
Abstract

The aim of the bachelor's thesis is to compare the effectiveness of negative and positive

appeal in the campaign Aggression Kills, which was created as cooperation between the

Czech Association of Insurance Companies, BESIP and the Police of the Czech Republic.The

theoretical part defines the concepts of social advertising and emotions in marketing. It also

describes examples of Czech and foreign road safety campaigns and information about the

Aggression Kills campaign. This campaign has produced six TV and radio spots, which differ

in their appeal, one is negative and one is positive.The practical part is in the form of a

qualitative structured interview with nine respondents aged 18-24. The respondents were

divided into three groups and each group was shown a different pair of spots. After watching

both spots, respondents answered a set of questions. The aim was to find out which appeal

they found more effective. After 6 weeks, respondents communicated their feelings again, this

time without having seen the spots before, so that their answers were based only on what they

remembered. The aim of the practical part was to compare which appeal in the message

respondents remembered after a time lapse.


