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ABSTRACT

Advertisements are the most common marketing method used by husinesses. The t
is con 'ucted. Thus

Ethics 1s the most

erm Ethics means

a set of moral principles which govern a person’s behaviour or how the activity
while advertising, companies should keep legal and ethical considerations in mind.
important feature of the advertising industry. Though there are many benefits of advertising but then

there are some points which don’t match the ethical norms of advertising.
cal issues in

ndled by 1t

This study includes marketing norms by American Marketing Association, ethi
advertising, about Advertising Standards Council of India and some selected cases ha
in the year 2013 and 2014. The information for the present study is collected from secondary
sources like books, journals, magazines and internet.

Like other countries around the world, India also has a self-regulatory organization for
advertising content — The Advertising Standards Council of India (ASCI) , It is founded in 1985.
ASCI is a self-regulatory voluntary organization of the advertising industry. Along with this
there is a good regulatory network in India for regulating advertising. The complaint making
procedure of ASCI is simple and fast. There are thousands of ads against which complaints are
registered, which include ads of many famous and reputed companies. From the study of
selected cases of complaints it can be concluded that most of the famous companies are not

following any regulations , norms and ethical codes for advertising in fact it is seen that they are

not bothered about such advertising codes.
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senting well decorated, puffed and colourful

vertisements. The im th; ,
ad y claim that thejr Product is the best, having unique qualities than the

cOMPELtors, more cost effective, ang more ben

eficial. Advertising has played a major role in
consumer marketing, 5 i PARyeS & B2y

and has enableg ;
companies I e
Mpanies o meet communication and other marketing

objectives. Typically, advertising is used (o inform, persuade

fv soinf and remind consumers. [t
i antly re  their ate; . ,
importantly reinforces their attitudes ang perceptions. Advertising has been a target of criticism

for decades and has been hailed as 4 capitalistic virtue, an engine of free market economy, and 2
promoter of consumer welfare,
But most of these ads are found to be false, misleading customers and unethical. The advertisers use
colouring and gluing to make the product look glossy and attractive to the consumers who are watching
the ads on television and convince them to buy the product without giving a second thought.
Advertising means a mode of communication between a seller and a buyer. Thus ethics in
advertising means a set of well defined principles which govem the ways of communication
taking place between the seller and the buyer. Ethics is the most important feature of the
advertising industry. Though there are many benefits of advertising but then there are some
points which don’t match the ethical norms of advertising.
OBJECTIVES OF STUDY:
The objectives of present study are as follows:

1) To study marketing ethical norms given by American Marketing Association.

2) To know ethical issues faced in advertising.

3) To study the advertising regulation in India with special reference to the Advertising

Standard Council of India.
4) To analyze selected cases of complaints handled by ASCL
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RESEARCH METHODOLOGY:

i i ondary sourc
The information for the present study is collected from secondary SO

es like books, journals,

magazines and internet.
MARKETING ETHICAL NORMS PROPOSED BY AMERICAN MAR
ASSOCIATION:

The American Marketing Association commil

KETING

s itself for promoting the highest standard of

academics and

1 i - itioners,
professional ethical norms and values for its members that are practi

uct that are expected and maintained by society

resent the collective conception of what

students. Norms are established standards of cond

and/or professional organizations. Values rep

communities find desirable, important and morally proper. Values also serve as the critenia for

i - ; t recognize tha
evaluating our own personal actions and the actions of others. Marketers mus g t

tewards of society in creating, facilitating

and executing the transactions that are part of the economy. In this role, marketers are expected
d the ethical values implied as their

they not only serve their organizations but also act as $

to embrace the highest professional ethical norms an
responsibility towards multiple stakeholders like customers, employees, investors, peers, channel
members, regulators and the host community.

ETHICAL NORMS OF AMERICAN MARKETING ASSOCIATION:

1) Do no harm- This means consciously avoiding harmful actions or omissions by embodying
high ethical standards and adhering to all applicable laws and regulations in the choices

marketers make.

2) Foster trust in the marketing system-This means striving for good faith and fair dealing so as
to contribute towards the efficacy of the exchange process as well as avoiding deception in
product design, pricing, communication, and delivery of distribution.
3) Embrace ethical values-This means building relationships and enhancing consumer
confidence in the integrity of marketing by affirming the core values like honesty, responsibility,
fairness, respect, transparency and citizenship.
ETHICAL ISSUES IN ADVERTISING:

1. Puffery & Hype:
It means advertising or a self presentation relying on exaggerations and superlatives with no credible
evidence to support its vague claims. Advertisers use exaggerations and hyperbole to get people’s
attention and to make their message memorable. Companies compare their product to that of a
competitor without scientific studies to substantiate their claims which can lead to deception. Hence

puffery may be tolerated to an extent a long as it does not amount to misrepresentation
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As many as 4,430 complaints poure

2012 on television channels, and 54% of them were upheld as they showed women in poor light
3. Stealth Advertising:
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din against 784 advertisements telecast b tween 2007 4

Stealth advertising includes promotional messages embedded in a story line but not explicily
presented as advertising. It is a practice wherein customers are paid to use or puich products n
public settings without disclosing the facts that they are been paid 1o do so, bence stealth
advertising 1s considered as unethical as it fails to disclose the relationship between the marketer
and the customers. For example, a cooking show is paid to use a certain brand of cookware.
movie company is paid 1o use a certain type of sports car in its chase scenes.

4. Advertising to Children:
Advertising to children is a sensitive and emotionally-charged issue because children are easily
influenced and like to experiment with new things and they are vulnerable 1 manipulations
through advertising messages and are prone (o accept such messages as truthful and unbiased
Such marketing tactics in advertising can lead childien to adopt certain consumer behavious
which can result in negative impacts on their physical and mental health. Especially ads of
products like alcohol, tobacco, cigarettes, junk food, gambling, etc

5. Gratuitous Sexual Content:

It includes using nudity, sexual imagery, and sex appeal, for the purpose of attracting attention,
despite little or no inherent sexual aspects of the product/service/iden being advertised. Women
appear as a sexual object in any kind of advertisement or as an attactive material standing
nearby a product. Sometimes firms use sexual saleswomen to facilitate the sale or o attract
consumers’ attention to the firm or product. Particulurly, it is very common 1o use sexually

attractive women in advertisements regardless of the product is related to sexuality. The use of
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i ; ars, from cosmetics ,
advertisements for most product types from clothing to motor ¢ars,

e roach to advertisin
This includes fear appeals, guilt appeals, and threats. It also includes an app g

that focuses on negative aspects of rival products. |
dvertising Council of India:

: i ivi bringing a numbe
In India the government assumes the role of regulating the business activity by bringing ‘ r
acted by the government, which

Advertising regulation in India with special reference to the a

of laws, regulations and codes. The following laws have been en

contain provisions that regulate advertising in India.

L. Laws having horizontal application on advertising

II. The Consumer Protection Act, 1986.

II. The Emblems and Names (Prevention of Improper Use) Act, 1950

IV. Trade and Merchandise Marks Act, 1958.

V. Cable Television Networks (Regulation) Act, 1995

VL. Indecent Representation of Women (Prohibition) Act, 1986.

VII. Monopolies and Restrictive Trade Practices Act, 1969.

VIII. Motor Vehicles Act, 1988

IX. Laws having vertical application on advertising

X. Section 58 Companies Act, 1956

XI. Drugs and Cosmetics Act, 1940.

XII. Drugs and Magic Remedies (Objectionable Advertisements) Act, 1954.

XTII. Pre-natal Diagnostic Techniques (Regulation and Prevention of Misuse) Act, 1994.

XIV. Prevention of Food Adulteration Act, 1954/ Food Safety and Standards Act, 2005.

XV. Prize Chits and Money Circulation Schemes (Banning) Act, 1978.

XVI. Prize Competition Act, 1955

XVII. The Infant Milk Substitute, Feeding Bottles and Infant Foods (Regulation of
Production, Supply and Distribution) Act, 1992 and Amendment Act, 2002.

XVIIL Transplantation of Human Organs Act, 1994

XIX. The Young Persons (Harmful Publications) Act, 1956

THE ADVERTISING STANDARDS COUNCIL OF INDIA (ASCD):

Like other countries around the world, India also has a self-regulatory organization for

advertising content — The Advertising Standards Council of Indija (ASCI), It is founded in 1985.

ASCl is a self-regulatory voluntary organization of the advertising industry. The aim of ASCI is
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Ly like well-known doctors, lawyers,
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\SCl have adopted codes for Sell-Rep

ulation i Adventising,
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Stunds for the protection of the legiti-
sing - Advertisers, Media, Advertising
eation or placement of advertisements,

The advertisements

mate interests of consumers and y concerned with adyerj

Agencies and others who help in the ¢r

1) Truthful & Honest -

should be truthful, fair and non-derogatory to
competitors. They should not be misleading and plagiarized,
2) Non-Offensive to public- Advertisements should be within the bounds of generally

accepted standards of public decency and propriety.,

3) Against harmful products/unsafe situations- Adverti

sers should not involve in the

promotion of products which are hazardous or harmful to society or to individuals

particularly minors, to a degree unacceptable to society at large.

~

4) Fair in Competition-Advertisers should ensure that advertisements observe fair in

competition so that the consumer’s need to be informed on choices in the market place and

the canons of generally accepted competitive behavior in business are both served.
COMPLAINTS HANDLING BY ASCI:
There is no other non governmental body in India which regulates the advertising content that s
released in India. If an advertisement that is released in India seems objectionable, a person can
Write to ASCI with his complaint. Complaint can be filed online or, by calling or by sending e-
mail, or through post. This complaint will be (leliberate.cl t)nul‘;y l:;PCl(:lft a“:l: p'rovi dil'.]g due
Process to advertiser to defend the advertisement against the ¢ aint and depending on

" le and law of the land, the com laint
: '« in alienment with the ASCI cod : P
Whether the advertisement is in alignme
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is upheld or not upheld and if upheld then the advertisement iS voluntarily either withdrawn or

modified. The CCC’s decision on complaint against any advertisement is final.

DETAILS OF SELECTED CASES OF COMPLAINTS HA

NDLED BY ASCI

Name of
Sr.
No. the the
Company

Name of

Product

Details of Complaint

Decision

01

Reckitt Benckiser
Dettol antiseptic liquid

Commercial  ad was
released  which claims
that Dettol protects your
family from more than
100  disease  causing
germs

CCC concluded that the this ddm
consumer, by implication and ambiguity into
believing that all product under Fhe brand
name Dettol have the same properties as that
of Dettol antiseptic liquid i.e." De:ttol aapke
pariwar ko100 se bhi jyada bimari phaylane
waale kitano se

bachata hai... ". PROTECTS FROM’

100 GERMS'. This is misleading and

therefore, this
ad was upheld in November, 2013

02

Godrej
Goodknight

A child standing near the
mosquito  vapouriser”,
whereas the product's
leaflet includes a
precaution  that  the
electrical liquid
vaporising machine
should be kept away from
the reach of children.

The CCC concluded that advertisement
features a dangerous practice, manifests a
disregard for safety and encourages,
negligence that’s why ad was upheld , in

October, 2014

retailer |

- Snapdeal.Com

03

Online
: Heavy discounts

—
i

i -
i

'Heavy discounts on all’
| produets < - : Ry

'CCC concluded, while purchasing the
- | products these products were not available
| and were sold out or the rates were higher

| while clicking the buy button, it added The

claim of Snapdeal “bachaey raho” discount
offer was false and was not substantiated,
that’s why ad was upheld in October,2014

Electronics

Philips
Philips

ot

Kerashine
Styling Kit

Ad shows a girl on the
rear seat of a car standing
up while the vehicle is
moving on the road.

CCC  concluded this  advertisement
encourages a dangerous practice and
manifests a disregard for safety and is in
violation of the traffic rules that’s why the ad
was upheld in October, 2014

SR Y

Ad claiming that product

ded e

N
CCCC concluded that

advertisement is

g ? marketed in India gives | misleading by exaggeration and implication
e § » 5 bqtter results than other | that the advertised product is unbeatable with
é 3 3 fairness creams marketed | all the products in those countries, that’s why
A= = in Dubai, Singapore and | the ad was upheld, in December ,2014
o = Japan. ]
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CONCLUSION:
The norms proposed by American Marketing Association are self contained and if followed by
all business organisations then there will be no ethical issues in marketing.
In India we have various acts regulating advertisements and also a self regulatory voluntary
organisation that is ASCL but still the norms and codes proposed by these regulatory bodies are
not followed while advertising products, thar’s why there are many ethical issues pertaining 10
advertisements released in Indiz. zll this is evidenced through number of complamt cases
handled by Consumer Complaint Council of ASCL
From the study of selected cases of complaints it can be concluded that most of the famous
companies are not following any regulztions , norms znd ethical codes for advertising in fact it
is seen that they are not bothered about such advertising codes.
SUGGESTIONS:
Looking at all these above mentioned points, advertisers should start taking responsibility of self
regulating their ads by:

« Design self regulatory codes in their companies including ethical norms, truth, decency,

and legal points.
*  Keep tracking the activitics and remove ads which don’t fulfil the codes.

« Inform the consumers about the self regulatory codes of the company

* Pay attention on the complaints coming from consumers about the product ads.

*  Maintain transparency throughout the company and system.

When all the above points are implemented, they can result in:

* Making the company answerable for all its activities
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. fofn egulatory body,
*  Will reduce the chances of getting pointed out by the critics or any reg y body
v C lits .
*  Will help gain confidence of the customers; make them trust the company and 1ts products,

FUTURE PROSPECTS:

A study can be undertaken of complaint cases of advertising handled by ASC
ints are made,

I for ten yearg

classifying different types of products and ads against which frequently compla
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