX QD WR GD OMXGL al
L LIEMHJDYDQMH UD]PLAOMDQMD L LW@XGXMUNUGD R/H UDY DRIY R
temelje na emocijama, na dobivanje konfe) L K U H ] X @akjaDnwdies 0 édti DiEla

NRMD RG WUL pLPEHQLND XVSMHEAQRVWL XNOMXpHQRVW .
SXEOLNH NDNR MH WR REMDaAQMHQR X SRJODYOMX
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.DGD VH UD]PDWUDMX DSHOL Q BeNWRNDX XRRAW UHE B X RUID B
XJODYQRP WHPHOML QD SUHWSRVWDYFL RJOD&LYDpPD GD
SUHGYLYDMX ,DNR MH ORJLpQR GD UH OMXGL L]JEMHJDYDYV
mora uvijek biti tako. Ljudi svoje odluke mogemeljiti na prethodnom iskustvu, osobnosti,

UD]OLpLWLP VSRVREQRVWLPD UD]J]XPLMHYDQMD SRUXNH L
SR]DGLQL WDNYLK RJODVD RQGD XJODYQRP QHPD SURYH
XJODYQRP WHPHOML Q DarBaRRdHaiCkdi Lppdioje o Béyativind Mpelima

XJODYQRP VH WHPHOMH QD UD]JLQDPD VWUDKD NRMLPD VH
AHOL L]QLMHWL NYDOLWHWQD VW UDRVUHRINLRDR NXR XLYAWWHHANDLMNP D
SRWURADpPDRUODY/ILFPDNILORIXUL XJURN VODERJ EURMD SURYH
X WRPH aWR VH QHJDWLYQL DSHOL XJODYQRP NRULVWH X
VSULMHpPLWL NRQJXPDFLMX QHNRJ SURL]YRGD WH VDPLP W
ogODaLYDPNPDHUD HQLJPD RYLK DSHOD UH RVWDWL SLWDQI
UHDJLUDMX" 2GJRYRU VH YMHURMDWQR NULMH X WRPH aWF
GHWDOMQLK LVWUDALYDQMD WHANR PRJX UD]XPMHWL

5 =$./-8y$.

SRWURADHRNYR GDQRP L]JORAHQL VYH YHUHPtEQRMNK SRWKN
SULPLMHWLWL &4WR JERJ WRJD aWR LK VYMHVQR L]JEMHJD
RNUXAHQMX WH&ANR MH L]JERULWL VH ]D QMLKRYXn@DaQMX
QMLKRYH VWDYRYH QD QDpLQ GD LP VH XND]XMH GD QHaAWR

.DR L NRG VYLK XVSMHaQLK RJODVD SRWUHEQR MH SR]QDY
QDMEROML PRJXUL QDpLQ 6YUVWDYDQMH SRWURaAbpD RGC
MHGQX KRPRJHQX VNXSLQX MH pHVWD S R JddtjskdhDdiRiR MD VH
LVWUDALYDQMD PRJOR VH YLGMHWL NDNR WHPDWLND QHJD
]JERJ WRJD VH QD RYRP SRGUXpMX pHVWROGRHD NRMNX SR INXH
AHOMHQRP VPMHUX 7DNRYyHU QHNH RG VPMHUQLFD SuULOLN
DSHOD NRMH VH X RYRP LVWUDALYDQMX LVWLpPpX VX QH
PLMHA&DWL VWUDK L SULMHWQMX XWB MUpLLWOIM ¥ MMHE H QD M HXS U
ELWL aWR MHSSRWRWNDD QILMALMH ELWL SUHGVWDYOMHQD N
QDUDYQR SR]QDYDWL YODVWLWX SXEOLNX NDNR EL VH ]D Q
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8 RYRP UDGX NRHJDAWH®@L DSHOL L WR X NRQWHNVWX aWw
RNROL&AD .DR PHWRGD LVWUDALYDQMD NRULVWLOD VH IRI
,VWUDALYDQMH MH ]DSRpHWR UDVSUDYRP R &4WHWQRVWL S
dasupd@DpL 6YL VX ELOL VORAQL RNR WRJD GD MH SX&aHQM!
QMLKRYLP REMDAQMHQMLPD =DQLPOMLYR NDNR RVRED NR
KWMHOD R WRPH SXQR UDVSUDYOMDWL YHIUMWH]EDPR R3ZD®R
RVRED NRMD QLNDGD QLMH SX&LOD LJUDADYD J]DEULQXWRYV
SXabDpL 2YLP VH YHU PRaH GRELWL XYLG X WR GD MH VYLMI
mjeri) dok postoje razlike u motivatorima. Ovakv XYLGL PRJX SRVOXALWL X NL
NRML EL PRWLYLUDOL QD SUHVWDQDN SXaHQMD WH RQLK
SRpQH SEBOMOMLP LVWUDALYDQMHP VXGLRQLFL IRNXV JU.
SUHPD SRUXFL NR NhDst@d@uke, DdnbDsyidsnraiiaju kako bi ih prije motivirala
SRUXND R EURMX XPUOLK RG SRVOMHGLFD SXaHQMD MHU
SUHIHUHQFLMH UDFLRQDOQRJ LOL HPRFLRQDOQRJ DSHOD C
SURWX®MDLPHVEWR VX RJODVL VOLPpQL DOL L WLPH aWR QL
YODVWLWX GMHFX SD LP MH PRAGD WHAH XVSRVWDYLWL
VXGLRQLFL IRNXV JUXSH VPDWUDMX NDNR EL YHUOL XWMH
LIJUDRAHRSEHORP QD VWUDK SULOLNRP LVWUDALYDQMD RY
RGVWXSDQMD X PLAOMHQMX RVREH NRMD QLNDGD QLMH SF
preferira manju dozu straha jer joj taj oglas djeluje istinitiji u odnosu na oglagem kse
SULND]XMH RVRED NRMD XPLIkbo poSjedie \heoblgidv@reroDpit&yea H Q M L
RVWDMH NDNR RPpHNLYDQMD XWMHpX QD SURPMHQX SRQDa
VXGLRQLND MDVQR MH NDNR RVRE H (M&ki He Q HzijetimdJXX M X X
kojima seto QDMpH&adU0H SUHGVWDYOMD QHPDMX QDPMHUX SUHV
posebno negativne posljedice. Kao suprotnost ovome, oBbB&M D QLNDGD QLMH SXa
WRPH UD]PLAOMD X YLa&H M8 XQDRN\IW WD NGSFOPYLAOMHD O CA [} B B WL b
VX SXabpL WH X WRPH YLGL REMDAQMHQMH \DVUBIMLK QH.
VXGLRQLFL IRNXV JUXSH VPDWUDMX NDNR EL SUHVWDQDN
zdravlje i financije, aliipak bk VOH NDNR WR QH EL ELOR |]QDpDMQR 7DN
RGUHYHQLP GUXaWYHQLP VLWXDFLMDPD ELOR MDNR pXGQR

.DGD VH UDVSUDYOMDOR R VWDMDOLAWLPD X YH]JL YDaQR)
kako smatraju da je to pigMH YDAQR WH VYL RVLP MHGQRJ VXGLRQ
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ubjJpLAOMDMX R WRM SUREOHPDWLFL .DR QDM]DQLPOMLYL
LIGYRMLWL L]MDYH VYLK NDQGLGDWD NRML VPDWUDMX 1
razvrstavanjgL RGODJDQMD RWSDGD WH EL VYL YL&H UHFLNOLUD
7TDNRYyHU ]DQLPOMLYR MH NDNR VDPR MHGDQ VXGLRQLN IR/
NXSRYLQL SURL]JYRYDpX NRML SURPRYLUD |DjiWwhaVNXli.RNROLA&
5LMHp MH R RVREL NRMD SRND]XMH QDMPDQMX DNWLYQR
SULOLNRP UDVSUDYH R SUHIHUHQFLML RJODVD NRML LPDM
EODJD SUHGQRVW VH GDMH RIJODNEXONRML REJRPVA@R YIRBXRIE
RVMHWOMLYRVWL 7DNYH VWDYRYH XJODYQRP WHPHOMH ¢
SRVHEQR |]DQLPOMLYR NDGD VH X]JPH X REJLU GD VX YL
LVWUDALYDQMX YH]DQRP HHEWHWGRR® LSXa H-ONKDY 2WEX S H
VWDY NDNR YL&H SUHIHULUDMX HPRFLRQDOQL DSHO MHL
HNRORJLMRP |[DKWLMHYD GUDPDWLpPpQH RJGudidrici WKuSIR EL VI
grupe pokazali su istovietnd D]PLAOMDQMH VDPR NDGD MH X SLWDQMX
NDNR YHUD UD]JLQD LJUDA@HQH NULYQMH MDpH XWMHpPpH QD C
VH XJODYQRP WHPHOMH QD RVMHUDMX NULYQMH 'DNOH R
MoguiL UD]JORJ VH PRAGD NULMH L X WRPH a8WR VXGLRQLFL I}
DSHOH SD VDPLP WLPH YHUD UD]JLQD NULYQMH RGJRYDUD
.DGD VX X SLWDQMX EXGXuUuD RpHNLYDQMD evaRo/sph&radiH NDNR
GD MH QMLKRY GRSULQRV PDOHQ LSDN JD X RGUHYHQRM
RNROL&AD EL LK GRGDWQR PRWLYLUDR QD MRa YHUX XNOMX
kada bi imali bolje javne uvjete zbrinjavanja otpad#io sudonici fokus grupe smatraju kako

EL HNRORANL RGJRYRUQLMLP SRQDADQMHP PRJOL PDNDU F
toga uglavnom recikliraju; u prethodnoj raspravi su izjavili kako smatraju da bi prestankom
SXaHQMD XQDSULMHGLEL FAORYORMNHRQEDRR WBR QH RGOXpH ]

.DR NRQDpDQ ]DNOMXpDN RYRJ UDGD PRaH VH RGJRYRUL'

dijelu:
,PD OL YHUL XWMHFDM QD SURPMHQX SRQDaADQMD RVMHWO N

6XGLRQLFL IRNX\SUUKSHLYD®DH WIODVH NRML QDJOD&DYDMX
UL]JLN ]D ]JGUDYOMH NRMHJ SXaHQMH SUHGVWDYOMD D NDF

jednostavnije razumjeti. Kada se raspravljalo o ekologiji, blagu prednost dali su porukama
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koje nagODabDYDMX RVMHWOMLYRVW MHU VX J]DEULQXWL ]D VY
SRVOMHGLFD HNROR&GNRJ RQHpPpLAUHQMD

Imgu OL YHUL XWMHFDM QD SURPMHQX SRQDADQMD UDFLRQDC

1H SRVWRMH L]JUD&HQH SUHIHUH@VMWIH S\EE DR MIH 8 R WSJUHIEYX
REJLU NDNR QLWNR RG VXGLRQLND IRNXV JUXSH QHPD GM!
HNRORJLMH VXGLRQLFL IRNXV JUXSH VKYDiUDMX L]JUD]JLWR |
AWR GUDPDWLPQLMLemRe®MRY @RS UHIHULUDM X

.DNR LVSLWDQLFL UHDJLUDMX NDGD LP VH SUHGNWDYH VQD

SUHIHUHQFLMD YaHUM UWDQRH VWWDBAKQD MH X REMH WHPDW
NRMD SUHIHULUD PDQMX UD]LQX VWUDKD MH RVRED NRMD
WRPH UD]PL&OMD

.DNR RpHNLYDQL LVKRG XWMHpPH QD PRJXUX SURPMHQX SRQ

Sudionici fokus grupe smatDMX NDNR EL LP SUHVWDQDN SXaHQMD XP
WHJREH DOL LSDN VPDWUDMX NDNR RQH QLVX WROLNR R]E
VH UDVSUDYOMDOR R HNRORJLML VPDWUDMX NDNR MH QML
ipsk VYRMLP SRQDaADQMHP PRJX GRSULQLMHWL RpXYDQMX RI
VOLMHGH SUDYLOD HNROR&GNL RGJRYRUQRJ SRQDaDQMD

6$4(7$/SUMMARY

6DaHWDN

6YUKD RYRJ GLSORPVNRJ UDGD MH XWYUGLWL NDNR QHJDW
ovom radu negativni apeli promatrali su se kroz apele na strah i apele na krivnju i to u dvije
NDWHJRULMH SRQD&DQMD aWHWQRVR/ LS/NEH QMDY D QD H WSLUARL
NRULAWHQMHP PHWRGH IRNXV JUXSH L WR X REMH NDWHJI
WHPDWVNL SRGLMHOMHQH X WUL GLMHOD 8 SUYRP GLMHO:
fokus grupe o danoj tematici, zatim njinoupoznatost s medijskim kampanjama i utjecajem
LVWLK QD QMLKRYR SRQD&ADQMH 8 SRVOMHGQMHP GLMHOX
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WH VH RG QMLK ]JDKWLMHYDOR GD L]QHVX VYRMD UD]PL&OM
EL LPDOHHFEHMLQONGIMLKRYR SRQDADQMH 6XGLRQLFL REMH |
OL YL4AH SUBFHRIQDIMX@ LOL HPRFLRQDOQH RJODVH SRUXN
R]JELOMQRVW WH RJODVH V YL4&H LOL PDQ@BMNRLYJHWWDAHQPP DS
VH L NDNR QMLKRYD RPpHNLYDQMD R EXGXUQRVWL XWMHpX ¢

.OMXpQH ULMHpL DSHO QD VWUDK DSHO QD NULYQMX DSH

Summary

The purpose of this graduate thesis is to determine how negative appeals influence consumer
behaviour. Negative appeals were investigateugh fear and guilappel in both categories

of behaviour: smoking and environmental protection. Empirical research was conducted
trough a focus group in both categories of behavidbe frst goal was to inestigatethe

general attitude about the given topfollowing their familiarity with media campaigns and

its impact on participantPuring the last part ahe research, participants wagven as

to expresgheir opinion about them and its potentiap@et on behaviour. Participants of both
focus group researchasededo expresgheir preferences, choosginfrom rational or
emotional ad, messageshowcasing susceptibility or severity, and adds with more or less
pronounced fear and guilt appeals. ExpBons and their impact on behaviour change were

also factors to consider.

Keywords: fear appeal, guilt appeal, shame appeal
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One Cigarette = 11 Minutes of Your Life

The time it takes
= ‘h to read your child
A\ astory

Gall 1-800-QUIT-NOW for free hefp.

Huron County Public Health - wv

WARNING

This is what
dying of lung
cancer looks like.

Barb Tarbox died at 42
of lung cancer caused
by cigarettes.

You can quit. We can help.
1-866-366-3667
gosmokefree.gc.ca/quit

~KPo « Ju #&p&na strah Cilj je saznati da li ispitanici smatraju ovakvu poruku
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