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FETT ITTIHT GETT ISR

TS faoedt, 9 979, 2022

BT, . N-25/4/2020-FH T (GofY.).—Fes=r TEHTe, STATHT S0 Tfafaaw 2019 (2019 7 35) #HY &mer 18
FTRT & TRl &1 THNT X gU, Hald STHIHT A&7 ATTEHeor FHeaT 31 918 s & Famor oiw 39 f&smot
T IS e & forg Fafated antest® fgia ST #3dt 8, Jeaiq—

1. wfer A 3 TRH— (1) =9 Arteds Rrgiat &1 "@fery ama g fFsmaet w1 farr ¢ g st
forT qutRa wrteets fRrgia, 2022 2

(2) T TSI § IF TR AT A T g
2. gfRamaTd — (1) =9 Arteets Rrgidat §, S a & dasf & sregem srufera 7 27, -
(F) oAt & IURT Heerr afataaw, 2019 (2019 FT 35) fa g;

(@) TAsTEETarT ¥ UET FrE SAfh ATNNd § ST 9T a9 6 YA AT T 6 ATEAT | A9 TF F 6,
IcqTET AT FATA F Fow T 7 F@rar a7 & forw A==t 1 e, Ieamae o ysiferg war g =i za+9
UH |, ITATE AT FATA % FAf=Tar sz Far wyarar afFqfeq 8;

@@ AT iR & T S SR, AT wrae T g S At i fRwreT # 3iT Ieare we A
AT 7T FHII AT o o o1 o Haiford &amd war 2T 2

3881 G1/2022 1)
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()  qETES AT | uET S st @ SEE AT, Sehe A1 497 w1 STHEATS B AFE FIA 6 o
T FHrAa o7 fowa F forg seetia B S 2;

()  "aTAE" FT Fer AT ATAYT g ST AT =TT (FThi T 3@ S qeeon) srfafaas, 2015 (2016 7 2)
#¥ &TRT 2 % @ (12) F srefie ufearfua g;

() "TSiEAEAT § HIE S T qE AT FIS Fer aieatera & S F wrer, Sears A1 F=r 1 g9 fHeme
# F 72T 7, St v, fream, Fehd ar sqaa 7 saer UHT BSre 2qr 9 ted gt 2l

() "HAT YETAT" " UF AR, ST AT STTREHAT w1 T Erawor £ 737 T84 F3ar g, Tt )

) gearr e & 91, Soe v "9y % forg fEEme st g, e e &fE g s
gfaatera a7 [Etaa g, AT stave a1 e aiE=mT g & var Ferisd #3597 & @@ o= qme,
IeqTE AT 74T % forw g, Sraewr fBemae f&te gy syhafug ar Fefea =5 21

(2) I <TERT ST AT, ST T AT § T @ [ohg TLATHT qel 2, S ATATAT § qATT 8, 39 agl o2 g,
ST 39 sAferfe=m 7 £
3. AR AT — ¥ wrierT fgia Metertaa 97 ang 2h-

F) Tt T =Te 39w w=, &9 G a7 qreaw 7 o 2@,

(@) e AfFwTET, F&@r verar a1 ST, S ', Scars a1 q9re s #7 Fuw g 91 w6 GEme
STHRTOT AT TYTFARAT (STHhT HAT UH HISA, ITATE AT FATSAT o6 T o Forw A1 STt 2

4. T s g7 RAfgmT=r Bemue ¥ g ad — (1) Bt s i Bfems 91§ arres g7 so, =i -
(F) =T T ST SHTHAT TF F T AT |

(@)  Wg 3UTe HT TEFRAT, aATiE AfEHTar a1 SAragtiad ITARAr a7 qwdr A IE9= AT AT AT FET-
FETHT TATHT ITATHIAT HI THITE gl HdT;
(M) =g fESTaEeTar & wware & fEferee faerar & w0 7 Ffdr gy SudArEave f YE ATawe i e qd aat
FAT;
()  Tg gATT Tal &ar g % FFFmaat § B rw arat w araeiies €9 9 e By s, 7fw 0w @iy
Tetaa gi=a a1 aAT=F T H Agca ol Ha9E g;
(T.) TG STATTHTISAN T AT GLAT T IeTeh TXAT o ToIT ST T THid 3T HAT % JT¢ F AL qol Ham
7, I 3 AT 91+, 3T AT HAT FF LA | [AFA WA
(F) T GEATHET Far € & UF T ST 0T ®T F THI0T qel g0 &, g Trer &l [ Fu-aeg 9% g
&, STHIHTA T [ALE Tl Fd &,
@ e T o o dr Rl fBfY siv so% aefim awmo o et i et § safSe sudet
AT FEAT &;
(2) 37T (1) ¥ st Y ama % g gu oft, af3 7re, seare o7 et & a2 fme uw At siv faer s
T, Ffe B s arg a7 ara F1 @ F § w9-wl, seee § =% gl g, a1 UHY ey # gE 9% 3
AT Argidi & e A #i1 sfafesm 981 #7 a&dT g, T —
(F) TET FTET AT ATaT AT S F fafery A gy W A § 94w g
(@) AR FAwedsti FT STITd THTIaIT T 13 ST F Hav ;
(1) TESTIEETAT T STHTHT T FHT AT T FA & o7 AT FHars ol 8l
5. AT s & forg ord — e s Meaforted o|t & @ S, st —

(F) vET s A= A4Ter, STt AT AT AT TEATEd FrHd 9% a9 i ST g9raEr F f{Ar /e, scarat
T HATSAT T FF FTA % 7T ITTTHTSA T JATH T FITALT AGT FHATI
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(@) TF fEATaeTar a8 gt Fa 6 U8 @ & o0 g arel J0 w1 Q2 F & (o 797, IeATat a1
EEIEIEARPIE I e

(M) UE fastTae § e srgre oo g S fEAsraErr w1 72 A w3 F forg g % ag st aamfy F
e i Sfra 7 & fAsfod Awrer, Scorat a7 Farst i argid #T § 9w 71 g1 q9dr g, oY fFew =

(i) =T srgETiad AT gl & srfers 8, 97 UE s Trw F39 5% Arer 77 Sarsl w1 w@iw 10T g

(i) =t =T &1y gt 7T F T eiwor #7347 g, 97 vH EEe § wrg w9 9 FEeive grm; ¢

(i) U AT AT, ITTET AT FATHAT it Iuredr U AT e, winiers Meee ar s S ofF 2,
T ATT F¥eh STHATTHTSA T TG Al BT,

() AT AT IUSIRISH T AT, ITATEE AT AAT3A F Farel H arorre st Rorfaai & a8 § 97 37t Sueteerar 7

FHT % AT T [HITE Aol FIAT & ATrh STHIHTAT FI UH ATA, ICATEL AT AT HT T FTo1e feafaat &
FH AqFA FATTAT § T F & forw Ia Fomam s 791

6. TATF s A afafg a1 — (1) FrE A< &= 3 srreaer [smae 39 97 ar "qaret & o T8t

B sro e e f@ter g s wfafvug o Fefea 8, ve afowy a1 Ry s= g1 o J49me &

ST S T IAT FH g7 Al &¥, 3T UET e gt w6 @S ey awq v gar & forg g S

o= f&fer g wiatug = A&taa 78t 8

(2) Tt FE=Tae &7 YT AT AT srreaer fEasTa e /T s, Jfs —

(F) TET FEATIT STATHIS T TAeT IT TAAT €T H SR FdT § AT TATT adT & 1% Tg AT, IcaTa 7 94T %
foro e 8 et fsmaer fafer g whafug = et g;

(@) TET AT UH AT, I¢ATE AT ATl & S et J7e T 919, AR, 3, SS9 16 3 Teqia 7 STTRT HLam
g S fasmoe fater g whatug 21 etem 2

T AT AT ATH IT FHAAT 6 ATH A ITIRT, ST AIA, IS AT HaT 9¥ AT A0 2T b1 &, Sreenr f@ame
wfafug a7 et 8, Taargs Fsmoe a1 sreaer f@smue 9 /Er S, afe vEr Game anedE
frgiat & Suafifa ITae  STaTe =T Araraofi 987 81
7. g Trat &1 RS - uF e qrar @ ge -

(F) T ATA, IATE AT HAT 9w, BAT T9° 91 UF o7 [[egai & I 7 quia qg1 Far gie et
STATHAT T UH FEATI ST FAZT 3 AT VT 7S F TG 6 [0 ST & Fa § AIgrd anrg 7 {39
Fg AT ST FHIAT 92T 2

(@) 39 YTaaEdr it TAT AT T FIT ST T ST FT UF [7:900F TEATIAT F ATH 3314 6 o7 T FeAT
g

@) oY AT, SeaTE AT AT F ieew g w7 AviA T2t AT ST e

(i) ST F UH e AT, ITIE AT HAT AT AT, TRISRT, HHATS AT TATEA F 0 g FwAT
TEATE;

(i) W, ITATE AT AT AT HHT AlGd ATHAT hl AT, ST HIE ITHHT TEITTAT T ATH o 6 o0 F:7
FET, F FET far @ 8, e zaw & Ser uH gt o= & ana § saEataa wee ®
gy g% & A

(i) ToReft STTIERT ST TEATIAT T ATH o % o0 7 T30 ST aTer 971, ST AT FaT T I[orat 31 917
T FH HT 3T =T 2

() TS F UF T AT {79005 & &9 H FfoTq qg1 T FfS UHT qcd Tohol fi9d | gHeaford gl
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(2.) 'T:4[7F STIT &8 T ITANT "HAME AT T TH ATIH' STE TEqra a7 Fhelt UF T€q19 & 90 Fieed & 0
Tet w3 e forw v araeft T w7 it sraeThar g

8. Igi WX Afeaa Ramam— (1) agi #1 darferd a1 Afead 1 ITHT ITIRT F a1 famra=t § ot semer
REUCILE
() Fgi * forw STl (TdwATH) B T a7 GG T Aq@T FIAT, TIATRT FAT, TT FAT T A=
T H FIHIT FHIAT;
(@) Fgt it srqsragar, Freaaeiaar a1 [s7 & 9ra=T #7 a1 39T,

@) ot wrer, SeuTe AT AT Y FFAuaret w79 9 q TET-Aerwe 997 FeAT s g UH 7T, 37 AT q4T
£ sraTEatas® sveArat  via arwfq 2f;

() ST F ATEE TTEeT 7 ATATEE AATE F forw gt TATeAt it AAaE’ FAT AT UEHT TATA FT Treared
FAT,

(%) fosmow # =g =@oa g1 f 7fs agi g Bt 91er, Scare 3t §41 it @48 37 IAHAT ITANT A5l (63T S[TaT g ar
I IUGTH I AT A T 517 Hgqd FId IT FHF AHT g AT BRI g 6T FATaT 2

(F) TGl T FIS ATA, IATE AT FAT 7 FLA o (oI0 TeqeT Trearge AT AT 36 ATaT-O4T, SASrsqrashi a1 s
FREIT T I o0 AT, ITATE AT TAT FF FIA o (o0 TgHA FHAT EATIT g,

(=) Bt 7rer, IeaTE AT Far i FrHT F R R g9ie F Oy e 7 el S fFOw FT SuANT FAT,
stgt U famraet # stfafes e =t g9 afvafea gt

(S7) TETE AT AehTg- AT Iearai Afed el qeaa g9 fater g gfafvg ot & agi v fear;

(=1) UF IcaTRl o forw =, "@9d siY RAwT F & % st wr waiia wwar, e Gt @At F adie ve
=TI & forw T Aqradt it ST9eT gt g a7 fSivg ag1 1T &7 A5l (A7 ST T &;

(=) =gt F foro fenfta soaret F s, fRorarstt s wrfaares & g9y § Aot 539 i areafas stae i
g It 3fi¥ FeudT F = FqC FT FiST AT,

(2) faue fFT ST T STUTE & START &3 U AT 99 g1 YT 6 S arel aeqall #l Je-agrwe a9
FAT;

(3) e\t Tyt & Wiq agt T Hegaefiadr w1 BT IS 377 Tg TTL FIAT gIT 1o 3T Aiar<y et O
FH F 2 AT # 69 g2 9% 7ag S0,

(F) 39 TATH T AT 4T O A0 o1 % forg @diamey it 0T gIel g 3T T8 agi F Sariad a1 Afeaq
G T & forT geger Sreare o Strar 2

() famT freft fafemme y\Tor S oate S=rfes |1 % qrET A & @eiud seare F 39T 9 gl av
AT eAFAT TET AT STHTTLOT AT I TS T2,

(o1) TRt APt ST T g7 wa i w7 7 siY a=rEe w7 vy fhu feEr, G off e ar gwor
Teeft TTA/HTART T ITAT FAT,

(@) F=rfercaT Taret, zarst, W e, T SuFon, JaTas e, 9T, AT Hiedfed Toiel ST agi &
AT T ATt Ty  forw gfade qeas 10 gae Femet afgq Saa=re areqwi § qeriaa
ST
(2) Igt =T Fartea 31 Afead Rt ot 91er, IeaT= A7 ATt % Asra 9-
(F) TET 2T AT ATRY e agi # o7 i FoRrens gia w2

(T) Tg ATATH Al 2T AT 3 UHAT /I, ITUTE AT HATT AT A /ATEA T IS & Igav g, [oraahT ag STHART
FT THA 8,
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(3) siwEe & forw fasmae e oo, wtatae I &fiw U =1 @ i 97 aftafoq €, agi & foro a7 f@ow = 9
FFI F orT a9 F9e 9% FrdwT F < fAsria 71 fhw s

(4) 1 ot A=Tas ST St w7 fOAT sraeTswar F 6, IS AT AT GRS 6 o =TT SUgTe Y| FaT g AT
AT STHIRRTATE Tl ALTAT <dT &, Tl garcarad FHaT ST

9. fafdr gror wivfg fReTM- == awiests fgiat § == swaftta whafug et F sfafes, fet f o e
FT srqAfa AT & AT, ST I /I, IATEr AT FATA F "qag § e, Mg s wywrtom G o g, e
Feawg wa et fafer & stefi=r a7 o stehier s=m 1o gt R = Rt & srefie soarfea, fesfra = ye=r
T st s 8 o R fEarfa s & sfafug e )

10. AT <9 Frgiar &1 Bt o= @t F sedisor & 7 ger- et O Bsmow v 39 ofoe sfafaaw, 1978
(1978 =T 37) 3% Faet aeittaeie deas (fAffage) srfafa=ra (1995 =t 7) =1 55 srefiq a=mu sro Rt ar iRt
Tfed TeawT T T o= fafer & srefiwr fAfaafa e sTar €, =7 aniesds faiat 9 satds suay, s et
& U At =we & afafs g o 39 oo | 981 ghn
11. Fasma= ¥ Ry 1w sredtsReeT, (1) s § SRt -
(F) U FBETOHT § R U aTa T e AT TSTRIOr 7 Gl g, AT AN o AL § UH I o TTSEHIIT  HH
H g AWTAT FAT THAT § T AETSAT HT THIHTT FT qohaT &, Fhq TH sredismor & f&sm" # o w
ATTd® a9 T G4 AT AFATIARTAT T FAqTT T0 {&T H290 F Ged 7 Fheft IUTRT ZIT I AT Hdaq
FTET § TEAATS TR0 T 9rsat o ersashrer o1 | Tiade A8l fohar Sroam)
(@) fasmoe ¥ fu o et 319 & Hey | ggcaqul STl &l [T &7 YA qal oA stroar, S 7 a7
srquterfa & s 99 g1 9aT g AT THE ATAATAH ST FT T qhaT 2|
() et fosaer & FoFT 0 ITee <19 T S T T S3TH gl (ohaT ST
(2) FosTae & sredtareor fMeferfad sToeTslt &t 92T e, AIiQ-
(F) T STEATRTOT SHT AT H g Sy T3 fAsrree # o wa avem
(@) AEHTOT § ITART FHAT AT v T2t ZRIT ST 2T § START 63T 197 247

(1) STEATHTOT T TATT THISHT ¥ T THE 3T FLAATT £ATF I g 317 A2 ® H THORT % IHT 9 92 &l
Tt g e uw FmaET R @ 2l

() FfE T A(A9 qE T F TET FAT AT @, T AR A9 AEGT F qT UFH 61 A7 AT AT H
st T ST S fAsmoe # e o g a1 § BT T g

(T) TF AEHII TAAT L, THE T FATST 20T % T2 ATHATT 312 @+ arer saf<h St foet faor s=me =t
A g | i I i | Ugar g, w1 e w0 F TErE 2

12. fafRutar, ¥ar yemar, fRsmawerar iR fsmae sfysor F waew —saaw BFfRutarn, f49r serar, SsmaEear ar
BT st o 9% T ATt fArgid @] 21 § ag giaferd war fF -

(F) s # |+t foaworn, 2 ofiT oA S aEqas w9 F At sy o0 F 7l F qated §, THviwr
FOA | TR g, 3T T Fe STrerhor gy Tuferd gr av UE THToi &l T&qd AT g,

(@) s 39T 9mHaAt § TEa aqaeT 7 i F #q o7 g SR #3ar § et AH e | qEi #° T 0g
wq F T AELT AT LT 9T swerid 7y st et fHer T g;
() oo & foret =afh, oed o weer 7 S Haw T S, S 2|y A gere 0% A e g1

FLAT & T UH FI=F, FH AT HEAT T IUSTH AT T&ATH 34 o forg IR F2ar 8, ST 9 B fAsma=armar g
T =fE, B AT HEAT F AT STHIT T I F:T AT TE 3,5
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(1) T & TR FAT AT goA TEQIAAT RN (0 S TeAL ® F, A7 [AZATS |, AT 6 A, AT AT H, AT
ATTATRE &, ST 1 AT IATE % a1 H, 1 FAsrawarar, a1 fm s 3eare a7 feamaearar & an
H TEATE FIA T FATAAT G

(F) FA=ITa=T &7 =9 TR AT A1 AT SO 3 3 SUhTet  FreATe w1 gRuART Y AT I 9T AT T
Y FHY T BT ISTT T 7 TATST & o7 -

(i) TH AT U T A Y g9 & SEE O 99 a% i I 2 AT hiud w9 T w9 9T w1 a6
STt srfer=rtRat T ITANT B, THE FoT, IcATE il AT ol U fAga srafyr 77 Fgq fivg erg = 9
T T ST IeqTE seATia T ST 2@/ € o7 afe soure % fAfee ant A wewt F oo fAfier srafyr
FT LT § 7 T8 T2 ®T H TEIAT AT AT TEh] TL AN g1 AT TN 0T AqH ST AT s qamer
T ZHa e,
(i) =TS TH FASATIT AT TS T AT @t % o7t TS Afedt AT WER ST rRaret § AT
o % TorT T wed € 3T ST SBT3l §HTEHT &1 a9T0 Td g af 98 €98 &7 F gt T araift
R sfiT arat &1 IUATOTa FT qTreh STHHT H UH GRATRaATdl § 3T HATEA1s0 & a1 | UF daf
ST Aewer IEIoT STH 3 | qeTH F1ET S Hoh
T UH TTY AT AT ATTAATRAT TSTEHHT ST ITHAIHT FHT AATLST FIAT T ST 4T AT FAT 8, TH
o & AL TTATT & o6 F T2 €T F gIEAa AT ATTMATRIO & & H @i 970 i GFsioa 3oare % forg anfes®
T THE T FIA o &F H THA AT il TATIAT 7 21|

13. fasmaeit & guie % forg sifera v amaet - (1) B e § #12 gie o via e s aer =t
(FTRAT), AHE AT 6B & aTEdatas®, TATT TAATT T F TATT FIAT ALY, ST TZAT 67 T0 7T, I
IT HAT o ITL H TATH AT AT SATHT T AT ZAT AT T 37T T T=AAT ITHF Al g7 AT g0l

(2) STET AT gixrht, AT F AA H At g1 a1 =y e 2 arer =t &1 et g & gafaa T «ofF
BT 7 quied w8 qaoaay g7 et @fer % srefie wtaetaa e @ g, ar oa git & Gt gt o o o
B FTae & g9 F3 i SqAtd qgl & Srus|

TISTRTOT- ] 9T & SIS & forw, “faeft g & v vEr =i, S 9d 7 ANE 95l 5, AT 2l

14, FTHIAT €IS T THEHLT- ST TOiFATAT i AT, AT a1 79itha Scag & Gsm=erar & &+ s
ey AT 8 S I8 & Aged A1 fsaae iaar & TATfad 7 Jhal § i I9E0 g7 UH |6a1e &t 3fq =7 7
TULAT AT T AT g, TS LA H AT HATSF T qE & The AT STus|

15. e — == ATt frgiar & Aa=m § Gt off srerear a1 fBare % amrer #, S0 sriesror #1 ot sifow
g

fafer =y, qe s
[ﬁ?lT‘Ff 11/4/74T1./111/2022-23]

CENTRAL CONSUMER PROTECTION AUTHORITY
NOTIFICATION
New Delhi, the 9th June, 2022

F. No. J-25/4/2020- CCPA (Reg).—In exercise of the powers conferred by section 18 of the Consumer
Protection Act, 2019 (35 of 2019), the Central Consumer Protection Authority hereby issues the following guidelines
to provide for the prevention of false or misleading advertisements and making endorsements relating thereto,
namely:-

1. Short title and commencement. — (1) These guidelines may be called the Guidelines for Prevention of
Misleading Advertisements and Endorsements for Misleading Advertisements, 2022.

2 It shall come into force on the date of its publication in the Official Gazette.

2. Definitions. — (1) In these guidelines, unless the context otherwise requires,-
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(@  “Act” means the Consumer Protection Act, 2019 (35 of 2019);

(b)  “advertiser" means a person who designs, produces and publishes advertisements either by his own
effort or by entrusting it to others in order to promote the sale of his goods, products or services and
includes a manufacturer and service provider of such goods, products or services;

(c) “advertising agency" means a person or an establishment providing services in designing and
production of advertisements or other related services for a commission or fee;

(d) “bait advertisement” means an advertisement in which goods, product or service is offered for sale at a
low price to attract consumers;

(e) “child” means a child as defined in clause (12) of section 2 of the Juvenile Justice (Care and Protection
of Children) Act, 2015 (2 of 2016);

(f)  “endorser” includes an individual or a group or an institution making endorsement of any goods,
product or service in an advertisement whose opinion, belief, finding or experience being the message
which such advertisement appears to reflect;

() “service provider” means a person who provides service of any description to a potential user;

(h)  “surrogate advertisement” means an advertisement for goods, product or service, whose advertising is
otherwise prohibited or restricted by law, by circumventing such prohibition or restriction and
portraying it to be an advertisement for other goods, product or service, the advertising of which is not
prohibited or restricted by law.

2 The words and expressions used in these guidelines but not defined, and defined in the Act, shall have the
same meaning as respectively assigned to them in the Act.
3. Application. — These guidelines shall apply to —

(@) all advertisements regardless of form, format or medium;

(b) a manufacturer, service provider or trader whose goods, product or service is the subject of an
advertisement, or to an advertising agency or endorser whose service is availed for the advertisement of
such goods, product or service.

4. Conditions for non-misleading and valid advertisement. — (1) An advertisement shall be considered to be

valid and not misleading, if-

() it contains truthful and honest representation;

(b) it does not mislead consumers by exaggerating the accuracy, scientific validity or practical usefulness or
capability or performance or service of the goods or product;

(c) it does not present rights conferred on consumers by any law as a distinctive feature of advertiser’s
offer;

(d) it does not suggest that the claims made in such advertisement are universally accepted if there is a
significant division of informed or scientific opinion pertaining to such claims;

(e) it does not mislead about the nature or extent of the risk to consumers’ personal security, or that of their
family if they fail to purchase the advertised goods, product or service;

(f) it ensures that the claims that have not been independently substantiated but are based merely on the
content of a publication do not mislead consumers;

(9) it complies with the provisions contained in any other sector specific law and the rules and regulations
made thereunder.

2 Notwithstanding anything contained in sub-paragraph (1), if any occasional and unintentional lapse in the

fulfilment of an advertised promise or claim occurs while carrying out mass manufacture and distribution of goods,
products and services, such unintentional lapse may not invalidate the advertisement, provided—

(@)
(b)
(©)

Such promise or claim is capable of fulfilment by a typical specimen of the product advertised;
the proportion of product failures is within the generally acceptable limits;

the advertiser has taken prompt action to make good the deficiency to the consumer.

5. Conditions for bait advertisements. — A bait advertisement shall fulfil the following conditions, namely:-
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(@) such advertisement shall not seek to entice consumers to purchase goods, products or services without a
reasonable prospect of selling such advertised goods, products or services at the price offered;

(b) the advertiser shall ensure that there is adequate supply of goods, products or services to meet
foreseeable demand generated by such advertisement;

(c) such advertisement shall state the reasonable grounds which the advertiser has for believing that he
might not be able to supply the advertised goods, products or services within a reasonable period and in
reasonable quantities, and in particular,—

(i) if the estimated demand exceeds the supply, such advertisement shall make clear that the stock of
the goods or services is limited;

(i) if the purpose of the advertisement is to assess potential demand, it shall be clearly stated such
advertisement; and

(iii) the advertisement shall not mislead consumers by omitting restrictions, including geographic
restrictions and age-limit on the availability of the goods, products or services;

(d) such advertisement does not mislead consumers about the market conditions with respect to the goods,
products or services or the lack of their availability in order to induce consumers to purchase such
goods, products or services at conditions less favourable than normal market conditions.

6. Prohibition of surrogate advertising. — (1) No surrogate advertisement or indirect advertisement shall be
made for goods or services whose advertising is otherwise prohibited or restricted by law, by circumventing such
prohibition or restriction and portraying it to be an advertisement for other goods or services, the advertising of which
is not prohibited or restricted by law.

(2) An advertisement shall be considered to be a surrogate advertisement or indirect advertisement, if—

(@) such advertisement indicates or suggests directly or indirectly to consumers that it is an advertisement
for the goods, product or service whose advertising is prohibited or restricted by law;

(b) such advertisement uses any brand name, logo, colour, layout and presentation associated with such
goods, product or services whose advertisement is prohibited or restricted:

Provided that mere use of a brand name or company name which may also be applied to goods, product or
service whose advertising is prohibited or restricted shall not be considered to be surrogate advertisement or
indirect advertisement, if such advertisement is not otherwise objectionable as per the provisions set out in
these guidelines.

7. Free claims advertisements. — A free claims advertisement shall —

(@) not describe any goods, product or service to be ‘free’, ‘without charge’ or use such other terms if the
consumer has to pay anything other than the unavoidable cost of responding to such advertisement and
collecting or paying for the delivery of such item;

(b) make clear the extent of commitment that a consumer shall make to take advantage of a free offer;
(c) not describe any goods, product or service to be free, if—

(i) the consumer has to pay for packing, packaging, handling or administration of such free goods,
product or service;

(if)  the cost of response, including the price of goods, product or service which the consumer has to
purchase to take advantage of such offer, has been increased, except where such increase results
from factors unrelated to the cost of promotion; or

(iii)  the quality or quantity of the goods, product or service that a consumer shall purchase to take
advantage of the offer has been reduced;

(d) not describe an element of a package as free if such element is included in the package price;

(e) not use the term ‘free trial’ to describe a ‘satisfaction or your money back’ offer or an offer for which a
non-refundable purchase is required.

8. Children targeted advertisements. — (1) An advertisement that addresses or targets or uses children shall
not —

(&) condone, encourage, inspire or unreasonably emulate behaviour that could be dangerous for children;
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(b) take advantage of children's inexperience, credulity or sense of loyalty;

(c) exaggerate the features of goods, product or service in such manner as to lead children to have
unrealistic expectations of such goods, product or service;

(d) condone or encourage practices that are detrimental to children's physical health or mental wellbeing;

(e) imply that children are likely to be ridiculed or made to feel inferior to others or become less popular or
disloyal if they do not purchase or make use of such goods, product or service;

(F) include a direct exhortation to children to purchase any goods, product or service or to persuade their
parents, guardians or other persons to purchase such goods, product or service for them;

(9) use qualifiers such as ‘just’ or ‘only’ to make the price of goods, product or service seem less
expensive where such advertisement includes additional cost or charge;

(h) feature children for advertisements prohibited by any law for the time being in force, including
tobacco or alcohol-based products;

(i) feature personalities from the field of sports, music or cinema for products which under any law
requires a health warning for such advertisement or cannot be purchased by children;

(j) make it difficult for children to judge the size, characteristics and performance of advertised products
and to distinguish between real life situations and fantasy;

(k) exaggerate what is attainable by an ordinary child using the product being marketed;

(I) exploit children’s susceptibility to charitable appeals and shall explain the extent to which their
participation will help in any charity-linked promotions;

(m) resort to promotions that require a purchase to participate and include a direct exhortation to make a
purchase addressed to or targeted at children;

(n) claim that consumption of a product advertised shall have an effect on enhancing intelligence or
physical ability or bring exceptional recognition without any valid substantiation or adequate scientific
evidence;

(o) claim any health or nutritional claims or benefits without being adequately and scientifically
substantiated by a recognized body;

(p) be published in any mass media, including advertisement on network games in respect of medical
services, drugs, dietary supplements, medical instruments, cosmetic products, liquor or cosmetic
surgery which are adverse to the physical and mental health of children.

(2) An advertisement of any goods, product or service which addresses or targets children shall not—
(@) be such as to develop negative body image in children;

(b) give any impression that such goods, product or service is better than the natural or traditional food
which children may be consuming.

(3) An advertisement for junk foods, including chips, carbonated beverages and such other snacks and drinks shall
not be advertised during a program meant for children or on a channel meant exclusively for children.

(4) Any advertisement which offers promotional gifts to persuade children to buy goods, product or service without
necessity or promotes illogical consumerism shall be discouraged.

9. Advertisements prohibited by law. — In addition to the prohibited advertisements as set out in these
guidelines, no advertisement shall be permitted which is designed, produced and published in respect of goods,
products or services which are prohibited from being produced, sold or provided or which are prohibited from being
advertised under any law for the time being in force or under any rules or regulations made thereunder.

10. Guidelines not in derogation of other laws. — Where an advertisement is regulated under any other law
for the time being in force, including the Press Council Act, 1978 (37 of 1978) and the Cable Television Networks
(Regulation) Act, 1995 (7 of 1995) or the rules or regulations made thereunder, the provisions contained in these
guidelines shall be in addition to and not in derogation of, such regulation in other laws.

11. Disclaimers in Advertisements. — (1) A Disclaimer in advertisement —

(@ may expand or clarify a claim made in such advertisement or make qualifications or resolve
ambiguities therein in order to explain such claim in further detail, but such disclaimer shall not
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contradict the material claim made in the advertisement or contradict the main message conveyed by
the advertiser or change the dictionary meaning of the words used in the claims received or perceived
by a consumer;

(b) shall not attempt to hide material information with respect to any claim made in such advertisement,
the omission or absence of which is likely to make the advertisement deceptive or conceal its
commercial intent;

(c) shall not attempt to correct a misleading claim made in an advertisement.

(2) A Disclaimer in advertisement shall fulfil the following requirements, namely:-

(@) adisclaimer shall be in the same language as the claim made in the advertisement;

(b) the font used in a disclaimer shall be the same as that used in the claim;

(c) the placement of the disclaimer shall be at a prominent and visible place on the packaging and ideally
be on the same panel of the packaging as that of the claim;

(d) if the claim is presented as voice over, the disclaimer shall be displayed in sync with the voice over
and at the same speed as that of original claim made in the advertisement;

(e) adisclaimer shall be so clear, prominent and legible as to make it clearly visible to a normally-sighted
person reading the marketing communication once, from a reasonable distance and at a reasonable
speed.

12. Duties of manufacturer, service provider, advertiser and advertising agency. — Every manufacturer,
service provider, advertiser or advertising agency to whom these guidelines apply shall ensure that —

(@) all descriptions, claims and comparisons in an advertisesment which relate to matters of objectively
ascertainable facts shall be capable of substantiation and produce such substantiation if required by the
Central Authority;

(b) the advertisement indicates the source and date of independent research or assessment in cases where
claims in the advertisement are expressly stated to be based on or supported by such research or
assessments;

(c) advertisement shall not contain any reference to a person, firm or institution in a manner which confers
an unjustified advantage on the product so advertised or tends to bring such person, firm or institution
to ridicule or disrepute, unless requisite permission from such person, firm or institution has been
obtained by the advertiser;

(d) advertisement shall not contain statements or visual presentations which directly, or by implication, or
by omission, or by ambiguity, or by exaggeration are likely to mislead consumers about the product
advertised, or the advertiser, or about any other product or advertiser;

(e) advertisement is so framed as not to abuse the trust of consumers or exploit their lack of experience or

knowledge and for this purpose, —

(i) such advertisement may not make claims which use expressions such as "upto five years
guarantee™ or “Prices from as low as Rs.“Y", instead shall clearly indicate a fixed period of
guarantee of the product or a fixed price at which the product is being offered; and in case, the
product has different periods of guarantee for different parts or components, it shall clearly
indicate the minimum and maximum of such periods of guarantee applicable to the relevant part
or components;

(if) if such advertisements invite the public to take part in lotteries or prize competitions permitted
under any law for the time being in force or hold out the prospect of gifts, it shall clearly set out
all pertinent material terms and conditions so as to enable consumers to obtain a true and fair
view of their prospects in such activities;

Provided that such obvious untruths or exaggerations as are intended to amuse or catch the eye of consumers
are permissible subject to the condition they are clearly seen as humorous or hyperbolic and not likely to be
understood as making literal or misleading claims for the advertised product.

13. Due diligence required for endorsement of advertisements. — (1) Any endorsement in an advertisement
must reflect the genuine, reasonably current opinion of the individual, group or organisation making such
representation and must be based on adequate information about, or experience with, the identified goods, product or
service and must not otherwise be deceptive.
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(2) Where, Indian professionals, whether resident in India or otherwise, are barred under any law for the time being
in force from making endorsement in any advertisement pertaining to any profession, then, foreigner professionals of
such profession shall also be not permitted to make endorsement in such advertisement.

Explanation. — For the purposes of this paragraph, “foreigner professional” means a person who is not a
citizen of India.

14, Disclosure of material connection. — Where there exists a connection between the endorser and the trader,
manufacturer or advertiser of the endorsed product that might materially affect the value or credibility of the
endorsement and the connection is not reasonably expected by the audience, such connection shall be fully disclosed
in making the endorsement.

15. Interpretation. — In case of any ambiguity or dispute in interpretation of these guidelines, the decision of
the Central Authority shall be final.

NIDHI KHARE, Chief Commissioner

[ADVT .-111/4/Exty./111/2022-23]
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