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Abstract 

The status of corrective advertising in Canada is at 
least five years behind the U.S. At the present time, 
corrective advertising as a legal remedy to deceptive 
advertising in Canada is about at the stage of the 1969 
Campbell Soup Co. case in the U.S. However, recent 
occurrences in the corrective advertising area in Canada 
should alert Canadian marketers and politicians to 
review the implications of what has happened in the U.S. 
oyer the past ten years, as this may serve as a guide 
to what will be happening in Canada over the next five 
years. 

Recent Developments 

A recent rulinp; by the Brltish Columbia Supreme Court 
in Stubbe et al. and Director of Trade Practices v. 
P. F. Collier & Sons Ltd. (19 77) 3 W. W. R. is of great 
concern to advertisers, other marketers, and lawyers. 
In this case, Collier's method of selling encyclopedias 
was found to be deceptive. In addition to other 
remedies, the plaintiff asked the court to order the 
defendant to run corrective advertisements informing 
consumers that Collier's had been found guilty of 
deceptive advertising. This request was denied as the 
judge felt that the deception was to a small group of 
consumers, and a province-wide corrective advertising 
campaign was not warranted. However, the judge pro­
vided a ruling as to when a corrective advertising 
campaign should be used. 

An order to a supplier to advertise its 
delinquencies and the restraints imposed 
is clearly useful where a supplier has run 
a deceptive advertising campaign by news­
paper, television, or radio. In such a case 
the public at large will have received the 
supplier's deceptive message and the supplier 
can only be effectively denJ.ed the benefit of 
its deception by bringing the deception to 
the attention of the public by corrective 
advertising, having the same coverage as 
that given the deception ([1977] 3 W.W.R., 
p. 543) 

To date, corrective advertising as a legal remedy to 
deceptive advertising claims has not been used under 
Federal legislation in Canada. However, corrective 
advertising has been used as a legal remedy under the 
British Columbia Trade Practices Act which empowers the 
court to order an advertiser to "advertise to the public 
in the media in such a manner as will assure prompt and 
reasonable communication to consumers and on such terms 
and conditions as the court considers are reasonable 
and just" (British Columbia Trade Practices Act, S.l6). 

At thls point in time, three firms in the Province of 
British Columbia havP been ordered to comply with some 
form of corrective advertising: (1) Centrn.l Safety, a 
seller of smoke alarms, was ordered to run corrective 
advertisements in two newspapers each week for one 
month for grossly misrepresenting their products; 
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(2) APT Distributors Ltd., a furniture retailer, was 
required to publish an apology in all Vancouver news­
papers and offer a 10 percent refund to customers 
affected by deceptive advertising in a "close-out 
sale"; and (3) The Shell Oil Co. agreed to send a 
letter to all of its credit card holders which cor­
rected misleading price and credit terms contained in 
a sales catalog. 

Corrective Advertising - U.S. 

Although the Federal Trade Commission was established 
in 1914 to control unfair methods of competition, which 
includes false and misleading advertising, it was not 
until 1969 that corrective advertising was suggested as 
a remedy for deceptive advertising, 

The concept of corrective advertising as an 
F.T.C. remedy was first proposed in a 
Commission proceeding in 1969, by Students 
Opposing Unfair Practices, Incorporated 
("SOUP") , composed of George Washington 
University law students. In Campbell Soup 
Co., the respondent was alleged to have mis­
represented the proportion of solid ingred­
ients in its soups by placing marbles in the 
bottom of the soup bowls used in filming tele­
vision commercials. This technique forced most 
of the soup's solid ingredients to the surface, 
where they were easily detected by the camera, 
thereby giving the soups a deceptively rich 
appearance, Shortly after the Commission had 
accepted a provisional consent agreement order­
ing Campbell to cease and desist from the 
practice, and had placed the order on its 
public record for comment, SOUP filed a 
petition to intervene on the ground that the 
order as announced was inadequate to protect 
the public interest, (Thain, 1973-4, p. 2) 

SOUP wanted an order which would have required 
Campbell's to disclose in all future advertising, for 
a specified time, that they had used advertising which 
the FTC had found misleading. The order was denied but 
the Commission established standards to determine when 
corrective advertising would be an appropriate remedy. 

In August 1971, the FTC issued its first order re­
quiring corrective advertising. The order was issued 
against the Continental Baking Company, Which markets 
Profile Bread, The order stated that Continental must 
cease all Profile advertising unless 25 percent of 
future expenditures state that Profile Bread is not 
effective for weight reduction, a position contrary to 
the interpretation of earlier advertising. 

Since the Continental order, the FTC has been involved 
with seventeen major corrective advertising cases. Two 
recent and important cases involved Warner-Lambert and 
American Home Products. Warner-Lambert had represented 
Listerine mouthwash as a preventative and a cure for 
both colds and sore throats since 1879. 

A complaint charged Warner-Lambert with making 
statements in advertising that Listerine would 
ameliorate, prevent and cure colds and sore 



throntfl. Tt nlao alleged that through the 
use of the statement, "Kills Germs by 
Millions on Con tact," Warner-Lambert falsely 
represented that Listerine's ability to 
kill germs i~ of medical significance in 
the treatment of colds and sore throats. 
(Journal of Marketing, .July 1976, p. 118) 

The FTC issued a cease and desist order that required 
Warner-Lambert to spend a sum of money equal to the 
average advertising budget for Listerine, for the 
period April 1962 to March 1972, on corrective adver­
tising. Estimates of the expenditure have ranged from 
$10 to $20 million. The FTC also required the company 
to di.sclose in all future advertising for the defined 
period the statement, "Contrary to prior advertising, 
Listerine will not help prevent colds or sore throats 
or lessen their severity" (562 Federal Reporter, 
p. 763). 

Worner·-Lambert appealed to both the U.S. Court of 
App'eals and the Supreme Court. The courts ruled that 
the FTC's standards for the imposition of the correc­
tive advertising, and the duration of the disclosure 
require~rent, were entirely reasonable. 

If a deceptive advertisement has played a 
substantial role in creating or reinforcing 
in the public's mind a false and material be­
lief which lives on after the false adver­
tising ceases, there is clear and continuing 
injury to co~etition and to the consuming 
public as consumers continue to make pur­
chasing decisions based on the false belief. 
Since this injury cannot be averted by merely 
requiring respondent to cease disseminating 
the advertisement, we may appropriately order 
respondent to take affirmative action designed 
to terminate the otherwise continuing ill 
effects of the advertisement. (562 Federal 
~orter, p. 762) 

In the case of American Horne Products, the FTC adminis­
trative law judge 

ripped into past advertising for American 
Homes Products' Anacin and ordered $24,000,000 
of future Anacin ads to disclose that "Anacin 
i.s not a tension reliever" • . • The 
$24,000,000 figure is FTC's estimate of the 
ave rage annual Anacin ad budge:: from 1968 to 
1973. The one-year run for the correction 
is the same> rule of thumb upheld by the courts 
in the Listerine case. (Advertising Age, 
September 18, 1978, p. 1) 

As can be seen from these examples, corrective adver­
tising is used as a remedy for deceptive advertising in 
the u.s. 

II11Wt'V!"I, t<•llt't'liV<' fltiV<'fiiF~lug l" nul fltl autumEtlll' 
penalty for deceptive advertising. In fact, 

ThL· Fedt•rul 'l'rudl• ConuniaHion haH dt•clined to 
issue a proposed trade rule that would have 
required automatic corrective advertising 
whenever an ad campaign of a year's duration 
on health, safety or nutritional products was 
found to be misleadi.ng • • • In rejecting 
the proposal, the FTC noted that it "possesses 
sufficient authority to deal with corrective 
adve rtlsing on a case-by-case basis." 
(.Jennings, 1980, p. 16) 
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Corrective Advertiaing - Canada 

The need for consumer protection against false and mis­
leading advertising in Canada is described in a state­
ment by Andre Ouellet, Minister of Consumer and 
Corporate Affairs. 

False and misleading advertising and unethical 
promotional practices distort our free econ­
omic system which is built on honesty and 
fair play. They deny the consumer the in­
formation required to make wise and effective 
buying decisions, and they deprive ethical 
promoters and honest advertisers of the 
deserved rewards for offering better quality, 
more competitive prices, or simply the on­
doctored facts. (Amirault and Archer, 1977, 
p. 9.1) 

Statutory control of advertising in Canada is exercised 
under various federal and provincial statutes. 1be 
federal legislation includes the Food and Drug Act, the 
Broadcasting Act, the Consumer Packaging and Labelling 
Act, the Textile Labelling Act, the Criminal Code of 
Canada, and the Combines Investigation Act. The pro­
vincial statutes include the Trade Practices Act in 
British Columbia, the Unfair Trade Practices Act in 
Alberta and the Business Practices Act in Ontari0. It 
should be further noted that many other provincial 
statutes not dealing directly with trade or business 
practices often contain a section covering misleading 
advertising. For example, Section 28 of the Ontario 
Mortgage Brokers Act provides injunctive power to the 
provincial registrar in the case of false and mislead­
ing or deceptive statements in any advertising brochure 
circulated by a mortgage broker (Amirault and Archer, 
1977). 

At the federal level, the majority of prosecutions for 
false and misleading or deceptive advertising result 
from charges filed under the Combines Investigation Ac~ 
(Thompson, 1977). The relevant sections of the Act are 
36 and 37. 

Section 36 (1) (a) refers to advertisers making a repre­
sentation to the public which is false or misleading in 
a material respect--for example, the price to be charged. 
Section 36 (1) (b) refers to a false or misleading re­
presentation to the public as to the performance, 
efficacy or length of life of a product. Section 36 
(1) (c) refers to a false or misleading representation 
as to the price at which a product is ordinarily sold. 

The remaining paragraphs of Sections 36 and 37 of the 
Combines Investigation Act deal with specific technical 
abuses. They include the misuse of test and survey 
results, comparative advertising, dangling comparisons, 
meaningless superlatives, visual representations, testi­
monials where only the laudatory portions of the testi­
monials are iRolnted, promotional conte10ta, warr11nties 
lit" MUiiieltll~eEI lht4t !It~ Wtlt'd~d in EIUeh !! Way t.IIE!t !H:l 

significant benefit is conferred on at least some people 
to whom they are given, and specials where the word 
implies a reduction below the regular price that is not 
in fact offered (Tho~son, 1977). 

There is a provisi•.Jn in the CIA for the defence of "duE' 
diligence." The accused must prove three things for 
the defence to apply: honest error, due diligence, and 
immediate corrective action. Honest error means that 
the accused must show that the mistake arose from ignor­
ance or an erroneous notion about the product at hand. 
D11e di.ligence means that the accused made every effort 
to provide accurate information. Corrective action 
means that reasonable measures were used to bring the 



c.•rror to tht• llllt•nllon of IIH>H<' pPrst>rls I Lkt•ly tn hnvu 
lwt•n itrt.•clt>d hy lht··nrlglnnl mlntnkt•. A•·•·"rdlllf',IY, If 
ll11• llllnn•pn·,u·nlllllon Wll" 11111<1!• dtll'lllf'. prlmt• lt·lt•vl nln11 
vlt•wlng IIIII•', lh<· 't•orn•t·l lvt• lll'll.on 11111111 In• lllkl'll during 
till• Sllllll' viPwlnj.\ ll.m<' to lht• llllllll.' elm•s of vlt•wt•rs. 
This due dl llf\l'IH'l' lt•sJ n·qulrlug lmmc.!tllute corrPcllve 
action, tltc•L·efore, Ls the federal statute giving rise 
to error correcUon not lees ln Canada (Amirault and 
Archez:, 1977). 

'!'he> usc.> of corn,ct:lvc.> auVI'rtislng In Canada ml ght better 
he tt• rmed 'm!ver·t ising eo rrect I onH. 1 That ls, 1 f an 
incorrect statement appearH In an advertisement, an ad­
vertising correction notice, appearing under substan­
tially similar circu~~tances, would generally be 
expected to qualify under the 'due diligence' test as 
a defence against false, misleading or deceptive ad­
vertising. As a defence, the only requirement of the 
advertiser is to have the portion of the ad which 
contained the mistake published or broadcast correctly 
in the next issue of the publication or during similar 
programming. ·· This only has to be done once. 

Past Research 

American Htud!es (llunl, 1973; Dyer and Kuehl, 1974; 
Mazis and Adkinson, 197'•; Kassarjian, Carlson and Rosin, 
1976) show th:ll then· <•xlsts conflicting evidence as to 
wlll'thet· tht• use of col'l"t'<'liv<' mlvPrt·lslnr; a,; a remedy 
for dect•pllvc.• ;idvt•rllslng lH effet·tive In rPdudng con­
Humer lntt•ntl ons to buy c:mfwd by mlsh'nd lng .<Ids. As 
WC'll, ndmlnl>ilrallve dlffll'ultlt'.s exh:l: in Hchlevtng 
C<>tnplian<'<' with corrective advertising ordPrs issued by 
the fiTC wh.lch results ln long time lags bl'tween the date 
of issue o [ the order and the date of compliance. These 
lags can be up to four years, during which time mis­
leading a.tti tudes bec()me deeply entrenched in the minds 
of conHUilll'rH :llld are, therefore, difficult to dislodge. 

Sawyel' (I<J76) hypotlll'sfzpd that favorable attitudPs 
caused by mis !.ending ads may reassert the~~el ves over 
time. l)yPr and Kuehl (1978) found evidence of this 
pheiOiorrnon in their r('seart·h study, providing an lncli­
cation thnl th<• present JITC rorn~ctlv(' ndvPrtising 
policieH may not be effective. 

Wilkie (1974) suggests that the present implication of 
the corrective advertising remedy by the FTC is impre­
dse. That is, the specification of an arbitrary time 
period during which •·orreetlve advertisements must run 
does not ensure the Prad lent I on of favorable consumer 
attitudes caused by misleading ads. He suggests that 
a reduction in spec!. fi <'. consumer beliefs toward a pro­
duet, wh lch tlw advertiser. would be required to attain 
regardless of the tlm(• it might take to accomplish such 
a reduction, wouid improve the system. Problems arise, 
however, in developing the means by which beliefs could 
be monitored over time. 

Research in Canada is, of course, limited as 'advertis­
ing corrections 1 rather than corrective advertising as 
a remedy for deceptive advertising is the usual case. 
In recent years, however, concern has been expressed by 
consumerists and provincial government agencies over 
the increasing frequency of advertising corrections 
(DeVilliers, 1978). As such, Wyckham (1978) undertook 
an inventory of corrective ads over the 1976 calendar 
year in the Vancouver Sun and Vancouver Province news­
papers. Wyckham' s results can be summarized as follows: 
(1) During 1976, 375 corrective advertisements were 
found in the two Vancouver dailies; (2) The great 
majority (84 percent) of the corrections were for ad­
vertiser errors, only 16 percent werP for newspaper 
Prrors; (3) Mort' than 90 percent of the corrections 

weru plnced by retul lerH, the bulk of theHe by four 

lnr~c.· dt•pnrtlll('nl ston•H; (4) l'rl•·" nnd pro,Juct d~·•H·rlp­

l fllmt wt•n• 1111• 111<1!11 ''"mmon lypt•tt ol •·rrortt cnr·rt'<'lt•tl: 
('>) 'l'l11· vnHl nut.Jnrlty of corn!t'l lontt wt•r.t• publlslwtl 
within threl' days of the error: and (6) Gorrections 
were placed about equally in the front and back sections 
of the newspapers. 

A follow-up to the Wyckham study was conducted by Lapp 
(1979). For this study, Lapp examined all issues of 
The Windsor Star from .January 1, 1977 to June 30, 1978. 
Over this eighteen month time period, 43 firms placed a 
total of 248 corrective ads in The Windsor Star. 
Ninety-one of these ads (37 percent) contained multiple 
item corrections. The largest number of errors (over 
40 percent) involved clothing items. Errors as to 
price, description, and availability of merchandise 
accounted for over 88 percent of the correction notices. 
Approximately 91 percent of the error notices were 
placed within three days of the error. Over half of 
the notices (58 percent) were placed in the first 
section of the newspaper, while 28 percent of the 
notices were placed adjacent to the firm's regular 
advertising. Finally, the most conunon si.ze for the 
error correction notices was two columns wide.by 3 or 
4 inches deep. 

Recently, Gordon Charles (1979), a project officer in 
the Marketing Practices Branch of the Federal Ministry 
of Consumer and Corporate Affairs, surveyed two Ottawa 
daily newspapers for. a three-month period. Char] es 
found 87 separate error correction notices for an 
average of 29 pPr month. Noth:l ng beyond this was re­
ported. 

Methodology 

The Wyckham and J.app newspaper inventories represent the 
extent of publiAhed corrective advertiFdng research in 
Canada. As such, the present study was undertaken to 
determine consumer awareness of and attitudes towards 
corrective advertising in Canada. 

111e research was undertaken in Windsor, Onturio, a dty 
with a population slightly in excess of 200,000. Tele­
phone interviews were conducted using a structured­
nondisguised questionnaire. The questionnaire contained 
38 questions, including the demographic data gathered 
and took approximately 20 minutes to administer. The 
respondents were selected in <I random fashion, using a 
table of random numbers, from the Windsor Area telephone 
directory. ResponJents had to be at least 18 years of 
age. In the case of a busy signal or no answer, a 
maximum of three call backs were made. All interviewing 
took place during April 1980 and 100 completed inter­
views were obtained. Refusals and no answers after 
three call backs resulted in 193 numbers being selected 
to obtain the 100 interviews. Prior to the survey being 
undertaken, the questionnaire was pretested on a sample 
of ten respondents to check for clarity, misleading 
questions, and feasibility of asking 38 questions via 
telephone. 

Findings 

The results of this research will be presented here in 
point/summary form, concentrating on the main findings 
of the study. 
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1. The majority of the respondents (59 percent) stated 
that they had not heard the term "corrective advPr­
tising." However, 82 percent of the respondent f.: 



indlcntt.•<.l that tlwv hnVt.• Hct>n ndvertlf;lng correc­
tlonH nt HOIIIt.' limP ov<'r the pnHt two y<•nrs. In 
fad, hKJSt (5.1. I"' n:t.•nt) had Hecn an udvertising 
corn•ctlon In the paHt week. 

2. When asked, "Tf a company makes an honcHt advC'r­
tJslng mlstak<·, does it have an option nvniluhle 
to remedy thut mi stnke?," 70 percent of the res­
pondents believed that some remedy was available. 
In fact, 24 percent of the respondents were 
correctly able to Identify that optl.on. 

3. gf)l,hty-Oill' (Wreenl of thl• n•spondentS fp]t thnt 
thL•re H(wuld lw a Law n•qul ring advertisers to 
inform tht.> public wht.>n they make an advertising 
mb;tulw. If the advertising mistake is an honest 
one nnu the advertiser informs the public of the 
mistnke, 74 percent of the respondents felt that 
the advertiser should not be subjected to any 
additional fine or penalty. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

11. 

12. 

The majority of the respondents (51 percent) felt 
that error corrections should be brought to the 
attention of the public within one day of the 
error. An additional 34 percent of the respon­
dents indicated that the error correction should 
appear as soon as possible after the error has 
been made. 

When asked, "How often should the·error correction 
appear?," 33 respondents indicated once, 15 respon­
ded twice, 21 felt the error correction should 
appca r three t l•oc•s, 17 f£' lt it should he "as often 
as is necPssary," whl.]C' 1.4 gnve some other answer. 

Wh1.le Sl percent of the respondents felt that 
advert·IHPrH should bt.• requlred to file u n•port 
with the government concerning any adv<~rl:islng 

errors thnt they might make, most respondents 
{66 percent) did not know whether this was cur­
rently rPqui n•d or not. 

Most reHpondents ( 70 percent) Felt that advertis­
ing corn•c t Ions appeared for storeR they normally 
denJ with. 'l'hiH IH most llkl'ly tlw case, as the 
nu1jor department stores (whn do t·ll<' most advertis­
Jng) accounted for a sl.gnl ficunt proport.lon of 
the advert.ising corrections. 

When asked about the size of corrective ads, 60 
percent of the respondents felt they were too small, 
28 percent felt they were the right size, while the 
remainder had no opinion. Not one respondent felt 
that the corrective ads were too large. However, 
70 percent of the respondent;:s agreed that advertis­
ing corrections were "easy to read." 

When asked who was to blame for advertising errors, 
the r<'sponses were advertisers, media and advertis­
ing a gene les, in that order. 

Most· respondents (57 percent) felt that advertising 
corrections were "helpful." 

Only 5 percent of the respondents held a less 
favorahl<' opinion of firms that used advertising 
corrections. On the other hand, 46 percent of the 
respondents had a more favorable opinion toward 
these firms. The remainder indicated that their 
opinion d.id not change. 

When asked if newspapers should set aside a specif­
ic location for all ad corrections, 65 percent of 
the respondents were in favor of this. If such a 
location were not provided, 38 percent of the 
respondents felt that ad corrections should appear 

in the Harne place a!l the original ad. The other 
respondents provided a w idu range of opinions. 

13. Interestingly, the respondents were almost evenly 
split as to whether the party responsible for the 
advertising error should be identified. Thirty­
nine percent felt that the party responsible 
should not be identified, 37 percent felt that 
the responsible party should be, while 24 percent 
had no opinion. 

14. Finally, an attempt was made to correlate sele>eted 
dcmop,raphle characteristics of the responuents 
with their attitudes/opinions about corrective 
advertising. However, no meaningful correlations 
emerged. 

Discussion 

The purpose of this study was to determine the aware­
ness and attitudes of Canadian consumers towards 
corrective advertising in order to identify the 
direction the government should take on this important 
issue. 

While the great majority of consumers have seen adver­
tising corrections, they were not familiar with the 
term "corrective advertising." This may be attribut­
able to the fact that newspapers label corrective ads 
with the heading "CORRECTION" rather than "ADVERTISI~G 
CORRECTION" or "CORRECTIVE ADVERTISEMENT." In addition, 
less than one-fourth of the respondents were able tci 
identify the option available to advertisers who make 
an advertising error. This would seem to indicate 
that most consumers are not aware of the provisions of 
Sections 36 and 37 of the Combines Investigation Act. 

Presently, an advertiser who makes an advertising mis­
take is only required to correct it in the next publi­
cation. The advertiser does not have to submit a 
report to the government describing the basis of the 
ndstake. This survey indicated that, although most 
respondents do not know if the advertiser is required 
to do this, they feel the. company should be required 
to f11e such a report. If this was necessary, it is 
felt both advertisers and the media would have to be 
more cautious in the preparation of advertisements. An 
error would cause the party responsible for it the time, 
energy and cost to file the official report. 

Currently, it is very easy for an advertiser to make a 
mistake, temporarily gain some benefits, and place a 
correction the following day. A report filing pro­
cedure would enable the Department of Consumer and 
Corporate Affairs to maintain a file on advertisers who 
frequently make ad errors. Steps could then be taken 
to investigate these advertisers to see if all er~ors 
were honest mistakes. 

Although a large segment of consumers feel that adver­
tising errors should be brought to the public's at ten­
tion within one day of the mistake, or otherwise as soon 
as possible, they also believe that repeating the ad 
once is sufficient. This contradicts studies conducted 
by Dyer and Kuehl (1978) and Olson and Dover (1978) in 
the U.S. 

The majority of respondents believed that corrective ads 
were helpful but too small. The primary reasons for 
their size would be a matter of economics and the law. 
Legally, an entire ad does not have to be repeated in 
an advertising correction, just the portion of the ad 
that was inaccurate, along with the identity of the 
advertiser. If the advertiser was at fault, the 
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the correction is an expense to the advertiser. If the 
advertising medium was at fault, it costs the medium 
time/space and the revenue that could have been gener­
ated by that time slot or space. As such, corrective 
ads are generally no larger than necessary as no parti­
cular benefit is felt to be derived from them. 

Is this always the case, however? Most respondents 
indica ted that they have seen corrective ads from the 
stores at which they normally shop. Does this dis­
courage them from shopping at these stores? The 
evidence is that it does not. In fact, the opposite 
may be the case. This study found that nine times as 
many respondents indicated that their opinion was more 
favorable towards advertisers after the appearance of 
a corrective ad than less favorable. The corrective 
ad brought about the impression of honesty through 
admitting openly to a mistake. As such, corrective 
ads may enhance the consumers' feelings toward the 
firm. This is an area that required further explor­
ation. If ad corrections have the potential of 
enhancing the image of firms making the advertising 
error, it is possible that some other remedy to adver­
tising errors is necessary. 

Summary 

This study has shown that Canadian consumers are not 
aware of the provisions of Sections 36 and 37 of the 
Combines Investigation Act. This situation is attri­
butable to the lack of funds available to the Depart­
ment of Consumer and Corporate Affairs to educate the 
public plus the lack of media exposure given to 
deceptive advertising cases as many of these adver­
tisers are heavy media users. 

A major revelation from this study is that consumers 
tend to view a firm that makes use of an advertising 
correction more favorably. As a consequence, it might 
be hypothesized that a firm that frequently used cor­
rective advertising could enhance its image with the 
public. Thus, the firm could get the benefit of the 
advertising error to draw traffic and create a favor­
able image by afterwards admitting to the error. 

At this time, it seems appropriate that two studies 
should be undertaken. The first should examine con­
sumer attitudes towards firms that make use of 
corrective advertisements to confirm or reject the 
findings of this study. The second should measure the 
attitudes of consumers towards firms identified in the 
advertising correction as being responsible for the 
error. If it is shown that identifying the party res­
ponsible for the error is detrimental, maybe identifi­
cation should be required. This would serve to over­
come the temporary benefits gained through the 
advertising error. 

Finally, Canadian regulators should be closely monitor­
ing the evolution of corrective advertising regulation 
in the United States. Recent FTC actions and their 
outcomes may provide insight to Canadian regulators as 
to appropriate courses of action. 
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