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OHAPTER 11 MARKETING ETHICS: ADVERTISING, SALES, AND CONSUMERISM

B8 advertising practices should be
apdion of immorality.
U w=tort to that conclusion is the
B his 2 responsibility to act warily
BREE acainst deception. A consumer
& i by some intentionally decep-
i &iling to be adequately vigilant.
“pr that consumers have responsi-
#80r falling prey to the more obvi-
i the retore still misses the point. If
S Piesent, as it is assumed by those
advertisers trade upon the fact
il fil to process the deception,
8l subject to the charge of moral
= intent to deceive that supports
1 walk onto a used car lot and
v turned back the odometer
= fewer miles than it actually
BNiD catch the deception. I might,
"8 the excessive wear on the seats
B between that and the odom-
WShat the attempred deception was
INEminish its immorality. And if I
Ption and bought the car, even
ity for believing the sales pitch,
¥ does not amount to absolv-
€ ethical wrong. The consumers
welevant one way or the other to
onal deception is immoral 3

SEMENTS

ment for the morality of advertis-
= % apply, however. Any particular
“seculation about the largely pri-
Sdvertiser. We need to have some
“erpretation of a person’s inten-
#5 are not completely inaccessible,
=sonable presumptive judgments
* advertisements just from their
st step in evaluating whether
ESeptive, we can categorize some
i and discuss some examples.
# communicate a message that
i lhe vehicle of that communica-
W of forms. There is the linguis-
EEnunication, of course—what is
Ecd. But of equal importance is
E0n (at least for ads other than

those on radio!). An anccdote from the political arena
can help emphasize the importance of this category of
communication. During R onald Reagan’s second presi-
dential campaign, news reports were often critical of hig
policies. One such report had a visual of Reagan on the
campaign trail. He was on a bandstand, surrounded by
American flag bunting, cheerleaders, a pep band, and a
cheering crowd. The news reader’s voice-over was pre-
senting a criticism of a Reagan policy. After the news
spot aired, a Reagan press aide purportedly called the
network to thank it for the helpful news story. He said
that what the viewer would carry away was the positive
image from the video footage, not the critical commen-
tary. This point about the power of visual images can be
even more true for commereials.

Examples where we can presume intended use of
visuals to deceive are easy to find. Some classic ones are the
following: (1) A shaving cream commercial that claimed
the cream was so good at softening beards that it could
even be used to shave sandpaper. The camera showed 3
razor apparently remaving the grit from sandpaper that was
sprayed with the foam. What was actually photographed
Was a piece of glass set against a tan background and
sprinkled with loose sand. The razor had no blade. (2) A
soup commercial touting its new chun ky style loaded with
vegetables. The picture showed a bowl with the vegetables
mounded high above the broth, What was not disclosed
was that the bowl had marbles in it o raise the vegetables
for better display. (3) A car commercial that advertised the
safety of the car, especially in rollovers, where the roofs of
many vehicles collapse onto the passengers. The car was the
only one in a group to withstand a “monster truck” rolling
over it. The vehicle was not a stock model but was rather
one with a specially reinforced roof.

In each of these examples, we can presume that the
advertiser intended to deceive with the visuals because
in each case the product was made o appear as some-
thing it was not. This is true regardless of whether the
shaving eream was more effective than competitors ac
softening beards, whether the soup was indeed chunky,
whether the car was safer than others in rollovers. It will
not do, either, for the advertisers to defend themselves
by saying that they merely intended to visualize a real
product attribute, because that intended goal was achieved
by a means that intentionally misrepresented the product
in its visual display. Agents are, of course, tesponsible for
the means they use as well as the ends they pursue.

More contempaorary, and perhaps more controversial.
examples of presumptive intent to deceive with visuals




