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Abstract: Relationships have diverse categories and have different significances and implications. Among
different connections existing in this word, there is a very influencing connection that survives between a
deceptive advertising and moral philosophies and ethical behavior of people. This study is carried out on nearly
150 students of COMSATS Institute of Information Technology of Sahiwal division of Pakistan to find out
Impact of deceptive advertisement on consumer psyche. The Pearson correlation and regression was applied
on data and results exposed a positive and a significant relationship between stakeholder interest and concern
with cooperate social responsibility and moral philosophies. And cooperate social responsibility has a positive
and significant result with stakeholder interest and concern. And also shows a positive relationship with moral
philosophies or ethic behavior. Sample size of study was insufficient to save time, so sample size can be
increased for future research. Future researches can be carried out on large amount of data and with different
mechanisms of compensation practices.
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INTRODUCTION services; e.g. in telecom ads, junk food adds; the

Ethics  are  a  set  of   principles   of   right  manner and selling messages and take action to secure them from
that shape  the  decisions  of  organization   and  shape cheated.
the  choices  of  people.  Practicing  ethics  in  marketing Deceptive  advertising is false or misrepresentative
mean  consciously   applying   morals   of  fairness, or speeches in advertising. The commercials and posters
right  moralities  to   marketing   decision  making, have  the  possible   conviction   to   encourage  people
behavior,  conduct  and  repetition  in  the  organization into commercial  trades.  The  deception  may  take the
[1]. form of false price comparisons, an important condition

Deception, which may be in the form of omission, for  a  very  low  price,  omitted  sell  ads.  The
misleading practice, misrepresentation and “Deceptive governments  of many  countries  everywhere  the  world
Advertising” Marketing performs are dishonest if use  the   guidelines   to   control   dishonest,   deceptive
customers have faith in that they  are  getting  a  lesser or ambiguous advertising. The "truth" is basically the
amount of value from a product or service than they could same perception, that customers have the right to see and
actually get. Many times, consumers are unprotected to know what they are purchasing all the needed material on
great amounts of information about products and the tag [2]. 

customers often became doubtful of marketing statements
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In legal literature there is no general research on When an organization behaves ethically and gives
“Impact of deceptive advertisement on consumer satisfactory information, customers make further positive
psyche”. In marketing literature only a few authors have approaches towards the institute or Organization, its
tried to define deception in campaign and they too have manufactured goods and its service area and try to keep
not been capable to make accepted and acknowledged loyal with organization. When marketing practices move
definition [3]. away from principle that society consider suitable and

The basic purpose of this study is to know the impact reasonable, the market procedure become less efficient.
of deceptive advertising on consumer psyche. In sum, Not engage moral marketing performs may lead frustrated
this study is fundamentally, an investigational customers, bad advertising and a deficiency of trust,
demonstration of operational way to deceptive misplaced business and occasionally illegal actions [2].
advertising. When publics feel that goods or petitions are

Thus I choose this area for research to know the aggressive, they may force wholesalers, dealers and
influence of deceptive and false advertisement on vendors to discontinue transport the product, because
stakeholder’s interest and concerns and how oral and they don’t want to buy that manufactured products any
written misrepresentations in ads affect the moral longer [5].Thus, all promotional advertisements must be
philosophies of consumers and their ethical behavior. In sensibly selected and verified and communication mass
addition this study will be an attempt to know the media, encoding and journalistic content chosen should
corporate social responsibility of the different match the sensitivities and attention of targeted
organizations. consumers that there is not a harmful impact on buyers

To stop deceptive practices, the FTC (Federal Trade [6].
Commission) orders strategies for pricing practices. Part- Advertising sort’s dishonest titles or ambiguous
233 (Section 233.1- 233.5) of the Code of Federal announcements, oral and written misrepresentations, as
procedures and Regulations covers guidelines against well as publicity that creates a false impression on its
deceptive valuing [4]. target customers. If vendors thoroughly advertise

Objective: To investigate the impact of deceptive and their shops and stores and then fail to have the retail, they
false advertisement on stakeholders interest and concerns are embarrassed of deceptive advertising [2]. 
and how oral and written misrepresentations in adds Deceptive performs can proceeds many other
affect the moral philosophies of consumers and their practices as well, such as dishonest possibilities,
ethical behavior. unconfirmed claims, incomplete explanations, false

Research Question: What is the impact of deceptive of advertisements, incomplete comparisons, limited
advertisement on consumer psyche; is it affects consumer revelation, or photographic misrepresentation of
ethical behavior and moral philosophies? products. Anyone containing the industrialist and

Literature  Review:  Advertising has  abundant impacts formulating the advertisement, the trader, or even a
on our lives. We are unprotected to uncountable celebrity who endorses a product can be put on trial for
advertisements  and  their  messages   every  day making unconfirmed claims about a product or service
influence and persuades us to purchase  brand label because these types of commercials mislead people. Any
products,  building  descriptions  and   imageries   for  us advertising that leads the buyer to make purchase choices
to adapt and these commercials, advertisements and based on false conventions about the worth and value of
posters   convince   us   that   we   want   and   need  extra. competitive products is deliberated deceptive practice and
In the meantime, it’s significant for us to judge and is illegal by law, so customer has a right to sue against the
examines  these  ads  carefully  to  decide  exactly  what organization according to FTC [2]. 
they are saying and what their motto behind this. Though In authorized literature there is no general or broad
most advertisements fairly and honestly update and constitutional definition or description of deceptive
inform us, some are unreliable, illusive, dishonest and advertising. In marketing works only a rare authors have
unlawful [2]. tried  to  define and describe deception in advertising [3].

commodities at fewer prices to acquire customers into

recommendations or evaluations, small-print testimonials

manufacturer of a product, the advertising organization
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And they too have not been accomplished to make a traditions and opportunity, all of which affect the
recognized and acknowledged definition [3]. individual's moral philosophy and moral behavior.

Existing works on consumer complaining emphases
practically on product presentation and performance, the Stakeholder’s Interest and Concerns: Individuals or
linked issue of product protection and to a lesser amount, groups of stakeholders have a direct or indirect impact,
other post purchase actions, such as examining and whether positive or negative, with the activities of
devotion of guarantees. Though,  customers do organization. Although participation may be concerned
complain approximately numerous  other  issues  further about the interests of an organization or effort,
than disputes related to product performance and intellectual, academic, philosophical, or political reasons
presentation. It is significant and important for that reason is generally expressed interest in an organization or effort,
to deliberate and think about wide-ranging factors a depending on whether they are able to influence or affect
consumer may grumble about [5]. it. The more the customers stand to benefit or lose by it,

In  current  years,  business  standards  have the stronger their interest is likely to be [8]. 
exhausted   increased    concentration    from    business
and  marketing  consultants  as  well  as from Oral and Written Misrepresentation: The majority of the
academicians. Regardless of the repetitive call in the deception of false statements or omissions of material
fiction for cross-cultural exploration in this age of information include written or oral misrepresentation. In
globalization, almost no studies have observed the ethical some cases there is omission of material information,
beliefs and philosophies of foreign consumers and misleading, wrong guides about products and services
associated them to those of US consumers. A study [2]. Dishonesty can also occur in other forms of sales
inspects the ethical philosophies and theories, preferred transactions associated behavior. Complete
ethical belief and degree of Machiavellianism of US announcement, transaction or course, will be measured.
versus Egyptian consumers. Accomplishes that though The issue is whether the act or practice is likely to
US consumers seem normally less likely to admit mislead, rather than whether it causes actual deceptions
numerous problematic consumer performs than Egyptian [9].
consumers, they are more likely to reject ethical
fundamentals and principles [7]. Social Corporate Responsibility: Corporate social

Responsibility for enforcement of the laws dealing responsibility is actually a policy, as a built-in, self-
with unfair and deceptive advertising comes under the regulating mechanism, control of the company and to
authority of the federal trade commission [4]. ensure that its activities are consistent with the spirit of

The propagation of complex decision-making the law, ethical standards and international norms, roles.
information based on products and services information In present, it’s social responsibility for every business
which is provided by Organization. Sometimes, the and organization to behave ethically [5]. 
consumer wants to achieve or maintain a certain lifestyle
or image effects do they need to buy or cannot. Young
people are important marketing goals or certain products.
Because of their knowledge of the products, media and
marketing strategies are often not well developed for
adults, so they may be more vulnerable to psychological
appeal and powerful image. i.e., studies to link the results
of the youth of the relationship between snuff and sale of
alcoholic consumption, growing public pressure, led
directly to the supervision of the sale of this product [3].

Theoretical Framework ethical philosophy and moral performance is the area of
Research Model: The connection between the factors philosophy concerned with theories of ethics, with how
influencing ethical behavior can be displayed in one frame people ought to live their lives. And Ethics is a set of
is  oral   or  written  misrepresentation  in  advertising  and principles of right conduct, the decision of shaping the
stakeholder interests and production practice, commercial person or organization [9]. 

Ethical Philosophy and Moral Performance: Actually
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Data Hypothesis measure the relationship between dependent,
Stakeholder Interest and Concern and Moral independent and mediating variables. We applied
Philosophies of Consumers: Individual have different regression model by keeping stakeholders interest and
choices and moral standards so they have different concerns, oral or written misrepresentation and social
interest and concerns with products and services. cooperate responsibility as independent variables.

The relationship between Stakeholder interest and Multiple linear regression models were used here to
concern and Moral philosophies of consumers is positive. measure the relationships because we have three

Oral and Witten Misrepresentation and Moral are numerous purposes of independent variables. This
Philosophies of Consumers: The mainstream of the equation is used for multiple regressions.
deception of false statements or omissions of substantial
information include written or oral. In some cases there is Findings of the Study
oversight of material information, misleading, wrong Descriptive Statistics: From 139 questionnaires 75
directors about products and services. Bowers and Taylor questionnaires were filled by Females and 64
[2]. and it impact wrong on consumer philosophies. questionnaires were filled by males. In which mostly

The relationship between Oral and Witten people belong to 18_25 age group and they are student of
misrepresentation and Moral philosophies of consumers COMSATS Institute of Information Technology Sahiwal.
is negative. The age group have a 1.0719 Mean and. 28591 standard

Corporate Social Responsibility and Moral Philosophies
of Consumers: Corporate social responsibility a policy, as Inferential Statistics
an integrated, self-regulating tool, control of the company Reliability:
and to confirm that its activities are reliable with the spirit
of the law, moral standards and worldwide norms, roles
[5].

The relationship between corporate social
responsibility and Moral philosophies of consumers is
positive.

Research Methodology
Data Collection Method: Questionnaire was used to
collect data to save time and money. Instruments used in
this study are adapted and validity of all these are
mentioned in previous studies. Items measuring moral
philosophies and ethical behavior, misrepresentation are
adapted from Milgram (1963) classic study of compliance
to authority. 

COMSATS Institute of Information technology
Sahiwal was taken as target population to carry on this
study because of time and financial constraints. 150
Students of COMSATS got chance to fill the
questionnaire. Convenience sampling technique was used
to collect data for this paper. Sample of 139 students and
teachers were taken from COMSATS Institute of
Information Technology and 50 were returned with a
response rate of 80%. It took almost one week to collect
the data for this study. 

Data Analysis Method: To measure the sample
characteristics, mean, median, mode, standard deviation.
Multiple regression models were applied in  this  paper  to

independent variables. In multiple linear regressions, there

deviation.

According Cronbanch’s Alpha the reliability of data is. 737.
Cronbach's Alpha Cronbach's Alpha Based on Standardized Items
.737 . 772

Correlation: Pearson correlation technique was used here
to identify the relation between the three variables.
Correlation between stakeholder interest and concern with
oral and written misrepresentation is. 295, correlation
between stakeholder interest and concern with cooperate
social responsibility is. 189, correlation between
stakeholder interest and concern with moral philosophies
and ethical behavior is. 188. Oral and written
misrepresentation has a. 295 correlation with stakeholder
interest and concern. Correlation between oral and written
misrepresentation and moral philosophies. 270.with
corporate social responsibility, as well as moral
philosophies and ethical behavior with stakeholder
interest and concern. 188.Correlation is significant at the
0.01 level (2-tailed).

Regression: Regression table measures the amount of
total variation in dependent variable due to independent
variable. The value of R square in table is. 035. This value
indicates that, there is almost 35% variation in dependent
variable (moral philosophies and ethical behavior). Due to
one unit change in independent variable (stakeholder
interest and concern) as shown in table one.
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Similarly, in table two the value of R square is. 073, which shows that there is almost 73% variation of total variation
of in dependent variable (moral philosophies and ethical behaviors) due to one unit change in independent variable (oral
and written misrepresentation).

Correlations Table 8.2(B)

Stakeholder interest Oral and written Corporate social Moral philosophies
and concern misrepresentation responsibility and ethical behavior

Stakeholder interest and concern Pearson Correlation 1 .295 .189 .188** * *

Sig. (2-tailed) .000 .026 .027
N 139 139 139 139

Oral and written misrepresentation Pearson Correlation .295 1 .192 .270** * **

Sig. (2-tailed) .000 .024 .001
N 139 139 139 139

Corporate social responsibility Pearson Correlation .189 .192 1 .088* *

Sig. (2-tailed) .026 .024 .301
N 139 139 139 139

Moral philosophies and ethical behavior Pearson Correlation .188 .270 .088 1* **

Sig. (2-tailed) .027 .001 .301
N 139 139 139 139

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

In table three the value of R square is. 008. This value indicates that there is almost 8% variation in dependent
variable (moral philosophies and ethical behaviors). Due to one unit change in independent variable (social cooperate
responsibility).

Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .188 .035 .028 .81385a

a. Predictors: (Constant), stakeholder interest and concern
b. Dependent variable: moral philosophies and ethical behavior

ANOVA

Model Sum of Squares Df Mean Square F Sig.

1 Regression 3.328 1 3.328 5.024 .027b

Residual 90.743 137 .662
Total 94.070 138

a. Dependent Variable: moral philosophies and ethical behavior
b. Predictors: (Constant), stakeholder interest and concern

Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .270 .073 .066 .79791a

a. Predictors: (Constant), oral and written misrepresentation
b. moral philosophies and ethical behavior

ANOVA

Model Sum of Squares Df Mean Square F Sig.

1 Regression 6.847 1 6.847 10.754 .001b

Residual 87.224 137 .637
Total 94.070 138

a. Dependent Variable: moral philosophies and ethical behavior
b. Predictors: (Constant), oral and written misrepresentation
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Model summary

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .088 .008 .001 .82540a

a. Predictors: (constant), social cooperate responsibility
b. Dependent variable: moral philosophies and ethical behavior

ANOVA

Model Sum of Squares Df Mean Square F Sig.

1 Regression .735 1 .735 1.079 .301b

Residual 93.335 137 .681
Total 94.070 138

a. Dependent Variable: moral philosophies and ethical behavior
b. Predictors: (Constant), corporate social responsibility

CONCLUSION independent variables e.g. Unavailable sale items, pictorial
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