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Abstract 

The paper aims to examine the ethical controversy in the outdoor advertisement of popular products and 

brands in Pakistan from Islamic perspective. The study attempts to check the level of offensive behavior of 

viewers towards theses outdoor advertisements and will also investigate how these kinds of advertisements 

affect culture of the society and religious perception of people. A survey was conducted at three popular 

universities of Sahiwal Pakistan, including 300 students from Bahauddin Zakariya University sub campus 

Sahiwal, University of Faisalabad sub campus Sahiwal and Comsats Institute of Information Technology 

Sahiwal. Questionnaire utilized for the purpose of survey was comprised of two sections: first portion 

enclosed a list of five popular brands and second portion involved a list of ten elements aimed to measure 

religious consciousness of respondents. Data was analyzed by utilizing SPSS and further tested to check its 

reliability and validity. Descriptive statistics testes, regression, correlations test were adapted to examine 

the data. Consumer offensiveness level and controversial outdoor advertisement of popular brands were 

found to be extremely associated with each other. Sexiest images, vulgarity in outdoor advertisements were 

significantly associated with consumer level of offensiveness. This research study will leads towards vital 

managerial and practical implications that further determines critical ethical issues presented in outdoor 

advertisement that are contrary to the mandate of Islam. 
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Introduction  
 

In today’s dynamic and competitive World, the progress of any institution adequately depends upon the 

efficacy of its advertisement practices. This is the reason due to which not only multinational organization 

but also the local organization heavily invests on their advertisement campaigns (saeed, 2001). The 

advertisisng companies utilize different types of glamorous advertising appeals like romantic gestures, 

seductive images, indecent  body language to attract the customers and to maximize market share ( Rice, 

1999). By doing so, they may use such kind of advertising appeals which are contradictory to the culture, 

norms and values of any particular country. These types of advertisements are treated as controversial 

because its not comfortable for general public to discuss it openly. This senerio creates the sense of 
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indelicacy in the mind of consumers and they show offensive behaviour towards that particular 

advertisement and the product associated with it. 

 
 Now a days, Multinaltional advertizing agencies are excessively utilizing emotional and psychological 

appeals in various types of their advertisements to just capture consumers, who infact have no desire to buy 

their product (Beekun, 1997). Under the system of Islamic ethics, it is strictly prohibited to use sex appeals, 

emotional appeals, improper (half skirt) female dressing, model girls, indecent body language in 

advertisement for the purpose of consumer attraction and profit maximization. Such kind of promtional 

compaigns are deceptive, fradulent, and against the nature of Islamic spirit (Saeed, M, Z.U, 2001). 

 

The study seeks to examine the ethical issues found in outdoor advertisments of poular brands and products 

with the prespective of Islam. Firstly the paper describe why ethics is an essential element in business with 

the spirit of Islam. Then it describe the outdoor advertisement practices with the essence of Islamic system 

of ethics. The resarch paper analyze the consumer offensive behaviour towards outdoor advertisement of 

few specific popular brands ( Cock, Khaadi Lawn, Chenone for Women, Denim Forever, Bareeze, Depilex) 

and how these type of advertisemens affect one’s religious perceptions and cultural values of the society. 

At the finish line, the study also draws some essential social, practical as well as managerial implication for 

businessmen and marketers. 

 

Literature Review 
 

Necessity of Ethics in Business  

 

It is observed that there is ethical crisis found in public and private sectors. There are three reasons that 

justified the ethical crisis in business. The first reason is the legal framework is totally different from the 

ethical framework or it can be said that sometimes any unethical activity can’ be considered as the illegal 

activity. The second reason was the regulated and free market mechanisms being employed by the public 

and private sectors would not have the potential to information about the complicated issues and crisis 

which have their far reaching ethical consequences. Third reason is the ethical and moral problems have 

their requirement to provide learning to the officials at private and public sectors for enforcing the justice 

and fairness. It is required that ethical implications should be ensured by the code of conduct of any 

organization.  

 
The Concept of Ethics in Islam  

 

Islam is the religion to provide a platform and mechanism for enforcement of moral and ethical values for 

all the formal and informal environments. The concept of ethics can be found in Qur’an and sayings of 

Prophet Muhammad (P.B.U.H). The ethical framework has been prescribed with five elements including; 

truth and right, justice, righteousness, goodness and piety. The practices of Holly Prophet (P.B.U.H) have 

provided us the importance of ethics and moral values throughout his life. It is said by the Holly Prophet 

(P.B.U.H). That when honesty will be lost, then wait for the Doomsday. According to the ethical 

framework of Islam, it can be prescribed that no businessman is allowed for dishonesty to gain the 

profitability. It is a known fact that Islam is the religion of peace and it never reflects its bases through 

enforcing the ethical and moral frameworks. There is no tolerance for the interference in Islam, 

incorporated by the market system. Islamic values can be considered as the framework which discourage 

the dishonesty and promote honesty in business dealings. These values can also be considered as the set of 

morals and beliefs or a social doctrine which regard the aspects of ethics and also covers the personal and 

communal assumptions in an effective manner. These have also their implications for a mechanism to act 

according to the ethical framework only. Islam as a peaceful religion covers the course of life ad it is the 

motivation or puissance for the life of people. It differentiates between wrong and right, and separates well 

from bad. The overall mechanism of Islam is to promote the morality of individual, and it is another aspect 
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of Islam that it does not only deliberate the relationship between Human Being and Creator, but it also 

elaborates the relationship between man and man. It can be said that Islamic values would have their 

implications to avoid from the unethical activities and also enhance the implications of ethical framework 

through an organized manner.  

 

Outdoor Advertisement and System of Islamic Ethics  

 

There are two major economic systems enforce in the world as Socialism and Capitalism. The main focus 

of capitalism is to provide governance to the individuals for performing the actions. The objective of 

capitalism is the economic development through profit maximization. Socialism on the other hand provides 

respect to the all involved authorities; individuals and entities. Islamic economic system is different from 

these two systems, as it stressed on the ethical character of human for its all life aspects including trade and 

business. The ultimate goal of this system is not to gain high profit through providing loss to the other 

individuals, as it has its goal to promote or respect the intentions of others by considering it as the key to 

success for this life and after it. In a contemporary environment, it is observed that public and private 

organizations engaged in such types of promotional activities which adversely impact the cultural and 

social norms of Islamic Ethical system. In an Islamic environment, individuals are expected to act within 

the boundaries of Shari’ah as to ensure that all the activities should be performed by considering the ethical 

framework. The role of Islamic system in a contemporary business environment, is to promote such values 

which can limit the businessmen to act in an ethical manner to make it sure that there is no any type of 

misunderstanding being created intentionally.  

 

Unethical Outdoor Advertisement  

 

Controversial outdoor advertisement creates sense of offensiveness, disgust or distastes the image of 

company in customers’ minds. There are three classifications of the controversial outdoor advertisement 

including the concepts sexual practices, religious prejudices, and political views. The controversial 

advertisement would have such potential that creates clash between cultural values of different societies. 

Thus it is realized that managers prefer to use appropriate tactics through which they can avoid distracting 

the whole community. 

 

Attitude of Consumer towards Controversial Outdoor Advertisement  

 

The advertising practices have their significant potential to impact the norms and values of the community. 

It is realized that these advertising practices are required to be enforced in such a manner that they can 

position a good image of organization through effective implementation. The role of religion is significant 

to respond to the offensive advertisement as it is observed that controversial advertisement is not a good 

idea to be effective in Muslim countries. It can be said that if any product is being advertised through 

controversial methods, it would not be able to attract the customers, or it may distract the customers 

through creating a negative perception of company.  

 

Conceptual Frame Work 
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Research Methodology 
 

Subjects (N=300) for this study and subjects were recruited in Bahauddin Zakariya University sub campus 

Sahiwal, Govt College University Faisalabad sub campus Sahiwal and Comsat Institute of Information 

Technology Sahiwal. Out of 300 respondents, 100%  were the Real students from Graduate schools that 

mentioned above. Among them, 65% were male and 35% were female.  The degrees they sought varied 

from bachelor to masters.  

 
 All subjects were conveniently divided into 3 groups: (BZU) N=100), (GCUF) N=100) and (CIIT) N=100. 

See Table 1 for BZ|U data analysis and Table 2 for GCUF and Table 3 for CIIT students.  

 

Table 1: BZU Participants 

No Gender Quantity 

1 Male 60 

2 Female 40 

 

Table 2: GCUF Participants 

No Gender Quantity 

1 Male 65 

2 Female 35 

 

Table 3: CIIT Participants 

No Gender Quantity 

1 Male 70 

2 Female 30 

 

Research Design 
 

Researcher used experimental design for each group.  Religious perception was the 1
st
 and collect answer 

about the religiosity, and other was the Outdoor advertisement would increase offensiveness. Consumer’s 

level of offensiveness was the dependent variable toward popular brands. Researcher used two 

experimental groups and a single control group.  The experimental groups consisted of Group A and B for 

religiosity and outdoor advertisement, Group C, the control group, the level of offensiveness.  

 

Measurement 

 

Above tables show the result of variable used in this study.  Question was on the basis of five point Likert 

scale. Questionnaire was about the knowledge of participants and previous knowledge of variables. 

 

Findings of The Study 
 

Reliability 

Table-1 Reliability coefficients 

    Scale    Chronbach’s alpha coefficient Items  

Religious Perception                0.899     11 

Outdoor Advertisement                    0.822                  07 

Level of Offensiveness                0.828     06 
                

This table shows the reliability of instrument with Chronbach’s alpha values and endogenous variable 

shows 0.899, 0.822 and exogenous variables shows the Chronbach’s alpha value is 0.828. 
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Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .410
a
 .168 .145 .38209 

a. Predictors: (Constant),Religious perception, Outdoor advertisement – Consumer’s level of 

offensiveness 

Above table measure the total impact and variation of data from independent to dependent variables. 

Table shows the results as Adjusted R is 0.145 and it’s indicating the variation in endogenous variable 

and its due to change in independent variables.  

 

Coefficients 

Model 

Un-standardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

  

(Constant) 

 

5.402 

 

.384 

  

14.059 

 

.000 

 

Religious 

perception 

 

.019 

 

.044 

 

.035 

 

.433 

 

.666 

 

Outdoor 

advertisement 

 

.235 

 

.058 

 

-.335 

 

4.053 

 

.000 

      

a. Dependent Variable: Consumer’s level of offensiveness    

 

Above table showing the results and beta value is changing from 0.035, -.335 to t value 0.433, 4.053 and 

significant level of 0.666, 0.000. Value of standard error is 0.044, 0.058 with t value 14.059 and has 

significant level of 0.000.                   

          

Conclusion 
 

This study qualitatively investigated young consumers’ perception regarding religious. This study has 

attempted to assess the level of offensiveness of consumers towards outdoor advertising campaigns of some 

selected controversial products and their advertising appeals. It has also seen its relationship with religious 

intentions of the consumers and their gender differences. The results of this study are of great importance to 

the organizations marketing their products in Pakistan as well as to the advertising agencies that prepare 

and launch advertising campaigns for their clients. This study highlights the fact that cultural norms and 

values of a society play an important role in shaping the attitudes of its people. 

 

Managerial Implications  
 

Customer loyalty always remains a prime concern for business organizations. International marketers need 

to know about Muslim cultures, their ethical system in order to become successful in Muslim countries. A 

case study of Egypt concludes that an Islamic appreciation of products and services offered by international 

marketers can acquire greater acceptance in Muslim majority countries of Asia and Middle East.  

International marketers and managers need to be aware of the religious perceptions of the consumers in 

their target country in order to become successful in marketing their products and to gain public 
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acceptance. They must be aware of some important and sensitive ethical issues (if they exist) which may 

make their products controversial in the eyes of the consumers and create offensiveness. 

 

Social Implications 
 

This research identifies some important ethical issues in advertising that are contradictory to the injunctions 

of Islam and have adverse impact on the mindset and behavior of the new generation by putting them away 

from Islamic moral values. In the long run, it might have an impact on the lifestyles and cultural values of 

the people in such a way that may not be acceptable to Shari’ah. 

 

Limitations and Future Directions 
 

This research study was limited to Lahore city of Pakistan only due to time and cost constraints. A larger 

sample covering all the four provinces and major cities of Pakistan could produce more reliable results. 

This research has adopted a general by taking the opinion of the respondents about some products that are 

considered controversial among masses. A more focused approach may be adopted in future to judge the 

opinion of consumers about some particular advertisement. 
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