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Advertising is a dynamic public forum in which business interests, creativity,
consumer needs, and government regulation meet. Advertising’s high visibility makes
it particularly vulnerable to criticism.

An annoyance with advertising is general is also expressed by the population at
large. In one survey, cosponsored by Advertising Age and the Roper Organization,
both consumers and marketing executives were queried about their attitudes with the
bad ads produced by their trade, importantly, that they’re becoming more and more
concerned about advertising clutter. Many research experts believe such ambivalence
could be an indication of doom for the advertising industry.

It is worthwhile to be aware of the social issues facing advertisers, because
negative attitudes toward advertising will ever disappear.

Although advertisers face extensive regulation, every issue is not covered by a
clear, written rule. Many advertising-related issues are left to the discretion of the
advertiser. Decisions may be based on a variety of considerations, including the
objective of the advertising campaign, the attitudes of the target audience, the
philosophies of the agency and the advertiser, and legal precedent. Many decisions are
based on ethical concerns. On the other hand, although advertisers can seek help in
making decisions about questionable advertising situations from such sources as
codes of ethics, these codes provide only general guidance. When advertising
decisions are not clearly covered by a code, a rule or a regulation, someone must
make an ethical decision. That person must weigh the pros and cons, the good and the
bad, the healthy and harmful effects, and make a value judgment about an unfamiliar
situation. These kinds of decisions are complex because there is no clear consensus
about what constitutes ethical behavior and also because of the potential conflict
between personal ethics and what might be good for the business.

Advertisers are selective about the values and attitudes to be fostered and
encouraged, promoting some while ignoring others. This selectivity gives the lie to
the notion that advertising does no more than reflect the surrounding culture. For
example, the absence from advertising of certain racial and ethnic groups in some
multi-racial or multi-ethnic societies can help to create problems of image and identity,
especially among those neglected, and the almost inevitable impression in commercial
advertising that an abundance of possessions leads to happiness and fulfillment can be

both misleading and frustrating.



Advertising also has an indirect but powerful impact on society through its
influence on media. Many publications and broadcasting operations depend on
advertising revenue for survival. This often is true of religious media as well as
commercial media. For their part, advertisers naturally seek to reach audiences; and
the media, striving to deliver audiences to advertisers, must shape their content so to
attract audiences of the size and demographic composition sought. This economic
dependency of media and the power it confers upon advertisers carries with it serious
responsibilities for both.

The promotion is that tell consumers about the products, to try to attract them to
buy the products. Advertising must tell the truth, but, even today, some advertising is
simply and deliberately untrue. I have meet some people, who never believe believed
what the advertising had said, because he believed that the advertising always lie.
Generally speaking, though, the problem of truth in advertising is somewhat more
subtle: it is not that advertising says what is overtly false, but that it can distort the
truth by implying things that are not so or withholding relevant facts. On both the
individual and social levels, truth and freedom are inseparable; without truth as the
basis, starting point and criterion of discernment, judgment, choice and action, there
can be no authentic exercise of freedom. The Catechism of the Catholic Church,
quoting the Second Vatican Council, insists that the content of communication be
"true and—within the limits set by justice and charity-complete"; the content should,
moreover, be communicated "honestly and properly."

Advertising, like other forms of expression, has its own conventions and forms
of stylization, and these must be taken into account when discussing truthfulness.
People take for granted some rhetorical and symbolic exaggeration in advertising;
within the limits of recognized and accepted practice, this can be allowable.

But it is a fundamental principle that advertising may not deliberately seek to
deceive, whether it does that by what it says, by what it implies, or by what it fails to
say. "The proper exercise of the right to information demands that the content of what
is communicated be true and, within the limits set by justice and charity, complete. ...
Included here is the obligation to avoid any manipulation of truth for any reason."

The evolution of sales promotion has also changed the way experts define the
practice. At one point, the official definition of sales promotion proposed by the
American Marketing Association was: ‘“Marketing activities, other than personal
selling, advertising, and publicity, that stimulate consumer purchasing and dealer
effectiveness, such as displays, shows, exhibitions, demonstrations, and various

nonrecurrent selling efforts not in the ordinary routine.”



We can refine the definitions by examining what sales promotion does today.
Sales promotion offers an “extra incentive” for consumers to act. Although this extra
incentive is usually in the form of a price reduction, it may be additional amounts of
the product, cash, prizes, premiums, and so on. Furthermore, sales promotions usually
include specified limits, such as an expiration date or a limited quantity of the
merchandise. Finally, sales promotion has three somewhat different goals, which
relate to its three target audiences: (1) to increase immediate customer sales, (2) to
increase support among the marketer’s sales force, and (3) to gain the support of
intermediaries (resellers)in marketing the product.

Public relations is “The are and social science of analyzing trends, predicting
their consequences, counseling organizational leaders, and implementing planned
programs of action which will serve both the organization and the public interest.”
Developing, designing ads, preparing written messages, and buying time or space for
their exposure are the primary concerns of advertising people. In many companies
they are separate uncoordinated functions. Partly this is due to tradition and partly to
differences in functions. With respect to the former, public relations has historically
been physically separated from advertising. This separation has been a result of the
nature of the work performed by public relations as well as the people working in
public relations. The public relations function operates at two different levels in most
companies. One is that you have the technical people who write news releases and
produce brochures and newsletters; another level you have the public relations
counselor who advises senior management on public opinion and the anticipated
impact of corporate actions. For example, the coco-cola has made a kind of coco-cola
with an new taste, but the product was failed absolutely, then the company re-produce
the coco-cola with the old taste and occupied the lost market. Since public relations
is not considered a direct profit generator and has difficulty verifying its
accomplishments, individuals working in advertising are sometimes reluctant to
incorporate public relations into their planning. Conversely, individuals working in
public relations are often unwilling to work with others outside their field, particularly
people involved in marketing or selling. Public relations people are often trained as
journalists, with little background in marketing or advertising.

The emerging partnership of public relations and advertising is moving rapidly
toward a focused interaction with all individuals who are in a position to influence the
fortunes of an organization. Public relations must increasingly become a management
discipline, like advertising, involved in the earliest stages of corporate strategy. As

mentioned, every company has a corporate image, although sometimes not quite by



design. Managing a public relations image begins with a plan. The plan should
complement the marketing and advertising strategies so the organization
communicates with one clear voice. Public relations should also align the
organization’s interests with the public interest so that both are served. These public
interests are expressed as public opinions.

I agree with the IMC. Because of the modern information technology and the
convenience traffic, the market is not limited in one area but the whole world. IMC is
necessary for the advertising, because it is very effective and cheap. Advertising is
limited to be paid. Now personal message communicated through the various media.
While we are using traditional media, this definition is still useful. But what happen to
definition of advertising when we utilize internet? Someone who clicks banner
advertising jumps to one company's web site, he/she virtually experience some
product or service and decide to buy one. In this flow, can we distinguish the function
of advertising and IMC? Or is it meaningful to distinguish? The answer is very clear,
they will be both alive.

In the world of internet, definite border line between advertising, IMC will
continue. Consumers try to gather information for their convenience by their own way,
sometimes they buy products and evaluate them and the companies. They speak the
evaluation to their friends or write comment on the company's web site or using
e-mail. The company can get information of visitors of the web site, customers who
shopped their products or services on the internet. After carefully analyzing their taste,
it do some promotion for the next purchase.

We could not catch all about this flow when we use traditional advertising
media but now we can do thanks to internet, which give us an useful tool for the IMC.
With the tools, the budget will be lower and the effect will be better.

Some opinion about the ethic in advertising:

The importance of advertising is "steadily on the increase in modern society"
which means that advertising is for the company to get the prospect’s Attention. For
that objective advertising should use media as its vehicle, as is a pervasive, powerful
force shaping attitudes and behavior in today's world.

We wish to call attention to positive contributions that advertising can and does
make; to note ethical and moral problems that advertising can and does raise; to point
to moral principles that apply to this field; and, finally, to suggest certain steps for the
consideration of those professionally involved in advertising, as well as for others in
the private sector.

In today's society, the field of advertising is extremely broad and diverse. In



general terms, of course, an advertisement is simply a public notice meant to convey
information and invite patronage or some other response. As that suggests, advertising
has two basic purposes: to inform and to persuade, and—while these purposes are
distinguishable—both very often are simultaneously present.

Advertising is not the same as marketing or public relations (the systematic
effort to create a favorable public impression or 'image' of some person, group, or
entity). In many cases, though, it is a technique or instrument employed by one or
both of these.

Advertising can be very simple just as a local ad or it can be very complex,
involving sophisticated research and multimedia campaigns that span the globe. It
differs according to its intended audience, so that, for example, advertising aimed at
children raises some technical and moral issues significantly different from those
raised by advertising aimed at competent adults.

I disagree with the assertion that advertising simply mirrors the attitudes and
values of the surrounding culture. No doubt advertising, like the media of social
communications in general, does act as a mirror. But, also like media in general, it is a
mirror that helps shape the reality it reflects, and sometimes it presents a distorted
image of reality. The important thing is that advertising can not be a tool of a cheat.

Untrue advertising is the killer to the advertising industry. Advertising must be true.



