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Arousing the Need to Remove the ‘Shadow Encroaching Phenomena
on the Essence’ in Ad Expression
by Interdisciplinarily Applying Ethicality
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Abstract The purpose of this research is to arouse attention to the importance of eliminating the ‘Shadow
Encroaching Phenomena on the Essence’ in advertising expression by interdisciplinarily applying ethicality. This
research shows that when advertising expression is planned and executed without enough consideration of ethicality,
short-term effectiveness to reach goals can be increased, but it is easy to induce an unintended ‘Shadows’
Boomerang Phenomena’. This research also proposes that such processes arouse consumers’ ethical defense
mechanisms, possibly causing the ‘Shadow Encroaching Phenomena’ in the end. In conclusion, this research
proposes the following. First, the pursuit of commercial profit in a capitalistic society must be done under the
premise of securing a consensus of ethicality in a common society. Second, under the premise of an integrated
process of education, sharing, execution, and confirmation of ethicality, companies can achieve both the
micro-practical goal of profit pursuit and the macro-environmental goal of ecological sympathy.
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Table 1.
advertisements’ practical effect

Table 2. Research direction regarding the necessity
of ethicality awareness in the advertising
industry

Perspective

Details

External
business
perspective

Legislative/Regulatory Ethics

Ethics related to sociocultural influence

Symbiotic Perspective:
Regional society related ethics

Ad media industry:
Media industry related ethics

Ad business targets:
Consumer related ethics

Internal
business
perspective

Ad business agents:
Advertiser, Ad people ethics

E.g) Alcoholic drinks,
Cigarettes

Ethics related to product ads

Related
to ad
business
work:

Ethics related to

E.g) Sexual appeal,
Bluff ad,

Deceptive ad

Creative appeal methods

Comparative ad,
Exaggerated ad,

Reasons why research on advertisement ethicality was

relatively

weaker than research on

Perspectives

Context

Perspective of

macro-environmental
social sentiment and
awareness’s influence

Emotional generalization of the previous political, economic, social environment where prioritization of survival
through competition was implicitly tolerated due to the repetition of global recessions and economic depressions

Perspective of influence
that the media environment
and the change in

ad planning and execution
have

effects with economic vitalization,

A trend of research and practicality relatively giving more attention to the micro—practical perspective considering
1) Economic effects following the emergence and integration new media in the short term,
2) The constructing, confirming, and supplementation of a policy-oriented, institutional base to connect these

3) and constructing an academic base to theoretically support this
Over the social, cultural, ethical influence and the awareness of social responsibility that future industries closely
related to the advertising industry have following the rapid development and practicalization of such industries
and the generalization of integration and reconstruction among related industries.

Perspective of micro
-practical ad activity
by advertisers and
ad practitioners

Under an environment of fierce competition, even when considering the advertising industry linked with the
survival of businesses and the achievement of quantitative goals, the remnants of the micro—practical perspective

Perspective of
awareness
about creative

Limitations on the application of ethical awareness because of conflicting, coexisting opinions on whether creative
expression in advertising is the concept of artistic creativity or the concept of a commercial method.
— Creative art activity vs. Commercial sales activity

Perspective of national
support

To obtain national profit and preemptive market control in a global competing society, national implicit support
for domestic media industry and related high-tech industries in a deep relationship with advertising

Perspective of
awareness about
consumer relationships
and ethical trust
agencies, media, and society.

Despite the changes in consumers’ status as information producers, managers, complementers, and distributors
thanks to the vitalization of social network, which expresses and shares various information and messages,
A relative lack in the reestablishment and new understanding about mutual ‘ethical trust’ based on the
‘authenticity’ and ‘consideration’ based consumer-oriented ‘relationship’ of consumers, companies(advertisers),

Perspective of
generalization and
acceptance of
pluralistic social
culture environment

Regardless of the generalization of a pluralistic social culture environment, slow change about accepting and
acknowledging specific groups’ identities and existence values and the socio—cultural remnants of ethical
stereotypes following this slow change.

Perspective of ethical
awareness itself

Difficulties in generalizing standards for ethical awareness and limited application of universal ethical awareness
following this caused by a mix of previous cultures and values and other cultures and values after the
generalization of a global social environment.
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(routinizing, justifying violence)

- parody (plagiarism)

- Celebrities
- Entertainers

- entertaining, amusing violence
- Sports Stars

- exaggeration (falseness)

Appeal type
Appeal model

expression
Ad model
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Table 4. Factors that are the positive ‘essence’
that can be encroached on when a
negative shadow is created through
advertising expression in a business
environment

Positive key factors in a business

environment

(Factors that can easily be encroached

on by the shadow)

- Company’s philosophy,

Mission

Company’s identity

- Impression on executing
company’s ethical management

- Impression on executing
company’s social responsibility

- Positive relationship with
customers

- Relationships with employees,

shareholders, and the

government

Relationships with groups

related to society

- Relationships with the
community

Classification of Key
Factors

Factors related to the
existence of a
company

Factors related to
consumers’
perspective

Factors related to
interest groups
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Table 5. Moderator variables that influence the
mutual relationship between the
negative  shadow and the positive
essence in the advertising industry

Details
By age: children and teenagers,
baby boomers,
the elderly(silver generation)
By group: People with disabilities,
women and pregnant women,
multicultural families, emigrants,
specific minorities
Products that can invoke ethical
controversy in advertising
(cigarettes, alcoholic drinks,
fashion, video games, etc.)
Emotional, Rational,
Relational, Social
Visual-focused,
Copy-focused, Video-focused

Moderators

Ads Targets

Product traits

Appeal and
expression methods
Forms of message
content

= Appeal Cues

Cultures, traditions, religions,

Sociocultural traits "
group-specific values
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influence the
Influence

-Negative effect

on sales
amicable impression

on market share
-Strengthening of
regulations

citizen monitoring
functions

mouth expanding
-Loss of trust
negative relationship

-Negative effect
-Strengthening of
-Possibility of
negative word of
—Destruction of a
—Creation of a
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The ‘Shadow Encroaching Phenomena on the Essence’
and ‘Shadows’ Boomerang Phenomena on the Essence’ in advertising expression

Range of short-term synergy effects of strategic, managerial efficiency
caused by strategies with high tangible effectiveness (before creation of the shadow)

Company-centered

Micro—practical
perspective
(Profit pursuing
position)

- Increase in short-term sales
- Increase in short-term market share

short-term synergy effects of
strategic, managerial efficiency
caused by strategies with high

Consumer,
customer centered

Consumer and
customer perspective

- Supports and conditions
recognizing and recalling the brand

- Induces and conditions brand
preferences and favorability

- Stimulating brand purchase intention

tangible effectiveness

/

Company-Consume
r

relation centered

Marketing
communication
perspective

- Strategicness of maintaining
relationships

- Appropriateness of securing
contact points

Factors that can create a shadow in ads.
These factors have high tangible efficiency but
can create ethical controversy.

(A short-term effect exists, but it is possible to
unintentionally create a shadow)

~ comparison (slander)
- sexual expression
Creative (commercialization of sex)
expression - exaggeration (falseness) R
= appeal - entertaining, amusing
type violence (routinizing,
justifying violence)
- parody (plagiarism)
A model | - colerites
model - Entertainers

The ‘shadow encroaching phenomena on the

Ethical awareness / defense mechanisms }
Happens in the long term

Creating/Arousing
ethical realization

in the long—term

-

(by unethical
images that
possibly contain
tangible attributes)

essence’

Positive key factors in a business environment
(Factors that can easily be encroached on by the shadow)

Factors related to the
existence of a
company
(Macro-philosophical
perspective)

- Company’s philosophy, mission
- Company’s identity

Factors related to
consumers
perspective

- Impression on executing
company’s ethical management

- Impression on executing
company’s social responsibility

- Positive relationship with customers

Factors related to
interest groups

- Relationships with employees,
shareholders, and the government
- Relationships with groups
related to society
- Relationships with the community

The ‘shadows’ boomerang phenomena on the essence’
Strong negative effect
Strong, long term influence

Range where the ‘shadow encroaching phenomena on the essence’ and
the ‘shadows’ boomerang phenomena on the essence’ can happen
following the awareness and initiation of ethicality after the shadow is created

The necessity of first constructing
and integratedly utilizing a system for
ethicality education, increasing

Company-centered

Micro—practical
perspective
(Company’s profit
pursuing position)

- Negative effect on sales
- Negative effect on market share

awareness of ethicality, and practical
appliance of ethicality along with an
interdisciplinary approach before

External factors

Ethical regulation

- Strengthening of regulations
- Strengthening of citizen

setting goals related to companies’
business and planning of marketing
communication strategies.

(environmental) perspective monitoring functions
Consumer-customer - Possibility of negative
centered word of mouth expanding
; - Destruction of an anicable
_ Marketing ! :
Company-consumer communication @pressmn
relationship centered perspecive Loss of trust

- Creation of a negative relationship

Moderators

Ads Target

By age: children and teenagers, baby boomers, the elderly (silver generation)
By group: People with disabilities, women and pregnant women,
multicultural families, emigrants, specific minorities

Product traits

Product-centered: alcoholic drinks, cigarettes, fashion

Appeal and expression methods

Emotional, Rational, Relational, Social

Forms of message content
= Appeal Cues

Visual-focused, Copy-focused, Video-focused

Sociocultural traits

Cultures, traditions, religions, society-specific values

Fig. 1.

The ‘Shadow Encroaching Phenomena on the Essence’

the Essence’ in advertising expression

and ‘Shadows’ Boomerang Phenomena on
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