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SUMMARY 

Danilaitytė, P. Rhetoric Solutions of the Negativity Bias in Business Communication. MA Final 

Thesis in English and Another Foreign (German/ French) Language and Business Communication. 

Academic advisor Doc. dr. L. Bernotienė, Klaipėda University: Klaipėda, 2020 – 54 p. 

Keywords: negativity bias, manipulation, rhetoric solutions, lexical patterns, syntactic patterns, 

target audience. 

Theme relevance: Negativity bias can be felt widely in business communication nowadays. 

Rhetoric solutions, lexical or syntactic rhetoric patterns and multimodal means are found in 

language, which assists to set persuasiveness in any advertising procedures likewise, incorporate 

the people into believing in charitable procedures and support any kind of charity. People often 

are not prepared to counter them effectively and caught by manipulators. The motivation for this 

master paper concerns investigating the role of rhetoric solutions of negativity bias in business 

communication.  

Purpose: to demonstrate the significance of the role including rhetoric solutions of negativity bias 

in business communication. 

Methods:  

1. Non-experimental and descriptive methods are used to describe the theory and rhetoric 

solutions of negativity bias in charity advertising. 

2. Analytical method is used to analyse the relations of participants in charity of business 

communication. 

3. Comparative method is used to compare the negativity bias caused by negative effects in charity 

advertising and bias without negative effects.  

4. Analytical and interpretive methods are used to analyze and interpret the ways of rhetoric 

patterns and multimodal means in business communication. 

Results and conclusions:  

1. The description of the negativity bias and its effect as understood in business environment 

provides the idea of negativity bias is such as strong expression that it has a bigger and stronger 

impact on our brains than positive ones. Negativity bias functions of discourse conclude 

linguistic data that is not naturally discerned from correctly informational content, the tactic is 

hypersensitivity and it often takes place in business sphere. Negativity bias has a powerful 

effect on people behaviour, their decisions, and even their any relationships. Therefore, 



 
 

negativity bias toward the negative keeps you to pay more attention to the negative things that 

happen and people making them seem much more significant than they actually are.  

2.  The analysis of the lexical and syntactical rhetoric solutions demonstrates that there are   many 

rhetorical patterns of eliminating the negativity bias. Rhetorical patterns play a big role 

concerning the negativity bias, because it is a way of organizing information. It is noticed that 

the word rhetoric refers to how people use language to process negative or positive 

information. Negative lexical and syntactical rhetoric patterns get more consideration, which 

cause more emotions and have more influence on people behaviour; in fact, negativity is stored 

better and longer in people’s memory. Nevertheless, appropriate linguistic characteristics of 

peculiarity of manipulative discourse are not easy to recognize, in most cases, they do not 

exceed the framework of regular speech activity. Active usage of manipulative discourse of 

particular grammatical forms and syntactical or lexical rhetoric patterns constructions does not 

conclude peculiar manipulative grammar than the same linguistic means are used to implement 

other functions.  

3. The investigation of the impact and the effect on the target audience of charity advertisements 

demonstrates that the target audience automatically consider more to negative information that 

positive information. The most powerful tactic such as using emotional requests will always 

help to persuade the target audience to donate for the charity organizations. Target audience 

always focus on posters and message which is send directly to the readers. In fact, negative 

strategies are used to mitigate the factual request to donate and used effects on charity 

advertisements makes the target audience feel guilty if they decide not to donate. Emotional 

aspects of charity advertising the images have powerful appeal for the target audience and 

especially for their emotions. 

4. The analysis and interpretation of the message framing, image valence, temporal framing on a 

charitable appeal and how it influences the negativity bias in business communication 

demonstrate that charity organizations use particular imaginary form in order to awake feelings 

of pity or sympathy. Incomplete information, wrong perceptions, negative effects on the 

business communication causes negativity bias of the target audience. In fact, the charity 

organizations, audience are influenced of images where dominate pathetic and pitiable 

imagery, threatening or tragic scenes and it can cause negativity bias. Negative evaluations are 

perceived stronger than positive evaluations in the business communication and message 

framing or image valance make bigger effect of the target audience.  



 
 

SANTRAUKA 

Danilaitytė, P. Retoriniai negatyvių verslo diskurso nuostatų sprendiniai. Baigiamasis Anglų ir 

kitos užsienio (vokiečių k. / prancūzų k.) kalbos ir verslo komunikacijos magistro darbas. Darbo 

vadovė: Doc. dr. L. Bernotienė, Klaipėdos Universitetas: Klaipėda, 2020- 54 p.  

Raktažodžiai: negatyvios nuostatos, manipuliacija, retoriniai sprendiniai, leksiniai modeliai, 

sintaksiniai modeliai, tikslinė auditorija. 

Temos aktualumas: Negatyvios nuostatos šiais laikais gali būti ypatingai jaučiamos verslo 

komunikacijoje. Kalboje galima rasti įvairių retorikos sprendinių, leksinių bei sintaksinių modelių 

ir multimodalinių priemonių, kurios padeda įtikinti žmones reklamos procedūrose ir įtraukia juos 

į labdaringas veiklas siekiant gauti betkokią paramą. Žmonės dažniausiai nėra pasirengę 

veiskmingai kovoti su įtikinėjimu ir to pasekoje tampa manipuliatorių aukomis. Šio magistro darbo 

motyvacija yra susijusi su negatyvių nuostatų retoriniais sprendiniais verlso komunikacijoje.  

Tikslas: pademonstruoti negatyvių nuostatų retorinių sprendinių svarbą verlso komunikacijoje. 

Metodai:  

1. Neekspermentinis ir apibūdinamasis metodai buvo naudojami apibūdinant negatyvių nuostatų 

ir retorinių sprendinių teoriją labdaringos veiklos reklamose.  

2. Analitinis metodas buvo naudojamas analizuojant labdaringos veiklos dalyvių ryšius verlso 

komunikacijoje.  

3. Lyginamasis metodas buvo naudojamas palyginti negatyvias nuostatas sukeltas dėl negatyvių 

efektų labradringos veiklos reklamoje ir nuostatas be negatyvių efektų.  

4. Analitinis ir interpretacinis metodai buvo naudojami analizuojant ir interpretuojant retorinių 

sprendinių būdus bei multimodalines priemones verslo komunikacijoje.  

Rezultatai ir išvados:  

1. Negatyvios nuostatos ir jų poveikis verslo komunikacijoje yra išanalizuotas ir suprantamas, 

kaip ypač stipri išraiška, kuri sukelia didesnį poveikį nei teigiamos nuostatos. Negatyvių 

nuuostatų diskurso funkcijos yra sudarytos iš kalbinių išraiškų, kurios nėra išskiriamos nuo 

teisingo informacinio turinio ir naudojamos taktikos yra ypač jausmingos verslo srityje. 

Negatyvios nuostatos daro didelę įtaką žmonių elgesiui, sprendimams ir bet kokiems 

santykiams. Negatyvių nuostatų tendencija teigia, kad šios nuostatos ne tik sukelia didesnį 

poveikį, bet ir ilgam išlieka įvykiuose. Dėl šios priežasties, negatyvių nuostatų poveikis 

priverčia skirti daugiau dėmėsio neigiamiems dalykams, kurie vyksta ir jų reikšmė yra 

svarbesnė.  



 
 

2.  Leksinių ir sintaksinių roetirkos sprendinių analizė parodė, kad gali būti daug retorinių būdų, 

kaip pašalinti negatyvias nuostatas. Retoriniai modeliai turi didelę reikšmę negatyvioms 

nuostatoms organizuojant betkokią informaciją pateikiančią žmonėms. Pastebėta, kad žodžio 

„retorika“ reikšmė priklauso nuo to, kaip žmonės sugeba apdoroti neigiamą ir teigiamą 

informaciją. Neigiami leksiniai ir sintaksiniai retorikos modeliai sulaukia daug dėmesio, nes 

jie sukelia daug dėmesio ir daro didesnė įtaką žmonių elgesiui bei  negatyvumas ištikrųjų 

išlieka ilgiau ir stipriau žmonių atmintyje.. Nepaisant to, pažinti kalbines manipuliacinio 

diskurso ypatumų savybes nėra lengva ir dauguma atvejų yra naudojama tam tikrose ribose 

neviršijant per daug manipuliacijos. Aktyvus naudojimas tam tikrų manipuliavimo diskurso 

gramatinių, sintaksinių bei leksinių retorinių modelių gali būti vadinama kaip savita 

manipuliacinė gramatika, kuri yra naudojama įvairioms funkcijoms įgyvendinti. 

3. Labdaringos veiklos reklamos poveikis tikslinei audorijai tyrimas parodė, kad tikslinė 

auditorija natūraliai sutelkia didesnį dėmesį į neigiamą informaciją negu į teigiamą. 

Efektyvingiausia taktika galima būtų vadinti emocinius prašymus, kurie visada padeda įtikinti 

tikslinę auditoriją ir paaukoti tam tikroms labdaringoms organizacijoms. Tikslinė auditorija 

visada sutelkia dėmesį į reklaminius plakatus ar žinutes, kurios yra siunčiamos tiesiogiai 

žmonėms. Faktiškai neigiamos strategijų taktikos yra naudojamos siekiant sušvelninti prašymą 

paaukoti ir labdaringų reklamų poveikis priverčia jaustis kaltais jeigu tikslinė auditorija 

nusprendžia neaukoti. Labdaringų veiklų emocinės reklamos aspektai ypač stipriai paveikia 

tikslinės auditorijos emocijas.  

4. Labdaringų veiklų pranešimų formos pateikimas, įvaizdžio valentingumas, reklamos 

vaizdavimo aspektų analizė ir interpretacija atskleidė, kaip tikslinė auditorija yra įtakojama ir 

dėl kokių priežasčių atsiskleidžia negatyvios nuostatos stengiantis sukurti gailestį ir užuojautos 

jausmą. Neišsami informacija, neteisingas suvokimas ir neigiamas poveikis verslo 

komunikacijoje sukelia tikslinės auditorijos neigiamas nuostatas. Labdaringos organizacijos 

daro didelę įtaką tikslinei auditorijai reklamų vaizdiniais, kurie vaizduoja tragiškas scenas, 

kurios sukelia negatyvias nuostatas. Verslo komunikacijos neigiamos nuostatos yra 

suvokiamos stipriau nei teigiamos ir pateikiamas įvaizdis daro didesnę įtaką tikslinei 

auditorijai.  



 
 

 

CONTENTS 

INTRODUCTION ............................................................................................................................................. 9 

I. TARGET AUDIENCE IN BUSINESS COMMUNICATION .............................................................. 14 

1. 1. The Definition of Negatvity Bias ........................................................................................................ 14 

1.2. The Relations of Participants in Charity Procedures ........................................................................... 22 

1.3. The Projects of Manipulation on the Target Audience ........................................................................ 27 

II. RHETORIC PATTERNS OF ELIMINATING THE NEGATIVITY BIAS ...................................... 30 

2.1. Lexical Rhetoric Patterns Including Metaphors ................................................................................... 30 

2.2. Syntactic Rhetoric Patterns .................................................................................................................. 39 

2.3. Multimodal Means in Business Communication ................................................................................. 41 

III. STEREOTYPES OF NEGATIVY BIAS IN CHARITY ADVERTISING .......................................... 46 

3.1. Emotional Aspects in Sentimentality Shaping as Stereotypes ............................................................. 46 

CONCLUSIONS ....................................................................................................................................... 49 

REFERENCES .......................................................................................................................................... 51 

APPENDICES ........................................................................................................................................... 56 

 

 

 
  



 
9 

 

INTRODUCTION 

What is negativity bias? What purpose is of negativity bias in business communication? 

Nowadays negative bias can be inconspicuous and cunning in business sphere. Negativity bias can 

be define as preconceived negative attitude of the target audience against advertising and invitation 

to donate to charity. Furthermore, it is also an attitude against making donations and cash 

contributions. The negativity bias has a strong tendency not just to capture negative stimulus and 

manipulation, but also equally to reside on that. Negativity bias is such as strong expression that it 

has a bigger and stronger impact on our brains than positive ones. Without a doubt it could be 

claimed that negativity bias have the most powerful effect on people behaviour and their decisions. 

Negativity bias promote paying more attention to bad things, especially charity advertising or 

donation that happen in whole world and it makes seem more meaningful than they are. 

Manipulation tactics can be everywhere like a part of cultural norms and set in the sphere of 

inadmissible. Many authors argue that a big part of business and all life has elements of negative 

bias. Today‘s life has a lack of desirable behaviour and many people forget human values. On the 

one hand, people sometimes choose to use negative bias to manipulate the system or acquired own 

ends but on the other hand, this model of negative bias is overturned. Each business has manager 

or supervisor and they are manipulators who are caught up in the drama without realizing it. Their 

behaviour can be such a manipulative that people facing with that problem fall apart emotionally. 

Manipulators are succeed in employing their tactics of negative bias and can affect people easily. 

Moreover, their negative bias tactics are skilful and destructive and manipulator can have many 

years of luck in bending outcomes to satisfy their own ends. Supervisors or co-workers consider 

that person is just how that person is and if there is no impact of negative bias then the dynamic 

can resume with no harm done.  

In addition, the impact of negative bias is valid but it hidden. Colleagues can recognize 

manipulation and fail by the credulity of management. Solutions can be influenced by a personal 

negative bias to the damage of the organization. From time to time, the impact is valid and negative 

bias tactics are exclaimed. Manipulators steps can be so defamatory that their act becomes evident. 

Otherwise, all manipulators do a self-serving impact and it exposes the harm. It is difficult to avoid 

negative bias of all people and be caught short by a self-serving individual therefore, each person 

should be aware of the manipulators action.  

Negative bias can manifest of different ways of behaviour. For instance, the most popular 

and harmful behaviour is ingratiating behaviour, when manipulator is delightful, conscious and 
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caring. People can easily become their idol and keep themselves as stars of their eyes. It does not 

matter if people do something wrong their decisions are perfect for them anyway and this is widely 

used in business communication. Second negativity bias tactic is redirection. This attitude to put 

right behaviour and redirector at once alerts you to crises that demand your urgent attention. This 

is the same happens in business communication when employee does something terrible that the 

redirector‘s small flaw pales in comparison. The typical business dialogue is “Well, what about 

that documents? Are you going to finish it? “Surely, if people get distracted to research the 

confirmed terrible threat, there is no essence and the redirector obviated punitive action.  

The third negativity bias tactic is hypersensitivity and it often takes place in business sphere. 

The hypersensitive person experiences every challenge with extreme regret. The hypersensitive 

manipulator uses tears because of one the tactic. Equally, the same situation is in business 

communication such as charities, lotteries, or agitations. These organisations may respond you 

emotionally concerning factors unknown to you. When eligible, direct the individual to 

contribution for the fundamental issues. In addition, negativity bias can be outrage and 

intimidation. It manifests itself in the fact when someone begins a discussion and it is interrupted 

by a first slammed on the table or a stack of documents shed aside and scattered. The clenched, 

resentful anger or a head shaking attempting to clear away people unintelligible ignorance can 

follow it. People then trembling with the anger and unbelief. Manipulators objective is to get you 

to back down, to substitute the statement, even to excuse while you to attempt to calm these people 

down. Negativity bias tactics can be cunning or subtitle. Tactics and behaviour can be harmless or 

expedient. People often are not prepared to counter them effectively and are caught by 

manipulators. To sum up negativity bias it is the one of the prime way to combat the negativity 

bias.  

Manipulation is one of the brightest feature of the negativity bias in business communication. 

Manipulation is behaviour that seeks to benefit, even though the people may not be willing to 

provide it. People are forced to behave the way they do not want because they are believed in some 

truth or they are persuaded by some attitude. Manipulation is needed to get benefit, therefore 

charity advertising companies know a lot of manipulation strategies. These all bias are happening 

because charitable organizations are the most competing procedures for target audience donations. 

There ae many various factors for the people what make impact for their decisions to donate be a 

part of the charity organization. Sometimes it happens that people decisions to donate are not 

revealed the factive causes to donate. Charity procedures are accessible for the target audience 
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everywhere. Participants have become more open and charitable. In general, there are so many 

charitable organizations in the world today and they enable participants to donate either directly 

online or through websites. In any case, all charities do not simply demand to persuade people to 

donate their time and money.  

Motivation: 

Throughout all rhetoric, solutions of the negativity bias used in business communication are 

everywhere. The impact of negative bias is valid but it is hidden. Rhetoric solutions can be found 

in language where include lexical rhetoric patterns and metaphors, syntactic rhetoric patterns and 

multimodal means in business communication. The motivation for this master paper concerns 

investigating attentiveness into believing charity advertising.   

Purpose:  

The purpose of this research is to analyse the rhetoric solutions of the negativity bias in 

business communication and to investigate how people overcome negativity bias by the impact 

including influencing of message framing, image valence, temporal framing on a charitable appeal.  

Tasks: 

1. To describe the theory of  negativity bias in business environment. 

2. To classify lexical and syntactical rhetoric solutions which enable to overcome the 

negativity bias. 

3. To investigate the impact and the effects on the target audience of charity advertisements. 

4. To interpret the ways of message framing, image valence, temporal framing on a 

charitable appeal influences of negative bias in business communication. 

Methods: 

The first two methods, which are non-experimental and descriptive methods, used to gather 

the material for the research from various sources and well-known authors in the subject of the 

negativity bias in business communication and rhetoric solutions used here. The third method, 

which is analytical method, applied to analyse the target audience in business communication and 

impact on them through different types of advertising. The last method, which is comparative 

method is applied in comparing rhetoric patterns to eliminate the negativity bias where include 

lexical patterns, syntactic rhetoric patterns and multimodal means in business communication. The 

remaining methods in this paper, which are analytical and interpretive methods, used in the 

analysis and interpretation of the methods of negativity bias in business communication and 

rhetoric patterns used here.  
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Structure: 

In the introduction, the reasons and characteristics of negativity bias are discussed, as well 

as rhetoric solutions, which are in business communication. Rhetoric patterns are divided into three 

different groups. The motivation, purpose, tasks, and methods of the research paper are also 

presented. This research paper consists of two main parts. The first part of the research paper 

focuses on target audience in business communication and it is divided into three sections. Section 

1 examines the definition of negativity bias. Section 2 studies the relations of participants in charity 

procedures. Section 3 explores the projects of manipulation on the target audience. The second 

part of the paper examines the rhetoric patterns of illuminating the negativity bias and it is divided 

into three sections. Section 1 investigates the lexical patterns including metaphors. Section 2 

surveys the syntactic rhetoric patterns and section 3 explores multi model means in business 

communication. The research paper will be finished providing conclusions of the research and 

references.  

Literary Survey: 

There is plenty of literature on the topic of negativity bias and manipulation on the target 

audience. In Christine Liebrecht, Lettica Hustinx and Margot van Mulken‘s The Relative Power 

of Negativity: The Influence of Language Intensity on Perceived Strength the idea of negativity 

bias is described as negative evaluations which are perceived to be stronger than positive ones. 

They confirm the negativity effect as predicted by the negativity bias and the Pollyanna principle. 

Leigh Daynes claimed that, charities need to be stopped presenting beneficiaries as unhappy 

victims and ensure that people are engaged over the long term and the public are tired of the 

continuous images of distress being dumped upon them. After conducting an experiment about 

supporting the re-building of hospital, it stated that in some ways managers of charities continue 

with the intention of bringing a strong, emotional resonance to the work by telling patient stories. 

Davison emphasized the importance of narratives which are carefully constructed by advertising 

agencies to make people feel useless with guilt for their comfort and not helping yet, therefore 

pushing us to do something about it. Moreover, nowadays people are not such naive and they avoid 

looking at sad images to obviate emotions involved. Posting the charities not allowed in many 

cities for reason not to send the depressing emotion in public places as it gives a bad vibe to the 

city where is tourists and visitors. However, the effectiveness of the charities images it does not 

matter if is it sad or happy; it is enhanced when it complements the message.  
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Concerning the negativity bias, there are many ways to use it, but the main point is that sad 

empathy can make people want to do something to stop it or change something. Burt & Strongman 

claims, that negative charity appeals such as a child in pain make the target audience feel sorrow 

and feel guilty, consequently the most accessible means to reduce these distress emotions is to help 

the child and donate money to the certain charity. In other words, more fragile manipulation of 

appeal valance is to replace only the visual presentation of the needy victims and images of sad-

eyed children elicited more actual donations than images of happy children. According to Chung 

and Lee, image valence increases framing effects on advertising effectiveness of a charity 

advertising when the image is compatible with the framed message, particularly when the image 

and the given message are presented with negativity bias. He is claiming that if the donation 

message is negatively framed, a negative explicit advertising picture will make the message 

compatible and will enhance advertising effectiveness because of negativity bias. Furthermore, it 

was analysed by Coke, Davis and McDavis that a negative picture in charity advertising is often 

seen in emotional appeals, in order to increase altruism toward indigent recipient and accordingly 

facilitate charitable giving behaviours. When the message is framed negatively with a negative 

imaginative picture, statistics in a short-term temporal frame will be more powerful than in a short-

term temporal frame. Moreover, Perrine & Heather are claiming that, two years ago until now 

charity fundraising across all countries has expanded from a predominantly nonprofessional 

volunteering exercise to an extremely competitive and professionally managed marketing action. 

There is a lot of literature regarding the opposition to charity advertising, charitable donation 

messages to the public and attitudes of the target audience.  
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I. TARGET AUDIENCE IN BUSINESS COMMUNICATION 

1. 1. The Definition of Negatvity Bias 

Nowadays negative bias can be inconspicuous and cunning in business sphere. Negativity 

bias can be define as preconceived negative attitude of the target audience against advertising and 

invitation to donate to charity. Furthermore, it is also an attitude against making donations and 

cash contributions. The negativity bias has a strong tendency not just to capture negative stimulus 

and manipulation, but also equally to reside on that. Negativity bias is such as strong expression 

that it has a bigger and stronger impact on our brains than positive ones. Without a doubt it could 

be claimed that negativity bias have the most powerful effect on people behaviour and their 

decisions. According to Doctor of the one University, “Manipulation is linguistic term with great 

creative potential that is first and foremost topical in the framework of the theory of linguistic 

manipulation. The wide and somewhat blurred semantic filed of the term “manipulation” includes 

such key elements as “negative” intention of the speaker and covert character of influence” (Asay, 

2013). Negativity bias or manipulative functions of discourse conclude linguistic data that is not 

naturally discerned from correctly informational content, such as charity advertising or donations.  

The negativity bias also can be recognize as the negativity effect. It is the conception of 

things where include objectionable emotions or thoughts. A professor of psychology Paul Rozin 

(2001, 301) divided the negativity bias into four elements: negative potency, steeper negative 

gradients, negativity dominance, and negative differentiation. According to Rozin, negative 

potency refers to the concept that while potentially of equal importance or emotionality, negative 

and positive elements are not alike salient. He also notes that these elements of negativity bias are 

just clearly apparent in situations with specific quantifiability. He wrote, that “with respect to 

positive and negative gradients, it appears to be the case that negative events are thought to be 

perceived as increasingly more negative than positive events are increasingly positive the closer 

one gets (spatially or temporally) to the affective event itself. In other words, there is a steeper 

negative gradient than positive gradient” (Rozin 2001, 298). In fact, he claimed that these 

characteristics are separate from the negativity potency, in order to show the evidence of steeper 

negative slopes connected with positives slopes. Concerning the negativity dominance, it analyses 

about direction for the both positive and negative items. The last element of the negativity bias is 

negative differentiation. This element is correspondent to mean that negativity is more complicated 

that positivity. These four elements propose the negativity bias and explain its manifestation.  

https://en.wikipedia.org/wiki/Affect_(psychology)
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Another explanation of negativity bias is that things of large part negative nature have a 

bigger impact on our psychological state than positive, actually, when the positive and negative 

things are at the same level and used equal. All researches explores that positive advertisements 

are less valued than negative ones. It is the same with reviews or comments written by people. The 

one author from Georgia talks about temporal continuity and negativity bias in the impact of online 

word of mouth, he claimed, “differences in causal attributions for positive versus negative 

information such that positive reviews tend to be relatively more attributed to the reviewer, product 

experience than negative reviews. The presence of temporal contiguity cues, which indicate that 

review writing closely follows consumption, reduces the relative extent to which positive reviews 

are attributed to the reviewer and mitigates the negativity bias” (Chen 2013, 469). According to 

his review examination it states that review value is negatively similar to review valence though 

this negative cohesion is absent for reviews that appear temporal contiguity characters. Moreover, 

the intensity of negative emotions related even with event memories fades to a bigger extent than 

positive emotions. This phenomenon it could be able to equate with charitable donation and charity 

advertising. Nowadays people notice the growing importance of charitable donation and 

complicate advertising techniques in charity advertising. Many researchers examine message 

framing, vivacity compliance and statistical framing in advertising charitable donations. Especially 

all attention is directed to the context of a child poverty-orientated charity. It is analysed in all 

articles that scenic presentation strengthens framing effects on advertising persuasion when it is 

compatible with the framed message. These effects of persuasion are particularly prime when both 

are contained negatively.  

Concerning people brain’s negative bias it is clear that our brains are more highly combined 

to negative news. In fact, negativity makes a bigger impact on our brains and this process is called 

negativity bias. All people brain is normally built with a bigger sensibility to not good news. The 

bias is as follows automatic that it could be discovered at the most precedent stage of the brain’s 

information processing. Let us take for instance studies, which was done by Doctor of Philosophy 

John Cacioppo, he demonstrated people illustrations known to generate positive feelings such as 

a Ferrari or a pizza and other many pictures arousing positive emotions or feelings. For another 

people he showed another pictures like a mutilated face or dead cat to arouse negative feelings and 

then to produce neutral feelings he demonstrated a plate or hair dryer, which do not stimulate any 

feelings. At the same time, he made a record electrical activity in the brain’s cerebral cortex, which 

images the importance of processing the information. Doctor’s demonstration was clearly visible 
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that brain reacts more powerfully to stimuli it negativity. There is a bigger influx in electrical 

activity. Therefore, our standpoints and attitudes are more strongly influenced by negative news 

than good ones. According to Caciappo “our capacity to weigh negative input so heavily most 

likely evolved for a good reason—to keep us out of harm's way. From the dawn of human history, 

our very survival depended on our skill at dodging danger. The brain developed systems that would 

make it unavoidable for us not to notice danger and thus, hopefully, respond to it” (Caciappo 1998, 

889). Having the apparatus built in the brain excessively sensitive to negativity bias and people 

feel that in every sphere of our lives. The conclusion could be done that negativity bias play 

significant and powerful role in our everyday life. Many researchers analysed that there is perfect 

balance between negativity and positivity in business communication too. What concerns 

advertising, their creators have a possibility automatically regulate the balance between positive 

and negative advertisements. All people have the tilt to negativity and their brain is designed 

automatically to respond to the certain danger. Especially when the money is asked for charity, 

food banks, and projects and even lotteries the human subconscious responds as a direct threat to 

him. An alarm occurs when an attack is made on a person’s wallet and it creates a feeling of distrust 

in various charity advertisements and requests to donate money.  

In addition, nowadays people receive the messages constituting equivalent number of 

positive and negative information everywhere. It is not the truth that if people two sets of 

information would cancel each other out and following approach toward the topic would be zero. 

All researches and studies show that negativity effect is stronger to the negative information. 

Kelllermann claimed, “The negativity effect occurs when negative information is 

disproportionality weighted relative to positive information” (Kellermann 1989, 167). Knowledge 

of the existence of negative advertisiments effect among target audience it can be clearly seen the 

growing frequency of negative charity advertising. Most researches on the negativity effect are 

conducted in the advertising context and considering the negativity bias when it is applied to 

persuasion of the target audience. The negativity effect defines an effect where negative 

information concludes more to the constitution of an opinion more than positive information. In 

fact, if the negativity effect subsists then a person obtaining two messages with information 

equivalent in maximum but reverse in value have to be more persuaded by the positive information. 

The main thing is that the information should be discussed equivalent and the difference is the 

valence when the positive information is against for negative information. The negativity effect 

provides that maximum evaluation becomes negative. The negative information is provided 
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disproportionate significance concerned with the positive information. The negative information 

carries more importance in identifying advertisements evaluation than does the positive 

information. Mass media information about charities and donation are in advertisements and 

internet and it often focuses on persuasion to donate the money. The negativity bias in persuasion 

is most often contained in negative pictures or title, particularly children with disability. Typically, 

the impression of the advertisements comes from mass persuasion rather than simple information 

and modest advertising. Charity advertising often focuses on the accidents or disasters. In addition, 

If the target audience feels that there is not assuredly information, they immediately open a 

discussion and try to find out that. The awareness of negative information can generate a less 

eligible image of the target audience. Another source of negative information about the charity is 

the opposition, which will specify the negative information the negativity bias come from the 

negative information where people feel unfair and violation of the sense of honesty about charities. 

In fact, when there is a lack of honesty it promotes a big negativity bias. In some cases, the 

existence of negative information about the advertisements (e.g., “Give 10€ right now”, “Five-

years-old Elsa has a drink problem, could you give 3€ a child like her safe water today”, “Your 

gift today helps cancer warriors like Jack”, “Many children ae dying of acute malnutrition”). All 

charities marketing departments think that providing this information to people can succeed. Then 

interpretation of the negative information occurs a significant aspect of the advertising process. 

According to Kellermann, “the results is that the ability to simply classify in an objective sense 

any particular piece of information as positive or negative becomes extremely difficult... negative 

press and information that would may cause significant damage to a reputation that was generally 

perceived as positive” (Kellermann 1989, 171).  

Concerning other sources, which analyse the negativity bias, provide the similar 

information about existence of the negativity effect in the context of advertising. Existing 

information indicate that negative information produces the bigger negativity bias when compared 

to positive information. In addition, the impacts of negative information are more likely to reduce 

the desire to donate for any charities. The effect of negativity bias creates an adverse impression 

of the advertisements. No adequate information is offered to the people who are tend to donate a 

certain sum of money. The request “give the money for food” has become a term applied to people 

using a negative information in an effort to get a chance to have more money for unknown reasons. 

The problem is that the impacts of that kind of requests makes strong negativity bias and people 

are not tend to believe it in anymore. Negativity bias promotes the absolute distrust on negative 
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advertisements and donations. The conclusions of the continued donations and use of negative 

charity advertisings the escalation of such efforts are resumed to check the attitude of people in 

the advertising system. 

 In fact, the negativity bias can be found everywhere, what concerns political life there are 

used negative effect too. Ansolabehere and Iyengar stated, “so long as the negative trend 

continues, the trajectory is downward. By all accounts, campaigns will only continue to become 

more negative and nasty. Many political consultants have come to believe that all Americans are 

cynical about their government and that the electorate responds only to negatives a thus that they 

must go negative” (Ansolabehere and Iyengar 1995,113). The increasing effect of a series of 

negative advertisements or negative campaigns in political are used more often. The main problem 

becomes the conviction that such advertising efforts are colourable and elaborate the chances of 

getting money or wining an election. Distinctions in negativity bias also have also coherence to 

political ideology. Many researches propose that conservatives can have more intense 

psychological responses to negative information than liberals. Some indications, for instance, has 

discovered that people who look into themselves politically conservative are more similar to assess 

ambiguous stimuli as menacing. These variations in the negativity bias can clarify why some 

people are more likely to value things such as tradition and safety during others are more open to 

comprehension ambiguity and variation. The fact is that negativity bias can have a diversity of real 

world effects on how people act and think. Nevertheless, the desire to gain the money creates a 

form mutually ensured destruction in advertising or donation. Negative bias produces fallout that 

destroys the advertising environment. People have noticed the growth in the use of negative 

information that sought to gain the money in any way. Mass of articles is attempt to inoculate the 

people against the expectation of attacks in charity advertisings, donations, or negative 

information. Moreover, in Kellermann book of  “The negativity effect in interaction” is mentioned 

that, “the inoculation metaphor is used to describe the practise of exposing a person to a weakened 

form of the argument and thereby gaining some protection by strengthening a psychological 

immune system to subsequent attacks with that information” (Kelermann 1989, 172). This study 

is designed to examine the impact of inoculation, which are intended to examine the impact of 

prior information on further exposure to opposite information rather than to compare the 

corresponding impact of positive and negative information. In fact, the combining of the 

examining inoculation and the present analysis of the negativity bias on charity advertisements 

would provide a more complete understanding of the impact of given information meaning. 
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The articles provide many explanations about negativity bias and examples of it, as well 

evidence and effects. People are not used to find dwelling their selves on an insult or capturing 

their own mistakes. Criticisms frequent have a bigger impact than compliments. Bad news or 

negative information constantly draws more attention than positive. The cause for this is that 

negative happenings have a greater impact on our brains than positive ones. Psychologists found 

out that this process is called negative or negativity bias. Negativity bias has a powerful effect on 

people behaviour, their decisions, and even their any relationships. The negativity bias is our trend 

not only to register negative stimuli more but as well to stay on these events. In addition, it is 

known as positive and negative asymmetry, this negativity bias express feeling the sting of a 

reproach more strongly than we conceive the gladness of praise. Therefore, the psychologists 

define why not good impressions can be so severe to overcome and why past memories can have 

such long protracted effects in our lives. Practically any communication is more likely with 

negative things and subsequently they are remembered more clearly. Psychologist and educational 

consultant Cherry explained what human are tend to “people are tend to remember traumatic 

experiences better than positive ones, recall insults better than praise, react more strongly to 

negative stimuli, think about negative things more frequently than positive ones and they are tend 

to respond more strongly to negative events than to equally positive ones” (Cherry 2020). In 

addition, she gives an example how everything looks like, for instance, people can have a great 

day at work when a colleague makes a comment that you find annoying. Then you feel stewing 

over his words for the all workday. After work, you come home and if someone asks how was 

your day, you definitely answer that it was terrible day, even though it was general quite good and 

positive day despite of one negative incident with your co-worker. Therefore, the truth is that 

negativity bias toward the negative keeps you to pay more attention to the negative things that 

happen and people making them seem much more significant than they actually are. According 

this explanation of negativity bias it can be claimed that people are tend to pay attention and focus 

more on the negative as they attempt to make sense of the world. In short, people are tend to learn 

more from negative outcomes and experiences than positive ones. They even tend to resolve 

everything based on negative information more than positive data. Negative effect grabs people 

consideration, keep the memories inside, and in many cases negativity affects the decisions that 

people make. In addition, the negativity bias affects motivation to complete a task whereas people 

are less motivated when simulative results in achieving something, but are more motivated when 

simulative will avoid the loss of something. This effect can play a part in your motivation to seek 
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a goal rather than concentrate on what people will get of them working towards something. They 

are more likely to dwell on what the might have to refuse in order to seek that goal. Concerning 

bad news, it is known that negative news is more likely to be realized as truthful. Thereafter 

negative information proceeds bigger attention as well can be noticed as having bigger capacity. 

Accordingly bad news look like to gather more attention. However, analysing the evidence of 

negativity bias there is tendency to pay more attention to negative things and overlook positive 

ones, which is result of evolution. Some time ago, human history was built up to pay attention to 

negative, bad, dangerous things and negative threats were literally a matter of life and death. Those 

people who were more got used to danger and who noticed bad and negative things around them 

were more likely to survive and did not afraid of negativity. Cherry mentioned that people were 

possible to hand down the genes that made them more careful to danger or negativity. According 

to her “the evolutionary perspective suggests that this tendency to dwell on the negative more than 

the positive is simply one way the brain tires to keep us safe” (Cherry 2020).  

Another issue of negativity bias is its development. Many sources note that negativity bias 

beginning is from infancy. Infants are tend to pay bigger attention to positive facial expressiveness 

and tone of voice; however, this begins to change when they are near one-year-old. Studies of 

brain specify that around this time, infants begin to incur bigger brain refusals negative stimuli or 

effect. This proposes that brain’s negative bias appears during the latter half of a infant’s first year 

of life. There is obviousness that the negativity bias can practically start even earlier in 

development. According to some studies, they clarified those infants as you are as three or four 

months old demonstrate signs of the negativity bias when making social analysis of others. 

Concerning the brain’s response neuroscientific, obviousness has demonstrated that there is bigger 

neural processing in the brain in response to negative effect or stimuli. The studies was made by 

psychologists John Cacioppo who involved measuring event concerned with brain potentials, 

which demonstrate the brain’s refusal to particular sensory, cognitive or motor stimuli and it was 

analysed that the negative stimuli cause more extensive brain refusal than positive ones. What 

concerns participants, it was demonstrated pictures of positive, negative and neutral pictures. The 

researchers perceived electrical activity in the brain while negative pictures generated much 

stronger refusal in the cerebral cortex than positive or neutral pictures. “Because negative 

information causes a surge in activity in a critical information processing area of the brain, our 

behaviours and attitudes tend to be shaped more powerfully by bad news, experiences and 

information” (Caciappo 1998, 888). The concept of effects it is no longer need to be on permanent 
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high alert as our ancestors demanded to be in order to persist, the negativity bias still have a starring 

role in brains proceeding. It was analysed that negative bias can have extensive diversity of effects 

on how people speculate, respond, and sense. In every day peoples’ life there are able to feel the 

results of negativity bias, which involved in relationships, decision-making, and the sense to 

perceive the people. The negativity bias can have intense effect on people relationships too. These 

biases stimulate people to expect the worst in other people, especially the close relationships where 

people know each other for a long time. For instance, they can negatively forestall how their 

partner, friend, or colleague will react to something and go over the communication with their 

defences on high alert. Discussion or insult is frequently the outcome. What concerns relationships, 

it is important to keep in touch that negative comments or arguments generally carry much weight 

than positive ones. Being understanding of our own tendency to sense on the negative is as well 

essential. By realizing this natural human processing, people have possibility to concentrate on 

finding ways to be gentle to the people and to stop counting the worst. In addition, the negative 

bias can have impact on the processing where decisions are made. Nobel Prize winners Kahneman 

and Tversky found that when people make decisions they permanently place bigger weight on 

negative aspects of an event than on positives ones. Caciappo idea of negativity impact is that “this 

tendency to overemphasize the negative can have an impact on the choices that people make and 

the risks that they are willing to take” (Caciappo 1998, 889). He have an example when people 

are gaining a particular amount of money or losing the same amount of it, the risk of loss tends to 

stay more in people’s memory. People usually are afraid the outcomes of the negativity effect more 

than they wish the potential positive profit, even when both possibilities are on the same level. 

Everybody knows that people have more powerful negative reaction to losing fifty euros than the 

feel positivity when they gain the same amount of money. When people try to form the impress of 

others, they are tend to concentrate more on negative information. For instance, it was given a test 

for students at one university and they needed to write about people’s characters according to good 

and bad adjectives. Students wrote more about bad character features and gave greater weight to 

the bad descriptors when forming a first impression.  

There is one of the most important question, how to overcome the negativity bias? 

Negativity bias can cause many negative aspects such as living in dark thoughts; it can hurt people 

relationships with each other and try to keep positive and optimistic outlook in life. Fortunately, 

there are some steps what people can do to avoid the negativity bias and change their thinking 

frightening with the tendency inward negative thinking. People are able to stop negative self-



 
22 

 

talking, rethinking the situation or enjoy the positive moments. People need to start paying 

attention to the types of beliefs that run through their thoughts. People often do something not very 

nice and they think that should not have done that. If people think that they act badly, it means 

they think and analyse their actions or behaviour, which compose self-talking. Caciappo stated, “A 

better tactic is to stop those thoughts whenever they begin. Instead of fixating on past mistakes 

that cannot be changed, consider what you have learned and how you might apply that in the 

future” (Caciappo 1998, 900). Another step of trying to overcome the negativity bias is rethinking 

the situations. People find themselves interpreting something in a negative way or only concentrate 

in the bad aspects or negative situations and try to find the ways to rethink the events in a more 

positive aspect. It does not mean that people ignore the potential dangers it generally means 

rethinking or refocusing about fair and good events. The most important is to enjoy the positive 

moments. It is significant to pay more attention to good and positive things. Positivity is 

everywhere around the people but they are tend to concentrate more about negativity that happen. 

Negative things always transfer and store in people’s mind and memory for a long term, therefore 

they need to make more effort to get the same effect from happy and positive moments. When 

something nice happen, they need to take a moment to focus on it and try to enjoy positive 

moments. If positive moments are replayed a few times, in memory, then amazing feelings the 

memory can evoke and negativity bias would disappear. The negativity bias can have an effective 

impact on people behaviour, whereas being conscious of it means that people can take steps to 

appropriate positive approach in the life. Taking a more conscious approach where include 

awareness of their own tendency toward negativity and sensibly elevating more positive thoughts 

to the awareness. To sum up negativity bias it is the one of the prime way to combat the negativity 

bias.  

1.2. The Relations of Participants in Charity Procedures 

Charity procedures are accessible for the target audience everywhere. Participants have 

become more open and charitable. In general, there are so many charitable organizations in the 

world today and they enable participants to donate either directly online or through websites.  

According to relations of participants in charity procedures it analyses the fundraising events 

where involved motivation for supporting a charity event. Participants in charity procedures 

sometimes are gained private benefit, because they do not see any sense of personal achievement 

or simply an opportunity to demonstrate their generosity. In fact, the participants are giving donate 
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to the charity can come secondary to the private benefit they gain from taking part the event. Many 

fundraising events therefore grant a means for charities to extend the donor bases beyond those 

where only motivation to giving a donate is essential belief in the certain charity‘s cause. Charity 

procedures in any form are always popular, however more and more many organisations are 

selecting to recruit their donators or fundraisers through more interactive events as runs or walks. 

Nowadays really popular charity walk and it is not only good for health for all participants, but 

also people have possibility to raise money for a good purpose and it is visible way of publicising 

people charitable to the community. According that kind of charity, people do not feel negativity 

bias or negative effect; vice versa, they feel positivity and enjoy doing that.  

What way is used to find as more participants in charity procedures? First, all serious 

charities build a website to be visible. Any prosperous event has an official website where it is able 

to direct the participants, media, and donators for extra information. Today‘s the most popular 

websites are Facebook, Instagram, Social Media or Twitter, because there are countless online 

communities, fan pages and people who can see everything. Participants are interested in what 

they are planning to donate the money or raising it. In addition, email of charity advertising can 

find the participants; this kind of letter provides people with information about charity and 

donation purpose. It was noticed, that people are interesting in charity affiliated sporting occasions, 

these kind of charities attract the participants and people willingly taking part here. According to 

Bennett, Mousley, Kitchin and Ali-Choudhury the reasons why people participate in charity-

affiliated sporting occasions was examined that motivations arose from “personal involvement 

with the good causes supported by an occasion, opportunities to lead a healthy lifestyle provided 

by the event, an individual’s involvement with the sport in question and the desire to mix socially 

with other attends and a person’s propensity towards being serious minded exerted a moderating 

effect on the impacts on decisions to participate of three of these motives” (Bennett, Mousley, 

Kitchin and Ali-Choudhury 2007, 55). Another people feel the duty to participate and at the same 

time they get new experience with enjoyment, that is why they often participate in charity related 

sporting events. As a rule, the entrance fee needs to be paid for donating purpose to one or more 

charities. People that kind of charity looks positively, because if they are tend to participate here 

without charitable procedures, they get more excitement at the same time have a fun and be 

sponsors of a certain charity. The fundraising potential of these charitable events is essential and 

reasoned to their often prevalence and the countless people participating here. The most known 

and popular charity affiliated sporting events is Cancer Research UK‘s “Race for Life” celebrated 
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its 13th anniversary in 2006 by putting on 230 races including 140,000 women in May and June of 

that year (Professional Fundraising, 2006). In fact, there participating beginners and non-athletes 

participants extending noticeably the scope consequently the fundraising capacity too. For 

instance, Scott and Solomon’s (2003, 64) study of “Race for a Cure” charity roads in New York 

City analyzed a continuum of types of participants, he ranged them from those who took primarily 

for the competition, those who participated there principally for social interaction, and the last type 

of participants who participated for the cause supported by the event and were also in attendance. 

Essentially, there has been an extensive increase on the top and success of fundraising athletic and 

these charity affiliated sporting events. It is clear that such activities offer a big value to 

participants. Olivola and Shafir claimes that, “this value includes pride, a sense of 

accomplishment, an increase in confidence, possible social aspects to training, as well as both the 

short and long ter health benefits of physical exercise and future research could examine the 

mixing of athletic events with charitable giving from a value maximizing perspective” (Olivola 

and Shafir 2010).   Participants are motivated to participate more by regard related to the factor 

associated with the support for the charitable good causes in general. In addition, it seems that 

participants are ready to pay a considerably higher entry fee to an event that conspicuously 

advertises its charity connections. According to Kyle et al (2003) researh it was found that 

participants’ expectations of how much they would have to pay to enter a road race were notably 

bigger when the event organiser predicted much information on the cost of organizing the event 

and on the personal donation of the event organisers. Supposedly, therefore the fact that part of the 

incomes from an event is to be donated to charity needed to be given much significance in 

promotional literature. Furthermore, the willingness to participate in an event coming from a strong 

wish to support the charitable good cause with which the event is associated.  

Analyzing the relations of participants in charity procedures, they are influenced to 

participate in an event more by their levels of psychological involvement with the purpose of 

supporting the charity or charities affiliated event. According to Bennett and Gabriel, “the 

attraction of such people would require that an event be promoted in ways that strongly and 

directly connect it with the relevant charitable organisations” (Bennett and Gabriel 1999, 64). In 

fact, supporters or donators of a charity may come to conceive deeply involved with its activities 

and existence and some of them begin respecting the act of supporting the charity as personally 

valid, vitally needful, and interesting. Regardless of the peculiar source of a person‘s sense of 

psychological participation with helping a charity, it is probable strong feelings of participation 
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will encourage an individual to participate in an event related to the charity or charities concerned. 

This feeling can be lead to a sense of duty to participate and strong wish to donate a large amount 

of money for the good causes. Williamson and Clark (1989) have found the term “helper‘s high” 

used to characterize the surge-gratifying positive feelings and emotions of increased self-esteem 

that some people experience in subsequence of having supported a charity. These kind of events 

certainly creates opportunities for the marketing of charity affiliated mass participating sporting 

events, as they give participant with opportunities for inwardly maintaining that they are altruistic 

and contain high ideals and moral values. There are two motives for participating in charity-

affiliated sporting events, it is a person‘s level of involvement with the good cause in question and 

willingness to take up healthy lifestyle.  

Concerning participants attitude about giving the money to charity Oppenheimer and Olivola 

claimed that, “at the most basic level, functional magnetic resonance imaging evidence shows that 

giving money to charity lead to similar brain activity in regions implicated in the experience of 

pleasure and reward” (Oppenheimer and Olivola 2011, 45). In fact, people who are happier, they 

give more money to charities and donate bigger sum of money. Participants are tend to donate 

money to their favourite charity. Nevertheless, the issue of tendency as well generate the question 

of whether it might be capable for fundraisers to intensify the relationship between how nuch 

people give to the charities and how good they feel about giving. This in principle means 

progressive the correlation between how much donation participants give to a specific charity and 

how good they feel as a result. A more circumstantial standpoint takes into account that participants 

can be more tend to make larger donation in status where they are able to witness the advantage to 

the recipients of support. In a sense, this provides them closer to feeling the positive incremental 

effect of larger donations. Accoding to Opennheimer “a volunteer in charge of distributing food 

to Sudanese children is likely to have a strong sense of the relationship between how much is 

purchased and how many hungry children are fed and in contrast the individual donors whose 

contributions have paid for that food may not have as a clear of a sense of this” (Oppenheimer 

2011, 7). Till charities are not able to give all donors to the sight of the beneficiaries, it is able to 

give the donors psychologically closer by providing them with specific details on the effect their 

individual aid have made. That model has been applied to many charities that help poor children. 

In fact, it has been prevalent for such charities to give donation a possibility to obtain monthly 

updates on the children they are supporting. Using such a strategy such as having the sponsored 

children write permanent letters to their donators or participants and many charities have achieved 
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in making stronger connection between the importance of the donation and the good feelings the 

donors get from their aid. Other types of charities can use these strategies too.  

What is more about the relations of participants in charity procedures, donating to a charity 

is a type of participant’s behaviour and donators can benefit from comprehension factors that 

influence donor satisfaction. Moreover, participants who contribute to a charity seldom have a 

chance to personally feel the difference that their donation will make. Fundraisers have many goals 

in common. For instance, they share a wish to attract new donors or participants and maintain the 

existing ones. There are main differences between giving and getting that can make this a 

especially big challenge for any charities. Some charities try to offer extensive feedback and update 

the donators along with possibilities for bigger involvement. These activities permit the act of 

giving to be more like a long-term relationship than separately event. To sum up, donators or 

participants who use such tools can create a steeper importance function for giving to the charities 

organizations.  

However, the donation and charity procedures have been analyzed in a positive way and it 

was focused on the positive value of charitable giving though there are also negative aspects or 

emotions related to not donating the money. Those feelings can be even more powerful and 

stronger which progress into negativity bias. Strahilevitz (2008) suggests taking away from a 

charity looms more than not giving to the same charity. He indicated this phenomenon “take-

aversion”. According to Strahilevitz, “take-aversion has been observed both when individuals 

have a chance to turn a donation into cash for themselves and when they have a chance to switch 

funds from one charity to another and guilt has been found to play a mediating role in aversion to 

undoing donations” (Strahilevitz 2008). It actually provides the process of charity contracts where 

donators or participants sign long term guaranty to donate a specific unit of need. In fact, this 

donating tool predicts charities to play on the powerful negative effect related to undoing a 

guaranty to a cause, which can lead donors to promote a far bigger total amount over time. In any 

case, all charities do not simply demand to persuade people to donate their time and money, but 

they also must persuade potential donators who wants to make a donation to give to their specific 

charity than to another one.  
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1.3. The Projects of Manipulation on the Target Audience 

Concerning the projects of manipulation on the target audience, there are many different 

techniques that large charity organisation can use to influence the people of the target audience 

into donating. First, charities purpose is to recognize the moralities of advertising modernity and 

finally make a decision whether such mode of practice can be replace or correct. In addition, 

charities marketing need to find out the issue of people donating and decide positive or negative 

advertisement can have more effect of donating on the target audience. It is important to create the 

appropriate face of charity advertisement to the target audience. Charity advertisements plays 

essential role on whether people choose to donate. The projects of advertisement generally are 

designed to appear unfeigned, good, and conscientious. In addition, any somewhat advertising it 

is tend to encourage target audience to buy into their brand since it is good way where charities 

are focus on. For people it is not easy to understand if the primary mode of charitable manipulation 

is based on negative imagery and if over time it is changing.  

The most powerful role-plays emotional imagery, which are used on TV, whereas it has a 

direct bias on persuading people to donate. Otherwise, it can be that these emotional imagery 

advertisements have the absolutely opposite impact, when people begin to act less emotionally 

than before. Warren and Walker paid attention to the emotional imagery and claimed “the 

expressional images presented on TV are used to generate compassion in the hope of the audience 

creating a relationship with the brand and starting to from an empathic interaction with the victim 

of suffering” (Warren and Walker 1991). Donating to a charity it can be suit as positive thing to 

do. In most cases, it is accepted that any help or donation is a part of reward as concerning for the 

well being of others. Economic, social and emotional benefits include in this reward and it is look 

like donating definitely can be truly constructive and unselfish while at the same time expressing 

the more possessive but also valid and motive of the target audience feeling proud about donating 

which is related to the guilt the negative advertisement probably is tend to impress the viewer in 

the first place. Journal of Marketing Research (2009) demonstrated the way in which target 

audience are marketed to expecting of the charity gaining a pro social response is not always 

morally equitable and there is a more powerful reason why these methods are used.  

Concerning the video advertisements on charities sphere there are presented hopeful 

altruistic motivation and sense of manipulation. Charities have sought the target audience to pity 

the victims being represented by code message what is seen in compassionate way, for instance 

people are demonstrated in advertisements in a helpless way. Over time, the target audience have 
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been permanently reintroduced until now nearly the same stereotypically tragic pictures of starving 

black skin children in Africa. For instance, a black child on TV advertisement is typically half-

naked and particularly poor. Sometimes they do a comparison showing smiling white adults and 

children who are well fed and dressed. Charities used that opposing child abuse to persuade people 

to donate for poor children. There are many sensitive people who become distressed by such 

imagery. People are made feeling guilty of that situation and somehow responsible for this 

starveling by being encountered with the situation of others. They are used to face with the same 

emotive pictures year after year. Ong (2008) confirmed that these techniques could not longer have 

as much of a powerful hitting effect, which causes “compassion fatigue “of target audience. In 

addition, repeated roles in charity advertisements stimulate contention tendency about the common 

and continued helpless and degrading humanity. Charity advertisements have been assumed the 

most abusive and most children are including here. The target audience is presented with methods 

that cannot certainly connect directly to the cause or problem but prevent with their own interests, 

making them perceive unpleasant. According to Barker, “television circulates texts and discourses 

on a global scale and its consumption and use as a resource for the construction of cultural 

identities always takes place in a local context” (Barker 2008). People are affects by what they 

see from their home. It is clear that TV is powerful medium in addressing a globally manipulating 

message to a target audience. People can choose to donate from the short advertisement they have 

watched or not. Barthes (1997) believes, that people suppose that charities are doing work for the 

good and they trust the charities should be impartial.  

Another project of charity to the target audience is radio advertising. It is claimed that radio 

advertising is the most traditional form in all the time. Charity advertising plays there another role 

with different aesthetics forms. Any advertisement is combined with emotive and visual voice, put 

the gloomy music, or sound effect to persuade the target audience into donating. In fact, the target 

audience are changing; they become better informed and begin to process useful information. 

Huber analyzed the texts using in charity advertising and confirmed, “Texts are polysomic and 

curry multiple meanings, as society is developing people are learning to question texts and feelings 

of scope insensitivity” (Huber 2009, 15).  

One more manipulation tool on the target audience is marketing. It is one of the most 

influential way of making target audience to donate. If people do not perceive enough to pressure 

on them to urgent decide, thereafter the charity can lose the regard of the potential donators with 

the short TV advertising in spite of negative pictures which are not pleasant for target audience. A 
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typical advertisement usually demonstrates image of a young child and the voice is manipulative, 

for instance “give a child some food and he will not be hungry, but what about other days?”, but 

target audience are used to face with these personal stories, which stimulate their guilt. Marketing 

used many different forms, which can seem a bit aggressive to compete with other charities. 

According to Batson, “competition between charities for limited resources is becoming stiffer 

therefore people are starting to ask more questions before donating to make sure they are giving 

money for the right reasons” (Batson 1999). Nowadays people are not naïve and they expect more 

information they want about charities intention and purpose. Target audience is tend to donate 

more when a child is shown rather than an adult. One of the charities trick is to show an individual 

than a groups, because this predict the audience to have opportunity to form an affective bond with 

them and it has more impact of gaining a direct outcome of donating. Marketing is necessary for 

the public who are able to select the average donation per month and apply the money according 

themselves. Burt (20120 discussed about charities and noticed that constantly charities are able to 

increase support in fact by losing certain amount of money due to marketing, accordingly charities 

are achieving the results by increasing advertising expenditure. Therefore, charities do not have 

the money or time to act using campaigns, which cannot succeed, but as an alternative, they prefer 

using power-hitting tools, which definitely have an effect. To tell the truth, many people do not 

wish to donate their money, for this reason can be constantly scrutinising for charity organisations 

to ensure that people are contented with their donation and effective support. 

Huber concluded that, “people donate to alleviate emotionally evocative human suffering, 

however people perceive the most recent crisis to be the most intense, subsequently this type of 

immediacy bias makes it an easier decision for donators to decide who to give to” (Huber 2009, 

17). However, the most powerful tactic such as using emotional requests will always help to 

persuade the target audience to donate for the charity.  
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II. RHETORIC PATTERNS OF ELIMINATING THE NEGATIVITY BIAS 

2.1. Lexical Rhetoric Patterns Including Metaphors 

Language has a great power and it can variate in many different types such as formal or 

informal, colloquial, slang or jargon and many others rhetoric pattern fields. The mood or tone of 

the text can be very demonstrative or persuasive. In addition, it is noticed that metaphors, puns, 

irony, or other types of figurative language are used in advertisements. Hall observed the idea that, 

“our realities are shaped by discourses, which are systems of representation, the group of 

statements which provides us with the language to speak about something a certain point in time” 

(Hall 1997, 52). Charity advertising is tend to use emotive language because it is the most 

persuasive language. In fact, we can find emotive lexis, hyperbole, lexis with negative and positive 

connotations. What concerns grammar it is common to use both standard and non-standard 

grammar in adverts. In many cases, grammar can make the text powerful and persuasive especially 

in different contexts. Charity advertising expresses the main idea using short sentences in the 

posters due to look more powerful. Modals are used quite often on leaflets or headings of the 

posters, for instance “Your apathy will make children go hungry” or “Your apathy might make 

children go hungry”; “Could you donate to the children and help them to feel better life” or “Join 

to tour team!” These expressions are powerful and extremely persuasive. All rhetorical questions 

and pronouns make the persuasive effects, too. In most cases, the negativity bias is like 

automatically tendency to notice considerably more to negative information that positive one. On 

the other hand, negative incidents have a bigger effect on people behaviour that positive happening. 

The same idea was confirmed by Peeters and Czapinksi (1990), Skowronski and Carlston (1989), 

Pratto and John (1991), Taylor (1991) and Cacioppo and Berntson (1994, 889). Moreover, the 

negativity bias takes the emotional processing where there is differentiation among negative and 

positive valence.  

There are many rhetorical patterns of eliminating the negativity bias. Rhetorical patterns play 

a big role concerning the negativity bias, because it is a way of organizing information. There, the 

word rhetoric refers to how people use language to process negative or positive information. What 

is more, it was noticed that charity advertising is tend to use purely intensified adverbs or adjectives 

as really, very which perceive strength of the meaning. Many advertisements seek to persuasive 

customers or donators using these positive or negative expressions, which usually affect attitudes 

or behavioural intentions. Negative and positive messages definitely have different effect to 
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people. If there are used many lexical rhetoric patterns and intensified adjectives people’s attitude 

toward the advertising or charity is more negative.  

O’Keefe and Jensen analyzed message framing which reduce the impact of negativity and 

they concerned in meta-analysis. They have observed linguistic examples and observed mixture 

of multiple conceits, which have affected outcomes. In fact, they confirmed another influencing 

factor that, “items such as healthy heart or heathy skin are nor true antonyms of a heart disease 

or skin cancer” (O’Keefe and Jensen, 2006, 43). They proposed the extensive variety of language 

use material as alternative interpretative factor of the ambiguous findings of negativity bias and 

effect. According those true antonyms intensify the conception of negative messages. Language 

with intensifiers is in general comprehended as stronger than evaluations without these elements. 

According to Liebrecht, “elements might affect the perception of the strength of negative or 

positive evaluations, messages containing either language intensity or negativity are perceived as 

stronger than unmarked evaluations or positive evaluations, it was investigated the combination 

of negativity and intensification has a cumulative effect or whether the intensification affects 

polarity differently” (Liebrecht, 2015). Concerning language intensity on the negativity effect 

some words have really more power, for instance the word bad is stronger than good and worse is 

much stronger than better. This is the perception of the strength of negative and positive 

evaluations.  

In addition, negative utterances or patterns get more consideration, which cause more 

emotions and have more influence on people behaviour; in fact, negativity is stored better and 

longer in people’s memory. Negative messages to target audience is more powerful and negativity 

is usually related to fear and danger while positivity with safety and security. Target audience 

automatically consider to negative information that positive. Accordingly, this psychological 

phenomenon is negativity bias. Another important think, that negative information or messages 

are realized as stronger at a social level. Universal human tendency is expecting positive evaluative 

words, but there are positive messages because behaviour is based on formality such as politeness 

or face protection (Brown and Levinson, 1987). Target audience have a tendency to notice and 

perceive information from the positive side and even they receive a negative information they 

attempt to reduce it and try to find something positive out of it. Nevertheless, when the given 

information is irrefutably negative then violation of the positive suspense make the negative 

information more powerful. Whereas a positive advertisement is default, the negative message is 

marked and accordingly conceived as more powerful. Therefore, the stronger effects of negativity 
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can be theorized with negativity bias. An evaluation can range differently from positive good 

children’s’ life to strongly positive wonderful children’s’ life or from negative bad children’s’ life 

to strongly negative terrible children’s’ hotel. An evaluation is the linguistic utterances of feelings 

or attitudes toward an object, situation, or process.  

“Discourses regulate what we can talk about and how, and are constructed through the 

combination of various non-discursive elements such as institutions, economic factors, everyday 

practises or representation” (Escober 1984, 379). Language patterns managing the causes of 

speech manipulation and have contained spontaneously, whereas the language itself to a particular 

degree eases distortion of objective actuality putting forward not only particular designations, but 

also inaccurate, double-barrelled denominations. Negativity bias and manipulative discourse take 

the position between two contrast points, there are legitimate information, and lie. Legitimate is 

confirming to the law or rules, it is related to ability be defended either logic. A lie stands up 

against truth and it promotes manipulation and negativity bias. As Asay mentioned, “Manipulation 

is negative social psychological phenomenon exercising destructive effect upon an individual and 

the society as a whole” (Asay 2013, 2). Indirect character of manipulation or negativity bias 

assumption guidance by such linguistic units as foreign words, figures of speech of separate 

content or any composition. According to this, appropriate linguistic characteristics of peculiarity 

of manipulative discourse are not easy to recognize, in most cases, they do not exceed the 

framework of regular speech activity. Active usage of manipulative discourse of particular 

grammatical forms and syntactic patterns constructions does not conclude peculiar manipulative 

grammar than the same linguistic means are used to implement other functions. Concerning 

advertisements, it is tend to use language intensity in the text and variety of stylistic patterns 

sometimes affects and manipulates the target audience. Manipulation of intensity is not always 

related to the stylistic strength of the utterance, but often influences the content of the utterances 

too. Hamilton et al stated that, “the death of a person is more forceful and impactful event than the 

injury of a person, the modification of injury into death is what we call a content-related 

modification and the difference between good and fantastic is what we would call a stylistic 

intensification” (Hamilton 1990, 242). In addition, another important intensity in the advertisement 

text is polarity, for instance arguing for a statement it is related to positivity and what concerns 

negative messages is used arguing against a statement. These tendencies plays important role in 

the effect of language intensity. 
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One more tendency of charity advertising is politeness to avoid negativity bias of the target 

audience. Using the politeness definitely strengthen peoples’ wish to donate and help somehow. 

The word “please” is tend to be used in business communication as the main word, which plays 

significant role. Typically, this word means request on a certain action. Concerning charity adverts, 

for instance “could you please make the better life for children?” is likely to be used showing the 

target audience their importance and their help is needed very much. Politeness is like a linguistic 

field where include many definitions and approaches. According to Lakoff, “Politeness can be 

defined as a means of minimizing confrontation in discourse - both the possibility of confrontation 

occurring at all, and the possibility that a confrontation will be perceived as threatening” (Lakoff 

1989, 102). Actually, all linguistic strategies are used for a certain purpose. Politeness in a word 

shows good manners or social etiquette, which are extremely necessary persuasiving people on 

something.  

In addition, we can find many lexical rhetoric patterns including metaphors in charity 

advertising, which is given to people in such forms as posters, leaflets, or TV adverts. It was found 

many slang terms as oi, jog on, and join our team, which play significant role in this sphere. Slang 

term “oi” has many meanings and it is used in negative situation, especially when it is wanted to 

get attention of target audience. Cambridge Dictionary provides explanation “it is used as a not 

very polite way of getting someone’s attention, especially when you are angry”. What concerns 

charity advertising this slang is relate to target audience and regular for people of all ages and used 

in negative context to show detestation towards the disease or personification of poor life. Another 

example of slangs is “jog on” which means as a slang “go away” however, analysing charity 

posters is play different role. If the posters are about race for life, hence, this slang is used in the 

context to provide the target audience with positivity and humour and the advert is not so serious. 

In fact, this slang means that the donation is being used to manage research into finding the cure 

for cancer to make it go away. One more tendency is used “join our team” which is popular in all 

spheres of business communication. It sounds like an agitation to become to take part in an activity 

where other people are involved in. What concerns charity advertisements it is used to persuade 

the target audience to donate and this agitation expresses technique, which makes the target 

audience feel singular, and makes them want to donate joining the team. In addition, charity 

advertising is used to express informal lexis in the advert, because it makes convergence as charity 

organisation is attempting to appeal to the target audience by speaking in a way not using extremely 

correct grammar or complex vocabulary.  
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Another tendency is used statements, which sounds as manipulation of the target audience, 

for instance, material is taken from the 1975s poster Save the Children and saying: “As you are 

going to parties, we are going to funerals” (Oxfam 1942). This lexical rhetoric pattern makes the 

people feel guilty and persuasive to donate the money. Another Oxfam advertisement simply 

shows image of a young child, but the text sounds manipulative: “give a child some corn, and she 

won’t go hungry… but what about tomorrow and the next day?” (Oxfam 1942). These charity 

advertisements provoke the negativity bias and people start to feel their quilt for the poor children 

lives. Talking about lexis and grammar used in charity advertising it is noted that many short 

sentences are used in the text in order to stimulate a serious tone. All charities are used to give the 

target audience hope that they are able to change everything, for instance, to save children from 

hunger or cure for cancer and due to these reasons, people are used to donate and take part in the 

process. There are other examples taken from charity advertising on YouTube concerning cancer 

ill as “Already made progress”, “Biggest threat to cancer ever”, “Helping you stay together 

longer”. These terms of the advertisements means the target audience hope that cure for cancer 

can succeed and if they donate, they will quicken the process of the cure. What concerns the word 

“threat” is used like having ambiguous meaning. In fact, it is aimed to show that companies are 

ready to work harder than ever and they are seeking to find a way to overcome cancer. This noun 

demonstrates assurance for the target audience that a cure will be found. As it was mentioned 

above, the personal pronouns are used for a certain purpose, but in this way, the pronoun “you” is 

pursued with the target audience and it is related to all of the people who watch the advert. On the 

side, the term “helping you” is used in many charity advertisements and the tendency of this term 

is asking the help for the target audience and is tend to remind that only reader’s help can save 

someone’s life. Another example showing pronouns is “With the support of people like you, we 

change the world for children through innovative work on the ground and campaigning for a 

change on key issues”, there clearly demonstrates the direct address engages to the target audience 

with the charity and persuade them. In addition, the personal pronouns sometimes demonstrate 

that advert is directed at adults whereas they can help more, for an example “We have to act now” 

which demonstrates the adults like a whole group. In addition, the charities usually use the 

imperatives on the posters or websites where is written “Show your support”, “Be generous”, “Give 

now” for the purpose to persuade the target audience to donate. Another observation is about 

capital letters used on the posters, leaflets, or websites. Capital letters are used for accentuation of 

something important, but on the other hand, it can look a bit as a shouting and rude pressurising. 



 
35 

 

In addition, it was noticed frequency of repetition and rhetorical questions in charity 

advertisements. These lexical rhetoric patterns make the target audience think many times about 

what they have read it before, for example “how many more must die before this stop and how 

many children we can save from dying?”. These questions demonstrate the fact that children are 

dying more and more and this is like a request to help them. On the side, rhetoric question makes 

the target audience speculate about the answer in their minds and reflect the purpose of this poster. 

Long phrases and elaborate vocabulary is used for the paying attention to adults in case they are 

more likely to get to know these words. What concerns short sentences it is used for catching the 

target audience eye on the most importance meaning.  

Moreover, charity adverts are used to demonstrate the negative adjectives or adverbs due to 

make the mood sadder and more negative. Concerning on emotive language there are three types 

of language showing the negativity, positivity and evaluating. For instance, negative emotive 

words including liar, cheat, lazy, rude, thoughtless, disgusting, slimy, sleazy while positive 

emotive words are beautiful, friendly, intelligent, talented, athletic, kind or thoughtful. The words 

showing evaluating are such as important, valuable, significant, innocence, guilt or serious. The 

most used adjectives or adverbs in charity sphere are “sadly”, “unfortunately”, “deadly”, 

“cruelly”, “tearful ”,“ terrible ”,“ gloomy ”,“ cold ”,“ hungry, abused, and many others. These 

adjectives are efficient in case they are short and easy memorize. This tendency using negative 

adjusts or adverbs can be called as persuasive technique, which tells to the target audience how 

everything is sad and bad. This technique influences the mood and makes people to donate.  

 

FIGURE 1. Cancer Research UK from 1979 (Language of Charity Advertising, 2018)  
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Poster in Figure 1 dominated the gaining donations for research. It is used a large text in 

order to make easier and more visible for target audience to read it. In addition, there is a short text 

on poster advertisements that readers would not feel bored to read it and the text displays how 

Cancer Research UK posters have changed until now. Furthermore, there is used many personal 

pronouns such as “their”, “our”, “we”, “your” in case to differentiate the target audience as a 

singular reader from the company as an alternative to bring them together as a group. The reader 

is represented in a separate group to the company, which could persuade the target audience to join 

the group and donate. The name of the company is written in capital letters in order to be more 

visible and easy to remember to the target audience. In addition, the main term of the poster 

“FIGHT BACK AGAINST THE CANCER” is written for the people who are frightening of cancer 

or know the people who fight with it too. Following this term poster wants to show that the 

company is on the same side of the target audience and they fight back as well. Purpose of the 

poster is to persuade the people to donate in case the scientists can find the cure to cancer but the 

target audience cannot. The only thing the target audience can to be to donate money and help for 

people who are frightening cancer.  

 

FIGURE 2. Concern Worldwide Poster from 2011 (Language of Charity Advertising, 2018)  
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Poster in Figure 2 shows many persuasive techniques and tricks which make people do 

donate. For instance, it is used here verbs as “send”, “feed”, “save” which can be called 

imperatives and the purpose is to persuade the target audience to donate and make the readers to 

feel as powerful participants. This a common technique in advertisements to influence the target 

audience to donate their charity. The heading “tell him you can’t afford €2.50” strengthens the 

engaging effect and it sounds extremely manipulating which causes the negativity bias. Headline 

is the most important trick because the target audience when look at the advert the first thing they 

see it is exactly the headline. It also corresponds the idea that the company is the potent participant. 

This poster demonstrates many different techniques gaining to donate. The text “FEED” to 

“57500” in order to write the sum, which is going to be donate. Analysing the heading it is written 

in short sentence in case to be easy remember for the target audience. All charity posters are tend 

to use personal pronouns in order to make the text more effective. Although this poster has, a 

positive aim “to raise money and awareness for perished children” which is necessary of the 

target audience. In addition, this poster uses the same techniques including the personal pronouns 

to make the text more powerful. These all techniques are used to make the target audience to donate 

and feel them guilty if they decide not to donate for a certain charity.  

 

FIGURE 3. Oxfam charity (Othering tropes in charity advertisement, 2017 
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Poster Figure 3 demonstrates extremely manipulating technique, which causes negativity 

bias of the target audience. Heading, the whole text, lexical rhetoric patterns using in the poster 

persuasive people feel guilty into donating. Even though clatters in heading shows the importance 

of the whole poster and seek to catch the target audience eye. These kind of charity posters uses 

clichés incuding helpless oppressed lascivious women, wild and violent tribesmen, bloodthirsty 

despots, irrational religious fanatics (Clifford 1984). This charity advertisement seeks to show the 

power of people that they dominate here and everything depends on their wish to donate or not. 

The charity “Oxfam” uses powerful technique to persuade the target audience to donate. The 

imperative “Text WATER” demonstrates the target audience as the potent participant by 

summarizing the validity they can help and keep safe the children if they donate only £3. Water is 

necessary for these children in case the text should be written in that word and it is accessible for 

target audience easily. In addition, here is used emotional text “Her love can’t keep him safe” 

which purposes is to make the audience feel guilty for the children. In fact, the images of starving 

women and children is a common theme using media in the charity advertising. This negative 

technique causes the negativity bias because people are persuaded to donate and feel better about 

giving the money and safe someone.  

To sum up lexical rhetoric patterns it is noticed that both positive and negative lexical 

patterns are used in charity advertisings. Concerning positive lexical pattern it could be the word 

“please” because it is repeated many times in the adverts and it is analyzed like persuasive 

technique trying to show the positive face of the charity company. Another important aspect is that 

charities adverts are tend to use many adjectives and adverbs, which are negative to show the target 

audience how everything is bad, sad, and terrible. It can be called as persuasive technique too in 

case to make the target audience mood more negative. One more technique that is effective is using 

personal pronouns as “we” or “you” to make the target audience such as important part of 

participants and persuasive them to donate and help. The aim is to make them feel like the all 

charity process depends on the target audience. Concerning the capital letters, this technique plays 

extremely important role in persuasiving the people. If the headline is written in capital letters, the 

target audience attention on the main idea is caught at once. Target audience memorize the 

important aspects on the charity poster and feel like it is necessary to donate. On the other hand, if 

the capital letters look so rude and manipulative then it can cause the negativity bias, because they 

feel like being managed by the charity company. In fact, all charities make the effort to persuasive 

target audience using various and effective techniques. Some charities seek to make the people 
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feel guilty and to compassionate for the certain situation, another charities use many imperatives 

and capitalisation in heading to pay their attention for donating. There is no doubt that one the 

main similarity between all charities is to make the people donate giving as much money as 

possible. What emotions can cause lexical and syntactical rhetoric patterns used in the 

advertisement text? There are many positive and negative emotions which are felt by target 

audience, for instance happiness, well being, pride, anxiety, worry, fear, dread, anger, irritation, 

frustration, sadness, bleakness, disgust, offence, contempt, shame, humiliation, guilt, 

responsibility, regret, embarrassment, self-consciousness and many others. All used techniques 

are powerful and effective, but everything is depend on the target audience and their bias, which 

is consisting during the charity, adverts process. 

2.2. Syntactic Rhetoric Patterns 

Since the beginning of all charitable organizations there was one aim to make the people 

believe into charities and persuasive them to donate. If the target audience has even little reliance 

in charities, they are less prepared to donate the charity. As a result, all charity advertisements are 

tend to create the confidence in order to continue the donating as long as possible. Target audience 

always focus on posters and message which is send directly to the readers. Research in this field 

is carried out to analyse the syntactical rhetoric solutions, which enable to overcome the negativity 

bias. Nowadays, many charity advertisements are inappropriately publicity and they get negative 

feedbacks for their work. Certain advertisements negatively influence target audience confidence 

in the all charities. According to Khumawala and Gordon, “some organizations in the not-for-

profit sector are being accused of creative accounting techniques in order to mislead their 

donators” (Khumawala and Gordon 1997). In addition, people who donate they want to know 

where the money goes and to be assured that their donation will help to someone. Trust is 

extremely important for the target audience to make donations for any charitable organization. 

“The belief that a company and its people will never take advantage of costumer vulnerabilities, 

by being fair, reliable, competent and ethical in all dealings” (Hart and Johnson 1999). Trust plays 

significant role in any charitable procedures since target audience are lack of information and 

objective criteria to evaluate the charity company. Charity adverts use various types of messages 

to make trust and confidence including lexical and syntactic rhetoric patterns. Many factors are 

included to trust on charity procedures such as risk perception, transparency, and credibility and 

donation intention. In fact, using the different advertising strategies in charity adverts can build 
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the trust and wish to donate. Message credibility specifies the extent to which a target audience 

trust a message. Message credibility is overlapping intention and charity companies deliver 

credible or not credible messages to the target audience. Concerning a transparency, it is significant 

assumption for the charity companies to make the people believing in what they do. All charity 

organizations must be more public and explicit with their communication. Rawlins was analysed 

the definition of transparency and he stated that, “transparency is the deliberate attempt to make 

available all legally releasable information – whether positive or negative in nature – in a manner 

that is accurate, timely, balanced, and unequivocal, for the purpose of enhancing the reasoning 

ability of publics and holding organizations accountable for their actions, policies and practises” 

(Rawlins 2006, 459). Charity advertisings are lack of transparency because the target audience do 

not know what is really happening with their donations and how much money are used for real 

help. Whole Internet is full of comments under the charity posters about asking to provide more 

information about where the money is going to be used. Charity companies should share the 

information, which is useful in that way the company can be called as responsible and accountable 

organization. This process conditions the relationship between trust and transparency. In fact, the 

provided information about donation should be believable, trustworthy, complete, and believable 

in order to make good decisions. When the charity organisations provide a needed information 

then target audience could think that charitable donation is accurate. The syntactic rhetoric patterns 

are used in different tactics such as suggesting a particular donation amount, providing the 

children’s’ illnesses many times, framing outcomes positively against negatively. There can be 

three impact of approaches to persuasion, first is logical, second could be called emotional and the 

last one is credibility appeal. According to most of the charity posters, the credibility appeals are 

the most efficient of donations.  

The variety of different patterns can make the text more positive or more negative. For 

instance, if the charity advertisements use extensities like “absolutely” instead of “probably” 

therefore the text can be ambiguous. Hamilton observed the language intensity that “regarding the 

operationalization of language intensity, it appeared the manipulation of intensity was not always 

concerned with the only the stylistic strength of the utterance but sometimes affected the content 

of the utterances as well” (M. A. Hamilton et al 1990). The change of curable into deathly could 

be called content related change though between good and happy is called stylistic intensification. 

Charity advertisements are tend to use both content related modification and stylistic 

intensification. All these variations in charitable procedures propose the effect of text, which is 
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given to the target audience. Another explanation of the language intensity in the advertisements 

could be related to the polarity. If there are used positive messages, so the meaning of the text is 

based on arguing for a statement, but where dominate the negative messages therefore whole text 

is formed by arguing against a statement. These tendencies might indicate the polarity, which plays 

an important role in the effect of language intensity. On the other hand, negative polarity is 

perceived stronger than positive polarity in charity advertising. What concerns intensification it is 

noticed that negative sides of the advertisements has stronger effect than positive ones. For 

instance, if the charity poster text can be given in positive text as “better children life” or in 

negative form as “poor children life” in order to make more powerful text charity posters use 

stronger negative intensified adjectives such as “horrible children life”. This intensified text 

causes the negativity bias of the target audience. Negative evaluations are perceived stronger than 

positive evaluations in the charity advertisings and intensifiers make bigger effect of donations. 

Charity advertisings are trying to attract the target audience attention using emotive text and 

appeals, but sometimes it can have the oppositive effect, which proposes the negativity bias. 

2.3. Multimodal Means in Business Communication 

 The development of business communication and the world full of smart technologies have 

made number of new multimodal options available to companies including charity, business, and 

productions extremely influencing the organisations of their communication. Multimodality is 

widely used in areas such as advertising, cinema, or TV and multimodal resources are found in 

images, sounds, animation, or videos. According to Francesa Bargiela-Chiappini, “companies 

have taken advantage of such options not only to enact  more effective interpersonal and 

interorganisational communication, but also to enhance all forms of communication contributing 

to corporate image-building and promotion, in the business environment proper as well as in 

marketing activities and in relations with customers, investors and other stakeholders” (Francesa 

Bargiela-Chiappini, 2009). Especially important expression is the differentiation of 

communicative strategies in the different branches of the sites in response to one of the particular 

affordances of business communication, for instance the possibility of addressing different target 

audiences at the same time. The different purposes engaged in the various sections can be achieved 

by adjusting and modulating semiotic and discursive resources. Concerning the charity websites, 

they representative negative side of the life and have raised a number of considerations regarding 

the use of multimodality in business communication. In fact, there is also illustrated the peculiar 
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linguistic features of textual formations in charity web mediated environments and developed the 

variety of discursive practises as a function of context, target audience framework and purpose.  

Charitable organizations using a multimodality to create threats to the target audience 

positive and negative face by making them feel responsible for a certain situation. Charity 

advertisings are tend to use multi-scene montage, positive politeness strategies are pursued 

including vivid case stories, demand images, sad music and serious extradiegetic voices. These 

multimodal strategies are used to help impart the idea that the suffering of others can influence 

target audience at some point in their lives and intensify the bond between the characters 

represented in the charity advertisements. In fact, images, melodies, and voice-overs occurring 

more optimistic, negative politeness strategies are used to mitigate the factual request to donate 

while positive politeness strategies are used to appeal to the presupposed unity of the target 

audience.  

Multimodal means play important role in charitable procedures. Concerning graphology 

colours can make a big image for the target audience attention. The most popular colour used in 

charity posters is pink colour.  

 

FIGURE 4. Charity posters in pink colour.  

St. Jude Children’s Research Hospital campaign, 2016 
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UK Fundraising, 2014 

 

 

UK Fundraising, Children with Cancer, 2014 

 

 



 
44 

 

Breast Cancer Campaign, 2014 

 

 

Figure 4 demonstrates the poster where the pink colour dominates as an important part. The 

colour pink is used with an image of the children and females to express the direction towards the 

target audience where are females. There is as a tendency that pink is the colour of charity. 

Analysing the posters it was noticed that pink is the colour to help cancer charity. In addition, any 

colour evokes emotion and it is a main visual indicator than has a meaning. Charitable procedures 

use colours in various ways to communicate with target audience and they are assured that it can 

effect the people to memorize that charity more than the other ones. The director of the Colour 

Association of the United States claimed that “pink is the quintessential female colour the profile 

on pink is playful, life-affirming and its calming effect, its quieting effect, its lessening of stress, 

pink also is a shade known to be health-giving, that is why we have expression like in the pink and 

you can not say a bad thing about it, pink id, in other words, everything cancer notably is not” 

(Margaret Welch). 

Capital and slanted text gives an effect that the eyes of the target audience would be caught 

at once. Large text makes for the target audience easier to read it and memorize. The texts at the 

top of the posters are telling for the target audience what to do. The question “mummy, am I going 
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to die?” is used directly to mothers who have the children and can realize how terrible would be 

to lose a child. Lake stated, “The impact of the disease is show through their eyes and emotions, 

and through those of their parents and loved ones” (Lake 2014). Overall, the full stops effects are 

made for purpose to add some seriousness and assurance that it is important what is written on the 

posters. The last sentences are used for directions what to do if the target audience would like to 

donate. The advertisements are trying to increase their image by demonstrating children and there 

can be small girl or small boy. Usually, they are looking extremely sad and depressed to create a 

quite dark and sad atmosphere, because there is a tendency that nobody likes seeing little children 

upset. On the other hand, mother looking at the charity poster can feel sympathy by determining 

with the mother of the child who is sick. In fact, if the children are used in the posters it means the 

charity is for them and their expression and emotions demonstrate how are they feeling and what 

life they are living. 

Concerning the target audience of these posters can be mothers with young children because 

children cannot go by these kind of posters. They are tend to stop and look at the posters where 

the child is not the same as they are. It could be stated, that the poster attracts more women audience 

for the pink colour and for the image. The last poster demonstrates the breast cancer charity for 

women who have been affected by this disease. The woman on the poster said, “The hardest thing 

about being diagnosed with secondary breast cancer is the effect on other people. One day there 

will be a cure. And that’s what you’ve got to hold on to. I just want breast cancer to be eradicated” 

(Breast Cancer Campaign 2014). The pink letters attract the women and they feel like it is duty to 

help for the others. Another multimodality aspect is the text demonstrating care of the target 

audience using the statement as “You can’t save my life, but you could save yours”. The personal 

pronouns can directly pursue with the target audience and can relate any woman looking at the 

poster. Otherwise, Louie and Obermiller stated that “breast cancer has far greater awareness and 

a longer history of funding organizations, it would be expected that the breast cancer 

advertisements would have the greatest overall donation likelihood and amounts” (Louie and 

Obermiller 2000, 129).  
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III. STEREOTYPES OF NEGATIVY BIAS IN CHARITY ADVERTISING 

3.1. Emotional Aspects in Sentimentality Shaping as Stereotypes 

Charitable organizations are the most competing procedures for target audience donations. 

There ae many various factors for the people what make impact for their decisions to donate be a 

part of the charity organization. Sometimes it happens that people decisions to donate are not 

revealed the factive causes to donate. According to Louie and Obermiller “Social desirability 

pressures may prompt potential donors to respond with answers that make them loog good, instead 

of with factors that truly influence their behavior” (Louie and Obermiller 2000, 132). It is a fact, 

that charity advertising uses variety of manipulative tricks to make the target audience to donate. 

Negativity bias in charity advertising can be stereotyped in many different ways. Some of the 

stereotypes can be so strong that target audience never donate and go by the any poster. For 

instance, incomplete information, wrong perceptions, negative effects on the charity advertisings 

causes many different stereotypes of negativity bias. Charity advertisings are used to promote 

negative images of disability or dying children and this creates the barriers to donate. Big part of 

the people are influenced of images where they can perceive pathetic and pitiable imagery, 

threatening or tragic scenes also can cause negativity bias of the charity. 

The most popular charity advertising is to donate people with disability who deserve pity 

from the target audience. In fact, disability is comprehensible by the target audience as a peculiar 

tragedy therefore disabled people deserved to get a help and pity from the others. People with 

disabilities (PWDs) are in most cases surveyed as lurid figure and target audience feel pity of them. 

People believe that burden of disability has no end and life with a disabled person can be so 

difficult. This life is full of sadness and agony and continual responsibility giving permanent help. 

In addition, it is a stereotype that disabled people do not have possibility to have a family and good 

job regarding that reasons the target audience are ready to donate. People with disabilities are the 

most popular figures of charity procedures, especially children whose role is to persuasive people 

to donate and awake the feeling of charitable. As Momene claimed that, “the stereotype about 

people with disabilities who are helpless and dependent tends to be to mean that PWDs are to be 

pitied as they spend their whole life depending and needing other people’s help and traditionally 

this stereotype was used by charities in order to raise funds” (Rene Momene 2015).  On the other 

hand, disability it is not such as terrible life as people assert, sometimes the target audience are 

lack of knowledge consequently producing negative attitudes, which are related to negativity bias. 
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According to this stereotype, it is considered that disabled people are not able to have a good life 

therefore the target audience is tend to donate for the purpose to help them.  

Concerning emotional aspects in sentimentality shaping, there are many insights what 

motivate the target audience to donate for a certain charity. The important role in charitable 

procedures is to communicate with the audience and effectively connect them in these procedures. 

According to independent business and financial consultant and international group financial 

director Chisholm, “people are not machines and when you start getting empirical insight into 

what creates emotional reactions, what motivates altruistic feelings and what makes people part 

with their money, it can start to feel like you are just trying to pul a series of levers to make the 

desired behavior happen” (Sean Chisholm 2020). Nevertheless, if people donate money for a 

charity organization and feel happy or proud it means that charity advertising used appropriate 

effects making them to donate. Another part of people thinks on the contrary, that donate for the 

charities actually do more harm than good. They assumed that it is a game on emotional experience 

and donation does not address directly to the people who really need help. Target audience disagree 

with points on the charity advertisings due to dishonesty that is made on the posters. If the charity 

organizations would be more truthful in their posters and take care not to be exploitive on the 

images that used on the charity advertisings, then it is supposed the people believe in it and accept 

the idea to donate. Target audience believe that children poverty is not only children who are 

starving and cry on the image to touch peoples’ heart, but the real charity should provide more 

information about the procedures, the goal of the donation and about the help that was provided 

before. It is the reason why target audience have their own stereotypes and it causes the negativity 

bias on charity advertising.  

The charity advertisings use the certain tactics that are delivered to the target audience as an 

effective campaign. For instance, charity organizations sometimes attack the people and use too 

much negative imagery in that way the wish to donate become less. If the charity advertisings use 

an appropriate tactics and people feel compassion then they take an action in order to help 

somehow. Media context in charity procedures is important because it is available of all people 

and scenes of tragedy can be provided in extremely scenic and imaginative form. According to 

media advertisings it can be examined absolutely a big variety of aspects including visual and 

textual texts. Charity advertising is tend to use particular imaginary form in order to awake feelings 

of pity or sympathy. Charity effectiveness of the advertisings seek to get the target audience to 

donate to charity. Höijer observed that, “Media texts can be considered to have an imaginary 
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addresse with specific valurs and common-sense understandings” (Höijer 2010). In order to get 

the donation, these tactics strive to manipulate the target audience’s emotions including their 

responsibility and feeling of sympathy. Kinsey noticed “advertisers have a longstanding 

awareness of the fact that images of particular sufferers can be especially effective in getting 

audience‘s attention” (Kinsey 1987). According to emotional aspects of charity advertising the 

images have really powerful appeal for the audience and especially for their emotions.  
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CONCLUSIONS 

Since the beginning of all charitable organizations there was one aim to make the people 

believe into charities and persuasive them to donate. If the target audience has even little reliance 

in charities, they are less prepared to donate the charity. As a result, all charity advertisements are 

tend to create the confidence in order to continue the donating as long as possible. Target audience 

always focus on posters and message which is send directly to the readers. In contrast, charitable 

organizations are the most competing procedures for target audience donations. There ae many 

various factors for the people what make impact for their decisions to donate be a part of the charity 

organization. Sometimes it happens that people decisions to donate are not revealed the factive 

causes to donate. Hence, this research paper was organized to demonstrate the negativity bias effect 

and to show how all charities do not simply demand to persuade people to donate their time and 

money and why potential donators wants to give a donation to their specific charity more than to 

another one.  

1. The description of the negativity bias and its effect as understood in business 

environment provides the idea of negativity bias is such as strong expression that it has 

a bigger and stronger impact on our brains than positive ones. Negativity bias functions 

of discourse conclude linguistic data that is not naturally discerned from correctly 

informational content, the tactic is hypersensitivity and it often takes place in business 

sphere. Negativity bias has a powerful effect on people behaviour, their decisions, and 

even their any relationships. The negativity bias is our trend not only to register 

negative stimuli more but as well to stay on these events. Therefore, negativity bias 

toward the negative keeps you to pay more attention to the negative things that happen 

and people making them seem much more significant than they actually are.  

2.  The analysis of the lexical and syntactical rhetoric solutions demonstrates that there are 

many rhetorical patterns of eliminating the negativity bias. Rhetorical patterns play a 

big role concerning the negativity bias, because it is a way of organizing information. It 

is noticed that the word rhetoric refers to how people use language to process negative 

or positive information. Negative lexical and syntactical rhetoric patterns get more 

consideration, which cause more emotions and have more influence on people 

behaviour; in fact, negativity is stored better and longer in people’s memory. 

Nevertheless, appropriate linguistic characteristics of peculiarity of manipulative 

discourse are not easy to recognize, in most cases, they do not exceed the framework of 
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regular speech activity. Active usage of manipulative discourse of particular 

grammatical forms and syntactical or lexical rhetoric patterns constructions does not 

conclude peculiar manipulative grammar than the same linguistic means are used to 

implement other functions.  

3. The investigation of the impact and the effect on the target audience of charity 

advertisements demonstrates that the target audience automatically consider more to 

negative information that positive information. The most powerful tactic such as using 

emotional requests will always help to persuade the target audience to donate for the 

charity organizations. Target audience always focus on posters and message which is 

send directly to the readers. In fact, negative strategies are used to mitigate the factual 

request to donate and used effects on charity advertisements makes the target audience 

feel guilty if they decide not to donate. Emotional aspects of charity advertising the 

images have powerful appeal for the target audience and especially for their emotions. 

4. The analysis and interpretation of the message framing, image valence, temporal 

framing on a charitable appeal and how it influences the negativity bias in business 

communication demonstrate that charity organizations use particular imaginary form in 

order to awake feelings of pity or sympathy. Incomplete information, wrong 

perceptions, negative effects on the business communication causes negativity bias of 

the target audience. What concerns the charity organizations, target audience are 

influenced of images where dominate pathetic and pitiable imagery, threatening or tragic 

scenes and it can cause negativity bias. Negative evaluations are perceived stronger than 

positive evaluations in the business communication and message framing or image 

valance make bigger effect of the target audience.  
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APPENDIX 1 

All of the pictures used in this paper are taken from Internet websites. All pictures are an 

example of typical features in order to persuasive the target audience according to charity 

advertisings. Pictures are available on Internet for all people. However, each conversation is based 

on real life situations that had happened in real workplaces. Each picture has the own shocking 

image, hard power and affects causing the reader. Also, negative tactics are used on these pictures 

which has the influential power. Emotionally manipulates and tactics are demonstrated on the 

charity advertising posters. As it demonstrated, informative sentences are written underneath. The 

aim of all these posters are to gain the target audience’s attention for the purpose to get donation.  

 

PICTURE 1 

Evelina Children’s Hospital press ad 
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PICTURE 2 

America’s Best Charities 

 

PICTURE 3 

Southampton Hospital Charity, 2019 
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PICTURE 4 

Fears Nachawati Sponsors Feed My Starving Children Event, 2015 

 

PICTURE 5 

Children’s Hospital Los Angeles, 2015 
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PICTURE 6 

Deaf Defy Fund: Breaking down barriers – Defying the odds, 2018 

 

PICTURE 7 

Texas De Brazil – St. Jude Children’s Research Hospital Donation Campaign, 2017 
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PICTURE 8 

Ethan Glover English Language, 2018 

 

PICTURE 9 

Don Charity Foundation.  

 


