The TARES Test: Five Principles for Ethical Persuasion

What is the TARES test?

T S
It's a five-point test for what the authors call ethical St the MESSAGE m| Toerme commion GooD
persuasion. Published by Sherry Baker and David L - T
Martinson, the TARES test seeks to establish robust A E
principles for ethics and support the creation of a AUTHENTICITY of the PERSUADER [ EQUITY ot the APPEAL
more ethical approach to persuasion, particularly ’
commercial persuasion such as takes place in the . S

marketing process.

The TARES test consists of five principles: truthfulness, authenticity, respect, equity and social
responsibility. The authors offer checklists of questions for each of the five principles that help
the marketer explore their implications.

The TARES test can be particularly relevant to political commercials but keep in mind you’ll be
using it as a member of the audience rather than as the marketer, for whom it was intended. In
other words, those who write political commercials should be using the TARES test. Since they
obviously don't, the audience will have to use it.

Truthfulness (of the message) examples

o Is this communication factually accurate and true? Does it lead people to believe what |
myself do not believe?

o Has this appeal downplayed relevant evidence?
Authenticity (of the persuader) examples
¢ Does this action compromise my integrity?
+ Dol feel good about being involved in this action?
e Do I truly think and believe the persuadees will benefit?
Respect (for the persuadee) examples
o Is the appeal made to persuadees as rational, self-determining human beings?

e Does this action promote raw self-interest at the unfair expense of or to the detriment of
persuadees?

Equity (of the persuasive appeal) examples
e Am I doing to others what | would not want done to me or to people | care about?
o Do the persuadees know they are being persuaded rather than informed?

Social Responsibility (for the common good) examples

o Does this action take responsibility to promote and create the kind of world and society
in which persuaders themselves would like to live with their families and loved ones?

e Have | unfairly stereotyped society’s constituent groups in this promotion or
communications campaign?



Tablea 1
Tresthifulness (of the Messapge)

Is this comanundcation factually accurate
and tnue, and also srithfAil? Does it decetve
others either overtly or covertly? Dioes it
laad la ko believe what I myself do not
believe? (Bok, 1989, p. 13)

Is this comamruindcation consistent with open,
sincere, and honest commuenicagion? Is it
responsive to the persuadees” human need
to hawe truthful information b0 imform thedr
hife decisions?

Would I feal that this communicaton was
truthful and nondeceptve if commuenicated
to e in this combex?

Is this commmundcation substantally
complete? [hoes it satsfy a reasonable
person’s requirements for inkfonmation in
this situation? (Klaidman & Beauchamp,
1957, p. 33)

Have compari=ons betwesn alternatives
been presented inan undistorted and
truthhful manner? (Cooper & Kellehar, 20040

Has this appeal downplayed relevant
avidence? (Cooper & Keallaher, 2000

[f this message communicates only part of
the truth, what are my justifications for
disseminating this selecHve (Incomplate]
truth? Are my omissions meant o decefve?
{Deaver, 1990, pp. 168-177)

Am 1 creating a false image or a false
impression with selective information? Will
the pecple recelving this message kel they
have been decetwed if later they leam the
whole truth?

[= the information withheld needed by the
ausdience for their oawn chodces and actions?
Will mot having this information result in
any hanm? (Fitzpatrick & Cauthier, 200000)

Will people have reason to question my
honesty and trestworthiness as a resul of
this comimunicagion?

What can [ do to ensure that this persuasive

meassaga is truthful?

Tabla 2
Anshenticity (of the Persuader)

Does this action CoMpromise my integrisy?
Does it comform to my highest principles? I=s
it bruse b0 my best self? Dhoes bt conform go
my religiowss convictionsT

Does this ackion arise owt of noble
mitentons and modvatons? (Cunningham,
Iy Although | may have the dght bo do
this, is it the right thing to do?

Do 1 personally belisve in this produce,
company, service, event, kdea, causa? Can |
support and advocate it wholeheareadly
and in person, including to0 people T know
and lowve?

Would I openly, publically and personally
be an advocate for this causa? Or am 1
hiding behind the anomymity of a
promotional campaign or the work of
others?

Do 1 feel good aboast being involved in this
action? How will I feel if others find out
about my partdcipation? Aan [ willing g0
taka fuall, open, . and personal
responsibility For this actdon? (Walse, 19699,
PP 127-12E)

Do 1 trusly think and believe that the
persuadess will benafit (o will be dodng the
right thing) if they are persuaded o act or
think in the ways thas this perswasive
commumicasion suggests they should?

Is the motive of my action or
commimmbcation {or of the secret [ am
keeping) to hurt, deceive, manipulate, or
use others merely for my own or my client’s
purposes (6o the detriment and at the
expense of the parsuadees)?

What is the mile or maxim on which 1 am
acting? Is this rube justifiabla? Would I want
athers to follow the same nule in similar
clroumstamncesT

Wiould 1 idsally want to live in a world in
which people routnely engagead in this
type of acdon? If not, what is my
justification for engaging in it mysalf?

What good reasons and justifications do 1
hawve for advocating this prodsct, servioe, or

causa (other than purely self-serving
TEASOMmS T

By engaging in this action, am | cooperating
wiith evil or encouraging or requiring others

o do =0? (MMartinson, 1999, pp. 120122 )

[hosas this action properly and appropriately
{without hurting others) balance iy
loyalties in this situaton to salf and
conmsclence, employer, society, hiumaniey,
clients, supporters, stockholders, profession
and professional colleagues, famdly, Friends,
and others who have treated me well?
Hawve I purswsed a moral sdeal with inbagrizy,
despite the bohavior of others in society or
with whom I wwork? Am | taking
appropriate responsibility for the moral
conmdusct of the organizations with which 1
work? (Raper, 1999, pp. 123-125)

What can I do to conduct myself a= an
authentc person in this situation?




Tabla =
Respect (for the Persuades)

Is the persuasive appeal made to the
decency in pecple? Have | respectad the

recedvers of this persuasive message by
appealing w0 thelr higher inclinations and

their basic goodness, by not pandering,
exploiting, or appealing, &0 thedr lower or
baser inclinations?

Is the persuasive appeal made o
persuadess a= rational, self-determinimg
being=? Does it facilitabe persuadees”
capacity to reflect and &0 make responsible
cholces aboust their livesT

Does this acton conform o my own
religious convictions, and o religions
perspectdves that people shiould act wisth a
spirit of caretaking and owing kindness
towrand cthers (Christans, Fackler, &
Rotxoll, 1995, p. 19).

What ethical responsibility do [ have for the
people I am targetng with this persuasion?

What can [ do to be more respactful of amnd
mone responsible g0 the people 1 am
persuading. and all others who will be
affected by this persuasion?

Doas ghds actbon Of CoMEMunicaton respect
the persuadee as a human being worthy of
dignity and respect? Have | taken the
righss, interests, and well-baing of others
inbo consideratkon as masch as my own?

= the quality of this information adegquabs
b the information needs of the persusadess?
Damas ghis persuasive message facilitate the
persuadses” capacity to act well (Le, g0

choose, speak, vote, or purchase well}?
{Ceenningham, 2000

Will the persuadees benefit (will they be
dodng the right thing, for themselves and
others) if they are persuaded o act or think
in the ways that this commumiCcation
suggests they should?

Dieses this action promote raw self-interest ai
thie unfair expense of or to the dewrimens of
persuadaes?

Daoes this persuasive appeal contribute to
understanding. consideration, reflaction,
and valid reasoning, and facilizate
informed . free—will assant and conmssns?
(Cunningham, H00)

Tabla 4
Equuty {of the Persuasive Appeal)

Is the conbaxt, nasune and execution of this
persuasive act fadr? Is the power of
persuasion used fairly and juestly?

Would I fesl that the persuasion in this
situation was fair, juest, ethical and
approgriaba IF it were communicated to ma
or to people | know and love? Am [ doing
to others what [ would not want done to me
or to people | care about?

I5 this a persuasion that should not be
made, considering the persons and
ciroumstances involvad?

Hawve 1 unfairly targeted specific (or
wvulnarable) asdiences and made cdaims
outside of their ability to understand the
contaxt and underlying claims of the
commmunicaHon? (Patterson & Wilkins,
1998, p. &3.)

Do the receivers of the message know that
they are being perswaded rather than
imformed?

Has this ion taken unfalr advantage
of a power differental? (Gauthier, 2000

[= there parity in this situation between the
persuader and persuades in tenms of
information, understanding, insight,
capacity, and experience? If not, have
accommmadations been made o adjuse
aquitably for the disparitdes and to level the

playing fald?

Do persuadess understand what [ am
claiming my product / service /. company /
positon is and can do? Are thay able to
assess these claims fully and rationally? Do
they thorcughly understand the costs and
potential harms to themselves and others of
what | am advocatng?

I= this persuasive appeal sensitve 1o the
nesds, inberests, concemmns, and sensibilities
of the persuadess? (Cooper and Kellsher,
2000

Drsas it allow for both reflection and
counterargument? (Wilkins and Christans,
20040}

Wihhiat can 1 do > make this persuasive
appeal more fair and equitalle?



Table 5
Social Responsibility {For the Common Good )

Dwoes this acton recogniize the
interdependancy of persons i society, of
persons as comamunal belngs? (Christians
et al., 1995, p. 337) Is the action/
comumunication responsible o individuals,
society, the public, and the public interess?

Will the product or issue | am promoting
cause hanm o imdividuals or w0 society ?
Does this action conform g0 the ethical
reguirement to do no unnecessary harm or
to prevent harm?

Has this action’s potential negative impact
on individuals and the common good been
taken into account and responded to

appropriately?

Does. this perswasive CoMmumiLnCation
promote {or strain} understanding and
cooperation among constituent groups of
sockety? Dhoes it enhance or deplete public
trest? {Bok, 1969, p_ 35)

Will this acton (or not having this
information) cawse disproportonase hanm
LD any PEFSOn, Erap, Or mterest?
(Fitzpatrick & Gauthier, 20007)

Droses this action take responsibility go
promaobe and create the kind of world and
society in which persuaders themsalves
would like to live with thedr famdlies and
lowed omesT {Baker, 1990

Hawve I legitimately and fairly participatec
in the marketplace of ideas such that

competing kdeas fairly can be haard and
considered by the ? Hawve I
considered the responsibilisy to fadrly
represent issuwes and to allow and foster
public considerasion of altermative views?
(Moyers, 1900

Have [ taken seriously the challenge of
defining how 1 can positively serve the
interests and views of the traditionally
underrepresentad in society? {Martinsom,
1998, p. 148)

Hawve | unfairly stereotyped constituent
groups of soclety in this promotion
comamundcation campaign?

[Dkas this parsuasive comumanication
elucidate issues, dispel confusion and
ignorance, and encourage public dialogue
based on truthful information?
(Cunningham, 200




