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Abstract : Advertising began in early times when most people
could not read or write. After 2nd World War advertising has
been marked as a means of marketing competition. Nowadays
advertising has hecomc inseparable part of marketing system and
it bas been known as a nonpersonal communication of
information. As a marketing tool, it serves manifold functions
like: identify products, communicate information about the
product, stimulate consumers, build brand preferences and
increase product's value among the customers. But in the
competitive market system"advertisement has become peculiar
deceiving and unfair instrument. Most of the rational people
always assumed that deceptive advertisement is ethically
objectionable. The present article explained the nature and
objective of advertisement, how advertisement relates to morality
and how we should interpret the deception in advertising and
clarified as to why deceptive advertising is ethically wrong. The
article discussed the unethical practices of manipulation and
coercion in advertisement and analyzed the scenario of
Bangladesh regarding deceptive advertising. The analysis of this
article will provide a competent ground for the consideration and
measurement of deception in advertising.
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"Decepting [ive] advertising as a practice involving the use of false
statements or inaccurate depiction of a product that are relevant to the
consumer's decision to purchase and that are underlies intentionally to
mislead rational consumers."(Bowie & Duska:1986:56)
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rational consumers”. (Bowie & Duska:1986:58)
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