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The Printers’ Ink Platform of Advertising Principles
We affirm the vaznimm,mﬁ. forth below as essential to the welfare of the public and all those engaged in advertising.
_ 1
We believe that the primary function of advertising is to inform the public of the attributes of goods and
services and to induce their purchase. we deplore the use of advertising primarily as an instrument to dispar-

age a competitive product or service or to attack the truthfulness of noawmnnﬁ claims. Such abuse of adver-
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tising tends to destroy believability in all advertising claims and to cause grave damage to the American systeni
of private competitive enterprise.
2
We believe that the sponsor of the advertising message has an especial responsibility for the content of that
message. We deplore claims of fact that cannot be verified by objective tests. Anyone using the advetising

message to mislead, confuse or decieve the public is acting irresponsibly and to the detriment not only of his own

advertising but of all advertising.
3

We believe that advertising is a social force for the public good, and we support advertising that contributes

to the general welfare of the public. We deplore advertising that does not adhere to generally accepted standards

of good taste and morality.
4

We believe that all those engaged in advertising should work together in the public interest and in their own

interest to advance these advertising principles. We shéll_ therefore lend our best efforts to further every move-

ment designed to preserve, elevate and implement these standards.
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