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Abstract. The article reveals social PR campaign particularities aimed at 
raising awareness of the citizens in the urban environment. For the first time 
PR campaigns dealing with the urban environment decoration devoted to 
commemorative events, environmental protection measures, and social 
issues are investigated from the position of education for sustainable 
development. The urban area implies the encouragement of refashioned, 
renovated, changed, restructured and reconstructed environments necessary 
for edutainment of the citizens. It means that the analysis of the urban area 
focuses on the study of themes dealing with history, art, urgent domestic 
social issues and the problems of the natural environment. Education for 
Sustainable Development (ESD) is a perfect opportunity to give knowledge 
in the ‘soft’ way to the citizens, in addition to traditional ‘hard’ education 
within the urban environment. The methods used during the work on the 
article are comprehensive. They include observation, analysis, synthesis, 
description and interview. As a result of the study of the stated issues, the 
following conclusion was made. Urban area is an ideal platform to arouse 
the interest of its citizens by means of the thematic adornment of the city 
that expands their knowledge, makes them more persuasive and thus fosters 
the improvement of their behaviour. Information perceived laterally is better 
remembered and stored longer in memory. The citizens become more 
susceptible to any information offered to them by the officials of the city.  
Keywords: social PR, urban environment. 

1 Introduction 
There is no unique definition of PR and the attitude of specialists is ambiguous. Some 
scholars think of PR as a benevolent practice, essential for society helping people to be 
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conversant in this complicated world. One of the most successful definitions suggested by 
Dr. Rex Harlow in 1976 summarizes various prior attempts to define the subject matter: 

“Public relations is a distinctive management function, which helps establish and 
maintain mutual lines of communication, understanding, acceptance and cooperation 
between an organization and its publics; involves the management of problems or issues; 
helps management to keep informed on and responsive to public opinion; defines and 
emphasized the responsibility of management to serve the public interest; helps management 
keep abreast of and effectively utilize change, serving as an early warning system to help 
anticipate trends; and uses research and sound ethical communication as its principal tools” 
[1]. 

Others are cautious and express their awareness that well planned communication could 
mislead the people. Prominent linguist Professor Noam Chomsky puts people on their guard 
regarding PR campaigns. In particular, he writes, criticizing the PR practice that it has been 
used ‘to further the ends of a few, regardless of the needs of the many’ [2]. This debate is a 
concern of separate investigations within the domain of ethical issues. 

1.1 Hypothesis of the study 

Urban environment is an ideal educational platform for sustainable development of the 
citizens as they constantly get information laterally that enrich their knowledge and are 
beneficial for their behavior. 

1.2 The purpose of the study 

The aim of the research is to reveal what kind of urban environment information arises 
curiosity on the part of the citizens, makes them enrich their knowledge on certain topics. 
The practical outcome of the urban area sustainable development is fostering the change of 
the citizens’ behavior. 

2 Methods and methodology 
The methods applied during the present investigation are the following. The method of 
observation gives the information about the state of art. The method of interview enables to 
find out what topics have aroused the most interest, have been more persuasive to foster the 
improvement of behavior. Moreover, the methods of analysis and synthesis as well 
classification were used to develop understanding of the described phenomenon.  

3 Sustainable education 
Sustainable Education or Education for Sustainable Development (ESD) was the initiative of 
UN put forward at the Conference on Human Environment in Stockholm in 1972 [3] to help 
people meet the challenges of the time that makes it possible to use soft education and 
edutainment [4, 5] in the interests of society. The new approach to the surroundings needs 
fundamental changes that should be carried out in knowledge, skills, values and attitudes to 
live in a democratic society of the present. Education for Sustainable Development is defined 
in different ways. One of them runs as follows: "interdisciplinary learning methodology 
covering the integrated social, economic, and environmental aspects of formal and informal 
curriculum" [6]. The definition presupposes that education for sustainable development 
requires consistent implementation of different mechanisms to get knowledge in the 
interminably evolving world. As for the methods applied by the ESD, the adamants of this 
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approach make use of such methods of teaching and education as stimulation, encouragement 
and inspiration to modify the people’s behavior and urge actions. ESD proved to be effective 
as it develops competences such as critical thinking, decision making, creativity and 
collaborative actions. 

4 Results 
The investigation has found the presented examples of Social PR campaign conducted in the 
City of Moscow since 2007 effective. Real life examples of thematic trains of Moscow metro 
system include the following: 

• During the Moscow social PR campaign that started in 2007 first with art and later for 
commemorative events in the Russian History, metro trains were given new names and 
appearances. The carriages inside were dedicated to the history and art of Russia. This 
practice can also be regarded as complimentary to traditional education on history and 
politics [7] as well as innovative practices [8]. 

• Some other social PR campaigns were devoted to the flora and fauna of the Far East. 
The train was launched in 2015 to increase awareness of the issue to protect endangered 
species and the importance of biodiversity. The entire space of the carriages, including the 
floors, was covered with images of rare animals and plants. 

• the 2007-2020 Moscow metro trains became itinerary exhibitions where the pictures 
of the great artists of the past and present were on display. The exhibition is periodically 
updated. A train has been running with the updated exhibition featuring the pictures by 
Kustodiev, Shishkin, Repin and other famous artists.  

The best lateral approach to promote sustainable education softly is the metro trains. The 
study has revealed two different types of urban environment education for sustainable 
development intended for common citizens: cultural-historical and social-health care 
information. This can also be regarded as creative environment [9] which stimulates reading 
and harmonizes different cognitive style learning strategies [10], as visual and verbal 
elements are involved. This type of sustainable education is to be regarded as edutainment, 
as people learn without special effort feeling involved. Such forms of education make the 
distinction between the game and education irrelevant. 

A public opinion poll was conducted among 200 residents of Moscow to find out which 
topic of metro trains was most useful and expanded their knowledge. A question was asked: 
Which topic of the thematic trains did you like most? Four options were give: History, Art, 
Social Themes and the Environment. The results are presented in Figure 1, a pie chart 
indicating the percentage of the preferences expressed by the citizens. 
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History Art Social Themes Environmental issues

Fig. 1. Pie Chart indicating thematic train preferences. 
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5 Discussion 

5.1 Functions of PR campaigns 

There are various PR campaigns set with different objectives, having a common goal to 
promote interests of a certain side. Social PR campaigns are meant for the good of the people, 
serving the ‘soul’ marketing and PR campaigns [11], set for the cause to educate the urban 
population and increase the level of its culture. Benevolent actions of business companies, 
often revealed through CSR – corporate social responsibility as well as governmental 
programmes are aimed at targeting masses to make them more knowledgeable in history, 
culture and recently in medical safety. PR companies conduct their campaigns persistently 
being specific goal oriented. It should be stressed that no goal can be achieved without proper 
strategic plan and tactical implementations. 

Theorists of PR campaigns [12, 13] worked out a successful classification of general 
objectives of campaigns. The first objective, singled out by the researchers, is mere 
information of the general public, or the creation of awareness. This may include information 
about an event or cause, as the date and venues for the local elections, or a city holiday taking 
place. This is bound to create awareness of the upcoming elections or a new event to be 
organized. Additionally, PR tailors might want to persuade the audience. This persuasion is 
usually aimed at changing the public’s opinions and attitudes, as in social campaigns 
persuading people of the necessity to help those in need. The same objective can be pursued 
when framing Corporate Social Responsibility (CSR) campaign as an interplay between the 
communicator (corporate PR) the media and the public [14].  

Another objective can be to urge the audience to behave in a certain way, as for example, 
to participate in elections or to take actions against a pandemic threat (e.g. the ‘stayhome 
movement’). Finally, in the vision of the researchers the aim of a PR campaign can be 
manifested in education. Thus, in times when it is needed, medical information is provided 
to help educating the mass audience about the potential threat of viruses, or some lessons of 
history are latently taught to the younger generation by means of billboards and information 
leaflets distributed within the urban environment. Some authors put forward an idea that a 
good PR campaign is to include several objectives – in inform, to create awareness, to 
persuade, to urge publics and to educate the people [2].  

5.2 Urban Environment as a field of sustainable education and a social PR tool 

The term “Urban environment” originates from the analysis of the pictures and drawings 
combining social sciences and nature. According to researchers, its main area of application 
is society due to correlation with the population and social interaction. It is connected with 
the core of the living space organization [15], including small villages and big metropolises. 
Scientists traditionally view the development of various urban education facilities as a 
contributing factor for the civilization [16]. The study of the urban environment involves the 
ever-changing and modified environments [17], which can be seen as a set of social factors 
[18], enforced with natural sciences research. The present research is set to show the capacity 
of the urban environment used for sustainable education purposes and social PR actions. 
Transportation, garden ecology, architecture and urban planning traditionally studied in 
terms of urban development, get a new meaning in accord with education purposes. The 
urban environment can thus be considered from the angle of social relations, human activities 
and different social issues, including raising awareness within Social PR campaign and 
sustainable education. 

PR campaign are always topically oriented and correspond to the commemorative dates. 
The metro carriages became the historical locomotives in the urban space. Within a short 
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timespan of the trip it is impossible to read and learn all the information, thus it serves as a 
trigger to raise curiosity and make the people turn to the books to find out more about the 
events or the people whose images were presented in the social PR campaign. Commuters 
being exposed more frequently to this lateral information retain it longer in their minds. 

6 Conclusion 
Finishing off it should be said that human mind is always in the state of the never-ending 
inquisitiveness. It was appreciated by the UN members, who recognized and verbalized the 
necessity of life-long education for the people, which is presented in information acquisition. 
The whole urban environment becomes the medium for sustainable development. In this 
regard, the age of the person loses its relevance. People of all ages will clearly see mural 
paintings, benches and bus stops. The human brain is limitless and its cognitive abilities do 
not depend on the age. An inquisitive human mind is capable of learning every minute or 
even second, as it never loses its zest for knowledge. The information is also aimed at 
changing attitudes and shaping behavior of the target audience. The fast change of thematic 
issues meets the demand of the modern society, which is always in the state of a flux.  

The practice of using metro train carriages for educating purposes, including raising 
public awareness social and health issues as well as general information on Art and History 
proves to be a soft skill measure to educate the citizens to improve their behavior. In terms 
of PR terms, these actions are regarded as social PR campaign for educational purposes. 
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