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T STWIHT HLAT T

7% faeefl, 9 57, 2022

H. T, W-25/4/2020-H i (4. ). —FeiT aeawTe, SR s starfeee 2019 (2019 #T 35) #i g 18

BT T& STTRAT T TN Fd g0, Haid STHITHT S&T0T TTTEeweor foeat 1 groe &sma & FHawor sfi 39 f@smet
FT TR F3eA o (o0 fAeferfad Arteets fEid ST Fdt 8, saiq—

1.

iR AT 3 TH— (1) =7 ATieeTE Rgidl @1 @t T g et & Farr s g et F
forT giea Antesd® fratd, 2022 2

(2) ¥ TSI F IAF THTAA HT AT & TG g9

2. R — (1) 3 Atast it &, s a B Hasd & e srte 7 2, -
(%)

"srferfee & ST dverr wfafie, 2019 (2019 #7 35) T €
(@)

"ERTIARTAT & UHT AS SAh ATHIT g S A0 T3 F TATH IT T F AIEAT | o9 &7 & 97,

ITATET AT FaTet  foeT &7 F@rar a9 & forw fFsmaei w1 fBSrea, Icaae s THIfer F#3am g i Tq98
T AT, IeqTE AT Faren o FfFwtar s #=r yamar aftafoa g

()

"I SrfSreRTor & UET S o fxE, AT TTae Afv € S AT i RTeT wA i Scured wA fi
HATE AT FHTLT AT gF F [0 7T HATST FaT0 T&TH FaT &5

3881 G1/2022 (€))
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(@)  qATEd FE & vET G i @ e AT, 3o 1 #49T F STATFITSA F AFE FIA F o
FH Firma 9 Fwa & forg yeutua BT smar g;

(F) "TTAE" FT Al A ATHAT g ST M =T (ATt A 3@ i wwero) Afaftaas, 2015 (2016 # 2)
#1497 2 F T (12) F e afearioa 2;

() “ISTETEAT # A FARE A1 ' AT A " ateatod § 1 Gy w1, serg 7 e A et fGmr
H 7 2T g, ekt 7, fea, o o1 s v Haer UHT fEsrae a9t aiverterd 2 2l

(&)  "IET TETAT" | U AT, ST H9TAT SUTRTRAT i CRET fEEr £ J6T Ta1Te war g, Jiwd 2

(&) v AsTe & AT, 3R AT q4r F o Gt g, S e @t g s
gfaetaa a7 Fefaa 8, var gfaty a7 FMedas aReE=mT g =i var Feiwa #0r B #Eme s a1,
ITATE AT FAT % forw g, et fEmmas f&fer gy sfafug = et 7=t 8

(2) S 9rat o7 a= %, S = It 7 vyew & g vt 99 8, s srferfRam & afvafoa €, s agt o 2,
ST 39 srfarfeaw § 21
3. AR FHT — T ARTReT Hgia Aeforfad o ary -

@F) | BT =91 39 I=9, €9 G a1 A $5 |6 2

(@) #rE fAfRwtar, J=r ywrar v s, S 11, 3ere 71 q9r0 GEE &1 Guw § ar wE GEe
STHTT AT IYTFHARAT [STEhRT TAT UH TIA, IATE AT FATA o fasmae & forw off St )

4. AT- 9wk 7 e fAsmew % forg od — (1) Rt a6 @t =1 i arwes 9 srow, =t -
(F) = oA ST SHIAATE a0 i R T

(@) AZ IATE T FEHRAT, qATF ATAHATET AT ATAGIF ITATRCAT AT &A7AT AT TE4F AT FAT T F&T-
FETHT TATHT STHAIHTSAT T TG Aol HdT;

(M =g EsTaeETar F gEara it At f@erar ® w7 § fEter gy SudreEret w a@ T ATawRy i T qd Tal
FAT;

() T AT Tl <ar g % v GEmret # G T arat # arawitad &9 9 e T §e, 7w oy amEt g
AT a1 aSTF T H Aga ol Aq9E

() TS ISTATHISA FT ARG AT AT I TAT % o0 s i wwfa 71 AT F a7 F [HE 81 Fear
2, afe 7 fasriog |er, Seate 37 F9T 79 F ° e wa g

(&) 7€ g F7ar g & 07 19 S w=aT 9§ Y966 qgl gu @, g ywree fi fuw-asg a7 sraria
&, STAIHTSA & G Tol 3 &
®) =2 T o= g A AR By sie s sefim aame o et i Rt & siafae sueet w
ALITAT FYAT 25
(2) 3T (1) ¥ siafae Bl a1a % gra gu o, afy 91, Ioure o Farst F a2 dw a2 At s G s

Tuy, 7tz Bt o are ar @ &1 @ F2 § FH-F, e § =7 g g, ar UH oo # gE 99 oA
AR fAgiat & A s #r et 987 # a@dr g, I —

(F) AT AT AT et s 3o % fAfore e g O A 6 qe 2
(@) Ieare FArReraTsH AT ST FHTAAT TR ST F fiav g;
(1) TASTIARTAT F ST AT FHT T T FA 5 o0 @d HIATs 6l gl
5. goTas owmae ¥ g od — e fAsmow et aat i @@ w9, auid —

(%) T fase Ao grer, IeaTal AT AT A q=ATEd H9d 9T g= it 3T qra=T F 57 /v, scarat
IqT AT HT FF FA 6 (7T STHTRTSAT T AT T HITALT TET FHT




[WTT [T 4] T T TSI TETHT 3

(@) v fasraeaTar a7 gRtaa w3 & UE GareT & 30 g9 arelt 7R A W A F o wrer, ITrar av
ATt A =T AL 2
() TE BFATE # 3t e w7 e g S EATaEaTar 7 a8 Fea #73 F o g 5 ag stua sty w
AT oY 3= 7 7 AT A2, SeAmat AT FATS Y A A § HAT Tl @l g7 g, AT FAAT FT
-
(i) =t srgarfae =i g & srferes €, a7 UF s vy w3 5% wrer a7 qaret w1 i g g;
(i) =fF =T =1 yS STt /i #1 [ #2ar g, 91 vE @ § g w9 GEefoa grm; ¢
(i) TF FASTOT AT, IATET AT FATH T ITAseAT U AT e, wnrters feee 7 sy i off €,
T AT Fleh STATHTAN T [ALTE Aol H,
(%) TET TSI STSTIRTSAT BT AT, ITATEL AT HATIAT % ael H FTT At Rt 3 a7 § I7 ITeht IUAeerar T
FHT F FTC H [AITE ol FAT g qAT1h STFTTHIS FHl UH AT, ITATET T HATel 7 qIHTT e Fafaa &
FH T Rafaat § w7 F3 F forw Sfva B st aen
6. g AFTa # TRfvEg FET — (1) FrE T &= 41 srers fEes 9 9 71 Fare % forw a8t
T SToe SRt o @t g s wiafug ar Rt g, o wiouy a1 P s | ar a4t &
FRTI 19 7 ITAT T T Al &9, ST VAT FEiwd @t w91 6 @see saew awq A g4 F o g S
fasmae fafer g wiafog =7 Mefea a8t 81

(2) Tt fomae &1 s oo = srrerer fasmae s s, afe —

(F) TET AT STATRTSA AT TTeT AT AT € F ST F2dT ¢ AT T <47 g 36 Tg AT, IeaTa 7 HaT
foro o 2 ey s fater g afafug = REtea g

(@) TET ST UE 9T, I7ITE AT HATH | 2 T FTS FT ATH, AR, W, AT {7 Twd T STIRT F4d]
& ToraeT fammae fafer gy siatug =7 FeEtET 2

T FIE T ATH AT FOAT & AT FT ST, ST AIA, I AT HAT 9 A W] 21 Thar &, et Gmm=
wfafig a7 [Fefaa g, s Berow ar srere s w2t wmr s, 7 fy tar feme antasds
frgiat & sTafita Sueet F saqame seram snerofr 955 81
7. T @t v fasae - e figed qmar fsre gnm -

(F) FIE AT, IATE AT FAT o9, f@AT T4 A1 UF =y [t F ITAN F A0 Al FwA Ffw G
ITHTFAT T U FAATIA 37 HIE0r et A7 THT 7 F IR % o «@rame F aa § srafigrd anma & o
Fg ot AT FIAT T2AT B

(@) I TTdagar 6T HIHT FHT T FT ST T STAHRT F U 7:9[0F TEATIAT FT ATH I3 6 o7 T w47
Bl

() T AT, ST AT HAT F :¢0ee g1 T A0 qgl (AT STu At

(i) SOt AT U 9w AT, AT AT FAT A G, GRS, AT AT YA F 00 SFEe w7Ar
TEAT E;

(i) AT, ITATE AT AT AT FAT AlZd AIHAT AT AT, ST AT STHIHT TEATIAT FT ATH o 6 o7 F7
FAM, A Fgr G g, FEw zaw & g o gfg sefa & ana & swEtaq wra
qRormrEET g€ 2 AT

(iii)y ToRET ITTTHT FTRT TEATIAT FT ATH A % 70 57 30 ST aTer /7, ITITE AT FaT ¥ [Oraw 3T /70
T FH Y 3 T R

() THST % U qcd AT (:9[0F & &9 § qT0q Al FHT ITe TAT Tcd Tohol BT § AT 2l
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(=.) 9% I 5T T ITANT H(E AT T T a9E’ SE v A7 TR TE S w7 v w7 6 o
T2 FET Rreren forw wa aroe’ T w7 A Arae AT gl
8. 9yt WX @feaq fasraa— (1) agi & Faiferd a1 Afeaa a1 TR ITART F27 a1 =t & fefefea sqaer
SEEARE
(F) gt F forw Al (FavATH) 81 T aTel G Al ATa@T FIAT, TeATgd FEAT, ST FAT a7 Aqia
T H AR AT
(@) gl &t sqwagar, feraaEar ar [t it e #1 979 32T,

() Tt AT, IeaTE AT AET T TSt T TH AN H TET-ARTHRT T FIAT o ag U qIA, ScATE AT F4T
#T SraTEdtaT ATLATHAT F I AHGT B

(=) Fgt & o ey a1 AfEE wars F forg grivewres waret £ st FAr a1 U gt w7 S
AT,

(%) =T # =g ga 21 & afe agt gy T |1et, Scame a1 #ar it @i a1 IEEHT STANT Aal (647 Srav g av
I STETH B AT AL & &I HgHd FA AT FH ATHIT g7 AT BT 2 i FATET 8;

(F) FgT AT AT ATA, ST IT FAT FHF FA & [oI0 TFT THTGH *AT T 3% ATA1-1oaT, sfsyamasnt 4 s
ST FT 3 o0 9T, IeqTE AT FAT 77 F7A % (70 TgHd FLAT FEAferd 8;

(=) =t g1, Scute AT 4T i FHT B R GHIAT G900 F o0 e A7 S A9 [FOTE 7 SUANT AT,
st U fasraet # srfafess s 7 swr ateafer 2

() AT AT AHIEA-ATT IeaTat dfgd et qeem= wg= fater gy wiatug fmmet & agi v e,

() TH 3Tl F oo @, w6 o e F e ¥ sfeat w waida wwar, S B ot F eefim oo
T 3 for wareeT Sqmast it sver gt § 31 iee agi g1 FF Tl ChAT S 99T g

(=1) =gt F foru f=rfoa Scorai 3 sare, fareroarslt s FrfAsuTe & Hay § Ao #337 ofiv areafas sta i
R fRafaat o FeaaT & o= Sa< F HoT a9,

(=) T fFo ST T ITITE FT STANRT F4h UF AT a9 1T ITH 6 S0 areil aeqali H ael-agiHe a9
AT,

(3) oWt srdiedt F wf agi i Heraaefiaar 1 wAar I3MT T T8 TI2 FIAT gNIT {5 ST ARiiarr B o
FF F 2 AR H 35 g2 96 7w w9

(3) I TATL & AR AT SAH T A % forw @y it 7967 grdt g ST THH agi & garfead ar Jreaq
TR 3 & oI Jeaer Treargs 6T Srar gl

(®) famT et fafemr=r g sfiw 9=ty asras |re & Trar F31 & s some F ST # i a1
TR &T9AT FETH AT AT AIAT I THTS T2,

(on) TRt TTeIaT I R 5T T w7 iR aenieen =9 7 AT thu foer, G oft wmmees 3r T

Teeft TTA/FTIRT T STAT FEAT;

() FafercaT qaTelt, Tamsd, TF g, fHfher SU=vl, a1 IcaTal, o7, a7 Fieatedh aoisl Sl agi &
AT ST wefa waresd % o afage deash a8 qaet Temet afgq saa=r areawi § yHriea
ST

(2) gt T "artera a7 Ateaa Rt off wrer, seare =T Faret F s 9-
(F) TaT Tl gmT ATy e agi # o7 i T iy FwtEa g,

(T) TZ AT Tl g1 AR 3 TAT AIA, ITATE T HATT ATHAH/TRAE AT F Jga< &, St ag STHRr
T AR 8;
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(3) SiwEe & forw fasae e forem, witatae 9 &Y UH o= @ fiv 97 afrafeq €, agi oo a7 @ow =0 8
T % T a9 =9t I FTIFA F 210 A7ad dgt FhT o

(4) =12 oY FB=Taw ST gl O sraeERdT F AT, IoUTE AT FAT WG & o YT SUgTE YR HYAr g AT
AATIe STHIHTATE HT GETAT AT &, HI gATcATad (AT STudT|

9. fafa g wfafvg RAsmae- =7 aniests frgiat & 7o Syafia sfafvg Bt F afafsr, B of o8 e
#T AqATT TGl & ST, ST 3T 97, IATal A7 qareqi & dae # Toreq, AfHq s v fBFar @ g, &=
FeaHT yg Tt fater % srefim a7 396 arefier a0 7o Feegt Rt ar fAfReEt & srefie searfea, faefa ar se=
ERISICIIIEP- RIS A CEIR GG KR P-S E R R ]

10. 9T T8I Frgiar w1 el s Rfer % srefiser § 7 g siet et fasmoe & 9= afiwe sfafeem, 1978
(1978 =T 37) 3% Fael eetifast qeah (Frfferw=) srfafaas (1995 &t 7) a1 55 stefier =m0 1o Rt an iRt
afgd aoawg yg et o fafer & srefie et fear smar g, =9 anrest= REiat § safae saay, se= @At
F e e = srfafer g sfie 37 srefiesreor § =t g

11. o=t § g e e, (1) R § st -

() & st § R e aTer v AT AT SEaRer i gRdT €, AT AN o SATL W UH qT9 o TACERC o HH
H ag TRIAT I9T HHAT g AT TEACATA FT THTTT FT Tl g, g U AEH R0 & s § o 1w
Tk ZTe T e AT AT T adqT0 T g H9r A1 @ed A7 PRl START R 9T AT F
FTET § TEIHTA [0 T 9TeaT F STeaahrer o7 § qade dgi AT ST

(@) fosmoe & frw o Rt 3T 3 Sy § Agca ol STy F T w1 v 98 G s, Seeh 99w T

et & A= 9THE g7 T § T THh ATAATAF ST FHI T FahdT gl
() et T & 6 T 9T &7 A ST A AT AT Al (6AT ST
(2) s & s fAferferd storearsi 1 Q2T e, sratq-
(F) TF AT IEHT ATIT H EROT AT 6 o= | o @ zmEm
(@) ST § IUANT f3hAT TAT iee T G ST AT F ITANT 67T 737 24T

(1) STEATRTOT FT TATH ARG 9T TF THE ¥ 9T T 9¥ R AT A9l T F FRfS0T & IHT 9 T2 21
epd T & o 9= gTar R =T )

() =T T@ET AFE AEAT T H TEGT HAT ST 7, AT AFATHRIT A AT F AT U FAT A AT AAA H
wafsta foam Strosm S e # v o ger 31er § o e )

(F) TF AETHI TAAT TTL, THE AT TATSH 0T 3 T ATHTT Y 7@ arel =4 1<k ST et oo s=me &
3toa g & 37 S i & 9zdr 2, 1 TE w9 ¥ G| 9

12. FAfwtar, T yemar, RemaaeEr @ femae i & Fdea —aas faffwtan, & yerar, fAsmaeerar ar
=T srfereor B o2 I ATt gt an 2 & I8 giatsd w4 & -

() s § qt e, 3 i qaT S aEqEs B § ATHHeST T8 F Al 9 9099 §, THTIR
FIA § FAW g, ST TS FETT TTEHTOT ZIT STUTRAT ST a7 UF THTINRT 0 T FEAT 2T,

(@) ST 39 ATHAT § TS AEeT AT e F & ST i S00d FaT § Saf [@asrId § & w0y
T H UH AHTT AT Hei2or 92 sraria a7 qata fEaefve B w@r g,

() fosmoe § freft safen, 6 AT SEAT 6 AT §a A5l g, S 29 H A 3cA8 Y At ard T&
FTAT & AT UH =ARE, BH AT TEAT T ITSTH AT FEATH FIA % (10 IT FLAT g, T a9 {6 FErsmaeamar g
TE T<h, TH AT ST § STUTerd STATd 7 ITH F o1 1% 25
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() oo & UF FAT AT 397 TEGAAT Tal gRi S TAed w9 7, A7 [Eard &, a7 7% ¥, 47 e 7, 4T
TR &, STHATHT T AT A8 % I |, A7 Fasra=arar, a1 et o= eare a1 fAsmaearar & aw
H T[T FIA H HqTEAT &,

(F) TSTOaT F1 TH THT TATE A5l THAT STOAT 3 o STIntet & orars # EIART F2 7 396 9T T AT
£ FHT T FIHET ISTT AR T T & 7 -

(i) TH ST UH T AL T a9 @ orEd i a9 @ Y A g AT R wH F g T TF
ST TSR] T SUANT 2T, SHE Io119, SIS i T &t Us [Faq srater a1 Fag fiaqg s s a9
T FAT ST IeATE AT BT ST 2T 2; oY Afe 3euTs & fAtse ann a7 geant & forw fafs sty
#T ET g T A T T & GEIT T AT el T AN g1 ATAT ATl qATH 37T STreHaqs srarer
T SR Fm;
(i) =S TH BRI SAar w1 aosg g9 et Efe F e s Aty a1 e gfaatarst § 9w
o % forT s wea € A7 ST U T H9TEET F 9970 @ @ 7 98 T &9 F it s arndt
et s orat & swafifa F:337 qrf SR 1 UF fraradardt § ST S9raETst F 9§ uE gar
S froqer 3T ST 9 | qe7| 97T ST qe6)
T UH T G AT ATAITRAT FSTHHT ST ITHITHT T AT FHIAT AT IAHT AT AHUT F3AT &, 39
o o eI AT g [ o TU% & F grEaE? A1 ATTAIREI & €9 | @l A0 3 A 3are & o anfsas
IqT YTHE ST L o & § T T hl 9T T 2

13. ==t % gsisa ¥ forg srifer avag qraaTi - (1) BT Bsme & 8 geisa vF s fees w1 amr =i
(=fRFAY), T AT @A fit arEatad, AT aA9TE T F TART FAT AR, ST TgAE B A0 AT, I
IT AT F ST § TATH SATHHTE AT STAT T ST 2T ATRT ST T F7TAT ITHF Agl g7 AT

(2) STt AT giat, =g T ad ¥ Fawft g v srerar A w3 arer st A G gty & @9faa Gl
rsToe ® guted Fed § aoawa waa Rt f&fer o srefie wiaafera frar war g, 9 v& gitr % el gt & of v
FoATa & TURA e & STAtT T2t af ST

TSR~ 36 97 & YA & o, “faeeft gie” & v var st, S Aawd &7 A 6l g, TS gl

14, ATt HASIA HT THEHLT- STZT TSR] 3T AT, AT 77 79t Saare F Fsmoaerar & &= s
Heey AT 8 ST I8ie % Wged I7 fraasiaar &1 T9iiad FT gt g T 2971 g7 UH S4e 6 3ta &9
HTAT LT T SATAT &, TSI FA H UAT A9 T a3 F e 7T o

15. ffd=e — =7 wriests frgiat & fe=a § G off sterear ar e % a8, w0 i #1 [ sifan
g

fer =, g s
[FE=TTa= 111/4/219T./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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(a)  “Act” means the Consumer Protection Act, 2019 (35 0f 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 0of 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;

(g)  “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 —

(a)
(b)

all advertisements regardless of form, format or medium;

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-

(a) 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;

(g) 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—

(a)
(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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(a) 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—

(a) 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 —

(a) 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;

(i) 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 —

(a) 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) 1imply 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;

(g) 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;

(1) 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;

(1) 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;

(0) 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—
(a) 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 —

(a) 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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(b)

(c)

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;

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;

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

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

(a) 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 —

(a)

(b)

(c)

(d)

(e)

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

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;

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;

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;

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;

(i)  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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