Relatério de Pesquisa Sobre
"Etica na Propaganda"

E}qlsi_sta de Iniciagéo Cientifica: ADRIANA UONO
Orientadora: Prof.? Dr.2 MARIA CECILIA COUTINHO DE ARRUDA
Periodo da Bolsa do CNPq: 01/08/93 a 31/07/94

OBJETIVOS DA PESQUISA:

« ldentificar atitudes e manifestacfes éticas e ndo-éticas de dirigentes
ou proprietarios de agéncias de publicidade, no Brasil e no exterior,
através de pesquisa de campo.

« -Organizar o levantamento de dados primarios junto ao publico alvo da
pesquisa.

Este projeto constitui parte de um projeto mais amplo em que sera
efetuada uma andlise comparativa com os padrbes levantados em
pesquisa elaborada em 1986/1987 e esta de 1994.



METODOLOGIA DA PESQUISA:

Para caracterizar atitudes e manifestacbes éticas e nado-éticas dos
dirigentes / proprietarios de agéncias de publicidade, foi elaborada uma
pesquisa de campo, que constou das seguintes atividades:

1. Leitura e compreensédo do projeto mais amplo da pesquisa em que
estava inserido o trabalho como bolsista.

2. Avaliacao dos dados existentes sobre a mala-direta empregada na
pesquisa de campo de 1986/87 (informes provenientes da tese da
Prof.2 Maria Cecilia Coutinho de Arruda - 1986 e anuarios estatisticos
de agéncias de publicidade).

3. Atualizacdo da mala-direta:

3.1. Pesquisa bibliografica sobre os dados atuais relativos a dirigentes /
proprietarios de agéncias de publicidade em 76 paises.

Para isso, foram colhidas informacgdes junto as seguintes instituicdes:
a) ABAP - Associacao Brasileira de Agéncias de Publicidade;
b) Sindicato das agéncias de Publicidade;
c) Revista Meio&Mensagem;
d) Clube de Criacéo;

e) ABIPEME - Associacao Brasileira de Instituicoes de
Pesquisa de Mercado;

f) Biblioteca da EAESP/FVG;

g) Agéncia J. Walter Thompson Publicidade Ltda.;

h) Agéncia W/Brasil Publicidade Ltda.;

i) Agéncia Salles/Interamericana de Publicidade S/A;

j) Agéncia Standard, Ogilvy & Mather Publicidade Ltda.
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3.2. Consolidacao dos dados coletados, principalmente a partir da fonte
bibliografica: Revista "Advertising Age" - Abril/1993 (inteira).

Definicdo da amostra:
« Exterior: 471 questionarios (76 paises)
« Brasil: 139 questionarios

Elaboracdo da mala-direta:

5.1. Verificagdo da possibilidade de aproveitamento dos dados
compilados no aplicativo "Multimate";

5.2. Transferéncia e adaptacéo dos dados para um aplicativo viavel de
processamento da mala-direta (carta, questionario, etiquetas);

5.3. Analise de adequacéo dos softwears disponiveis aos dados ja
compilados (Word For Windows, Access e DBase lll);

5.4. Complementacéo do cadastro dos dados relativos as agéncias a
serem pesquisadas;

5.5. Impressao das etiquetas para envio do questionario;

5.6. Providéncias para elaboragéo e impresséo das cartas de
encaminhamento e questionarios (vide copia em anexo);

5.7. Preparo e remessa da correspondéncia completa (carta,
questionario e envelope).

Controle:

6.1. Elaboragao de um sistema de controle de recebimento dos
questionarios preenchidos;

6.2. Desenvolvimento de um sistema de processamento de dados para
controle das respostas recebidas e tabulagédo dos dados.

Preparacdo e envio da segunda remessa de questionarios (para os
casos em que ndo houve resposta até a data limite), como requisito
académico para possivel publicacéo posterior.



8. Analise:

8.1. Planejamento de sistema de analise dos dados coletados na
pesquisa de campo;

8.2. Planejamento de quadros de analise que permitam avaliar a
evolucado dos padrdes de publicidade empregados em diferentes
paises (ou blocos).

RESULTADOS DA PESQUISA:

O trabalho de pesquisa sobre "Etica na Propaganda" apresentou as
seguintes dificuldades iniciais, posteriormente superadas:

» Atualizacdo dos nomes das principais agéncias de publicidades do
mundo, seus dirigentes e respectivos enderecos;

« Possibilidade de reutilizacdo dos dados empregados na pesquisa feita
em 1986/87.

A busca de informacdo a fim de atualizar os dados existentes mostrou
como € possivel fazer contatos e como obter informagao ou, na falta da
mesma, meios para se chegar a ela.

Através do primeiro contato (ABAP - Associa¢do Brasileira de Agéncias de
Publicidade) foi possivel obter meios alternativos para se chegar ao
anuario estatistico mundial de agéncias de publicidade o qual seria a
principal fonte de nomes das agéncias, enderecos e seus principais
dirigentes/proprietarios.



Diante da impossibilidade de acesso ao anuario em questdo, a opc¢éao feita
foi pelo uso dos dados empregados na pesquisa de campo realizada em
1986/87. Tais dados apresentavam-se compilados no programa Multimate.
Sendo este softwear pouco conhecido atualmente, foi analisado uma forma
de converté-los para um programa de mais facil acesso, como por
exemplo, Word for Windows, Access ou DBase lll. Isso contribuiu para um
maior conhecimento de recursos facilitados pela informatica. Por exemplo:
banco de dados, mala direta, confeccdo de etiquetas, classificacédo de
acordo com critérios escolhidos e mescla de dados entre outros recursos
do aplicativo Word for Windows e formulas, vinculos de planilhas e
formatacdes do aplicativo Excel para a tabulacdo das respostas dos
questionarios.

A observacdo feita quanto aos resultados da pesquisa realizada via
correspondéncia foi que o numero de retorno, ou seja, questionarios
preenchidos, era baixo. A expectativa de quem inicia um trabalho cientifico
diante do envio de mais de 500 questionarios era de que haveria um
grande numero de respostas. Apos o término do periodo estabelecido para
o recebimento dos questionarios da primeira remessa, obteve-se apenas
56% do total enviado de questionarios respondidos e 10,2% de
correspondéncias devolvidas devido a dados desatualizados.

QUESTIONARIOS N° %
Respondidos:
Brasil: 8 34 5,6
Exterior: 26
Devolvidos:
Brasil: 2 62 10,2
Extenrior: 60
Sem resposta 514 84,2
TOTAL 610 100,0




Ficou patente a necessidade de uma segunda remessa para reforcar a
importancia das respostas daqueles que nado responderam até a data
limite.

Como costuma ocorrer com pesquisas feitas por correspondéncias, correu-
se também o risco de que muitos daqueles que foram enviados nao
chegassem ao destinatario, ou aqueles que receberam n&o
respondessem. Da mesma forma questiona-se a veracidade de quem
realmente preencheu o questionario.

Outro aspecto interessante, do ponto de vista profissional, foi notar a
abertura de outras pessoas e mesmo de empresas ao demonstrar grande
disponibilidade para colaborar no que estivesse ao seu alcance, para que
se minimizassem as dificuldades encontradas, especialmente na fase de
atualizacdo dos dados referentes a amostra e utilizagcdo de computadores.

Uma fase de especial motivacdo da pesquisa foi poder palpar resultados
ao chegarem os primeiros questionarios respondidos. Mais do que
elaborar friamente quadros de tabulagdo e analise, revelou-se
compensador o fato de que ja se dispor de dados em méos, a medida em
que se concretizavam os instrumentos de medicéo e controle, ao tabular
as informacdes.



Exemplo de tabela elaborada para tabulagéo por pais:

AGENCIA:
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Exemplo de tabela elaborada para consolidacéo por bloco/continente:




Foi importante para se atingir os objetivos propostos na pesquisa de
campo, a integracdo que logo se estabeleceu com os funcionarios da
EAESP/FGV das areas de informatica, almoxarifado e biblioteca. No
entanto, uma experiéncia muito positiva foi perceber que, ao se realizar
uma pesquisa, nunca, ou dificilmente, os dados ou subsidios chegam da
forma idealizada. O que faz com que as solugdes sejam encontradas sao:
0 espirito de investigagdo, o empenho denodado e paciente, persisténcia e
responsabilidade para atingir as metas propostas.

BIBLIOGRAFIA:

ANUARIO BRASILEIRO DE PROPAGANDA: AGENCIAS E VEICULOS
92/93 - Sao Paulo: Editora Meio & Mensagem, 1993

ADVERTISING AGE. April, 1993

Sé&o Paulo, 21 de outubro de 1994
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(ANEXO)

Sio Paulo, Brazil
June 25, 1994

Dear Sir,

This questionnaire is part of a survey about "The Moral Themes in
Advertising" on which I have been working for some years in a program sponsored by
the Brazilian Government. The objective of the research is to compare the state of the art
in Brazil and in 76 countries to the results of the same survey in 1987. I aim a future
publication, either in Portuguese or in English. I am aware of the fairly large controversy
about the subject, but I understand the results could bring a significant contribution to
the studies on sex-stereotyping, pornography, decency, sexism, moral/ethics in
advertising. I would be very grateful if the questions were answered with total sincerity.
All respondents shall have a directive position, which will assure us the highest quality of
information. I appreciate your cooperation and I will be looking forward to hearing from

Prof®. Dr*. MARIA CECILIA ARRUDA
Assistant Professor

EAESP/FGV - Marketing Department
Av. 9 de Julho, 2029 - MCD

01313-902 Sido Paulo - SP - BRAZIL

you.
Sincerely,



LSTIONNAIRE FOR ADVERTISING AGENCIES DIRECTORS (In case the questionnaire cannot be

. wered by the person to whom it was adressed, I would like to have it filled out by another director of the agency, preferably
of the creative area).

S NANE: ..o iotsesrisiemismisnssis i Age: oo
AGENCY" ... .. oeesorasiisissse e s COMELY: -coccunvssasssmnnms
POSITION: ... Time of experience as advertiser: ......... Areas: ..o
Graduate: ( ) NO () YES. In: Undergraduate: ........................ Institution: .......................
Graduate: ...............ccoceeieecenn, Institution: ..................c......

GENERAL INSTRUCTIONS TO ANSWER THE QUESTIONNAIRE:

1. Answer ALL the questions, in the indicated sequences.

2. Don't go back, after reading the following questions.

3. If in doubt, write the alternative that seems closer to your opinion.

4. For each assertion you should sign only ONE score, regarding intensity, frequency or concordance.
5. Answer all the questions, as soon as possible.

OBSERVATIONS:
1. Please return your answered questionnaire by August 15, 1994 (Air Mail, please!) to:
Prof*. Dr*, MARIA CECILIA ARRUDA
Assistant Professor
EAESP/FGYV - Marketing Department
Av. 9 de Julho, 2029 - MCD
01313-902 Sio Paulo - SP - BRAZIL

2. No specific analysis will be done on individual questionnaires. The study shall cover group tendencies only.
3. All questionnaires will be kept in strictest confidentiality.

4. SCALES:

INTENSITY FREQUENCY CONCORDANCE

Nn=None (1) Nv=Never (1) Td=Totally discordant (1)

L=Little (2) Fr=A few times (2) Fd=Fairly discordant (2)

Md=Median (3) St=Some times (3) Id=Indifferent (3)

Pt=Plenty (4) Mi=Many times (4) Fc=Fairly concordant (4)

Tt=Total (5) Aw=Always (5) Tc=Totally concordant (5)
Based on your opinion, circle the concordance/discordance grade for the following assertions regarding
Ethics: Td Fdld Fec Te
1. Ethics is a theme regarding to economic, political and cultural Interests..............ccooiviiiininiii 123 45
2. Ethics is a theme regarding BeLief(S).............coovioreiiireiee e 12345
3. Ethics implies value JUABEMENL..............cooiiiiiiiieiii e e 123 435
4. There is physical 200d or evil (BEAItH,ELC.)..........coiviirieiiii it b 1 23 45
5. There is spiritual good or evil (psychic, cultural, religious, €C.)...........ccoiiiiiiiiiiiiiii 1 23 45
6. There is concern with good or bad iNtENHONS. ........... ...t 1 23 435
7. There is concern with g00d o bad CHONS.............ccooviiiiiiiiiii i 1 2345
8. There is concern with g200d 0F bad CONSEQUENCES. ...........c.ooiiiiiiiiiiiiiiiiiirieie ettt ie e e sa e s an e 1 2345
9. Moral conscience is a judgement about good and evil...............c.ccooiiiiii 1 23 45
10. There is total "freedom," there are neither conventions nor natural law in moral................c.cccviiiiiiinnnn 1 23 45
11. There are only conventions in MOTAl/EthiCs. ..............c..coccoiiiiiiiiiiiii 123 45
12. There is only natural law(common sense) in mOTal/BthiCs...............cocoiviiiiniiiiiii I 2°3 4 5
13, Human rights are @ COMVEILION. ..........oovevesvesiinseriesiesineiisiatintassissseiessashants s basresanevasisessassssnsensssisassssstosssissonsonanonnssns 1 23 45
14. Human rights are based in natural 1aw (COMMON SENSE).............coeiiiiiiiiiirinisisiei bbb 1 23 45
15. Natural 1aw is i eBCAT TN .o cnor cominismioianss s 51 sisnssis v sy oiasso sy vess i uis 54 bs sis 5 P s Fameawi v sy s s mma s essnams osea I 283 4 5
16. Positive 1aw is:an eUCAL LINMEL ... o i swdiscosss simiosaebbainsoioiios o o5 St Vim0 e e e ma s A ORI RIS 1 23 45
17: The codes of ethiCs BT CODVEITIONS . ....vivriuigssrsvsmiss souubauvsssiinman 15405 s suss soparnuis 5iams uios S5 SSNTewbms 2 Kawasinns s s g smAbostEstnn 123 435
18. There are goods which should not be produced, for their immoral CONCEPLS..............ccoivvviiiiiiniin 1 23 45
19. There are services which should not be offered, for their immoral character................c.ccceeiiiiiiiiciiince e, 123145
20. There are ideas which should not be divulged, for their immoral NAture..............c.ccoocviieriinicene s 123 45

21. The natural law is a set of absolute, objective values, independent of time and space, characteristic of human
nature. The advertiser must regulate himself by it, in a unrestricted way

—
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Td FdId
22. The social moral is a set of relative values, related to time and space, found in most costumers. The advertiser

must regulate himself by it, in @ UNTESITCIEA WAY................ooiiiiiiiiii it ee e e ene s 123435
Note: Questions 21 and 22 are antagonistic. Be sure that the signed tendencies indicate this opposition.

23. You regulate yourself by the social MOTal...............ocoooiiiiiiiii s 12345
24. You regulate yourself by the natural IAW..............c.ocooiiiiiiiiiiiiicc ettt et 123435
Note: Keep the opposition between questions 23 and 24,

25. Advertisers view Ethics as a moTal CONSCIENCE ISSUL..............ooiiiiiiiiiiiiiriiit ittt 12345
26. Advertisers' increasing counciousness is missing today regarding respect to society, customs and ideas................... 12345 |
27. The consumer is rational, knows how to decodify messages, demanding no special attention from advertisers.......... 12345 |
28. When developing a campaign, agency directors mpose ethical limits on themselves...............cccccoiveiiiiiciieicee, 123435 |
Regarding ethical performance and social responsibility in the advertising activity, in your country: Nv Ft St Mt Aw
29. When approving a campaign, announcers (clients) impose ethical limits on themselves........................ccccooiin 123435
30. When planning a campaign, creative professionals impose ethical limits on themselves....................ccccoveviiinnnn, 1 2345
31. When accepting a campaign, media managers impose ethical limits on themselves................cccoooviiiniiniiiinennn, 12345
32. When defending the consumer, the government is concerned with ethics inads.........................oooii. 1 2345
33, The government is concerned with the censorship of ads and programs.................cccoovvieivrieiieiic e 123435
Considering the standards and guidelines for your action as an advertiser, how important are the following

items to you? Nn Lt Md Pt Tt
34, AdVertiSers' COAE OF GLRICS. ... .. c.oouiiiiiiiitiiie ittt ettt b ettt e ettt et n e e 1 23435
35, ST GUIALOTY BOMY .. .. c.iiiiiiiit ittt h bbbt h et n ettt et 1 23 435
36. GOVErnIMENtAl IEZISIATION .............ccviiiiiiiiitiit ittt ettt ettt e te bbb e st ebe e bt bt e b e e be e bt e bt e et e et e eb s 123435
F7 NAITAL TEBRE. ..ottt ettt et h st e et e e £ £ e skt bbb et et e et 123435
How have the following parameters been used in the development of a campaign? Nn Lt Md Pt Tt
38..Customs valid in the TATZEt-SEEIMEIIL. ....cuicivoniiiiimisissasis svsiviss soysmssodsossvisshsssss sasassninevasiasts serais s Bvasvassssgamssssiniaiossinnes 1 23435
39, Customs valid for most of the public hit by the ad................cooiiiiiiiii 12345
40. Customs valid for most inhabitants 0f the COUNLIY............c..coiiiiiiiiiii e 1 23435
41 Castoms valid 110 Akl COMMEIEE -0 coviminaa sinsinssioy s iy S50 as e s T 0H Ao o oo o T s b s b 12345
42 INBEUTALIAWE . vovsr. s inmon s oo i s 8 e T 8 T T 0 S 0 S T S P T ey DS 12345
How often have the following institutions reacted to abuse in ads, concerning decency? Nv Ft St Mt Aw
43, GOVEIDIMENE ABEIICIES., .. s vasinsia s s vassiaians s eswss'sass sl s ¥ 50 455 68 87V v 00 ST U940 M 48 P WS S b5 1 23 435
B4 CAVILINSOIERONS ot s cusions v vess susabiessisss s o i s s s S 1 S S S0 Vs S I B i Ve e S b 12345
45 Religious INSEIMEONS, 5. oo oveiminisnssiss fovivssvss 5sam a8 svans soavas erssnss S 6o i s 3 asvaav Vv S ea e e e s S e S MRS e s 1 23 435
46,/ COnSUMCTS AESOCIATIONS: . .. uusreisnsermioivn s rsisives i o iy o0y os T St 053 oy S L A A T GRS B s s 123435
A7 INAIVIAUAL COMBUIMBES. ... vvivnivivemmmssivsnsnssoiaatatsss soats sva s is faTves § 8 oo F00 7 e e s Y BV S s SO R H S SR O e 3 0 123435
A8 COTTPICTILOTE: oo oo s o ohi s S35 e 3 o A 0 S B 3 T8 5 0 v 0 i T3 s e sS4 1 2345
A9 ARV TSI ABBIICIES v :sius 1o assians s s a5 455N S 804558 S5 740 A Y B s e 0 3 0 0 S S 45 1 1 23 45
50, Sl Te gl AtOTY O vy s v e o A T 0 By T M Sl 123435
51. Is there an Advertising Self-regulatory body in your country?

()Yes..... (go to question No. 52) ( )No......... (go to question No. 83) Td FdId FcTc
52. It was created because it was necessary, but it should not exast.................cccooiiiiiiiiiii 1 2.3 4 5
53. 11158 Se - CONSO ARCIICY o+ ocvnsia s ronssins vimsrova s s amd oo a5 T S G S S A 8 SR VRS B SR A v ¥ s v s 1 23 45
54 It 1s 2 conSUIEANG/ SO BBENCY. . .-:.ve cvvwucarisensvssssaianss s s saishi veshabis s sssiss s odas GisHs o8 T4 T E B ¥ F R o ae bR e T s S 12345
55 THAS A AODAE FOTUI oo cornry om0 R s A S X 0 B Vs 7 RO S ST o e B SO s 1 2345
56. It is an agency where only interest games are played....................oooiiiiiiiiiiii e e 1 2345
57. It has big prestige amMONE AAVETIISETS. .............ccviiiiiiiiiiiiiiiii ittt et b et 123435
58. It exists so as to avoid government's CENSOTSHID..............ccoiiiiiiiiiiii e i 123435
59. It has an absolutely honest CONAUCE...............ccooiiiiiiiiiiiiici e e 12345
60. It has objective parameters Of ECISION................ociiiiiiiuiiiiiiiir e a e 1 23 435
61. It has subjective parameters of AECISION...........c.ccoiiiiiiiiiiiiiii e e e 123 435
62. It should have a larger structure and be MOTE ACHIVE..............occooiiiiiiiiiiiii e 12345
63. It acts only after.consumer/competitor COMPIAINLS. ...........ccooioiiiiiiiiiiii s 12345
64. It should divulge its disaccordance with the ad, so that the consumer knows his opinion is supported...................... 12345
65. It should not divulge its actions, because the advertisers and announcers would be dually chastized......................... 123 435
66. It should divulge its actions as a warning to the other advertisers/announcers................cccccoecviiiiiniinien e 12345
67. It should divulge its actions, so as to instruct other advertisers/annoUNCETS. ..............cooueeiiiieaniieriiieriiree e 123435
68. It seems to act under contradiction, considering the advertising self-regulation code and some of the body's

g e R e oty ML sl s Lol ool L O 7| SO S RO T o i i 1 23 435
69. It is not concerned with guarding or promoting moral Values..................ccocoiiiiiiiiiiiiin i 1 23435
70. It is concerned with increasing the advertisers' social responsibility.................cocoiviiiiii, 12345

71. It should encourage the radio/TV broadcasting stations and publishing houses to diminish the youth segment's
moral Sloppiness in the the COUNMIIY............ccuiiiiieiiiir ettt sb st st sr e e ea bbb es st 12345




Td Fd Id FeTc
it should promote surveys in order to verify the psychographic characteristics to be used when judging social

TIOTALISSUBS. ;s cvvcvmeasnsirins saar oot sd inmin s s SYEE Ta  R E  83 TH 4 asR S Es 12345
73. It stimulates the advertising agencies to have a moral filter regarding decency..............c..c.cooviiiiiiiiiininiinis 123435
74. Tt has trouble with fixing limits of judgement in what deals with decency...............ccocciiiiiiiin, 12345
75. It is insufficiently Known by the PUblIC.........c.oocimisimsiins st sisesissiyss et ieses o st siavivis abins 123435
76. It should intensify its relationship with consumers' defense entities (governmental or private) ... 12345
77, It 1S INOPEIAtiVe 10 SOIMNE TBIUETS! v wsivs ass sy v vouss 3T AoHes 45 0 i e i N AT B A R AR 123435
78. It takes the initiative, CONCErNINg t0 AENOUNCEIMENT. .........o.oiiiiiiiiiiiiitieieic bttt na 123435
79, Tt emPRASIZES VeTacKtY ISSUES: oiciisirrvvrveiniamcivessnmsos ot svems vamed o Tomasm b v oo IS0 s s SN S M S 323 123 435
80, Tt-emphasizes MOTAl/SOCIAL ASTUBS. ... ...x. et susisivivint obvhe sy b pobs st ity s e S TS S B i A i S S S s 12345
81. It should take over the defense of the natural right's principles, regarding to advertising..............cc.cccoovviricincannn. 123435
82. Do you have a governmental agency for the consumers' protection?

(DYes. Name:..............ccooviviiiieciciiinen, (Go to question No. 83) ( ) No...(Go to question No. 90)

In your opinion, regarding decency in advertising, this governmental agency: Td FdId FeTc
SN SHould TOEEKISHE NN R s M T . L0 VN O e 1 I VORTy . N S T ) S 12345
8818 3 COIISOT BB BTN s mynrors i s i s B U o i 0 A A B Y 4 B bYW R SR AN ol s i 123 435
85. Is an advisory agency, only puts denouncements on the way and attends....................oociiiiiii 123435
86. Has little prestige among private/public entities. ... 12345
87, Hasigood ends; bt OBtaIng TeW TEEUIS. ... v mimwianins i iniiinssvi ames i b oia eob s mi s 157440 K 400w 360 0 s e 123435
88, Should have more dWlEAHON.: ;- coooormioi s s s i i o B SV 453 S¥AN TR sa B o RS s o 12345
89. Stimulates the public to defend the dignity of human being..............ccocooiiiiiiiiii 1. 2 34 5
90. Do you have a private consumers' association?

( ) Yes. Name the most important:................cccccceeee (go to question No. 91) () No...(go to question No. 99)

In your opinion, regarding decency in advertising, the consumers' association in your country: Td Fdld FcTc
0% Tkes MO ATHOM AL AL v i rhrsriosssiisssa st s nins ses S0 b N il S i SR PR S e S e 243 A g ST 1 2345
Bl C N VT AT 400 P et R e e o e Ol e ol O S v e e e A T 12345
93. Is an advisory agency, only puts denouncements on the way and attends consultations...................ccoooiiiiiiiinne 1 2345
94. Has little prestige among private or public @ntities..............ccocoviiiiiiiii 12345
95. Should have MOTe AIVIIZALON. .........o.veviriiiiiieit ittt et eb et s st b et 1 23435
96. Stimulates the consumer to defend his person and his moral prinCiples...............ocoooviiiii 12345
97. Tries to instruct the consumer by giving him solid CONSUIAtIONS............ccooviiiiiiniiii s 1 2345
98. Should have more support from the BOVEIMMENL. ..o 1 23 45
Have you ever acted (direct or indirectly) with ideas / products / services regarding the following

social/moral themes in advertising? Nv Ft St Mt Aw
00 AIOTERONL : - 5cs v s sy v e 4308 43 A 435 o ST R o D S S S e A A LA A s s 12345
100, COMBTACEPRIVIES. ..o ..o vase i swcssuiivo s s shico v ity s o o AN AR 43 4R K AN Ao S A Y SR R IR AT R 12345
VOL, ATINAIBIE ... oo oo ivesis s e o Fu i s o e s s 0 S o S B8 3 e 0 ST Wt s e SRS 123 435
102, VIBTTLAER i snivossns oo sva rouissss s owet s s v 1w s 3 406 T TS ST S RS S e S £ s 8 R oA A B 27 1 23435
103 BITRRIGOREEOL: - c.ccuveviininssitinimss v oassiives 158 visss v svssicbesi v 45040 £ 554 03w o 95 4 4R Y 0 0 e e s R PR 12345
HOG, DG oo v s s s ¥ 60 55 3 R 453 0153 040 S0 663 0 S W T oS i LK R 98 R ST S G 1 2345
105, SO TIIZAIION oot oo e 0 RS T 8 B 4 A B S N S 3 0 55 B8 a8 i 4 M e S R S i S 123435
106 BURATASIA . cicsi o ovavig oo suis sy evesns o 6vses svsvsesy vaui§svias0s b e a om0 Erb e S0 04 b S b Sog b e Py et S BRI 8280 12345
T T e G S e S O . ST i e 12345
108 FIOMOSERUBISTI . oo suvvanse oo v domsi s L8 SR A EHA A N6 SRR SR e £ R P WA S e s s A R et 1 2345
109, COMUEBAL ANFABIILY. .. ..ccuvereverasnraroresivminiassnssssiesianonsssayasiost iesuas basbases hssmansase ros ananssnsss abesussosEsbestentanssentanssnsstsssrnsasasist 123435
110, LACGUETIIIE. ... vveeeeeeveeseseeseesesseeesss s s ses et § SR 12345
N St Dt oI n e R e T e e e IR L b e . 1 2345
B R s PO L O s e e 12345
HRL TS e o SN e St W B B LS T R e e 1 2345
1St 111 e e D s 5 ORI S R i ol ML L S o e et e 12345
F15. VASECLOMIY: ... vvvviarassvravinrsasissmisnsossmssssnsynssnss ssssssssssns asss s snnsans 1 sisess sangssesrssnsnsasntaseenngsos vnss st st i80eeSHaTHIEAF AR AR Mo s 12345
UG, RBEGABI. ... vusncsmronscs st semvnisomesooossonsbonsvsssms onstbrah syt e bessn s sornnass Vs T A RS 1 2% 4 5
LT ORBIETS oo v sovsevamsssanienumemen s il o i o e 0 210 A4S 8 AR 4 SRS LSRR 85502 8 3mSR ST TSRO M AP e 12345
According to your convictions, how intense would be your activities in order fo advertise
ideas/products/services regarding the following themes? (In case you don't accept to do it, sign "none") Nn LtMd Pt Tt
TAB.LABOTHION. . .....cvuereerssmasssonsasminnsssarssnssansassmsssnsssessssssnessnossnssens saons nfame s EA RS THRRTEINGHEH THH Yo UA IR s s YO F oA S ST i 123435
119, CONITACEPIIVES. ... ..vvveveeserieseseseesesneseeseeseneessessesbeabebs e b sasbE e a8 o8 4o 0 E0 82428 S 184 H 81 E S 1o eh b e e e e b e e 12345
T200 ATIRAIIBIL. . ..o vonsonwssssesmassmmns shanes bot e Lok i s e S T A D T L s o e+ 50 50RO s 12345
D2 L IVIBETFIABE. .. csonnensessnsmsmsnesesassmsnsmens bnsmsssins 64503 08 SR8 SRS P B H RS0 TS VAR S0V i T BT T oY 4w 33w B it ina s 12345
122 BT COBIIOL. ... c.veeseses nsmsnss s ihesbessis e o aaaes 55 oS40 VA3 500 HAEE TR G057 6% o s SRR T o § AW S S M e B 01 12345
E2F IDEBE, .. oo vommsssnsnmnesnsenatasbs rodbiv s oy Sy o A0 R TR TR T e L Y B H S PR Bl Kb 4 i V4 s s o s w Rt 12 345



Nn Lt Md

124, SEEIHZALION. ...........ceeitiieiieeietietietees st e e e e sreseesaessesessseaesaeaae e s e e e e rees e s te s s e s emsenseseaR e e anesbe s e ar s ebeebe b et ensennenesaesee s 1234
F2S UETIHIATEASIAL . . v oo st K 7 A e o AR 1 R 0 B A 3 1 £ S AR AR LA AR 12345
126 I EATIIIVI S . tvicesmessnes reshs cxmte s s aniien-rla bt en s e S se b e e o PO e o o Ao o B s W, e 12345
127, HOMOSEXUALISIIL ........cooiiiuiiiiietic e ettt ettt ettt e et et es et et e es s e st e e m s s e st st s et s e s e et e st e erse e as e e eenan e anrs 12345
S onug Al ety el Bexwcserae o T, S o o it e e o s L L R ST 12345
B BT T V1T b Bl v e g Pt o o W e M S Wy o e B e bt R 123435
18ONNIastation TRCIRNSE NI s sl . N o el N NSRS W SN RN N 12345
L3I NIEY o S v i ot B T S A S s R e s e PR RS T e . TSI 123435
L2 RRACHEII vy iy e oy e 5 6 A 0 S A i e AT A Bt i 12345
133 T OTIUTE s s o5 i S A S o A S SR o s e S e L ST s o 123435
D3 N BSECUNIIIY s i e Vi e ey S e 3403 e T B R B S S ST e s 12345
I3 N AT ovrsiiccss o w0 o 0 R B U S T8 8 i T S AR s e i e Sy e g e 12345
136: CMNETE oo mommminnis s s s s o F o ST S e S S A S T L TR VR O ST A3 0% 12345
In your opinion, the erotic appeal and the pornography in your country Nv Ft St Mt Aw
137. Have been used in ZENETAL..........cc.oiiiiiiiiiiiis ettt h b et 12345
138. Originate more sales than Other APPEALS..............cooviiiiiiiiiiii e 1 23 45
139. Are an abuse, concerning MOTAL/EHHICS. ............oiiiiiiiiiiie e e 123435
140. Are used for products related to SENSUALILY............ccooiiviiiiiieii i 12345
141. Depreciates the product, with negative effects on sales, in a long term basis..................ccocooiiiniii 1 2,3 4 5
Reason: Nn Lt Md Pt Tt
142. To shock and to #!call attention for the Product..............c.ooooiiiiiiiiii s 1 23435
143. To shock and to call attention for the ANNOUNCET................ooiiiiiiiiii et 12345
144. To shock and to call attention 0f Other AAVETLISEIS. ............coiiiiiiiii e 1 2345
145. To shock and to free SOCIEty FIOM tABUS. ..........cviiuiiitieiii e 12345
146. To SWItCh VAIUES 1N SOCIELY......c.ioiviiiiiiotiiieiie ettt eb et e bttt e mreesn e e et e emeeesaesemeeemeeeneeseneas 123435
147. To shock and to indicate freedom Of CTEALION. ..............cooiieiiiiiiiiiiit e s e e 1 2345
148. To associate with the pleasure the product offers.................c.cooiiiiiiiiii s 123435
149, FOI 1aCK Of CIBALIVEIIESS. ... ..o veeieiioiiisiee it eetteiteeete bt e sttt b ebb et h e ee ke etk e ke s e e et e et e e ae e b e e e s st e s e e e e e e e 12345
150, FOT DAA LASIE. .......eiiveiiiieiiiesite et ettt et ebe et e b et e e e e bb e s et e et ettt eat e eh et e e bt e ke e et e mn e e n e e e s e e e s in e e s e e s e ene e 1 2345
151. For being difficult to show creatively @ daily Teality....................ooiiiiiiiii i 12345
152. Because they are very often used in 0ther COUNIIES.................oooiiiiiiiiiiie e 1 23435
153. Because they reflect 10Cal RAILS............cocoiiiiiiiiiee ettt e 12345
154. Because they reflect developed countries' habits found only among few people in this country...............cccoveiennns 12345
155. Because the concept of decency iS TELALIVE. ...........c.ovvviiiiiiriiiiii ittt 1 23 45
156. Because the sense of decency is lost..............c.cccoooiiiiiniiinn e, e PR Ut NVN o WL AR BN 123435
157. Because decency is seen as something oldfashioned.......................coi 12345
158. Because they are coherent with what is presented in radio/TV programs, in magazines and newspapers................. 12345
159. Because the libidinous behavior is often found in the segment that most CONSUMES.............c.cccocvvvriiiiiiniciieniaenn, 12345
160. Because the announcer asks thEIM...............c.ooiiiiiiiiiii ettt b b 1 2345
161, Because they are CHRAPET. .........ciuiaimisamntummisssamisnissotion . oo oo 65503 509w oawseTon 6 38 Soeb e s 5w isnomrsns sonnraa veris 12345
162. Because the legislation and self-regulation are not concrete enough to help advertisers in this matter.................... 1 2345
Concerning the moral/social customs, the advertising in your couniry: TdFdIdFcTc
163. Is avant-garde (induCes, INNOVALES)........c..cccvvierieiieiieeic et 1 23 435
164. Is parallel to society (reflects, goes along with)............... T S A i O T TR 12345
165. Is caudal (follows, comes after)........................cc..oooen e T S S T R e 1 23 435
166. Is aimed (0 CONSUMET tATZELS ONLY..........ccoooviiiiiiiiiii e e 123435
167. Should consider the public marginally hitbythead.......... 12345
168. Influences the consumer's attitudes, together with magazines. radio and TV programs...................ccooeiiiniiinnn, 12345
169. Is analysed by the government, to whom competes the social responsibility................ccocoooviiiiicii, 12345
170. Is censored by the government, to whom competes the social responsibility..............cocoooiiiiiiiii 1 23435



. (ANEXO)

Sio Paulo, Brazil
June 25, 1994

Dear Sir,

This questionnaire is part of a survey about "The Moral Themes in

Advertising" on which I have been working for some years in a program sponsored by
the Brazilian Government. The objective of the research is to compare the state of the art
in Brazil and in 76 countries to the results of the same survey in 1987. [ aim a future
publication, either in Portuguese or in English. I am aware of the fairly large controversy
about the subject, but I understand the results could bring a significant contribution to
the studies” on sex-stereotyping, pornography, decency, sexism, moral/ethics in
advertising. I would be very grateful if the questions were answered with total sincerity.
All respondents shall have a directive position, which will assure us the highest quality of
information. I appreciate your cooperation and I will be looking forward to hearing trom
you. '

Sincerely,

Prof’. DI*. MARIA CECILIA ARRUDA
Assistant Professor

EAESP/FGV - Marketing Department
Av. 9 de Julho, 2029 - MCD

01313-902 Sdo Paulo - SP - BRAZIL



of the creative area). 7
NAME: it asmrrossassassmsssarsasnostans ARE L

AGENCY: ... TR e e e e Country: ..................... ;

POSTHION: ..o Time of experience as advertiser: ......... Areas: ......................

Graduate: ( ) NO () YES. In: Undergraduate: ........................ Institution: ©...........c...o......
Gradoate: ...l .. Institution: ......... e, sz

GENERAL INSTRUCTIONS TO ANSWER THE QUESTIONNAIRE:

1. Answer ALL the questions, in the indicated sequences.

2. Don't go back, after reading the following questions.

3. If in doubt, write the altemative that seems closer to your opinion.

4. For each assertion you should sign only ONE score, regarding intensity, frequency or concordance.
5. Answer all the questions, as soon as possible.

OBSERVATIONS:
1. Please return your answered questionnaire by August 15, 1994 (Air Mail, please!) to:
Prof*. Dr'. MARIA CECILIA ARRUDA
Assistant Professor . g
EAESP/FGV - Marketing Department
Av. 9 de Julho, 2029 - MCD
01313-902 Sio Paulo - SP - BRAZIL

2. No specific analysis will be done on individual questionnaires. The study shall cover group tendencies only.
3. All questionnaires will be kept in strictest confidentiality.

4. SCALES:
INTENSITY FREQUENCY CONCORDANCE
Nn=None (1) Nv=Never (1) Td=Totally discordant (1)
L=Little (2) Fr=A few times (2) Fa=Fairly discordant (2)
Md=Median (3) St=Some times (3) Id=Indifferent (3)
Pt=Plenty (4) - Mit=Many times (4) Fe=Fairly concordant (4)
Tt=Total (5) Aw=Always (5) Te=Totally concordant (5)

Based on your opinion, circle the concordance/discordance grade for the Jfollowing assertions regarding
Ethics:

1. Ethics is a theme regarding to economic, political and cultural interests.....................................

2. Ethics is a theme regarding belief(s)....................... B S

3. Ethics implies valye judgement...................ccco.e....

4. There is physical good or evil (health.etc.)
5. There is spiritual good or evil (psychic, cultural, religious, etc.)..................

6. There is concern with good or bad ItERtONS..............c.ovovvreeereereseeseeeesiseesoeooos
7. There is concern with good or bad actions...............
8. There is concern with good or bad consequences
9. Moral conscience is a judgement about good and eVil..................cocoveeveveioieoio

10. There is total "freedom,” there are neither conventions nor natural law in moral......
11. There are only cONVENtioNS in MOTAVELRICS. ................oovovmve oot s e eees oo
12. There is only natural law(common sense) in moral/ethics. ...........
13. Human rights are a ConVention....................cooveueeervesrnesiesrnns
14. Human rights are based in natural law (common sense)..............
15. Natural law is an ethical limit...............ococoeveriiereeeeeeeereresoo,
16. Positive law is an ethical limit..............cooooveeeevoseeoeoesee

18. There are goods which should not be produced, for their immoral concepts..........
19. There are services which should not be offered. for their immoral character.........
20. There are ideas which should not be divulged, for their immoral nature. ... .. TS e e —
21. The natural law is a set of absolute, objective values, independent of time and space, characteristic of human
nature. The advertiser must regulate himself by it, in @ WNTEStCIEd WAY.............o..ooovvooooeeoeeeeeoeoeoeeeeeeooeeeeo

Td Fd Id
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-answered by the person to whom 1t was adressed, I would like to have it filled out by another director of the agency, preferably

Uy



i i,

22. The social moral is a set of relative values, related to time and space, found in most costumers. The advertiser
must regulate himself by it, in a unrestricted way
Note: Questions 21 and 22 are antagenistic. Be sure that the mgned tendencies indicate this opposmon
23. You regulate yourself by the social moral
24. You regulate yourself b'_v the natural law
Note: Keep the opposition between questions 23 and 24,
235. Advertisers view Ethics as a moral conscience issue.
26. Advertisers' increasing counciousness 1s missing today regarding respect to society. customs and ideas
27. The consumer is rational, knows how to decodify messages. demanding no special attention from advertisers
28. When developing a campaign, agency directors mpose ethical limits on themselves

Regarding ethical performance and social responsibility in the advertising activity, in your country:

29. When approving a campaign. announcers (clients) impose ethical limits on themselves
30. When planning a campaign, creative professionals impose ethical limits on themselves....
31. When accepting a campaign. media managers impose ethical limits on themselves
32. When defending the consymer, the government 1s concerned with ethics in ads
33. The government is concerned with the censorship of ads and programs

Considering the standards and guidelines for your action as an advertiser, how important are the following

items to you?

34. Advertisers' code of ethics
35. Self-regulatory body
36. Governmental legislation ..

37. Natural right

How have the following parameters been used in the development of a campaign?
38. Customs valid in the target-segment
39. Customs valid for most of the public hit by the ad....
40. Customs valid for most inhabitants of the COUNETY...........cocciiriiiiiinie ettt s n e ss s nnesess
41: Customs validin Al COUMTIES v oxirim i m i s v s s oo e eV S e sam s ST e shaaaa s sods 3 S B Sty R RS e b
421 NNATAL LAWS1. ccorrsrirressimsrnsssssnssnssns sensnssssnsssnsasssnsssanss saasssnsase seesop assasss aeneassss st sarstnnssomenins i s s ihrissh Sboaduasaaraaiodomaasnvass

How often have the ﬁ)llowmg institutions reacred to abuse in ads, concerning decency?
43. Government agencies.
44. Civil institutions
45. Religious institutions......
46. Consumers associations..

47. Individual consumers.........

48. Competitors...
49. Advertising agencies...
50. Self-regulatory body
51. Is there an Advertising Self-regulatory body in your country?
()Yes.... (go to question No. 52)
52. Tt was created beeause it was necessary, but it Should BOL EXIST.........cooovoeiiiiiiinimisire s e
53. It is a self-censor agency.
54. It is a consultant/guide agency
55. It is a debate forum
56. It is an agency where only interest games are played.
57. It has big prestige among advertisers
58_ It exists so as to avoid government's censorship....
59. It has an absolutely honest conduct
60. It has objective parameters of decision....
61. It has subjective parameters of decision
62. It should have a larger structure and be more active.
63. It acts only after.consumer/competitor complaints
64. It should divulge its disaccordance with the ad. so that the consumer knows his opinion is supported....
65. It should not divulge its actions, because the advertisers and announcers would be d'ually chastized.

66. It should divulge its actions as a warning to the other advertisers/announcers.. s
67. It should divulge its actions, so as to instruct other advertisers/announcers
68. It seems to act under contradiction, considering the advertising self-regulation code and some of the body's

69. It is not concerned with guarding or promoting moral values
70. It is concerned with increasing the advertisers' social responsibility

71. 1t should encourage the radio/TV broadcasting stations and publishing “houses to diminish the youth segment's
moral sloppiness in the the country

(go to question No. 83)
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2. Its
oAl ISBIER: e e SRS e s e R T
73. It stimulates the advertising agencies to have a moral filter regarding decency....
74. Tt has trouble with fixing limits of judgement in what deals WILh QECRICY. .ccuvvuivsrrsereiessirnr s s
75. It is insufficiently known by the POBLC. . .-eoocssiorensssininsisnsosssssssssamsnesisssssissseinssssonss

76. It should intensify its relationship with consumers' defense entities (governmental or private) .........-
77. It iS iNOPErAtiVe ifl SOME MATIRTS. .oororoovcvvssvsosssossssssssssmms s
78, It takes the initiative. concerning (o denouncement.
79. It emphasizes veracity 1SSU€s
1 80. It emphasizes mora JSOCIAL ISEUES. ... or osseieaseesessersasssssasibsiassbsinasmassiatsspspas s rn s s oo
i 81. It should take over the defense of the natural right's principles. regarding to adVETUSING. . ..ovocuvservusmsmmssssermsessssneess
82. Doyou have a governmental agency for the consumers' protection?

() Yes, NAME oo -..(Go to question No. 83) ( ) No...(Go to question No. 90)

In your opinion, regarding decency in advertising, this
83, 'SHOUIA NOL BXISL....cvoceemrmrcicrrereansssesess s %
84, 1S 3 CENSOT AZETICY...ooovvirsrremmmsissessssassmnssssss s
85. Is an advisory agency. only puts denouncements on
86. Has little prestige among priv e/ PUDLIC ERLLES. .oovvvoeroeresscerimmssaneseeesiees

87. Has good ends, but cbtains few TESULLS. .1.oeeecerecvineneeerareenenees

3 88. Should have more diVIZAtION.....oowuirrser st
4 89. Stimulates the public to defend the igRity OF BUIMAN BEING. ..ococsscnevossasssasmssssssstesssss sttt s
| 90. Do you have a private consumers' association?

i ( ) Yes. Name the most IMPOTLANL:.....ovvoereasinsseseiseeees (go to question No. 91) ( )No..(goto question No. 99)

' In your opinion, regarding decency in advertising, the consumers’ association in your country:
g 91. Takes no action atall.........
02 15 3 FAUMENGET. ......ooneeveeciimmssinssesesiabssmrsss s st e s

93, Is an advisory agency, only puts denouncements on the way and attends consultations...

94. Has little prestige among private or public EIULILES. . ov. e veevsesreemeesreeemsmssnssensssssananssssssans

95. Should have MOre diVIIZAUOM. .........seewevenriusrrmseisns e
96. Stimulates the consumer to defend his person and his moral principles
97 Tries to instruct the consumer by giving him solid consultations............
98. Should have more SUPPOIL fTOM the GOVEITIIENR..ooooosssoersssessstssssssspsss s

Have you ever acted (direct or indirectly) with ideas / products / services regarding the following
social/moral themes in advertising? -

99, ADOTHOM. ....ooomiriremninaierneenes P RPN U S Biuswos spessnrass
e S sebanc I R N
101, ATTAMENL. .....ooeuirirseessimsnsesemsrsmsssssssmsanssssssnees
103, MBI o i s RSB Estesoprrse TRessetssssmrs B E
. 103. Birth control......... s slaesisis e ssapyes SRR ot TS S e st SR
T T ——— S ———————r | e
. 105 Sterilization... L eoieisisshea s TSR iRty SRS
| 106. Euthanasia.........cccoveeeee '
T 20 ) Z—
| 108. Homosexualism.......
| 109.Conjugal infidelity... R ey
D 110, LACQUETIDE. . orrsoseecssssnssssesssssmmsssssssrsssssisss st
| 111, MAStUrBation. .....ccovreeemcsssssemmssssssmsssasessasaserssess BT P PP T
| 112, MUY . ccroivemsssssssmsssssssssi s s st o550 iR
| U3 RACISL s
| 114, Torture N e e Rt R o TS e i S S s s P——
. 115. Vasectomy... T e L
! 116. Virginity...... T S R
T B o L

According to your convictions. how intense would be your activities in order to advertise
ideas/products/services regarding the following themes? (In case you don't accept (o do it, sign "none”)

119, CONLIACEPUVES. c.vvoovessersressssbssssssssssssam om0

120, Armament.......c.cocemveiuasreansassenses e eeeosvereaesessaasA ST AR e S e eSS TSR eSS
121. Marriage.........- e e ens et ans st H TS

122, BArth CONLIOL. ..vooccesrrsresessenasssemssssansse s s
123. Drugs .............................................................
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. BT (91 b Lo e SRR
125. Euthanasia......
126. Family........cooeeeees
127. Homosexualism.........
128. Conjugal infidelity...............
129, Lacquening. ..o,
130. Masturbation...
B NIIY: o mss i s s i s et
132, RACISML.cooiiiiiiiiceiecie et ee e
133. Torture.....

134. Vaseciomy...
135. Virginity......cooooovvvenennennnn,

In your opinion. the erotic appeal and the pornography in your country
137. Have been used in general..................o...ooooooi e S e D S

140. Are used for products related to sensuality

141. Depreciates the product, with negative effects on sales, in a long term basis..................o.coooevimeieeeeee e,

Reason:
142. To shock and to #!call attention for the product..........................._
143. To shock and to call attention for the announcer. ...
144. To shock and to call attention of other advertisers.............................
145. To shock and to free society from tabus............ooocovovoooo
146. To switch values in society............................
147. To shock and to indicate freedom of creation...........

148. To associate with the pleasure the product offers.........
149. For lack of creativeness................ooooovovooooooo

154. Because they reflect developed countries' habits found only among few people in this country...................

155. Because the concept of decency is relative...................... b et
156. Because the sense of decency is lost.......................o :

157. Because decency is seen as something oldfashioned.............. . ... """
158. Because they are coherent with what is presented in radio/TV programs. in magazines and newspapers.........
159. Because the libidinous behavior is often found in the segment that most CONSUMES....................c.ccimennnn.,

160. Because the announcer asks them...............oooovevoeen
161. Because they are cheaper...............occooooooooii

162. Because the legislation and self-regulation are not concrete enough to help advertisers in this matter.....................

Concerning the moral/social customs, the advertising in your country:
163. Is avant-garde (induces, innovates).............................
164. Is parallel to society (reflects, goes along with)............
165, Is caudal (follows, comes after)........................

166. Is aimed to consumer targets only...................................
167. Should consider the public marginally hit by the ad.........

168. Influences the consumer's attitudes, together with magazines. racio and TV Drograms.....................cooooooooioo .

169. Is analysed by the government, to whom competes the social responsibality....

__170.'Is_c¢usored by the government, to whom competes the social rﬁponmbthty

Comments:.............................

Nn Lt Md Pt
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