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PERSONAL AGGRESSION AND ANXIETY OF ADOLESCENTS
AND PERCEPTION OF AGGRESSIVE ADVERTISING

This article presents a study of the relationship of the personal characteristics of adolescents (per-
sonal aggressiveness and anxiety) to an unconscious attitude to commercials in which there are acts of
aggression. The study was conducted in two stages. At the first stage, the adolescents were offered the
Buss-Durkee questionnaire, questionnaire of Spielberger-Khanin, Eysenck questionnaire. In addition,
they had to rank the colors according to the method of M. Luscher according to the degree of their attrac-
tiveness to themselves. At the second stage of the study, they were shown commercials with elements of
aggression. After watching commercials, retesting was performed using the technique of M. Luscher, as
well as the method of Etkind’s Color Test. A sample of our research was made by adolescents aged 14-16
in an amount of 60 people. The entire sample is divided into 2 subgroups: adolescents with a high level
of aggression (30 people) and adolescents with a low level of aggression (30 people). The results indicate
that adolescents with a high level of aggression perceive the scenes of violence in television advertis-
ing as encouraging activity and overcoming harassment, which further aggravates the aggression. At the
same time, adolescents with low levels of aggression, on the contrary, perceive aggressive advertising as
depressing and unpleasant.

Key words: adolescents, personal aggression, personal anxiety, perception of advertising.
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JKeTKiHLIEKTEepPAiH, TYAFaAbIK, arpecCUBTIAINT MeH YpeHAiri
)KOHe arpeccMBTI XKapHamaHbl KaObIAAAYbI

Makanaaa >KeTKIHLEKTEPAIH TYAFaAbIK, epekKLlUeAiKTepi (TYAFaAbIK, arpecCMBTIAIK MeH YperAik)
>KOHe arpeccuBTi >KapHamMaHbl KabblaAaybl apacblHAAFbl GAMAAHBICHIH 3epTTey HOTUXKEAEpi KepCeTiA-
reH. 3epTTey eki Ke3eHHeH TYpAbl. 3epTTeyaiH bipiHiue Ke3eHiHAe XXeTKiHwekTepre bacca-Aapkmain
arpeccuBTIAIK AeHreri cypakHamachl, CnuaGepr-XaHuHHIH YPENAIK AeHreni cypakHamachl, AM3eHKTIH
TYAFaAbIK, CypakHamMachl, M. AloLLepAiH TYCTiK TaHAayAap 8AICi MeH A.M. DTKMHATIH TYCTiK KaTblHacTap
TECTi KOAAQHBIAbIN, TeCTiAey XKYPri3iAai. 3epTTeyAiH eKiHLWi Ke3eHiHAe >KeTKiHLeKTepre arpeccus
SAEMEHTTEpi 6Gap >KapHamaAblK, POAMKTEP KOPCETIAIM, coaaH KeiniH M. Aowep meH A.M. DTKMHATIH
BAICTEPIH KOAAAHY apKbIAbI eKiHLII TecTiAey eTKi3iAal. 3epTTeyre 14-16 >kac apaAblfbiHAAFbl 60 >KeT-
KiHWeK KaTbICTbl. TaHAaMa eki TOMka OOAIHAI: >KOFapbl AeHrenaeri arpeccus 6ap xetkiHwektep (30
aAaM) >koHe TOMEH AeHreiaeri arpeccmschl 6ap >ketkiHwekTep (30 apam). AAblHFaH HeTUXKeAep 6o-
MbIHLLIA )KOFapbl AEHreMAEri arpeccusicbl 6ap XKeTKiHLWEKTep TEAEBM3USAbIK dKapHaMaAafrbl arpeCcCUBTI
KOMbIAbIMAAPAbI GEACEHAT BPEKETKE XKOHE KYAAAQYAAPAbI XXEHYTe UTepMeAeyLli Aer KaObIAAQMAbI, OA
arpeccusiHbl 0AaH api apTTbipaTbiH 60AaAbl. COHbIMEH KaTap, TOMEH AEHIrernAeri arpeccuschbl 6ap >keT-
KiHLLEKTep arpecCcuBTi XKapHaMaHbl XKaFbIMCbI3 Aer KabbIAAARAbI.

TyniH ce3aep: >KeTKiHLLIEeKTep, TYAFAAbIK, arPECCUBTIAIK, TYAFAABIK YPEMAIK, KapHaMaHbl KabblAAQYbl.
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Av4YHOCTHas arpecCUMBHOCTb U TPEBOXXHOCTb NMOAPOCTKOB U BOCIpUsaATUE arpeccuBHoﬁ PeKAaMbl

B AaHHOM cTaTbe NMPEACTaBAEHO MCCAEAOBAHME B3aMMOCBSI3M AMUYHOCTHbLIX OCOBEHHOCTEN MOA-
POCTKOB (AMMHOCTHOM arpecCMBHOCTU U TPEBOXXHOCTM) M HEOCO3HAHHOIO OTHOLLUEHUS K PeKAAMHbIM
POAMKaM, B KOTOpPbIX MPUCYTCTBYIOT aKTbl arpeccumn. MccaepoBaHMe MPOBOAMAOCH B ABa 3Tana. Ha
nepBOM 3Tare NOAPOCTKU MPUHAAM yyacTUe B TECTUPOBAHMM C UCMOAb30BAHMEM OMPOCHUKA YPOBHS
arpeccmBHocTM bacca-Aapku, onpocHmnka ypoeHs TpeBoxxHOCTM Cninabepra-XaHnHa, AMMHOCTHOMO Ofl-
pocHuKa Ai3eHKa, METOAA LIBETOBbIX BbiGopoB M. Awowepa n LITO A.M. ITknHaa. Ha BTopom atane
NCCAEAOBAHMS MM ObIAM MOKa3aHbl PEKAAMHbIE POAMKM C 3AEMeHTamm arpeccumn. [locae npocmoTpa
POAMKOB MPOBOAMAOCH MOBTOPHOE TECTUPOBAHME C UCMOAb30BaHMEM MeToAMKM M. Atowepa 1 LITO
ITKMHAQ. BbIGOPKOM HaLLEro MCCAEAOBAHNS BLICTYMMAM MOAPOCTKM B Bo3pacte 14-16 AeT B KOAUYeE-
ctBe 60 yeAoBek. Bca BbIGOpKa NOAEAEHA Ha 2 MOAMPYIbl: MOAPOCTKM C BbICOKMM YPOBHEM arpeccum
(30 yenoBeK) M MOAPOCTKM C HU3KMM YpoBHeM arpeccun (30 yeaoBek). [ToAyueHHble pe3yAbTaTbl CBU-
AETeAbCTBYIOT O TOM, UTO MOAPOCTKM C BbICOKMM YPOBHEM arpeccum BOCMPUHUMAIOT CLIEeHbl HACUAMS
B TEAEBM3MOHHOI peKAaMe KakK Moby>KAQloLIME K aKTUBHOM AEATEAbHOCTU M NMPEOAOAEHMIO NMPUTECHE-
HMIA, YTO eLe GOAbLLIE YCMAMBAET arpeccuio. B To ke Bpemsi, MOAPOCTKM C HU3KMM YPOBHEM arpeccum,

Hao60pPOT, BOCMPUHMUMAIOT arpecCMBHYIO PEKAaMY Kak YAPYUaIOLLYIO M HEMPUSITHYIO.
KAroueBble cAoBa: MOAPOCTKM, AMYHOCTHAY arpecCUMBHOCTb, AMUHOCTHasi TPEBOXXHOCTb, BOCI-

puaTne pekAambl.

Introduction

The study of the effectiveness of promotional
activities is one of the most relevant areas in
modern management. The means of advertising
used in modern conditions are diverse, many of
them are technically very perfect, have a complex
classification by purpose, place of use, nature of
use, degree of emotional and psychological impact
on people. From the world experience is known the
power and role of advertising. First of all, it bears
in itself information, usually presented in a concise,
artistically expressed form, emotionally colored and
brings to the mind and attention of potential buyers
the most important facts and information about
goods and services (Raigorodskiy, 2007). It should
be noted that advertising is always information, and
information is not always advertising. Advertising,
on the one hand, brings to consumers information
necessary for the purchase and use of goods. On the
other hand, combining its informational content with
persuasiveness and suggestion, it has an emotional
and psychological effect on a person. Advertising
is increasingly interfering in the life of a person,
controlling him on conscious and unconscious
levels (Tsenev, 2007).

Now the experts are most concerned about
the models of aggression shown in television
advertising. And this is not by chance, because
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both verbal and physical aggression on television
are not at all uncommon (Rean, 1995). According
to sociological studies, the most popular television
programs for every hour of broadcasting account
for an average of about nine acts of physical and
eight acts of verbal aggression (Baron, 1994). The
question of how people relate to aggression on
television, how important these or other personal
characteristics of the subjects of perception are
becomes central to understanding the psychological
patterns of perception of mass communication. It
can be assumed that certain personal qualities, such
as the initial level of aggressiveness, contribute to
the perception and evaluation of advertising (Cantor,
1998; Cannon, 1995; Cantor, 2000; Carlsson &
Feilitzen, 1998).

Analysis of theoretical studies in this area
allowed us to formulate the following assumption
that the unconscious emotional attitude to the scenes
of aggression in commercials will be determined
by personal aggression and anxiety of adolescents
(Reshetnikov, 2018).

Television advertising is not only the most
expensive, but also quite strong in terms of the
degree of psychological impact on the population by
the type of advertising. The study of the patterns and
mechanisms of such exposure in order to develop
recommendations for practitioners (advertisers,
social workers, educators, etc.) make psychological
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research in this area highly relevant and significant
for practical activities (Freedman, 2002).

Recently, advertising researchers have noted
a sharp increase in the aggressiveness of modern
television advertising, an increase in the number of
scenes of violence that have been shown repeatedly
over a long time. Psychologists say that aggressive
advertising has a significant impact on children
and adolescents, the psyche of which is practically
unprotected.

Thus, Males note that in the United States, on
average, about 9 acts of physical and 8 acts of verbal
aggression occur in the most popular television
programs for every hour of broadcasting (Males,
2001). Thus, a child who spends only 2 hours of
television per day sees, on average, more than 17
acts of aggression. This trend is observed in Russian
advertising, which is broadcast in Kazakhstan
(Fedorov, 2000).

On this basis, the purpose of our research
was built: to identify the relationship of personal
aggressiveness and anxiety of adolescents with
an emotional attitude to aggression in television
advertising.

Materials and methods

The following methods were used in the work:
theoretical analysis of psychological literature,
observation method, experiment, conversation,
testing, statistical methods for processing
experimental material On the basis of these
methods, the following methods were presented:
the method of color choices by M. Luscher and the
method of A.M. Etkind’s Color Test (preferences
of commercials); The Aggression Questionaire of
Buss-Durkee; questionnaire “Study of anxiety”
Spielberger-Khanin; The personal questionnaire of
Eysenck (Raygorodskiy, 1998; Golovei, 2001).

The average values of the obtained indices
in each of the two groups, the reliability of the
differences between the data of the two groups

Table 1 — The average group data by the method of Buss-Durkee

according to the Mann-Whitney U-test and the
coefficient of the ¢@* angular Fisher transform are
calculated. To study the relationships between the
indicators, the Pearson linear correlation criterion
was used. As a result of the study, the data obtained
were processed using SPSS 15 computer statistical
analysis (Nasledov, 2005).

A sample of our research was made by
adolescents aged 14—16 in an amount of 60 people.
Since, as studies show, the greatest manifestations
of aggressiveness in adolescence are typical for
boys, then, for purposes of purity of the experiment,
we will also examine only boys, since it is they who,
first of all, emotionally react to the manifestations
of scenes of aggression in commercials. The study
was conducted individually with each subject in
specially organized conditions.

The study was conducted in two stages. Atthe first
stage, the adolescents were offered the Buss-Durkee
questionnaire, questionnaire of Spielberger-Khanin,
Eysenck questionnaire. In addition, they had to rank
the colors according to the method of M. Luscher
according to the degree of their attractiveness to
themselves. At the second stage of the study, they
were shown commercials (5 commercials), in which
there are elements of aggression. After watching
commercials, they will be asked once again to be
tested according to the method of M. Luscher, as
well as the method of Etkind.

Results and discussion

For the purposes of our research, it was
important for us to divide the sample of adolescents
under investigation into 2 subgroups: A group
— aggressive adolescents and B group — non-
aggressive adolescents. To this end, we conducted
a methodology for the study of Buss-Durkee
aggression. The division of the sample into
aggressive and non-aggressive adolescents was
conducted by us on the basis of the aggressiveness
index (Table 1).

Ne Al:gl;rl:;z?én ,Egi?r)éasl:iejn Irritation | Negativism | Offense | Suspicion Ag\gz:zzion Guilt | Hostility | Aggression
A group 9 3.43 9.03 423 5.66 4.53 9.23 3.06 14.7 27.26
B group 3.06 3.76 2.9 2.1 5.7 7.06 2.63 6.13 12.76 8.6
emp 300 365 300 345 365 342 300 340 345 100
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Analyzing the obtained results, we can say that
in a group of aggressive adolescents predominate
physical aggression, irritability, offense, and verbal
aggression. This means that adolescents are ready to
use physical force in response to an insult, they will
not be silent, but are ready to sharply respond to the
abuser. They have a very strong sense of guilt, but
they also experience intense irritation. They have a
very high index of aggressiveness, which tells us
about a fairly high level of aggression in this group.

Analyzing the results in the group of non-
aggressive adolescents, we note that they have

completely different results. Their various forms
of aggression are expressed to a small extent,
but offense, suspicion and guilt prevail. This
tells us that they are very much offended by
someone, but at the same time they feel guilty,
which causes internal conflict. They also clearly
show suspicion. The index of aggressiveness in
this group is extremely small, which allows us to
speak about a low level of aggressiveness in this
group.

The results we noted are more clearly represented
in Figure 1:

Physic

M

[h

Suspic|Verbal

Displa | Irritati | Negati | Offens Guilt Hostili|Agress
al ced on | vism e ion |agressi ty ion

O A group 9 3,43 1 9,03 | 4,23 | 5,66 | 4,53 | 9,23 | 3,06 | 14,7 | 27,26
@B group | 3,06 | 3,76 | 2,9 2,1 5,7 | 7,06 | 2,63 | 6,13 | 12,76 | 8.6

OA group HEB group

Figure 1 — Indicators of the severity of various forms of aggression of research participants

Since in our study, it was fundamentally important
for us to study the attitude to advertising, precisely

and level of general aggression, since U_
=338, p <0.05). And this allows us to conclude

crit

<U

crit

depending on the level of personal aggressiveness,
to check the truth and authenticity of the differences
we found, we used the Mann-Whitney U-test. All the
results obtained by us in the course of calculating the
criterion are presented in Table 1.

They show wus that there are significant
differences between the two groups in terms of
physical aggression, verbal aggression, irritability

that the 2 groups of adolescents we have chosen
significantly differ in the level of aggressiveness.

At the next stage of our research, it was also
important for us to study anxiety. The study of
anxiety, as well as other techniques, we carried out
already taking into account the division into these 2
subgroups. The average group data on the study of
anxiety in tabulated form are presented in Table 2.

Table 2 — Average group results by method of Spielberger-Khanin

Aggressive adolescents Non-Aggressive adolescents
Reactive Anxiety Personal Anxiety Reactive Anxiety Personal Anxiety
Average value 32.96 23.8 28.9 46.5
Low (%) 16.6 100 83.4 -
Moderate (%) 83.4 - 16.6 -
High (%) - - - 100
ISSN 1563-0307; eISSN 2617-7552 The Journal of Psychology & Sociology. Nel (68). 2019 97
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Analyzing the data, it should be noted that
in the group of aggressive adolescents, moderate
situational anxiety and low personal anxiety
prevail. This tells us that aggressive adolescents
to a small degree are experiencing both in the
context of a specific situation and in personal
terms. They are calm, confident in themselves,
what is happening, presumably due to the
reaction of aggressive emotions. In the group of
non-aggressive adolescents, a different situation

is observed. If reactive anxiety in this group
of adolescents is at a low level, then personal
anxiety in all adolescents reaches its peak — is
high. Perhaps this is due to feelings of guilt and
suspicion, which are at a high level according to
the method of Buss-Durkee.

The differences we noted in the qualitative
analysis we decided to test for significance using
for this purpose the criterion ¢* — the angular Fisher
transformation. The results are shown in Table 3.

Table 3 — The results of the criterion ¢* — angular Fisher transformation

Aggressive and non-aggressive adolescents

Aggressive and non-aggressive adolescents

reactive anxiety reactive anxiety 0] personal anxiety personal anxiety o)
Low (%) 16.6 83.4 5.66 100 - 12.1
Moderate (%) 83.4 16.6 5.66 - - 12.1
High (%) - - - 100

Analysis of the results showed that there are sig-
nificant differences between groups of aggressive
and non-aggressive adolescents in all indicators,
since @ * emp> @ * crit, ¢ * crit = 1.64 (p<0.05).

Thus, moderate reactive anxiety significantly
dominates in the group of aggressive adolescents,
and low reactive anxiety significantly dominates
in the group of non-aggressive adolescents. As for

Table 4 — Average group results by the Eysenck method

personal anxiety, in the group of aggressive adoles-
cents, it is significantly lower than in the group of
non-aggressive adolescents, in whom it is high.
Also, studying the personal aggressiveness and
anxiety, it was important for us to identify the level
of neuroticism and the emotional stability of the per-
sonality. For this purpose, we used the Eysenck tech-
nique. The average group data are shown in Table 4.

Aggressive adolescents

Non-aggressive adolescents

E-AND H E-AND H
Average receptacle. 17.63 9.86 7.56 14,06
U 290 334 290 334

Analyzing the results obtained by the method
of Eysenck, we can note the following. The group
of aggressive adolescents is characterized by high
aggressiveness and a low degree of neuroticism.
This tells us that a group of aggressive adolescents is
characterized by sociability, impulsivity, flexibility
of behavior, great initiative in combination with low
perseverance and high social adaptability. They are
characterized by emotional stability, maturity and
excellent adaptability.

The group of non-aggressive adolescents
is characterized by a high degree of emotional
instability and an introverted orientation of the
personality. This tells us that a group of non-
aggressive  adolescents is characterized by
unsociability, isolation, social passivity combined
with great persistence, a tendency to self-analysis
and difficulties in social adaptation. They are
nervous, unstable and poorly adapted.

The results are clearly shown in Figure 6.
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OA group BB group

Figure 2 — Average group results by the Eysenck method

We decided to test the differences noted for
significance using the Mann-Whitney test (the results
are presented in Table 4). We received significant
differences in both the level of extraversion-
introversion and the level of neuroticism, since
Uemp <U_ (U = 338, p<0.05). And this allows
us to conclude that adolescent groups differ in the
extroverted orientation of the personality and in the
level of neuroticism.

Table 5 — Average group ranks

Thus, during our study 2 groups of adolescents
were involved, which significantly differ in the level
of personal aggression, anxiety, which was the main
criterion in the formation of samples. To study the
unconscious emotional attitude towards aggressive
advertising, we used M.Luscher’s color test and
AM. Etkind’s color test. On the basis of individual
elections, the average group ranks were calculated
using this method, which are presented in Table 5.

Pref. o1 2 3 4 5 Pref. after

before
Agr. 35204167 | 32470156 | 23150647 | 32470156 | 23150647 | 32470156 | 32470156
Non-agr. 14063257 | 10253746 | 70162435 | 10253746 | 70162435 | 10253746 | 02163547

Analyzing the elections, we can note the follow-
ing. The preferences of aggressive adolescents are
characterized as follows. They are colored by the
desire to generate interest, be catchy and impress.
They are attracted by erotic and stimulating stimuli.
They manage their actions, guided by feelings, to
gain confidence and success (+ 3 + 5). They strive
to resolutely defend their claims, despite the oppo-
sition (x2x0). In sensual contacts and especially in
close relationships, they are demanding, therefore
the desire for cordial unity remains unsatisfied (= 4
=1). They strive for free development in accordance
with their own convictions. They want to be respect-
ed as a person. They want to use all their abilities
and opportunities for development. However, they
do not allow others to interfere with their intentions
(-6-7).

After watching the aggressive commercials, the
preferences are as follows. They want to intensively

ISSN 1563-0307; eISSN 2617-7552

pursue their plans and do not allow themselves to
be distracted from the goal. They want to assert
themselves by overcoming oppression, and by
success they are judged on the ability to assert their
rights (+ 3 + 2). They demand and look forward to
the fulfillment of their desires and hopes (x4x7).
Relationships with other people rarely meet their
emotional expectations, which leads to isolation and
the inability to establish a harmonious relationship
(=0 =1). They want to establish a connection with
any partner who would satisfy their aesthetic needs.
At the same time, they want to establish themselves
as an individual and therefore take a critical position
in relation to the partner, with the result that there
is a rapprochement, then estrangement in the
relationship (-5-6).

In relation to the commercials, the adolescents
of the aggressive group occupy the following
position. 1, 3 and 5 video they perceive identical
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(the elections are the same). This election
suggests the following. They want to intensively
pursue their plans and do not allow themselves to
be distracted from the goal. They want to assert
themselves by overcoming oppression, and by
success they are judged on the ability to assert
their rights (+ 3 + 2). They demand and look
forward to the fulfillment of their desires and
hopes (x4x7). Relationships with other people
rarely satisfy their emotional expectations, which
leads to isolation and the inability to establish
harmonious relationships (= 0 = 1). They want to
connect with any partner that meets their aesthetic
needs. At the same time, they want to establish
themselves as an individual and therefore take
a critical position in relation to the partner, with
the result that there is a rapprochement, then
alienation in the relationship (-5-6).

For commercials 2 and 4, the subjects
observed the following emotional relationship.
This feeling that they want to overcome obstacles
and difficulties, to achieve recognition. They want
to make independent decisions, to carry out their
intentions consistently, regardless of the intentions
of others (+ 2 + 3).

They are sensitive and need the same sensitive
and understanding partner, are ready for complete
mutual understanding and sensitivity of proximity
(x1x5). They are ready for emotional communication
and want to feel emotionally involved (= 0 =
6). Unfulfilled hopes led them to insecurity and
suspicion. They demand freedom of action and
reject any whatsoever control (-4-7).

For a group of non-aggressive adolescents, the
following emotional attitudes are characteristic.
If we analyze their preferences before watching
commercials, we can note the following.

This tells us that the adolescents of this group
achieve a happy, satisfying love. They are able
to experience a strong and full of inspiration
feeling. Complaisant and compliant to get a
reciprocal feeling. But at the same time they
need mutual understanding and attentiveness
on the part of the partner (+ 1 + 4). At the same
time, due to conflicting tensions, they feel tired
and need rest (x0x6). In an effort to achieve the
desired adolescents of this group, they encounter
obstacles, so they feel exhausted and are forced to
accept the circumstances (= 3 = 2). However, with
all this, there is a requirement from close people
to give him to make decisions, regardless of any
authoritative opinion (-5-7).

After watching videos, the preferences in this
group have changed. Analysis of preferences in

the group of non-aggressive adolescents shows
that they feel the hostility of circumstances and
exhausted by conflicts and quarrels. They want
to protect themselves from them and hide their
intentions so that they cannot be prevented (+ 0 +
2). They need protection and guardianship, security
and companionship, but they also avoid making any
efforts (x1x6). They painfully perceive the lack of
attention to their needs and demands, they are very
sensitive and touchy (= 3 = 5). Unfulfilled hopes
led them to insecurity and suspicion. They demand
freedom of action and reject any whatsoever
control (-4-7).

Analyzing the emotional attitude to the watched
videos, we can note the following. Elections for 1,
3 and 5 commercials are similar. This tells us about
the following. Commercials adolescents of this
group are perceived as follows. First of all, it’s the
need to get rid of stress and tension. Striving for
unshakeable, satisfying harmony (+ 1 + 0). Also
there is a desire for other people to understand his
desires and needs (x2x5). There is a feeling that
circumstances constrain and limit his actions,
forcing him to give up joys and pleasures (=3 =7).
He feels lonely and dissatisfied, the need to unite
with other people. He wants to open up and show
the uniqueness of his character, but these attempts
encounter fear of disapproval from other people
(-4-6).

The choices for commercials 2 and 4 also
turn out to be identical and they show us the
following emotional relationship. This is, above
all, a feeling of hopelessness of the situation.
Discontent with unpleasant circumstances and
an attempt to protect oneself from anything that
may cause irritation and deepen depression (+ 7
+ 0). This is the need for protection and care.
There is a need for security, quiet and friendly
communication, but at the same time they do
not want to make any effort to this (x1x6).
They believe that they have experienced more
difficulties than anyone, because of what they
feel offended (= 2 = 4). They have sensual
irritability and the ability to intense experiences.
At the same time, they perceive the situation as
painful and unpleasant, as a result of which they
feel the need for rest and security (-3-5).

Thus, we can note that if for adolescents from
an aggressive group, watching videos caused active,
optimistic and activity-inducing feelings, then for
adolescents from a non-aggressive group, these
videos cause a feeling of hopelessness, a desire to
protect themselves from stress and find peace and
security.
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To study the relationships, we used the Pearson
linear correlation criterion. This analysis showed us
that there are significant correlations between physical
aggression, irritation, negativism, verbal aggression,
hostility and aggression. This tells us that the more
a person shows aggressiveness, the more he is ready
for verbal aggression, hostility to circumstances, and
negative perception of circumstances.

Apositive correlation is found between displaced
aggression and feeling of guilt. Thus, the more the
person feels guilty of himself, the more he will hide
the aggression, or direct it to foreign objects.

Offence reveals a positive correlation with
hostility. Accordingly, the more people are offended,
the more hostile they are to others.

Reactive anxiety reveals a negative relationship
with extroversion. The more a person exhibits
extravertised qualities, the less he is subject to
reactive anxiety.

We were especially interested in relationships
with colors according to Luscher (2 choice). We
found a negative dependence of 3 and 4 colors with
physical, displaced aggression, verbal aggression,
with irritation, as well as with an index of hostility.
This tells us that the more a teenager shows
aggressive qualities, the more often he puts colors
such as 3 and 4 on the first place. This characterizes
the fact that aggressive advertising causes vigorous
activity in adolescents, striving for success through
fighting, excitement, the need to act and expend
power, leadership, initiative, hope for ease, joy and
relaxation, the desire for a new, liberation, optimism,
emancipation, sensitivity and empowerment.

Positive relationships are found with aggression
scales with 0 and 6 colors. This tells us that the
more aggressive adolescents are, the less they seek
for bodily sensations, physical lightness, sensory
satisfaction, neutrality, non-participation, social
isolation, and freedom from obligations, since the
rank of these colors is also more that corresponds to
the denial of these qualities.

Conclusion

An empirical study of the influence of personal
aggressiveness and anxiety of adolescents on
the attitude to scenes of aggression in television
advertising led to the following conclusions.

1. A group of aggressive adolescents perceives
aggressive advertising as an incentive to action,
forcing them to achieve fulfillment of their plans and
not allowing them to distract themselves from the
goal. Aggressive advertising forces them to assert
themselves by overcoming oppression, relying only
on their own opinions. Relationships with other
people rarely satisfy them in this case, which leads
to isolation.

2. A group of adolescents with a low level of
aggression reacts to advertising as follows. They
seek to break free from stress and debilitating
tensions. There is a feeling that circumstances
constrain and limit its actions. Teens feel a sense
of loneliness and dissatisfaction, the need to
unite with other people. There is also a feeling
of hopelessness of the situation, discontent with
unpleasant circumstances and an attempt to protect
themselves from anything that may cause irritation
and deepen depression.

Thus, we note that adolescents with a high level
of aggression perceive the scenes of aggression in
television advertising as encouraging activity and
overcoming oppression, which further intensifies
the aggression. Adolescents with a low level of
aggression perceive aggressive advertising as
depressing, unpleasant.

Based on this, we claim that our assumption that
the unconscious emotional attitude to the scenes of
aggression in commercials will be determined by
personal aggression and anxiety of adolescents was
confirmed. It was also confirmed by the assumption
that with high personal aggressiveness and low
anxiety of adolescents, the attitude to the scenes of
aggression in commercials will be positive.

References

Baron R. A., Richardson D. R. (1994). Human aggression. New York: Plenum.
Cantor, J. (2000). Mommy, I’'m Scared: Protecting children from rightening Mass Media. Media Violence Alert Zionsvill, IN:

Dream Catcher Press, Inc, pp. 69-85.

Cannon, C. (1995). Media Violence Increases Violence in Society. Violence in the Media. San Diego, CA: Greenhaven Press,

pp. 17-24.

Cantor, J. (1998). Children’s Attraction to Violent Television Programming. Why We Watch: The Attractions of Violent Enter-

tainment New York: Oxford University Press, pp. 88-115.

Carlsson, U. and Feilitzen, C. (1998). Children and Media Violence. Geteborg: UNESCO International Clearing House on Chil-

dren and Violence on the Screen, Goteborg.

ISSN 1563-0307; eISSN 2617-7552

The Journal of Psychology & Sociology. Nel (68). 2019 101



Personal Aggression and Anxiety of Adolescents and Perception of Aggressive Advertising

Fedorov, A. (2000). Russian Teenagers and Violence on the Screen: Social Influence of Screen Violence for the Russian Young
People. International Research Forum on Children and Media, 9, pp. 59-71.

Freedman, J.L. (2002). Media Violence and Its Effect on Aggression: Assessing the Scientific Evidence. Toronto — Buffalo —
London: University of Toronto Press.

Golovei L.A., Rybalko E.F. (2001). Praktikum po vozrastnoj psikhologii [ Workshop on psychology]. St.Petersburg: Rech.

Males, M. (2001) Teenagers Are Not Becoming more Violent. In: Torr, J.D. (Ed.). Violence in the Media San Diego, CA: Green-
haven Press, pp. 82-84.

Nasledov A. (2005) SPSS: kompyuternyu analiz dannyckh v psikhologii i sotsialnykh naukakh [SPSS: Computer data analysis
in psychology and social sciences]. St.Petersburg: Piter.

Raigorodskiy D. Y. (2007). Reklama: vnushenie i manipulyaciya. [Advertising: suggestion and manipulation]. Moscow: Klass.

Raygorodskiy D.Y. (1998). Prakricheskaya psikhodiagnostika [Practical psychodiagnostics]. Samara: Bacchus.

Rean A.A. (1996). Agressiya i agressivnost' lichnosti [Aggression and the aggressiveness of the individual]. Psychological
journal, 5, pp. 16-27.

Reshetnikov M.M. (2018). Psychological Analysis of Aggressive Tendencies in Adolescents Firstly Entered Socio-Protective
Institution. Clinical Psychology and Special Education, Vol. 7, 2, pp. 111-123.

Tsenev B. (2007). Psikhologiya reklamy. Reklama, NLP i 25-j kadr. [Psychology of advertising. Advertising, NLP and the 25th
frame]. Moscow: Pech.

Jlurepartypa

Bapow P., Puuapncon [I. Arpeccust. — Horo-Hopk: ITnenym, 1997. — 245 c.

Tonogeii JI.A., Pribanko E.®. I[Ipaktukym o Bo3pactHol ncuxosnorun. — CII6.: Peus, 2001. — 310 c.

HacnenoB A. SPSS: KOMITBIOTEPHBIN aHAIHU3 JAHHBIX B TICUXOJIOTUH U COIMaIbHbIX Haykax. — CI10.: [Tutep, 2005. — 416 c.

Paitroponckwuii J1.51. [IpakTiueckas cMXoAuarHoCTuka. MeToIMKU U TeCThl: Y4eOHoe nmocodue. — Camapa: baxyc, 1998. — 672 c.

Paiiroponckuii [1.51. Pexnama: BHy1eHre 1 Manumynsnust. — baxpax-M, 2007. — 752 c.

Pean A.A. Arpeccus 1 arpeccuBHOCTB JImgHOCTH. // [Tcuxonormdaeckuii xxypHai. — 1996. —Ne5. — C. 16-27.

Henes B. Ilcuxonorus peknamsl. Pexitama, HJIIT u 25-i kanp. — M.: Peus, 2007. — 387 c.

Cantor J. Mommy, I’'m Scared: Protecting children from rightening Mass Media. Media Violence Alert. — Zionsvill, IN: Dream
Catcher Press, 2000. — Pp. 69-85.

Cannon C. Media Violence Increases Violence in Society. Violence in the Media. — San Diego, CA: Greenhaven Press, 1995.
—Pp. 17-24.

Cantor J. Children’s Attraction to Violent Television Programming. Why We Watch: The Attractions of Violent Entertainment.
—N.Y., Oxford University Press, 1998. — Pp. 88—115.

Carlsson U., Feilitzen C. Children and Media Violence. Geteborg: UNESCO International Clearing House on Children and
Violence on the Screen. — Goteborg, 1998. — 387 p.

Fedorov A. Russian Teenagers and Violence on the Screen: Social Influence of Screen Violence for the Russian Young People.
— International Research Forum on Children and Media. — N 9. — 2000. — P. 59-71.

Freedman J.L. Media Violence and Its Effect on Aggression: Assessing the Scientific Evidence. — Toronto — Buffalo — London:
University of Toronto Press, 2002. — 227 p.

Males M. Teenagers Are Not Becoming more Violent. In: Torr, J.D. (Ed.). Violence in the Media. — San Diego, CA: Greenhaven
Press, 2001. — Pp. 82-84.

Reshetnikov M.M., Psychological Analysis of Aggressive Tendencies in Adolescents Firstly Entered Socio-Protective Institu-
tion / Clinical Psychology and Special Education. — 2018. — Vol. 7. —no. 2. — Pp. 111-123.

102 Xabapuisl. [Tcuxonorus xoHe corponorus cepusichl. Nel (68). 2019



