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Abstract

Advertisements are playing a vital role in today’ '

the customers and majorly keeping in the view i%:d:flv?;ﬁtlse’n::z’t’zrgem Igvorder ot are
concentrating on all age groups of people where it gives educationns;oainj'm'jlimle " abont
products and aI:s'o abou.t non-commercial advertisement. But today advertisemenrt‘:a af kc:bout
negative path in playing with the emotions of individuals by c;dvertising unethi;ZI znzg n
unrealistic modes. This paper discuss about how each marketer should advertise their roduclt’;
5o that it does not affect the emotions of individual and also each advertiser should hapve some
ethical values before they advertise their products in the media.
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;j INTRODUCTION

Marketing is a communication which links company and consumers in order to improve the
goodwill of the company in the minds of the public. Marketing include selecting the target markets
where the products of the company can be sold Marketing can also be done to communicate to the
pblic with a view of educating them, regarding their safety and know about various products
available in the market. Marketing focuses on various approaches such as consumer, organisations,
¢-marketing, online marketing, digital marketing and also focuses its approaches on socic;ty. It focuses
on industrial goods rather than the end-products which are used by consumers. Marketing should be
ncentrated on marketing mix which include product, place, price and promotion.
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coing with puffery advertisement which plays with th

) 1 : € emotions of the people which makes the people
believe that something which will never happen would happen and majorly using false claimspien ;tJhe
advertisements about the product. Women are treated sex symbols and are presented as less intelligent,

submissive to or obsessed with men and also with portraying with appearance to size, weight or beauty
which is mainly affecting them with psychological feelings. Children are attracted for advertisements
because they observe advertisement more than other ages of people. Children have become an
important targets for certain products as their knowledge about product’s selling strategies. Puffering
is not well developed as those of adults. Children are likely to be more vulnerable to psychological
appeals and strong images.

CONCLUSION

The companies should have values which they infringe with honesty, pnv?ﬁ andltransp?trhent(};\);
with all the categories of human say children or adults. The companies shoh l an:11 dy;i) t“i:) .
products on whom it might affect say whether on consumets, soclety.orlas d:el\zis(; ;\ eam e i
egative reputation among society because of their unrealistic or unethica ; g e ek
dlso analyse ethical problems on other categories say price, promotion W
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