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Abstract 

 Creativity is the idea to look at things from new 
perspectives, while ethics is a branch of moral 
philosophy that talks about vice, justice, truth and 
trust. The study aims to decode how advertisers 
working in the ad agency perceive the topics of 
creativity and advertising ethics. It looks to decode 
their personal techniques to balance their personal 
ethics and creativity level to that of the 
organization. The design of the study is qualitative 
and descriptive in nature. About 100 participants 
from varying levels in their advertising career have 
been surveyed. Their creativity has been tested by 
Torrance Test, while to analyse their ethical 

decision making skills Mumford’s questionnaire is 
followed. Tools such as correlation, chi-square have 
been used to quantitatively analyse the data. The 
subjects have also been studied and understood 
through constant surveys, personal interactions and 
interviews. From this study, we can understand that 
ethics and creativity can be highly subjective and 
thus, advertising as an industry treads on their 
blurred lines. Different individuals treat the topics 
differently, but ultimately everyone agrees that a 
collaboration of creativity and ethics will help them 
withstand the industry and leave a legacy behind. 

 
Introduction 

 Advertisement is a form of communication medium to reach out to the masses in an attempt to 

inform, educate and persuade them to buy a particular product or ideals. The main objective of 

advertising is to commercially promote the goods and services in order to increase the sales. There 

are many number of means of advertising that includes television, newspapers, wall paintings, 

billboards, magazines, internet, by the word-of-mouth and in many other ways.  

 Advertising is an industry, where every advertiser needs a basic spark of creativity that can 

differentiate your voice from the noise of the crowd. Still, creativity always needs to be toned 

down according to the needs of the audience and clients. Creativity has always been needed in the 

field of advertising, but with the phenomenal rate at which the industry is growing, the need for 

creativity is raising drastically. Creative and innovative advertising strategies serve as major tools.  

 Creativity can be defined as the production of something original and valuable. Creativity 

involves coming up with new and fresh ideas or plans. It is characterized by the use of the 

imagination and expression. Some scholars view creativity as a natural gift while others view it as 

a talent that can be learnt and developed. However, creativity seems to be a combination of both. 

 Ethics on the other hand, is a branch of moral philosophy that talks about vice, justice, truth 

and trust. Advertising ethics is more concerned with issues of morality and moral conduct of 

marketing and advertising professionals to whom in this study we will address as the advertisers. 

 Ethics is the rules or standards governing the particular advertisement. Ethics is the 

requirement for deciding a means of action. With the proper standard and code the 

advertisements are properly categorised. The word ethics was given much importance during the 

early periods as the advertisements prepared were very short, informative, and brief with the 

information to be conveyed to the consumers. There was no need of unnecessary additions to the 

product to attract the consumers. The companies created attractive paper advertisements to 
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impress the consumers with the limited technology and resource available. The ethical value was 

high during these periods as the product was given more importance rather the materials used for 

the advertisement. 

 But slowly the agencies started using various modes of advertisements to reach the consumers. 

So to attract the consumers they started using catchy words, phrases in their advertisements. 

Famous personalities were also used by them as their brand ambassadors. Since the agencies 

started diverting themselves from informative advertisements to popularity the ethical value gets 

a slowdown. People are keen to see their favourite personality performing in the advertisements 

rather the knowing about the product or its features. They tend to buy the product since it was 

being endorsed by their favourites. Do the agencies always follow the ethical value while creating 

the advertisement films? The answer is no. Since there is no strong enforcement for censorship of 

the advertisements, the creation of advertisements doesn’t follow the basic moral and ethical 

standard.  When it comes to advertising, the lines between what is ethical and unethical are really 

blurred to the extent that it lacks clarity. Thus, the advertisers should be really careful, in order 

to avoid dilemma to creating ethically moral advertisements. Deviations happen and at that time a 

thorough understanding of ethical law, provisions and censorship rules would help advertisers 

creating more sensitized content. Talking about creating ethically correct advertisement, the topic 

of creative liberty of advertisers and ethics and how it can effect interchangeably can also be 

looked upon. An advertisement which maybe creatively brilliant, may not be ethically accepted or 

even step too out of layman understanding of concepts that can lead to huge misinterpretation or 

even controversies.  

 In this study, we would cover how do advertisers manage the possible dilemma of advertising 

ethics and creativity in the quest of creating the most successful ad campaign ever? During the 

process, how do they manage their personal and professional ethics, along with letting their 

creativity shine the brightest that they can let to? 

 In this form of commercial creativity, how exactly can the advertiser be true to his ideals and 

basic advertising ethics? Not just that but when we want to explore more about truth in 

advertising, it is not stating false facts, but also not disclosing the entire truth or the facts of any 

matter. But how far should an advertisement go about to reveal and disclose all details about the 

product or service that they are advertising? 

 
Objectives 

 To identify how advertisers balance personal ethics and creativity. 

 To imply the need of balancing creativity and ethics and how it can help a campaign stand out 

distinctively. 

 To study the advertiser’s attitude towards creativity and ethics in advertising industry.  

 To explore the distinction and awareness of advertisers about legal and moral ethics in 

Advertising. 

 To study the correlation between creativity of advertisers and their ethical decision making 

skills. 

 To analyse if advertisers appreciate the creative liberty available. 

 To ascertain the relationship between creativity and ethics in the field of advertising. 
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Need 

 Creativity and ethics are essential tools of survival for advertisers to withstand the industry 

and leave a legacy through their best works. There is a notion about the industry about the lack of 

ethical practices. This study aims to dig deeper beyond the common notion and see how 

advertisers find the grey areas of ethics, where even if it isn’t legally unethical, they can be 

morally unethical. It is aimed to find the thin layers of creativity and ethics that the advertisers 

exhibit in the world of consumerism. Also, to understand how manipulation of emotions and human 

psychology can be used for a good cause, such a revolution or introducing new perspectives or 

challenging traditional stereotypes. The study is an attempt to encourage advertisers and general 

public to look at creativity and ethics from a new perspective, instead of the usual cynical 

attitude.  

 
Scope 

 The scope of the study is to identify the pressing need for creativity and ethics in advertising 

agencies and how advertisers balance creativity and ethics in their day to day life. The study was 

conducted for a period of 3 months observing the day to day activities of advertisers working at 

various advertising agencies in Chennai. Primary data was collected from advertisers who work in 

these agencies. Also, approached Ad Club, Chennai to get further input on the topic and connect 

with more advertisers and freelancers of the industry. Secondary data was collected from company 

manuals, textbooks, magazines and websites and other research papers on similar topics. The 

study gathered the information about the advertiser’s perspective of creativity and advertising 

ethics. It is aimed to gauge the awareness levels of advertsing ethics and if or not are the 

advertisers really conscious of the ethical practices. The study aims to understand how advertisers 

balance creativity and ethics in their quest to create the best content ever. For this reason, 

interviews with senior advertisers working in the field were also conducted to get a better 

understanding of the subject. 

 

Research Methodology 

 Research methodology is a way of solving a research problem systematically. the procedure 

used, by the researchers on how they go about with their work of describing, explaining and 

predicting phenomenon is called methodology. It is necessary for the researcher to know not only 

the research methods but also the methodology. 

 

Type of Research  

 The type of research used for the study is descriptive study. 

 

Qualitative Research 

 Qualitative research is concerned with qualitative phenomenon involving quality. Some of the 

characteristics of qualitative research/method are:  

 It is non-numerical, descriptive, applies reasoning and uses words. 

 Its aim is to get the meaning, feeling and describe the situation.  

 Qualitative data cannot be graphed.  

 It is exploratory.  

 It investigates the why and how of decision making. 
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Data Collection Method 

Primary Data 

 The type of information collected or obtained directed from first-hand sources such as 

observation, surveys and experimentation is known as Primary data. Such data is not available 

anywhere else as it has not been published anywhere else and is derived from a new or original 

research study. This type of data is not subjected to processing or manipulation and is thus, often 

referred to as raw data. Questionnaires are prepared in order to collect the primary data. 

 The data was collected through questionnaire. This method is quite popular in case of big 

enquiries. A questionnaire consists of number of questions which involves both specific and general 

questions. Questionnaire was circulated to find the students current involvement towards the 

development of leadership. 

 

Interview 

 Interviews are more personal and probing. Questionnaires do not provide the freedom to ask 

follow-up questions to explore the answers of the respondents, but interviews do. An interview 

includes two persons - the researcher as the interviewer, and the respondent as the interviewee. 

There are several survey methods that utilize interviews. These are the personal or face-to-face 

interview, the phone interview, and more recently, the online interview.  

 

Secondary Data 

 The data or fact collected with the main objective to understanding the past status of a 

variable of the data collected already reported by some source to and use them towards the 

objective of their study is known as Secondary Data. Secondary Data usually refers to the data 

collected by someone other than the user or researcher. Usually, researchers opt to collect 

published data in journals, magazines and annual reports websites.  

 

Sample Unit 

 Sampling unit for the study were advertisers working in ad agencies and working as 

independent creators or freelancers. 

Sample Type: The types of sampling used in the study is convenience sampling. 

Sample Size: Sample size taken for the study is 100 advertisers and freelancers contacted through 

mutual contacts. 

 

Statistical Tools Used 

Percentage Method 

 Percentage method refers to a special kind of ratio. Percentage is used in comparison between 

two or more series and also to describe the relationship. Percentage reduces everything to a 

common base and thereby allowing meaningful comparison to be made. 

 The formula is given by, 

No.of respondents  = 100 

Percentage  = Total No. of Respondents 

 

Correlation 

 Correlation is a statistical tool measure that indicates the extent to which two or more 

variables relates together. A positive correlation indicates the extent to which those variables 

https://explorable.com/social-science-subjects
https://explorable.com/telephone-survey
https://explorable.com/online-surveys
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increase or decrease in parallel; a negative correlation indicates the extent to which one variable 

increases as the other decreases. 

 R = n ∑x y - (∑x) (∑y) 

 ……………………………. 

n√∑x^2-(∑x) ^2* n√∑y^2-(∑y) ^2 

Where n represents the number of pairs of data 

 

Chi Square Test 

 As a test of goodness of fit it enables us to see whether the assumed theoretical distribution fit 

to the observed data. It is a Statistical method for assessing the goodness of fit between a set of 

observed values and those expected theoretically. It is given by, 

X^2= (O-E) ^ 2/E, Where, O- observed frequency, E-expected frequency 

 Expected frequency= (RT) (CT) 

 …………. 

 N 

 
Torrence Test of Creativity 

 The highly reliable Torrance® Tests of Creative Thinking are the most widely used tests of 

their kind since testing only requires the examinee to reflect upon their life experiences. These 

tests invite examinees to draw and give a title to their drawings (pictures) or to write questions, 

reasons, consequences and different uses for objects (words). These instruments have been used 

for identification of the creatively gifted, especially in multicultural settings, and for special 

populations around the world.  

Verbal TTCT®: Thinking Creatively with Words 

 Appropriate for first graders through adults, the Verbal TTCT: Thinking Creatively with 

Words uses six word-based exercises to assess three mental characteristics: 

 fluency 

 flexibility  

 originality 

 These exercises provide opportunities to ask questions, to improve products, and to “just 

suppose.” The Manual for Scoring and Interpreting Results provides an easy-to-use scoring method. 

The Verbal TTCT uses one set of grade-related norms for each of the grades which is age 

appropriate, including the adult level. 

Data Analysis and Interpretation 

Chi Square Test 

Objective: To verify whether there is a significant relationship between the gender and awareness 

levels of the advertisers. 

Null Hypothesis (h0) 

 There is a significant relationship between the gender and awareness levels od the advertisers. 

Alternate Hypothesis (h1) 

 There is a significant relationship between the gender and awareness levels of the advertisers. 

Awareness Level 
Gender 

Fully aware Partially Aware Not At All Aware Row Total 

Female 5 (6.00) (0.17) 45 (42.00) (0.21) 10(12.00) (0.32) 60 

Male 5 (4.00) (0.25) 25 (28.00) (0.32) 10(8.00) (0.50) 40 

Column Total 10 60 20 100 
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Inference 

 The chi square statistic is 1.7857. The p-value is .409484. The result is that it is not significant 

at p<.05. Thus, H 0 is rejected. There is no significant relationship between the gender and the 

awareness levels of the advertisers. 

 
Correlation Analysis 

Objective 

 To find whether most of the advertisers consider themselves creative 

 
Table No 2 Tables Showing the Correlation Analysis between  

 Advertisors Level of Creativity and their Belief 

 
Inference 

 Since the calculated value is positive, most of the advertisers 

consider themselves creative. 

∑XY=2100, ∑X^2=1375, ∑Y^2=3325 N=5 R= 0.9612 

 

 

 

Torrence Test 

 All the participants have been able to provide interesting uses of everyday objects. However, a 

lot of them were repeated and thus, redundant. Being in the industry, their ability to quick think is 

really high. From this test, it can be agreed that many of the advertisers are really as creative as 

they claim to be. 

 

Findings 

 From this we can see that 65% of the respondents are female and 30% of respondents are male, 

while 5% preferred not to say, out of 20 respondents. 

 From this we can see that out of 20 respondents, 50% of respondents always watch 

advertisements, 20% of the respondents often watch advertisements, 30% of the respondents 

sometimes watch advertisements. 

 From this we can see that 65% of the respondents are under age group 18-25 , 15% of 

respondents are under age group 26-35, 15% under the age group of 36-45 and 5% respondents 

are under the age group 46-55. 

 From this we can see that 45% of the respondents works for creative department, 15% of 

respondents are work for administration or management, 30% work for account management or 

client servicing and 10% respondents work for the creative services production department. 

 From this we can see that 40% of the respondents consider themselves highly creative, 35% of 

respondents consider themselves to be fairly creative, 20% respondents consider their creative 

levels to be average, while 5% consider their creative skills to be poor or below average levels. 

 From this we can see that 20% of the respondents strongly agree that advertisement does 

affect class and culture, 45% of respondents agree that advertisements affect class and 

culture, 30% respondents are neutral about the subject, while 5% respondents disagree that 

advertisements affect class and culture. 

 From this we can see that 55% of the respondents believe that there is creative liberty and 

they like that most about their job as an advertisers, 25% of respondents like their jobs for the 

X Y x*y X^2 Y^2 

5 0 0 25 0 

10 10 100 100 100 

15 20 300 225 400 

20 35 700 400 1225 

25 40 1000 625 1600 

100 100 2100 1375 3325 
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flexible timings options that it gives, 15% respondents like the pay of their jobs, while 5% like 

their job for it always them to manipulate consumers and encourage them to buy a product. 

They like that their job allows them to alter consumer perceptions. 

 About 55% of the sample believes that there is creative liberty in their job as an advertiser. 

 From this we can see that 45% of the respondents look forward to seeing their work published, 

30% of respondents like to complete work within deadlines, 20% respondents wish to execute 

their creative idea without any interruption and 5% respondents look forward to their power to 

hack into consumer behaviour and to alter it. 

 From this we can see that 70% of the respondents are aware of ASCI, 25% of respondents are 

unaware of ASCI, while 5% of respondents are not sure if or not they do know about ASCI. 

 From this we can see that 10% of the respondents are fully aware of the laws and regulations 

to control media, 70% of respondents partially aware of the laws and regulations to control 

media ,10% respondents are not at all aware of the laws and regulations to control media.  

 From this we can see that 50% of the respondents agreed that they sometimes do follow orders 

even if it is unethical, 30 % respondents don’t follow orders if they appear unethical, 15% of 

the respondents never follow orders if they appear unethical and 5% respondents confessed 

that they have often followed orders, even if they appeared to be unethical. This shows how 

dangerous herd mentality and hesitancy to go against management or seniors can be to 

advertisers who wish to create sensitized content. 

 From this we can see that 50% of the respondents agreed that they can always control personal 

biases and conflict of interest, while 25% of respondents are agrees that they can sometimes 

control conflict of interest and personal biases and 25% respondents agreed that they can 

always control personal biases and conflict of interests. Advertising industry works as a 

collaborative team, thus it is important to advertisers to control biases. 

 From this we can see that only 25% of the respondents are aware of the written ethics of their 

advertisement agency, while 15% of respondents are totally not aware of their agency written 

policy and 25% respondents are not even aware if their agency does or does not have a written 

ethics policy. 

 From this we can see that 65% of the respondents are not sure if they are satisfied with the 

ethical behaviour of their executives, while 30% of respondents are quite satisfied with the 

ethical behaviour of their executives and 5% respondents are not at all satisfied with the 

ethical behaviour of their executives. 

 From this we can see that 45% of the respondents have always been able to say no to 

inappropriate requests, 25% of respondents could often turn down inappropriate requests, 10% 

respondents felt they could maybe say no to inappropriate requests, 15% respondents could 

sometimes turn down, while 5% respondents could never turn down inappropriate requests. 

 From this we can see that 30% of the respondents have always been able to balance their 

organizational and personal needs, 50% of respondents have often been able to balance their 

organizational and personal needs, while 20% of the respondents feel they can only sometimes 

balance their personal and organizational needs.  

 From this we can see that 65% of the respondents always respect copyrights law, 15% of 

respondents often respect copyrights law, while 20% of respondents sometimes respect 

copyrights laws. 

 From this we can see that 55% of the respondents are independent creators or have freelancing 

careers as their main or side income career options, 30% of respondents never freelance, while 
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15% of respondents sometimes freelance or take up projects as a part-time job. Freelancers 

are on rise with the growth of digital media which makes work to be easily created by being 

anywhere in the world. 

 From this we can see that 45% of the respondents watch advertisements through internet, 2% 

of respondents observe advertisement through newspaper, 45% respondents observe through 

television commercials. From this, we can see how new media has affected the viewership of 

advertisement and the way it is consumed even by advertisers themselves. 

 

Limatation 

 Creativity and ethics are subjective in nature. So, the results are open to different 
perspectives. 

 The experience level of the advertisers is varying in nature. As different advertisers are in 
different stages of their career and life, their perspectives may vary drastically. 

 The study is highly qualitative in nature and so, there could be human error in calculations. 

Misinterpretations and miscommunications can be highly possible.  

 The time period is limited to conduct a very detailed study and indulge in observation for 
longer periods. 

 The study is restricted to a selected population of freelancers and advertisers who hail mostly 

from Chennai. 

 
Conclusion 

 From this study, we can see that a lot of advertisers are aware of the ethical practices. 

Awareness is always the first step towards any big change. It is high time that advertisers and 

common man thinks differently about ethics and creativity. It is clear from the practice that ethics 

and creativity can co-exist. This study has shown how creative advertisers still believe in the value 

of ethics and try their level-best to implement ethical practises in all the works they create. 

 

References 

1. https://explorable.com/types-of-survey: Types of survey 

2. S. S. Kaptan- Advertsing Regulations- 1st Edition-2003- Sarup & Sons, New Delhi 

3. Mumford, Walpes, Antes, Brown, Connely, Murphy and Devenport- Creativity and Ethics: The 

Relationship of Creative and Ethical Problem Solving 

4. Elif Eda BALKAS* - Which is more Important in Advertising? Creativity or Ethics in Designs? With 

Case Study- 2006 

5. Lovedeep Singh Sidhu1, Jyoti Sharma2, Shiny3, Shivani4 – “Ethics in Advertising – An Indian 

Perspective”- May 2015 

6. TSE : Briefing Phase of Advertising Industry, an Overview- The Strategy Experience Stimulation 

7. Remziye Terkan - Importance of Creative Advertising and Marketing According to University- 

2014 

8. J. Pavithra- Advertising Ethics in India- 2012 

9. Torrence Test: http://www.ststesting.com/ngifted.html 

 

  

https://explorable.com/types-of-survey
http://www.ststesting.com/ngifted.html

