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Abstract 

The Indian corporate industry is talking business today. It has evolved from being a small-scale business to a full fledged industry. 

It has emerged as one of the major industries and tertiary sectors and has broadened its horizons be it the creative aspect, the 

capital employed or the number of personnel involved. Indian corporate industry in very little time has carved a niche for itself and 

placed itself on the global map. 

Indian economy is on a boom and the market is on a continuous trail of expansion. With the market gaining grounds, Indian 

corporate has every reason to celebrate. Businesses are looking up to corporate as a tool to cash in on lucrative business 

opportunities. Growth in business has lead to a consecutive boom in the corporate industry as well. The current article highlights 

the significance of ethics in corporate social responsibility. 
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Introduction 

Corporate has ethical value. The mixing of Art and facts in 

corporate communication are subservient to ethical principles. 

In today’s competitive and buyer’s market, ethics have to be 

truthful and ethical. If an corporate is misleading, the 

credibility of the organization is lost. To view the truth in 

corporate, it has to be seen from to consumer’s point of view 

rather than from legal point. The corporate industry has been 

frequently criticized for putting out misleading or exaggerated 

claims in respect of product, goods and services advertised. 

The purpose of corporate is to induce the customers to buy 

products. Corporate communicates information to potential 

customers and attempts to persuade them. Corporate has an 

impact on increase in sales but for it to be successful, it has to 

be well coordinated with the entire marketing mix. There is a 

tendency among the general public to look at the ethics with 

some amount of distrust. This poses a challenge to the 

advertisers. If one corporate among the several ethics seen 

regularly is not truthful, the public tends to feel that all ethics 

are like that i.e., dishonest. 

Corporate analysis is no different from any other type of 

analysis. The goal is to break down a specific corporate down 

into its component parts to see how it works, to see how it 

persuades. Treat the ad as a puzzle; all you are trying to do is 

to see how the pieces of the puzzle work individually and how 

it all fits together. An corporate should be broken down into 

the following parts: 

The majority of ads have a very simple purpose: To convince 

the audience to purchase a particular product or service. Other 

types of ads include public service (information) ads and 

ideological ads such as those for Greenpeace or the National 

Rifle Association (selling ideas). 

Nothing in the picture is there by accident; everything has a 

purpose. Look for a pattern of symbols or images. For 

example, a champagne corporate may have a couple walking 

hand in hand on a moonlit beach (symbols of romance). The 

key is the association of the product to a certain idea. In other 

words, ethics are primarily illogical. They are used to 

persuade. So, this champagne corporate will not tell how 

much the product costs, what it tastes like, and so on. The goal 

of the advertiser is to get the audience to associate the product 

with something positive, so champagne = romance. Look for 

patterns of symbols or images that develop a certain dominant 

theme(s). 

Similar to the picture, none of the words in an ad are there by 

accident; they are all very carefully chosen, and this includes 

not only the wording in the ad but also the product name and 

slogan. Look again for patterns of words that develop certain 

themes. For example, a computer corporate will contain words 

like high performance, powerful, and so on. Usually, the 

themes present in the language will echo or reinforce the 

themes present in the picture. 

Advertisers direct their ads toward specific audiences. 

Audiences are broken down in such categories as age, race, 

gender, economic class, region of the country, and so on. In 

addition, these are the broad categories. The magazine the ad 

is placed in will give a very clear indication of the specific 

audience targeted. In other words, Bride magazine has a very 

specific audience.  

A corporate in Business Week will target business people. 

Cosmopolitan ads target contemporary women. You will not 

find many Harley Davidson motorcycle ads in Cosmo, just 

like you will not find any champagne ethics in Field and 

Stream. The magazine, the product, the language, and the 

picture will help to clarify whom the specific audience that is 

being targeted by advertisers. Try to be as specific as possible 

when narrowing down the audience. 

 

Corporate Ethics 

The youth in India is thus being squeezed out by the youthful. 
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And that’s leaving the Indian youth wanting for anchors that 

they can truly call their own. For today’s youth in India, the 

larger locus of morality has shifted from what was socially 

appropriate to what’s personally useful. What’s good or 

what’s bad is no more decided by what others would say, it’s 

decided by what you want. As the youth in our participation 

labs put it “we believe in being honest, but only to ourselves”. 

The value system of this generation is therefore constructed by 

themselves. 

The youth in today’s India is actually a ‘silver spoon’ 

generation. Compared to the earlier generations in India, they 

have it going really good for themselves. Not only have they 

been born to a time that’s relatively more affluent and 

buoyant, but they are also making the maximum of what they 

have whether it is in careers or in relationships. This 

generation has no baggage of yesterday and has no gaping 

need gaps as of today. 

 

 
 

Fig 1: Showing Youth and Link with brands in their ecosystem 

 

The ethical aspect of Indian corporate is extremely important 

for restoration of our Indian culture and heritage. Indian 

culture is getting diluted by the western culture which 

influences our country to a great extent.  

Telecasting and publication of obscene, indecent ethics clearly 

shows the percolation of western culture in India so, to save 

our culture, norms and ethics regulations of such unethical 

ethics are extremely essential. But today the numbers of 

unethical and obscene ethics are escalating in numbers instead 

of decreasing. This clearly shows that implementation of the 

laws controlling corporate is not properly done. The lacks of 

implementation of the laws are pouring in more and more 

unethical and obscene ethics. Hence, proper implementation 

of the laws is highly required in our country. 

 

Significance of the study 

Ethics comprise thirty percent of the material aired on 

television, and many of us will view more than two million 

commercials in our lifetimes. The A. C. Nielson Company 

reports that, by the age of sixty-five, the average U.S. citizen 

will have spent nine years of his or her life watching 

television—twenty-eight hours a week, two months a year. 

And in one year, the average youth will spend nearly twice as 

many hours in front of the tube (fifteen hundred hours) as he 

or she spends at school (nine hundred hours).  

We may turn the box off eventually, but the ethics remain. We 

are surrounded by them: they cover billboards, cereal boxes, 

food wrappers, bathroom stalls, tee shirts, and tennis shoes. 

They seep into our music, our newscasts, and our 

conversations. In short, ethics inform every aspect of our 

lives. Yet we often give them very little thought. We may 

make aesthetic judgments about them (e.g., "That commercial 

was funny" or "That commercial was stupid") or view them as 

innocent means to purchasing ends, but we rarely 

acknowledge them as messages that require critical attention. 

 

Conclusion 

Media such as newspapers, radio, television, outdoor board, 

and websites are used for corporate. Through these media 

marketing communication takes place. The study in this 

research focuses on unethical marketing communication with 

specific reference to the portrayal of women. An advertiser 

has to be conscious of his moral and social responsibility. A 

false or misleading corporate will certainly be harmful to the 

reputation of the company and the product being advertised. 

Hence the advertiser has to be mindful of ethics involved in 

corporate. Ethics is a choice between good and bad, between 

right and wrong with reference to a particular culture at a 

given point of time. 
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