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such a business venture. I think they went away thinking about the issue differently. 

Ihaveanidea: Did you complete the project? 

David Berman: No, I rejected the assignment. However, I didn’t just send them away: we 

discussed the deeper issues first and I believe we both learned a lot. 

Ihaveanidea: As some agencies may push their employees to push the boundaries of 

convention what 'rules' should creatives use when their executions risk 'crossing the 

line'? 

David Berman: Design and advertising can improve a product’s attractiveness, and to be 

noticed through the clutter, one has to make a product stand out. But this should all be done 

in good taste. Don't use "cheap tricks" to attract an audience: visual representations that 

mislead about the product’s benefits and attributes. Using such tactics will not only hurt the 

credibility of your work and the success of the product … but in the long term, the design 

industry as a whole. When one is truthful, you help to build better relationships with the 

consumer - which can be more profitable over time than a ‘quick buck’.  

Ihaveanidea: Advertising may be seen by many as a manipulation of the truth, and a 

creation of false needs and desires. How can the advertising community change the 

perceptions of the industry (of marketers - who can be seen as almost 'shadier' than 

used car salesmen) into one of trust? …or is "the business of business is 

business" (Milton Friedman)? 

David Berman: Advertising supports marketing as a business function. The marketplace 

works because advertising exists and has existed for centuries. I'm more concerned with what 

Naomi Klein calls the “brand bullies”: those companies that push their brands and products 

onto an unprepared public, often in developing countries (such as Coca-Cola in Africa). 

Ihaveanidea: Can one be both a success and ethical or are they mutually exclusive? 

David Berman: Absolutely, in fact ethical behaviour breeds success. To be a successful 

creative, one must have a poised presence: confidence in your ability to come up with 

something wonderful right away, unclouded by internal struggles in your own psyche around 

your methods. And ethical business is good for your clients too because their results will be 

longer lasting: and successful clients lead to successful designers. 

Ihaveanidea: How does the GDC help promote advertising ethics to its members and 

to the advertising community at large? What steps have been taken to date? 

David Berman: The GDC upholds its Code of Ethics. The GDC also created accreditation for 

graphic designers in Canada, here in Ontario, which includes rules of professional conduct 

linked to provincial law. As ethics chair, I am available to discuss the subject of design ethics 

with business people, designers and the public at large, as these stakeholders often have 

questions. Various countries worldwide are examining our Code of Ethics as a template. 

ICOGRADA (International Council of Graphic Design Associations – http://www.icograda.org) 

has suggested our code as the standard for countries that are in the process of developing 

their own. 

Ihaveanidea: On the global stage where does Canada stand in terms of ethics in 

advertising relative to other countries? 

David Berman: We’re way up there. Canada’s cigarette advertising legislation goes further 

than anything that has come before it, and is applauded all over the planet. Naomi Klein, 

Canadian author of “No Logo”, is a best seller worldwide. Robert L. Peters, the president of 

ICOGRADA, is Canadian and he has been involved in a not-for-profit organization called Design 

for the World (http://www.designfortheworld.org) based in Barcelona, Spain. This initiative 

was founded by ICOGRADA and its equivalent global organizations in other design disciplines 

and involves volunteers working with large corporate donations to do good where leading 

global social organizations (such as the Red Cross, World Health Organization,…) identify the 

need is greatest. 

Ihaveanidea: What steps can young creatives take themselves to further promote 

the use ethics in advertising? 

David Berman: Get involved today - don't wait. When it comes to finding the balance 

between one’s work and professional life, many wait until they’re established. By then they’ve 

got mortgages and kids to worry about. Do it now: follow your heart. You may be scared that 

you could lose that job or contract, but what’s more likely is that you’ll earn respect when you 

decline to do certain work because it doesn’t fit with who you are … or who you want to be. 

Ihaveanidea: Any last words to our readers who may be faced with an ethical 

dilemma in their career, as many undoubtedly will? 

David Berman: When you’re not sure about a message you’ve crafted, as yourself: could I 

look someone I love straight in the eye and deliver this message without flinching? If not, find 

a truer message. Your work and home life shouldn’t be separated by a moral standpoint - 




