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INTRODUCTION
[n advertising literature, deception is defined as:

"lfan advertisement {or advertising campaien) eaves the COnsUmer with
an impression(s) and/for belief(s) different from what would normally
be expected if the consumer had reasonable knowledge, and that
mpression(s) and/or belief(s)is factual v untrue or potentially misleadin I
ten deception is said to exist (Gardner, 19757,
This definition, comprised of two parts, effectively states that deception
Eilsts if the consumer believes something and if tha something is untre
or miﬁlmding. A simpler definition arises out of the Federal Tracde
Mmission discussion, taken from a pevchological perspechive, where
e PHON IS “viswed as an act that misleads the targel party” (Aditya,
2,
?gging deeper intg freatments of deception, we un::rmljhn' 1551105 m'isi:‘uf.
im the ethical arenag delineating the effects deceptions have on the
d;f.ﬁt E_LudiEnre_ For mstance, goclg]ggigis cngaged in debate UveT 'r".-r'.EL%'HlL'Il‘
hese 'j'f:r I'“?EMWEIF oadud h}II' 2y L‘]_I:"E'J]I'““”] I:["ifutlt'l t duw 1 i-.-m -L“-.‘!'HTS
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g the t'*? Sommunicates something that is untruc, :
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