
220 
 

М.В. Малыгина, Е.А. Снигирева 

Вятская государственная сельскохозяйственная академия 

г. Киров, Россия  

 

Реклама СМИ: критерии эффективности 

 

В статье исследуются критерии эффективности рекламы СМИ 

на примерах рекламных текстов из газеты «Презентация» г. Кирова. 

Выдвигается гипотеза о низкой эффективности жанра «житейская 

история», которая проверяется экспериментом опроса мнений. 

 

The Advertising of Mass Media: the Criteria of Its Effectiveness 
  

Today we can state, that the success of any product or service 

provided by the company depends largely on its advertising campaign, 

which should show the advantages, the novelty and distinctive features of 

the advertised goods and services. 

 Advertising text has long been a subject of research for linguists, 

psychologists, designers, marketers [Williams R. (2008); Papanek 

V.(2004); Golombeski K., Hagen R.(2013); Laptev(2011); Pirogova Y. 

K.(2000); Fred I. Khan (2007); Shepilova G.G.(2010); Harrower 

T.(1999)]. The criteria of effectiveness of advertising are of special 

interest. In the monography of Pirogova Y. K. there are the following 

characteristics of success of an advertising text: 

1) the lure of a message (originality, clear indication of 

capabilities of a firm); 

2) recognizability (rapid perception and correlation with the 

firm); 

3) memorability (repetition of information within a text, 

unusual advertising images or phrases); 

4) agitation power (credibility, relevance for the subject of the 

target audience, etc.) [1]. 

 According to the position of the design approach the advertising 

message should also have: 

1) free space / ”air” around the article; 

2) witty and original language (the author emphasizes that this 

criterion can be more important than design); 

3) clarity; 

4) brevity; 
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5) attractive colour combinations [2]. 

 There are several forms and genres of advertising in print media: 

1) modular advertising (the genre is advertising collage); 

2) content advertising (the genres are ads and photoads); 

3) text advertising (the advertising genres are life history, 

experience, expert advice. And the journalistic genres used for advertising 

purposes are: notes, reports, reporting, writing, question-answer, interview, 

correspondence, review, critique, sketch, and article) [3]. 

 From our point of view, the most interesting genre is textual 

advertising, because if a potential buyer looks through a magazine or a 

newspaper with the purpose to obtain information about the latest news 

and offers, he evaluates and skips the modular and content advertising 

quickly. The text may be perceived as a source of additional information, 

which encourages using a product or a service and the text advertising is 

considered to be a source of additional knowledge about the types of 

goods, the peculiarities of using them, etc. In this case, the message 

recipient may be interested in the article even if he isn’t interested in the 

product itself, but the leading motive is the desire to be informed. 

 Thus, the purpose of this article is to check the known criteria for 

the success of text ads depending on their content and design and the 

identification of new criteria. For this purpose, an experiment has been 

carried out. We have chosen a promotional offer, where the main 

component was the text, and identified the reasons why it is attractive or 

unattractive to respondents. 

 11 respondents were shown 9 different promotional articles 

published by the companies of the city Kirov. The respondents were to 

determine the success of the proposed advertising messages and to argue 

their position by filling in the table about each of the proposed 9 articles.  
 

No. advertising 

articles 
Like (+) Don't like (-) 

Don't know what to 

say (+/-) 

    
 Table 1 – Questionnaire submitted to the respondents for analyzing advertising articles 

 

Having analyzed the received data we found out that the most 

attractive of subjects was a sample of a promotional offer under No. 7. All 

respondents unanimously gave it their preferencebecause the collages were 

bright, colorful, original, it was not overloaded with information and at the 

same time it was clear and understandable. 
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 In the second place there was the advertising article number 4. It 

has gained 10 points. The arguments for were: a bright and colorful design, 

clarity and brevity. In addition, it was stated that this advertising reaches 

the broad target audience and it suits best for the whole family. 

 Also more than half positive votes were given to the advertisement 

No. 6 and No. 9 because of their clarity, catching images and the ability to 

provoke interest. But the respondents noted such drawbacks as bad colour 

combination, narrow target audience, as well as the lack of information 

about the cost of services. 

 All other advertising collages have been recognized ineffective for 

different reasons, they seemed unclear, disjointed, and uninteresting to the 

respondents. Bad visual design, boring headings, and poorly chosen 

adjectives and metaphors in some of the ads provoked negative 

associations. 

 The most unfortunate article was sample No. 1, which, in the 

opinion of 10 out of 11 respondents, was recognized as the standard, 

uninformative, unattractive and even suspiciousto some extent. 

 Thus, summing up the study, we can make a conclusion that all the 

established criteria of effectiveness are valid today and indeed determine 

the success of the advertising message. The audience preference is given to 

attractive force and promotional offers. However, as it was mentioned in 

the article of Pirogova Y. K., if there are at least some of the selected 

criteria, advertising can draw the attention of potential buyers to the 

advertised product and motivate them to make the purchase. 
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