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ASCI PROCESSES COMPLAINTS AGAINST 590 ADVERTISEMENTS, 558 OF WHICH WERE
REGARDING MISLEADING CLAIMS

Mumbai, December 18, 2018 : In August and September 2018, ASCI investigated complaints against 590

advertisements. For 131 advertisements, the advertisers promptly ensured corrective action as soon as the
complaints were received. ASCl’'s Consumer Complaints Council (CCC) upheld complaints against 355

advertisements from a total of 459 advertisements evaluated by them.

Of the 355 advertisements wherein the complaints were upheld, 201 belonged to the education sector, 62 to the

healthcare sector, 24 to the food & beverages category, 24 to personal care, seven violated BARC Guidelines and

37 were from the ‘others’ category.

The most common reason for upholding complaints were unsubstantiated claims in the Education sector such as
providing “100% placement”, “guaranteed immigration”, “No.1”. This was followed by exaggeration of product
efficacy and exploiting consumers’ lack of knowledge, violations of Guidelines for Celebrities in Advertising, BARC
Guidelines, Drugs and Magic Remedies (DMR) Regulations. Many of the claims were misleading and likely to lead
to widespread disappointment in the minds of consumers.

Amongst various advertisements that were examined, the CCC observed that, a renowned celebrity was found
endorsing a well-known air hostess training institute claiming to be “World’s No. 1 institute”. Another
advertisement had a popular celebrity endorsing an anti-pimple product promising pimple free skin whereas this
claim was inadequately substantiated and misleading by exaggeration. Furthermore, a famous celebrity couple
endorsed a soap brand; the advertisement implies that the product has the effectiveness of turmeric whereas the
mechanism of action is due to another antimicrobial ingredient. These advertisements contravened ASCl’s
Guidelines for Celebrities in Advertising.

With respect to a large number of misleading advertisements pertaining to Educational Sector, Mr. D Shivakumar,
Chairman, ASCI said “Every Indian sees education as a visa to a better future. Many parts of the education eco-
system are making extravagant claims and the promises are unwarranted. This time CCC upheld complaints against
201 advertisements in the education sector for reasons that include, making unsubstantiated and misleading
claims such as India’s No.1, Highest package, job guarantee, etc. The advertisers have a responsibility to practice
self-regulation in their advertising and under no circumstance make tall claims, misrepresent or misinform the
public. Ministry of Information and Broadcasting has also offered their wholehearted support to ASCI to tackle the

menace of misleading advertisements in the Educational Sector.”
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EDUCATION: - Total of 201 advertisements complained against

e Direct Complaints (49 advertisements)
* Suo Moto Surveillance by ASCI (152 advertisements)

HEALTHCARE: - Total of 62 advertisements complained against

 Direct Complaints (16 advertisements)
* Suo Moto Surveillance by ASCI (46 advertisements)

FOOD AND BEVERAGES: - Total of 24 advertisements complained against

 Direct Complaints (10 advertisements)
e Suo Moto Surveillance by ASCI (14 advertisements)

PERSONAL CARE: - Total of 24 advertisements complained against

 Direct Complaints (17 advertisements)
 Suo Moto Surveillance by ASCI (Seven advertisement)

Violation of BARC Guidelines: - Total of Seven advertisements complained
against

e Direct Complaints (Seven advertisements)

OTHERS: - Total of 37 advertisements complained against

 Direct Complaints (18 advertisements)
* Suo Moto Surveillance by ASCI (19 advertisements)
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DIRECT COMPLAINTS

The advertisements given below were complained against by general public or by industry members. Of the
267 advertisements, 51 cases were informally resolved, meaning the advertisements were voluntarily
withdrawn by the advertisers immediately post receiving the complaints. Complaints against 117
advertisements were upheld by the CCC. Of the total of 117 advertisements, 49 belonged to the Education
category, 17 to Personal care sector, 16 belonged to Healthcare sector, 10 from the Food & Beverages

category, seven violated BARC guidelines and 18 belonged to the ‘Others’ category.

The following advertisements were violation of ASCl’'s Guidelines for Celebrities in Advertising. The
advertisers did not provide any evidence to show that the celebrities did due diligence prior to lending their

name for the endorsements, to ensure that claims made in the advertisements are capable of substantiation.:

1. Frankfinn Aviation Services Pvt. Ltd. (Frankfinn Institute of Air Hostess Training): The advertisement’s
claim featuring Alia Bhat, “World’s No 1 Airhostess Training Institute”, was not substantiated with
verifiable comparative data of the advertiser’s institute and other similar institutes worldwide or through
third party validation to prove its leadership position (No.1). The claim is misleading by exaggeration and is

likely to lead to grave or widespread disappointment in the minds of consumers.

2. L'Oréal India P. Ltd (Garnier Men Acnofight Facewash): The advertisement featured celebrity Tiger
Shroff. The claims, “Want to win the pimple fight? Then why soap, switch to Garnier Men AcnoFight
facewash” and “Stay Germ free, Stay Pimple free”, were inadequately substantiated and are misleading by

exaggeration.

3. Hindustan Unilever Ltd (Sunsilk Think and Long): In the advertisement, celebrity Alia Bhatt was seen
endorsing the shampoo with claims, “Sunsilk thick and long with keratin yogurt”, and “Two times thicker
looking hair”. While the advertiser substantiated the claims, the disclaimer, “Based on lab test with Sunsilk
Thick and Long shampoo and conditioner verses unclean hair”, qualifying the comparative claim “Two

times thicker looking hair”, was not positioned in close proximity of the claim.
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4. Medlife International Private Limited (Medlife Pharmacy): For the claim, “India’s Most trusted
Pharmacy” the advertiser did not provide any market research data, third party validation or
comparative data (between the advertiser’s pharmacy and other pharmacies selling pharmaceutical
products through online portals) to prove that they are the most trusted. The claim is misleading by
exaggeration and likely to lead to grave or widespread disappointment in the minds of consumers.

The advertisement features two celebrities (Boman Irani and Varun Sharma) as well.

5. Hindustan Unilever Ltd (Lifebuoy Haldi Soap): The advertisement’s claim, “Lifebuoy Haldi de skin
infection ke kitanuon se suraksha” is misleading by ambiguity, implication and omission in the

reference to Active Silver being the antimicrobial ingredient.

6. Reckitt Benckiser (India) Pvt Ltd (New Veet Nikhaar): In the advertisement, the claim, “With 100%
natural Turmeric extracts”, (especially the emphasis on the presence of turmeric extract and in the
context of brightening / nikhaar benefits) was considered to be misleading by ambiguity,
exaggeration and implication. The celebrity Shraddka Kapoor was seen endorsing the product by

claiming “Veet Nikhar for Visibly Brighter skin” which was inadequately substantiated.
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The two advertisements listed below violated Chapter lll (Unsafe Practices) of the ASCI Code:

1. Mahindra & Mahindra Ltd (Mahindra Scorpio): In the advertisement, an SUV was seen driving in the
middle of the road on the straight line. As per traffic rules, one must not change lanes or drive on the
straight line and the advertisement did not abide by the ASCI Code. This scene in the TVC portrays
traffic rule violation, shows a dangerous practice and manifests disregard for safety. It also encourages
unsafe or reckless driving which could harm the driver and general public. Furthermore, the visual in

the TVC did not have a cautionary message drawing the viewer’s attention to the depiction of stunts.

2. Apple India Private Limited (Apple iPhone X): In the advertisement, a male protagonist is seen playing
virtual reality game and is typing a message on the iPhone while walking on the road; he subsequently
imagines the characters from game in real life and is seen jumping, kicking and hitting the creatures
advancing towards him. All these acts are done by a boy on the road amongst people and moving
vehicles. These acts show a dangerous practice without justifiable reason, manifest a disregard for
safety and encourage negligence. The actions shown are likely to encourage minors to emulate such

acts in a manner which could cause harm or injury
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EDUCATION:

The following advertisements were considered to be misleading and also likely to lead to grave or

widespread disappointment in the minds of consumers.

1. Asian Business School: The advertisement’s claim, “Highest package offered 15 lakhs per annum”, was

misleading by ambiguity and implication that the said offer was achievable by their students.

2. Singhania University: The advertisement’s claims, “India’s first innovative industrial training based
placement oriented education”, and “India’s first innovative competitive exams focused integrated
curriculum”, were not substantiated with any verifiable comparative data to prove that they are

pioneers in providing innovative training / exams. The claims are misleading by exaggeration.

3. Nilaai Educational Trust Group of Institutes: The advertisement’s claim, “100% Placement”, was not
substantiated with supporting data such as detailed list of students who have been placed through their
institute, contact details of students for verification, enrolment forms and appointment letters received
by the students nor any independent audit or verification certificate, and is misleading by exaggeration.
The advertisement is also misleading as it is promoting a government run program — PMKVY along with

their other courses.

4. Touchstone Educational: The advertisement’s claim, “India's No. 1 I[ELTS Institute”, was not
substantiated. The claim was misleading by omission of references of being No.1 India Business Partner

as per IDP as well as the source and year for the same.
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10.

EMPI Business School: The advertisement’s claim, “Get work permit to work In Canada after course
completion”, was not substantiated. The claim implies guaranteed placement in Canada, which is misleading

by implication.

Kish Academy: The advertisement’s claim, "Most successful institute for CAT coaching in Guntur &
Vijayawada”, was not substantiated with any market survey data, third party validation or comparative data
of the advertiser’s institute to prove that they are better than other similar institutes providing CAT
coaching. The claims, “172 students secured IIM Admissions” and “103 local college students secured [IM
admissions", were not substantiated with supporting data such as detailed list of students with their contact

details, enrolment forms, and their year of selection at [IMs. The claims are misleading by exaggeration.

Shri Ram Murti Smarak College of Engineering & Technology: The advertisement’s claim, “100% placement
for eligible candidates every year in companies of global repute”, was not substantiated with authentic
supporting data such as list of students placed through their Institute yearly, enrolment forms and
appointment letters of these students, nor any independent audit or verification certificate was provided.

The claim was misleading by exaggeration.

Aashvi Academy: The advertisement’s claim, “Gujarat’s well known and best education giving academy
giving best results since last 10 years”, was not substantiated with any validation, market survey data or
verifiable data of the advertiser’s institute proving their superiority among other institutes over 10 years.
The advertiser did not provide any evidence that their institute gives 100% results. The claim is misleading

by exaggeration.

Great Lakes Institute of Management: The advertisement’s claim, “80% of PGXPM participants got
promoted within one year of completing the program”, was not substantiated with verifiable supporting

data, and is misleading by exaggeration.

Opulentus Overseas Careers Pvt Ltd: The advertisement’s claim, “World’s No. 1 Visa and Immigration
Company”, was not substantiated with any third party validation or comparative data of the advertiser’s
institute and other immigration consultants in the world, to prove its leadership position (No.1). It's an

absolute claim not backed with evidence, is misleading by exaggeration.
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11. Opulentus Overseas Careers Pvt Ltd: The advertisement’s claim, “We have certified consultants who
have been professionally trained by World’s No: 1 visa and immigration training website:
visalearning.com” was not substantiated with credible supporting evidence. The claim, “We are
Certified and Trusted by immigrationadvisors.com”, was not substantiated with proof of certification.
The claim, “Since the partnership TEACHS5.com has never failed to continuously train our applicants or
registered full service clients towards their targeted scores.” was not substantiated with verifiable
supporting data. Additionally, the claim, “Opulentus has partnered with the World’s No: 1 Online PTE &
IELTS training portal TEACH 5”, was not substantiated with evidence of partnership or TEACH5.com’s

leadership position. The claims are superlative and misleading by exaggeration.

12. Opulentus Overseas Careers Pvt Ltd: The advertisement’s claims, “Have been awarded the highest
ranked customersatisfactionranking.com award for more than three years”, “Awarded as the top visa &
immigration company on topvisaconsultants.com for the last 5 years”, and “Winners of
visaconsultants.com customer satisfaction awards for the last 5 years”, were not substantiated and are

misleading by exaggeration.

13. Opulentus Overseas Careers Pvt Ltd.- Opulentus Overseas Careers: The advertisement’s claim, “Only
way to be healthy is to have a good job and having a bright career, your career therefore is more
important than health”, is misleading by implication that career is more important than health.
Advertiser claiming to be “Immigration Doctors” was not substantiated with supporting data. The

claims are misleading by exaggeration.

14. Opulentus Overseas Careers Pvt Ltd.- Opulentus Overseas Careers: The advertisement’s claims, We
have never failed to process successful visas for Australia, United Kingdom, Canada and Unites States of
America”, and “Our Premier profile assessment gives you assurance of guaranteed success and best
opportunities”, were superlative and were not substantiated with any verifiable supporting data. The

claims are misleading by exaggeration.
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15. Opulentus Overseas Careers Pvt Ltd: The advertisement’s claims, “Our service fee is competitive &
among the best you will find in the industry” and “Process Consultants are the best in the world”, were
superlative, not substantiated, and misleading by exaggeration. The claims exploit consumers’ lack of

knowledge.

16. Opulentus Overseas Careers Pvt Ltd: The advertisement’s claim “Opulentus - The Visa Company is the
finest immigration consultant having expertise in providing quality solutions in visa processing”, was

unsubstantiated, misleading by ambiguity.

17. Mind Management Tech: The advertisement’s claims, (in Malayalam and translated to English) “People
of any age and having any education can study within two months (8 Saturdays). You can be an efficient
expert psychiatric counsellor to solve your own mental issues and others issues. Will get Govt. of India
promoted certificate and ID card after the course” were not substantiated and are misleading by

exaggeration.

18. Panache Academy: The advertisement’s claim, “50% Scholarship”, was not substantiated with
supporting evidence such as Scholarship availed by any of their students, financial provision made by
the institute to for the scholarship, the claim was misleading by ambiguity and omission of information
regarding the amount of scholarship and number of scholarships offered and the applicable criteria. For
the claim, “Join Panache Academy and earn 30,000* to 1,50,000* monthly” the advertiser did not
provide supporting evidence to verify the number of students who received offer letters/ job offers

from the Tourism / Aviation / Hospitality industry.
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Complaints against advertisements of 30 educational institutes listed below are UPHELD mainly because
of unsubstantiated claims AND/OR misleading claims that they provide 100% placement/ 100%

placement assistance AND/OR they claim to be the No.1 in their respective fields.

Indian Institute of Finance, Institute of Management Studies, Institute of Management Studies, IMM-
FOSTIIMA Business School, Institute of Advance Network Technology (IANT institute), Gaur Hari Singhania
Institute of Management & Research, Brij Education Trust-BIMT Gurgaon, Deen Dayal Upadhya Institute of
Management & Higher Studies, Bharitya Vidya Bhavan’s Centre for Communication and Management
(BCCM), INDUS University-Indus Institute of Management Studies, Jamia Hamdard, Accurate Group of
Institutions Accurate Institute of Advanced Management, Accurate Group of Institutions- Accurate Inst. of
Mgt & Technology, Science &Technology Entrepreneurs Park-HBTI — Kanpur, Moti Lal Nehru School of
Management, R.L. Institute of Management Studies, Poddar & Management Technical Campus, Institute of
Advanced Mgt & Research (IAMR), Indirapuram Institute of Higher Studies, Indus School of Business Mgt.
(Gurgaon), Chathamkulam Foundation Charitable Trust- Chathamkulam Inst of Research & Advanced
Studies, T. M. Bhagalpur University, Mar Athanasios College for Advanced Studies (MACFAST) ,
International School of Management (ISM Patna), Netaji Subhas Institute of Business Management, Christ
Institute of Management (CIM), KV Charitable Trust (KVIM Business School), Harlal Institute of
Management &Technology, M.O.P. Vaishnav College for Women (Autonomous) and Bhanwar Rathore

Design studio.
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PERSONAL CARE:

The CCC found claims of 13 advertisements in personal care products or services to be either misleading or
not adequately / scientifically substantiated; hence in violation of the ASCI Code. In several cases it was
observed that the advertisements are misleading by implication and exaggeration and are likely to lead to
grave or widespread disappointment in the minds of consumers. Complaints against the following

advertisements were upheld.

1. Hindustan Unilever Ltd. (Lever Ayush Antimarks Turmeric Face cream): The advertisement’s claims, “A
skin care treatment formulated with 5000 years of Ayurvedic wisdom from the granthas” and “The
purifying properties of Turmeric (haldi) are known to enhance complexion” and “Kumkumadi Tailam is

known to cure marks” were inadequately substantiated.

2. Hindustan Unilever Ltd. (Lever Ayush Natural Fairness Saffron Face cream): The advertisement’s
claims, “A fairness treatment formulated with 5000 years of Ayurvedic wisdom” and “The rich blend of
Saffron and Kumkumadi Tailam is known to cure marks and lighten skin complexion” were inadequately

substantiated.

3. Hindustan Unilever Ltd. — Pure Derm Shampoo: The advertisement’s claim, "100% tak Dandruff Jayega
Aur Waapas Nahin Aayega” is misleading by omission and ambiguity. For the claim to hold true, it was
considered necessary that the disclaimer mentions the duration of use (daily for four weeks) required

to achieve “Up to 100% dandruff removal” state and that this disclaimer is legible.

4. Hindustan Unilever Ltd. (Lever Ayush Whitening Toothpaste with rock salt): The advertisement’s
claims, “Formulated with 5000 years of Ayurvedic wisdom”, “It contains Rock Salt (Sendha Namak),
known since centuries as a powerful solution for whitening of teeth” and “Contains Arimedas Tailam

known to be extremely effective in making teeth healthy” were inadequately substantiated.

5. Hindustan Unilever Ltd. (Indulekha Bringha Oil): The television commercial was positioned as a
solution for male pattern baldness, the claim “grows new hair” was not substantiated. The

advertisement is misleading by ambiguity and implication.
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6. Colgate-Palmolive (India) Ltd ( (Colgate Swarna VedShakthi Toothpaste): The advertisement’s claims,”
It has a combination of Ved and Science, | see it as a double benefit” and “The perfect sangam of Ved

and science” were inadequately substantiated and are misleading by ambiguity and implication.

7. Wipro Enterprises P. Ltd (Chandrika Hair Oil): The advertisement’s claim (in Malayalam) as translated
in English (translation provided by advertiser), “arrests hair fall and makes your hair thicker and
stronger” was not substantiated. In absence of such data, the visual showing the “competitor lifting the
dumbbells with her hair without any breakage” (versus her rival breaking and losing lot of hair), was

considered to be misleading by implication and exaggeration.

8. Dabur India Ltd. (Dabur Lal Tail): The claim, “kyunki ismein hanikarak untreated paraffin wala mineral
oil nahi”, was not substantiated and is misleading by implication. Moreover, linking the product benefit
to absence of mineral oil as incorrect. Mineral oil is a very widely used and permitted cosmetic
ingredient. It is unlikely that marketed products containing mineral oils would be harmful. Such a
comparison is unfair and denigrates mineral oil containing products. The advertisement has a visual of a
graph showing a baby from a crawling to a walking stage, implied double increase in height of the baby,
which was misleading by ambiguity and implication. Such depiction is likely to lead to grave or

widespread disappointment in the minds of consumers.

9. OIJB Herbals Pvt. Ltd. (Oshea Herbals UV Shield Sunscreen Gel): The advertisement’s claim, “Made
with extract of porphyra umbilicalis a natural ultra violet protection factor, vetiver, aloe vera, carrot,
cucumber and chamomile is ideal for hot and humid weather”, was not substantiated with supporting
data showing presence of these ingredients in the product. The claims, “Protects you from all forms of
sun damage like tanning, sun spots and premature ageing” and “Lightens skin by regulating skin
darkening pigments” were not substantiated with any technical data, scientific rationale or evidence of

product efficacy, and are misleading by exaggeration.
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10. Apcos Naturals (Just Herbs): The advertisement’s claim, “Our Fair’e skin lightening gel and A’ffair skin
lightening cream help in getting rid of dark spots and patches”, was not substantiated with product
efficacy data. The claim “The herbs present in them detoxify the blood and boost circulation to fade
freckles and skin discolorations thus making the skin tone more even toned and giving it a lighter
appearance”, was not substantiated with any evidence of the ingredients present in the product and

with specific benefits attributed to the said ingredients.

11. Vaadi Herbals Pvt Ltd (Vaadi 24 Carat Gold Face pack): The advertisement’s claims, “Vitamin-E &
Lemon Peel”, “This rich gold pack is specially formulated with high percentage of 24 carat gold leaves
which gives an instant shine and lustre to the facial skin” and “It leaves your skin with a smooth and
polished look” were not substantiated, are misleading by exaggeration and likely to lead to grave or

widespread disappointment in the minds of consumers.

12. Jyothy Laboratories Ltd. (Margo Neem Soap): The advertisement’s claim “New” is not justified as only
the packaging artwork had changed. The claim is misleading by ambiguity and implication and also
contravened Guidelines on validity & duration of claiming New / Improved. The specific reference to

“1000” in the claim “Hazaar neem leaves ke guno se bana” (“Made from the Goodness of 1000 neem

” (ll

leaves”) was inadequately substantiated and is misleading by implication.

13. Karnataka Soaps & Detergents Ltd (Mysore Sandal soap): In the advertisement the ingredient list
showing lanoline (a non-veg product), when read in conjunction with the vegetarian logo (green dot
symbol) shown on the packaging is likely to mislead consumers and could lead to grave or widespread

disappointment in the minds of consumers.
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HEALTHCARE:

The CCC found claims of 15 advertisements in healthcare products or services to be either misleading or not
adequately / scientifically substantiated; hence in violation of the ASCI Code. In several cases it was observed
that the advertisements are misleading by exaggeration, exploit consumers’ lack of knowledge and are likely to
lead to grave disappointment in the minds of consumers. CCC also came across advertisements that were in
violation of the Drugs & Magic Remedies (DMR) Act. Complaints against the following advertisements were

upheld.

1. Dr. Batra’s Positive Health Clinic (Dr. Batra’s Geno Homeopathy): The advertisement’s claim, “Geno
Homeopathy — a break through treatment based on Gene Analysis for ailments across all age groups” was

not substantiated and was misleading by exaggeration.

2. Huxley’s Company (India) (Wintogeno Pain Reliever): The advertisement’s claim, “Most reliable and
powerful pain reliever since 1899”, was not substantiated with third party validation or any verifiable
yearly comparative data since 1899 of the product and other products of the category. The claim, “No
harmful ingredients used”, was not substantiated with evidence of approval from regulatory authorities.
The claim, “Apply Wintogeno two times a day and take Wintogeno joint pain tablet twice in a day after

meals and experience the double relief”, was not substantiated with any scientific or technical data.

3. Shree Dhanvantri Herbals - Swing Forte Capsule: The advertisement’s claim, “Improves arousal and
stamina in sexual disorders,” was considered to be, prima facie, in violation of The Drugs & Magic

Remedies (DMR) Act.

4. Vee Excel Drugs And Pharmaceuticals Private Limited - AXL Vega Fem Breast Enlargement gel and
capsules: The advertisement’s claims, “Based on natural herbal formula, the product also helps in gaining
softer, smoother texture breasts as well as much younger looking cleavage without requirement for
dangerous and costly implants or injections,” and “Being safe to use, these are highly effective with no side
effects and the ingredients used in this product work by gradually augmenting size as well as shape of
breasts which helps to promote healthy transformation,” were considered to be, prima facie, in violation

of The Drugs & Magic Remedies (DMR) Act.
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5. Shree Kalyan Ayurvedashram Safed Daag Psoriasis: The advertisement’s claims, “Immediately after the
treatment begins, the oldest marks will change into the original colour of your skin” and “Call and get 30
days’ worth of medicine free” were considered to be prima facie, in violation of The Drugs & Magic

Remedies (DMR) Act.

6. Triveni Sangam Chaitanya Jagran: The advertisement’s claim, “Cure all types of ailments (Disease) without

medicine”, was not substantiated and is misleading.

7. Pankajakasthuri Herbals India (P) Ltd. (Pankaj Kasturi Breathe Easy): The advertisement’s claims, “A
combination of 15 herbs and natural ingredients in specific composition has been formulated by us”, “Its
unique and time tested traditional yet Ayurvedic formula harnesses phyto nutrients and antioxidants like
xanthones which helps in building immunity, thereby improving the ability to breathe well” and “The herbal

formulation is completely safe and is without any side effects” were inadequately substantiated.

8. Hope Ayurvedic Medicines Pvt. Ltd: The advertisement’s claims (in Marathi) as translated in English, “Can
be used in all types of Cancer, HIV/AIDS, all Blood related diseases, Renal diseases, Depression, Migraine
pain, Geriatric blood diseases, to increase platelets in dengue, and all those Diseases which are not relived
by any other Medicines” were not substantiated with evidence of product efficacy and are misleading by
implication that this medicine works even when all other treatments fail. The claim, “Patented medicine by
Government of India”, was not substantiated with supporting evidence of Government of India having

granted patent for their Ayurvedic medicine, and hence is misleading.

9. Seniority Ltd. (Aayu Copper Bottle): The advertisement’s claims, “The Aayu - pure copper bottle aids weight
loss, boosts cardiac health, slows down ageing and fights cancer” and “It also kills all micro-organisms and
prevents spread of water borne disease” were not substantiated with any scientific rationale or technical

tests.

10. Dr. Richa’s Wave Health Centre: The advertisement’s claim, “To cure all incurable diseases with infrared

heat therapy”, was not substantiated with authentic supporting evidence.
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11. Jiva Nutrition (Jiva Nutrition Anxiety and Insomnia Combo Tablets): The advertisement’s claims,
“Effective in sleep disorders”, “Improves sleep quality and duration” and “Relieves symptoms of anxiety

and stress” were not substantiated with scientific rationale or clinical evidence of product efficacy.

12. Jiva Nutrition (Jiva Nutrition Shilajeet Capsules): The advertisement’s claims, “Purifies blood and
rejuvenates tissues”, “It is also effective against swellings and kidney diseases” and “The ingredients of the
capsule also strengthen your nervous system and help you cope with higher stress and anxiety levels”

were not substantiated with scientific rationale or clinical evidence of product efficacy.

13. Planet Ayurveda (Diabetes Care Pack): The advertisement’s claim, “The herbs are totally natural without
any preservatives or chemicals” was not substantiated with supporting data showing presence of the
ingredients in the product. The claim “These natural supplements can be used for years without any side
effects along with the other supplements or modern drugs to control sugar levels” was not substantiated
with scientific rationale or clinical evidence of product efficacy. The claim, “Dr Vikram Chauhan Best
Ayurvedic doctor in India” was not substantiated with details of his medical qualifications and any

supporting data to prove that he is the best ayurvedic doctor in India.

14. Ommrudraksha (Rudraksha for Impotency): The advertisement’s claims, “Rudraksha helps to grow the
power,” “It gives relief in impotency, feeling of sexual underperformance,” and “Rudraksha also helps to
get more sleep and positive feelings,” were considered to be, prima facie, in violation of The Drugs &

Magic Remedies (DMR) Act.

15. Mallia & Derma: The advertisement’s claim, “Unlimited Grafts” was not substantiated with technical

details regarding the procedure and clinical evidence of how “unlimited grafts” are achieved.
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FOOD AND BEVERAGES:

1. Hindustan Unilever Natural Ltd. (Red Label Care): The advertisement’s claim, “De aam viral infection se
zyaada suraksha” was inadequately substantiated and is misleading by ambiguity and implication. In
addition, the disclaimers in the advertisement are in contravention of the ASCI Guidelines on Disclaimers for

hold duration and legibility.

2. Marico Ltd. (Saffola Active): The product description on amazon website claiming, “Saffola active absorbs
28% lesser fat as compared to other oils”, YouTube advertisement claim, “Upto 28% less fat absorption”
(Original Hindi claim, “iska low abosorb khane me tel ka absorption kare 28% tak kam”), and advertiser’s
website claim, “Saffola Active - Absorbs upto 28% lesser fat as compared to other single seed oils”, was
inadequately substantiated and is misleading by omission. The advertiser is making specific quantitative
claim for test done only on one food item, and not for variety of fried foods that are commonly cooked at

home,.

3. Marico Ltd. (Saffola Gold): The advertisement’s claim, “Saffola Gold has Losorb Technology which ensures
up to 20% less oil absorption in food, as compared to other leading cooking oils” was inadequately
substantiated as the advertiser is making a specific quantitative claim for test done only on one food item,

and not for variety of fried foods that are commonly cooked at home. The claim is misleading by omission.

4. Nestle India Ltd (Nestle Ceregrow): The advertisement’s claims, “Pet bharke to khila diya, par muscle
bharke nahi khilaya”, “Pet bharke toh khilati hogi par immunity bharke nahi” and “Jiska har bowl hai bhara
iron aur ghane poshan se” were inadequately substantiated. The CCC observed that the explanation for the
claim of “Poora Poshan” given by the Advertiser is contradictory. On one side they claim that Proteins are
38% and Vitamins and Minerals are 15% of RDA for the age for which the product is made and not 100%
RDA to justify the claim “Poora Poshan”. This is misleading because Consumer mothers may think that one
bowl is enough of daily nutrition of their child between 2 to 5 years. The claims are misleading by ambiguity
and implication and are likely to lead to grave or widespread disappointment in the minds of consumers.

Additionally, the disclaimers in the TVC were not in the same language as the audio of the TVC (Hindi).
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5. Zydus Limited Wellness (Nutralite): The advertisement’s claim, “Nutralite is a Healthy Alternative to
Butter”, implying the advertised product to be a better substitute for butter was inadequately substantiated
with comparative technical data regarding the overall nutritional profile of the two compared products such
as saturated fats, transfats, total fats, calories etc. The claim is misleading by ambiguity, exaggeration, and

omission likely to lead to grave or widespread disappointment in the minds of consumers.

6. KRAFT HEINZ INDIA PRIVATE LIMITED (Complan): The advertiser indicates that their product has 15t class
protein. But the depiction in the print advertisement of placement of the text below yellow cup only creates
an impression that the other product being compared against do not have any 1st class protein. This aspect
(absence of 1st class protein in other products) was substantiated whereas the complainant submitted data
showing presence of all essential amino acids in Horlicks. This was considered to be misleading by omission

and implication. The advertisement unfairly denigrates other health drinks.

7. Pernod Ricard India (Royal Stag CD): The advertisement depicting the Royal Stag brand name is a surrogate
advertisement for promotion of a liquor product — Seagram’s Royal Stag. The YouTube advertisement is
misleading by implication, and has reference to the words “It’s your life. Make it Large” and contravened
Chapters 1.4 and III.6 (b) of the ASCI Code. Furthermore, the advertisement did not meet the requirements
as per ASCl's Guidelines for Qualification of Brand Extension Product or Service and thereby contravened

Chapter III.6 (a) of the ASCI Code.

8. Oziva- Nutritional Meal Replacement Shake for women : The advertisement’s claims, “Meal Replacement
Shake”, “Enriched with Ayurvedic Herbs and added Vitamins & Minerals for Weight Loss & Improved
Metabolism” , “Delicious Shake that saves 500-700 calories vs. a Regular Meal” were not adequately

substantiated. The claims are misleading by ambiguity.

9. Kamla Kant & Company LLP (Rajshree Pan Masala): The hold duration of the disclaimer on the screen was

not more than 4 seconds and hence it contravened Clause 4 (X) of ASCI Guidelines for Disclaimers.

10. Ashok & Co. — Pan Bahar Ltd. (Bahar Select Pan Masala): The advertisement’s disclaimer, “Paan masala
chabana haanikarak hai” and the volume of the audio contravened Clause XI of ASCI Guidelines for
Disclaimers (the speed of spoken disclaimers should not exceed 6 syllables per second and its volume should

be the same level as the rest of the audio in the TVC.
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Leadership claims by channels / Violation of BARC Guidelines:

1. ARG Outlier Media (Republic TV): In the advertisement, Republic TV has used only two hours of BARC

data to stake No.1 position, which is impermissible and in violation of BARC regulations.

2. ARG Outlier Media — (Republic TV): In the advertisement, Republic TV has made leadership claim under
Single Event Reporting. As per BARC Guidelines, an event that happens five times a week for 60 weeks
at a trot is distinctly not a single event. In the context of impermissible use of BARC data, the Ad —

mailer contravened Chapter 1.3 of the ASCI Code.

3. ARG Outlier Media (Republic TV): In the advertisement, “Republic TV has made leadership claim under
Single Event Reporting. As per BARC Guidelines, an event that happens five times a week for 65 weeks
at a trot is distinctly not a single event.. In the context of impermissible use of BARC data, the Ad —

mailer contravened Chapter 1.3 of the ASCI Code.

4. Times Network Ltd (Times Now): In the advertisement, publishing of relative shares was not permitted
under BARC Usage Guidelines. The Advertisement — Television promo contravened Chapter 1.3 of the

ASCI Code.

5. Times Network Ltd (Times Now): The advertisement emailer was misleading by omission to mention
that their channel is No.1 in English News genre. Also, the word “Always” in the claim implies that their
leadership position (No.1) is consistent, which is misleading by implication and exaggeration. The claim is
likely to lead to grave or widespread disappointment in the minds of consumers. Also the position of the
disclaimer was not correctly placed in the advertisement which contravened ASCI Guidelines for

Disclaimers

6. Times Network Ltd (Times Now): The television advertisement was misleading by omission to mention

that their channel is No.1 in English News genre.

7. TV9 (TV9 Guijarati): The advertisement’s claim, “TV9 Gujarati No. 1”, was not substantiated with
viewership data of the advertiser’s channel against all other competitive channels, to prove its

leadership position (No.1), and is misleading by exaggeration and implication.
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OTHERS:

1. LG Electronics India Pvt Ltd (LG Refrigerator): The advertisement’s claim, “Linear Cooling” was not
substantiated with technical data for product feature claiming to offer cooling all across the
refrigerator. The claim, “Keeps food fresh up to 14 days”, was not substantiated with comparative data

or with technical test reports of the product. The claims are misleading by exaggeration.

2. Shopkio: The website advertisement offer of “Attractive Blue Colored Printed Khadi Silk Saree Online”,
with the visual of the model shown with the same colour saree, misleading by distortion, and
misrepresented facts. The advertisement is likely to lead to grave or widespread disappointment in the

minds of consumers.

3. Franke Faber India Ltd. (Faber 3D Hood Chimney): The advertisement’s claim, “Makes your kitchen

completely smoke-free” was not substantiated and is misleading by exaggeration.

4. Blue Star Limited (Blue Star Water Purifier): The advertisement’s claim, “Immuno Boost Technology”
was inadequately substantiated. The claim is misleading by exaggeration, exploits consumers’ lack of

knowledge and is likely to lead to grave or widespread disappointment in the minds of consumers.

5. Lenskart.com: The advertisement’s claim, “Two Pairs for Rs 999 for Gold members” was misleading by
omission; the offer is available only on purchase of 2 pairs of spectacle frames with lenses, and subject
to Terms and Conditions. The claim offer is likely to lead to grave or widespread disappointment in the

minds of consumers.

6. Future Retail Limited (Big Bazaar): The advertisement displaying - Phool Gobhi, Cabbage, Bhindi,
Coconut, Beans, Carrot, Lemon, Cucumber, Spinach and few others under the discount offer of “Rs.6
per 250 g”, misrepresented the facts. The visual is likely to lead to grave or widespread disappointment

in the minds of consumers.
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10.

11.

Paytm E-Commerce Pvt Ltd (Paytm): The advertisement’s claim related to the price of the product (Suzuki
Access 125 SE CBS - Disc) quoted as Rs. 20,000/- was misleading by ambiguity and omission to mention that it
is only a booking amount with an additional convenience fees applicable. The visual is likely to lead to grave

or widespread disappointment in the minds of consumers.

Godrej Consumer Products Ltd: The advertisement’s claim, “Kapde pe ek do teen char no machhar biting ghar
ke bahar” was inadequately substantiated and is misleading by exaggeration and omission. For the claim,
“100% natural” it was observed that the two active oils constituted 50% of the product whereas no details
regarding the “Natural” status of the remaining 50% (excipients) was provided. In view of this observation, the

III

visual in the advertisement of front of pack declaration of “100% Natural” is misleading by ambiguity,

implication and omission of mention that this claim is limited to only the active ingredients.

Infibeam Avenues Ltd (Infibeam.com): The advertisement’s claim, “We are giving free domain names with
Daily Earnings”, is misleading by omission to mention that the earnings start only when an advertiser registers
on the domain and post advertisements are served on the page. Furthermore, the position of the disclaimer

was not correctly placed in the advertisement, and contravened the ASCI Guidelines for Disclaimers.

Reliance Broadcast Network Ltd (Reliance Digital TV): The advertisement’s claim, “Maximum time duration
from booking to installation will be 30 to 45 days”, was not substantiated and is misleading by exaggeration.

The claim is likely to cause grave and widespread disappointment in the minds of the consumers.

Reliance Jio Infocomm Ltd. (Reliance Jio): The advertisement’s claim, “With 4G speed, enjoy the fastest speed
anywhere in the country”, was not substantiated and is misleading by exaggeration. The claim is likely to lead

to grave or widespread disappointment in the minds of consumers.
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12.

13.

14.

15.

16.

Life Fitness Gym: The advertisement’s claim, “India’s biggest ever Gym opens at Shahibaug”, was not
substantiated with any verifiable comparative data of the advertiser’'s Gym and other fitness Gyms in India, to
prove that it is bigger than the rest, or through third party validation. The source for the claim was not indicated
in the advertisement. The claim is misleading by exaggeration and is likely to lead to grave or widespread

disappointment in the minds of consumers.

Tanisha Systems (Lovevivah)- The advertisement’s claims, “India’s Top Matrimony Site”, and “We offer the
most trusted & authentic matrimonial profiles for those who are looking for Indian brides and grooms for
marriage” were not substantiated with any consumer survey data, or any verifiable comparative data of the
advertiser’s site and other matrimonial sites in India, to prove that they are amongst the top and the most
trusted matrimonial matchmaking service providers, or through third party validation. The claims are
misleading by exaggeration and are likely to lead to grave or widespread disappointment in the minds of

consumers.

Manhattan Sofa Makers: The advertisement’s claims, “Buy nine Seater Sofa & get items worth Rs. 25,000
free**” and “India’s largest Sofa manufacturers”, were not substantiated with third party validation or any
verifiable or comparative data, to prove that they are largest. The claim is misleading by exaggeration and is

likely to lead to grave or widespread disappointment in the minds of consumers.

Resinova Chemie Ltd (ResiQuick): The advertisement’s claim, “India’s most innovative instant adhesive”, was
not substantiated with any any technical rationale or comparative data to prove that their product is the most
advanced. The claim is misleading by exaggeration and is likely to lead to grave or widespread disappointment

in the minds of consumers.

Resinova Chemie Ltd (ResiQuick): The advertisement’s tagline, “aam chipkanewale chipka jaate hain” was with
reference to other ordinary adhesive products being messy during use was not substantiated. This reference

made is misleading by ambiguity and implication
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SUO MOTO Surveillance by ASCI

The advertisements given below were picked up through ASCI’s Suo Moto surveillance of Print and TV
media via the National Advertisement Monitoring Services (NAMS) project. Out of 323 advertisements that
were picked up, 238 advertisements were considered to be misleading and 80 cases were informally
resolved meaning the advertisements were voluntarily withdrawn by the advertisers immediately post
receiving the complaints. Of the total of 238 advertisements that were upheld, 152 belonged to the
Education category, 46 advertisements belonged to the Healthcare category, 14 belonged to the Food &

Beverages category, seven to Personal care category and 19 belonged to the ‘Others’ category.

EDUCATION:

The CCC found claims in the advertisements by 22 advertisers that were not substantiated and thus, in

violation of ASCI Guidelines for Advertising for Educational Institutions.

1. Udaipur Study Circle: The advertisement’s claim, “The only institute of UGC in South Rajasthan which
has given highest selections in IAS/RAS/RPS and Teachers Post”, was not substantiated and is
misleading by exaggeration. The claim is likely to lead to grave or widespread disappointment in the

minds of consumers.

2. HNN Institute of Practical Journalism: The advertisement’s claim, “Uttarakhand’s No. 1 and country’s
upcoming news channel” was not substantiated with comparative viewership data to prove its
leadership position (No.1) and is misleading by exaggeration and implication. Voice over claim,
“Guaranteed Job” was not substantiated with verifiable supporting data of e students with jobs after
completion of their training programs. The claims are likely to lead to grave or widespread

disappointment in the minds of consumers.

3. Cellcom Mobile Training Institute: The advertisement’s claim, “Odisha and Bhubaneshwar’s No. 1
mobile training institute” was not substantiated with third party validation or any verifiable
comparative data to prove its leadership position (No.1) in Odisha and Bhubaneshwar. The claim is

misleading by exaggeration.
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4. Major Kalshi Classes: The advertisement’s claim, India’s No. 1 Defence Training Institute”, was not
substantiated with third party validation or any verifiable comparative data to prove its leadership
position (No.1) in India. The claim is misleading by exaggeration and is likely to lead to grave or

widespread disappointment in the minds of consumers.

5. Major Kalshi Classes Pvt. Ltd: The advertisement’s claim, “The only institute in India which has given
513+ selections in AirForce-2018 Exam” was not substantiated and is misleading by exaggeration and is

likely to lead to grave or widespread disappointment in the minds of consumers.

6. Dashmesh Academy: The advertisement’s claims, “The Most Trusted brand”, “The Best Results and
maximum no. of selections in the toughest of exams in India- IAS CAT NABARD RBI”, “The Most
Experienced Institute in North India”, and “Best Team of Experts”, were not substantiated with third
party validation, any market survey data, or any verifiable comparative data. The claims are misleading
by exaggeration and are likely to lead to grave or widespread disappointment in the minds of

consumers.

7. St. Soldier Institute of International Studies: The advertisement’s claim, “The safest and right way to
go for Canadian Education” was not substantiated with verifiable supporting data and is misleading by
exaggeration and implication. The claim is likely to lead to grave or widespread disappointment in the

minds of consumers.

8. DET Coaching Centre - DCC Institute: The advertisement’s claim, “The only Institute in Haryana which
has given highest selections in last 15 years in BSc, Agriculture, VS and VLDA” was not substantiated
through an independent third party validation or with15 years of verifiable comparative to prove
highest selections of students. The claim, “Guarantee of 100% success” was not substantiated with
verifiable supporting data. The claims are misleading by exaggeration and are likely to lead to grave or

widespread disappointment in the minds of consumers.
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9. Alva’s Education Foundation — Alva’s Pre-University College: The advertisement’s claim, “More than
350 students got Govt. seats in MBBS last year” was not substantiated with authentic verifiable
supporting data of 2017 giving detailed list of students who got Government seats in MBBS, nor any
independent audit or verification certificate. The claim is misleading by exaggeration and is likely to

lead to grave or widespread disappointment in the minds of consumers.

10. Govindam Defence Academy: The advertisement’s claim, “Institute giving highest selections in
Rajasthan for Air Force and Navy” was not substantiated. The claims, “Total 274 selections from
October 2017 to May 2018 which includes 125 from Air force - May 2018 Phase-Il, 66 from Air Force -
Oct 2017 final merit, 60 from Indian Navy (2017-18) and 23 from Indian Army and other” were not
substantiated with verifiable supporting data. The claims are misleading by exaggeration and are likely

to lead to grave or widespread disappointment in the minds of consumers.

11. Matsya Soldier Defence Academy: The advertisement’s claim, “The only institute which has given 1345
highest selections in Rajasthan”, was not substantiated. The claim, “If not selected then no fees
(written agreement)” was not substantiated with any supporting evidence of the students selection and
evidence of refund in case not selected. The claims are misleading by exaggeration, and are likely to

lead to grave or widespread disappointment in the minds of consumers.

12. Kartavay Defence Academy: The advertisement’s claim, “If not selected, then no fees will be taken”
was not substantiated with supporting evidence that all the students of the coaching center were
selected or the advertiser’s institute had not taken fees from those students who were not selected for
defense coaching. The claim is misleading by exaggeration and is likely to lead to grave or widespread

disappointment in the minds of consumers.

13. ISEC School of Engineering & Consultancies Pvt. Ltd: The advertisement’s claim, “No.1 Technical
Coaching Institution”, was not substantiated with any verifiable comparative data to prove its
leadership position (No.1) or any third party validation. The claim is misleading by exaggeration and is

likely to lead to grave or widespread disappointment in the minds of consumers.
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14. ABES Engineering College: The advertisement’s claim, “1st in U.P.” was not substantiated for the
ranking claimed and is misleading by ambiguity regarding actual ranking by NIRF. The claim is likely to

lead to grave or widespread disappointment in the minds of consumers.

15. Achariya Group of Educational Institutions: The advertisement’s claim, “India's largest national
topper” was not substantiated with third party validation or any verifiable comparative data prove their
any. The claim is misleading by exaggeration and is likely to lead to grave or widespread

disappointment in the minds of consumers.

16. Vidarbha Professional Academy: The advertisement’s claim, “The most trusted academy for commerce
education” was not substantiated with any market survey data, third party validation or with verifiable
comparative data to prove that it is most trusted academy The claim is misleading by exaggeration, and

is likely to lead to grave or widespread disappointment in the minds of consumers.

17. ViIMS Academy: The advertisement’s claim, “Best Training Centre in South India for Airline
Management training” was an absolute claim and was not substantiated with any market survey data,
independent third party validation or verifiable comparative data proving it is better than other
institutes. The claim is misleading by exaggeration and implication and is likely to lead to grave or

widespread disappointment in the minds of consumers.

18. Vidyasagar Learning Pvt Ltd- Vidyasagar Classes: The advertisement’s claim, “Maharashtra's most
trusted medical & engineering entrance coaching since 1985” was not substantiated with any market
survey data, third party validation or with verifiable comparative data since 1985to prove that it is most
trusted institute in Maharashtra through. The claim is misleading by exaggeration, and is likely to lead

to grave or widespread disappointment in the minds of consumers.
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19. ABC Classes: The advertisement’s claim, “No.1 in Eastern U.P”, was not substantiated with third party
validation or any verifiable comparative data of institutes in Eastern UP, to prove its leadership position
(No.1). The claim is misleading by exaggeration and is likely to lead to grave or widespread

disappointment in the minds of consumers.

20. Noida Institute of Engineering & Technology: The advertisement’s claim, “Highest Placements Highest
Admissions” was inadequately substantiated with no evidence of comparison with similar institutes,
nor any independent audit or verification certificate was provided. The claim is misleading by

exaggeration and is likely to lead to grave or widespread disappointment in the minds of consumers.

21. Aryansh College: The advertisement’s claim, “India's 1st college with unique concept” was not
substantiated, and is misleading by ambiguity and exaggeration. The claim is likely to lead to grave or

widespread disappointment in the minds of consumers.

22. A B lJichkar's Ideal Academy of Science: The advertisement’s claim, “Central India's most trusted
Institute for thousands of Engineering and Medical Aspirants”, was not substantiated with third party
validation, market survey data or any supporting comparative data of institutes in central India. The
claim is misleading by exaggeration and is likely to lead to grave or widespread disappointment in the

minds of consumers.

Complaints against advertisements of 130 educational institutes listed below are UPHELD mainly
because of unsubstantiated claims AND/OR misleading claims that they provide 100% placement/ 100%

placement assistance AND/OR they claim to be the No.1 in their respective fields.

Pakur Polytechnic, CBS Group of Institutes, Ayaan Foundation Ayaan Defence Academy, Shoolini University,
Farouk Educational Trust - Raak Arts and Science College, Jai Hind Group of Institution, Vedanta Academy
IAS, ANNEX College, Annapoorana Engineering College, Anand Institute of Higher Technology, ANA Group
of Institutions, All India Aviation Academy, Academy of Fashion & Art (AFA), AIHM Institute of Hospitality
Management, Aky Polytechnic College, Allen Career Institute, Allen Career Institute, N-Gen Group N-Gen
Training Centre), N-Gen Group- NGen Mechatronics Training Centre, Nabapravat Academy of Management

Education (NAME), Naipunnya School of Management,
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Neev The Foundation, Naincy Group of Institution- Naincy College of Hotel Management, Shankersisnh
Vaghela Charitable TrustBapu Gujarat Knowledge Village, Bastia Memorable Trust-Bastia ITlI, Cambay
Institute of Hospitality Management, Chand Babu Private ITI, Cosmo Computers, Cradle of Management
Educational Society-Cradle Institute of Paramedical Sciences, Geeta Group of Institutions, Global Institute of
Cyber Technology, Global Career Academy, Government Polytechnic Sonipat, Gurugram Global College of
Pharmacy, Gurukul Defence Academy, Harvard Institute of Fire and safety Engineering, Hindustan Defence
Academy, IIAM- Integral Institute of Advanced Management, Sainik Institute of Education, SAMS Group of
Institutions, Ramgarhia Institute of Engineering and Technology, Rustomjee Academy for Global Careers,
SGT University, Sahyadri College of Fire Engineering & Safety Management, Sai Royale College of Tourism
& Hotel Management, Sri Saaisamrat Institute Business & Hotel Management, Institute of Management
Studies, Index Medical College - Hospital and Research Centre, Indus Group of Educational Institutions-
Indus Seafarers Training Academy, Institute of Aero Management, International Institute of Design-(lID),
International School of Management, J.R.Media Institute, King Institute of Hotel Management & Catering
Technology, Zee Interactive Learning System Kidzee Pre-School, Karyashala, K R Defence Coaching Centre,
Nisarg Bahuudeshiya Sevabhavi Sanstha-K P Paramedical Institute, Jumbo Jet Aviation Academy, Lotus
Institute of Hotel Management, MassCoMedia, Macintosh Advance Computing Institute of Technocrats, M
V Shipping Management Services (P) Ltd, Nirmala College of Management Studies, Pahal Design, Pal College
of Technology and Management, Panwar Institute of Biology, Parimala Pandurangan Polytechnic College,
Perfect Computer Accounting Institute, Petknoling Skill Development Lab, Ramasamy Chellapappu
Educational Trust - R.C.LT.I and Catering Educational Institute, Raffles University, Raj School of
Management Sciences, Rajdhani Educational Group - Rajdhani Founda, Modern College of Professional
Studies & Law, Meera Institute, MEP Academy, MIT World Peace University, Adhaar College of Nursing,
Matha College of Medical Technology, JIS Group-JIS University, Ashoka Group of Institutions-Ashoka
Institute of Engineering & Technology, Aishwarya College, Khandelwal Group of Institutions, RJC Degree &
PG College, RNB Global University, Jagannath Gupta Institute of Engineering & Technology (JNIT), JIET
Group of Institutions (Jodhpur Institute of Hotel Management), Little Millennium Education, Lakshya
Bankers, Invertis University, Noorul Islam Centre for Higher Education (NICHE) and RL Institute of Nautical
Sciences, Brahmams Coaching, Bharti Taneja’s Alps Beauty Group— Bharti Taneja’s Alps Beauty Shop,
Achievers Academy, Chaitanya High School, VPMM Trust-.V.P. Muthaiah Pillai Meenakshi Ammal
Educational Institutions for Women, Vivaega Aviation Academy, Visvesvaraya College of Engineering &

Technology,
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Vijayanagar College of Nursing, VidyaBharathi of Group Institutions, Srinivas Trust- Vickram Polytechnic
College, Trinity Eye Hospital- Trinity Academy of Optometry, Travancore School of Hotel Management,
Tally Guru Solutions, Aptech Limited — (ARENA Animation Academy, Takshshila Institute of Engineering and
Technology, State Institute of Hotel Management, Swami Sahajanand College-Swami Sahajanand College of
Commerce & Management, Sant Ramakrishna Private Audyogik Prashikshan Sansthan, SRK Foundation SRK
Institute of Technology, Shri Rawatpura Sarkar Institutions, Sri Muthukumaran Education Trust-Sri
Muthukumaran Institute of Technology, Shree H.N.Shukla Group of Collages, Spice King International
Institute of Aviation, Sasmira Institute of Commerce & Science, Fly High IAS/PCS , Baluni Classes, Baluni
Classes, Dr. B. Lal Institute of Biotechnology, Dolphin PG College of Science & Agriculture, Dhanwantari
Institute and placement counceltancy, Aditya Degree College, Aditya Polytechnic College, Thiru Seven Hills
Polytechnic College, The Art Activities, Appin Technology Lab, Annai Fathima College, Apparel Training &
Design Centre (ATDC) and K G Dholakiya.
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HEALTHCARE:

1. Dr. Batra’s Positive Health Clinic (Dr. Batra’s Geno Homeopathy): The advertisement’s claims, “Gene-
targeted homeopathic therapy”, “Predict and prevent genetic diseases 15-20 years before they show
up in other tests safely through Homeopathy” and “With Geno Homeopathy, we combine the goodness
of Homeopathy with the science of genetics to enhance treatment results” were not substantiated and
are misleading by exaggeration. The claims exploit consumers’ lack of knowledge and are likely to lead

to grave or widespread disappointment in the minds of consumers.

2. Dr. Batra’s Positive Health Clinic: The advertisement’s claim, “The Homeopathy tablets removes/ gets
rid of diseases forever” was not substantiated with supporting clinical evidence. Specific to the visual
showing increase in stature of a minor, implying height increase with the use of their Homeopathy
tablets, the TVC is in breach of the law as it violates The Drugs & Magic Remedies (DMR) Act. The claim
is misleading by gross exaggeration and exploits consumers’ lack of knowledge and is likely to lead to

grave or widespread disappointment in the minds of consumers.

3. Dr. Richa’s Unique Clinic: The advertisement’s claim, “International Certified No.1 Clinic” was not
substantiated with supporting evidence of the advertiser’s clinic being internationally certified and is
misleading by exaggeration. The claim, “Height Treatment - increase height 2-7 cm within 2 months”
was not substantiated with supporting clinical evidence. Specific to the claims implying treatment for
height increase, the advertisement is in breach of the law as it violated The Drugs & Magic Remedies

(DMR) Act.

4. Dr. Richa’s Unique Clinic: The advertisement’s claims, “Instant inch loss & weight loss” and “Height
increment within 2 months” were not substantiated with supporting clinical evidence or with treatment
efficacy data and are misleading by exaggeration. The claims are likely to lead to grave or widespread
disappointment in the minds of consumers. Specific to the claims related to increase in height, the

advertisement is in Breach of the law as it violated The Drugs & Magic Remedies (DMR) Act.
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5. Dr. Richa’s Unique Clinic: The advertisement’s claim, “India’s Best Doctors” was not substantiated with
independent third party validation, or verifiable comparative data to prove that their doctors are better
than the rest. The claim is misleading by gross exaggeration. The claim is likely to lead to grave or

widespread disappointment in the minds of consumers.

6. Dr. Richa’s Unique Clinic: The advertisement’s claims, “Reduce 1-50 kilograms weight/ 1-50 inches in
different packages, Assured result-no side effect, no dieting, no medicine” and “Convert your body to
perfect shape” were not substantiated with supporting clinical evidence and with treatment efficacy
data, and are misleading by exaggeration. The claims exploit consumers’ lack of knowledge and are

likely to lead to grave or widespread disappointment in the minds of consumers.

7. Manipal Hospital: The advertisement’s claims, “India's most trusted healthcare network” and “India's
most trusted hospital network” were not substantiated, and are misleading by ambiguity. The claims

are likely to lead to grave or widespread disappointment in the minds of consumers.

8. Abbott India Ltd (Abbott Brufen Active): The advertisement’s claim, “Worldwide trusted” meant for
Brufen — an Ibuprofen containing brand in leadership position, being used for non-lbuprofen brand

Brufen Active was not substantiated and is misleading by ambiguity and implication.

9. Kolors Health Care India Pvt. Ltd (Kolors Slimming & Beauty): The advertisement’s claim, “Celebrity
Rambha reduced 15 kilograms in just few months”, was not substantiated with supporting clinical
evidence for the weight loss achieved by Rambha due to advertised product / service. The claim is
misleading by exaggeration, and is likely to lead to grave or widespread disappointment in the minds of

consumers.

10. Kolors Health Care India Pvt. Ltd- Kolors Slimming & Beauty: The advertisement’s claims, “Reduce
belly, sides, thighs, hips in short period of time up to 6 inches without exercise, pills, side effects and
surgery” were not substantiated with supporting clinical evidence and with treatment efficacy data and
are misleading by exaggeration. The images shown of a woman before and after the treatment imply a
significant weight loss which is also misleading and is likely to lead to grave or widespread

disappointment in the minds of consumers.
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11. Dr Mukherjee Fertility Centre: The advertisement’s claim, “Successful treatment of infertility through
panchkarma and herbal medicine” was not substantiated with supporting clinical evidence. Specific to
the claims implying cure for infertility with the use of the herbal medicine, the advertisement is in
breach of the law as it violated The Drugs & Magic Remedies (DMR) Act .The claim is misleading by
gross exaggeration and exploits consumers’ lack of knowledge and is likely to lead to grave or
widespread disappointment in the minds of consumers.

12. Sri Appollo Siddha Ayurveda Natural Unani Hospital: The advertisement’s claim, “Complete cure of
Asthma problems by shree apollahvaidyashala (siddha Ayurveda)” was not substantiated with
supporting clinical evidence. Specific to the claims of cure for Asthma with the use of their medicine,
the advertisement is in breach of the law as it violated The Drugs & Magic Remedies (DMR) Act. The
claim, “Those who did not get benefit from treatments in various places for diseases like Asthma,
Sinusitis, Joint pain, Psoriasis, after getting treatment from us, are not taking any medicine and tablets,
are living healthily and appreciating us” was not substantiated with supporting evidence. The claims are
misleading by gross exaggeration and exploit consumers’ lack of knowledge and are likely to lead to

grave or widespread disappointment in the minds of consumers.

13. Mahashi Ayurveda-Diab 99.9: The advertisement’s claims, “Most effective medicine on diabetes till
now” and “100 percent natural diabetes killer” were considered to be prima facie, in violation of The

Drugs & Magic Remedies (DMR) Act.

14. Dr Dixit Acupuncture Clinic: The advertisement’s claim, “Do ear acupuncture treatment and get rid of
diabetes” was not substantiated with supporting clinical evidence and with treatment efficacy data. The
claim is misleading by exaggeration, exploits consumers’ lack of knowledge and is likely to lead to grave
or widespread disappointment in the minds of consumers. Specific to the claims implying treatment for
Diabetes, the advertisement is in Breach of the law as it violated The Drugs & Magic Remedies (DMR)

Act.
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15. Masters Homeopathy: The advertisement’s claims, “In homeo there are medicines available for
controlling HIV”, “All the problems related to infertility are removed and the couples get success by
conceiving”, “The best medicines which can control Hepatitis B and C”, “After homeo treatment herpes
will not be seen again” and “Homeo treatment gives permanent solution for all pains related to neck
and shoulder” were not substantiated with supporting clinical evidence. Specific to the claims implying

cure for infertility with the use of their medicines, the advertisement is in Breach of the law as it

violated The Drugs & Magic Remedies (DMR) Act.

16. Herbal Health Care: The advertisement’s claims, “Permanent cure for Psoriasis” and “Permanent
solutions provided for diabetes and joint pain” were not substantiated with supporting clinical
evidence. Specific to the claims implying cure for diabetes with the use of herbal medicine, the

advertisement is in Breach of the law as it violates The Drugs & Magic Remedies (DMR) Act.

17. Skin Technology Clinic: The advertisement’s claim, “Successful treatment of baldness” was not
substantiated with supporting evidence or with treatment efficacy data and is misleading by
exaggeration and is likely to lead to grave or widespread disappointment in the minds of consumers.

The claim implying baldness is cured as a result of this treatment violated The Drugs and Cosmetics Act.

18. Ashvani Arogyam: The advertisement’s claims, “Treat all kind of complex and incurable diseases
completely with guarantee” and “Successful and free suggestion for HIV AIDS, Cancer” were not
substantiated with supporting clinical evidence. The claims are misleading by exaggeration, and exploit
consumers’ lack of knowledge and are likely to lead to grave or widespread disappointment in the
minds of consumers. Specific to the claims implying successful treatment for HIV AIDS. The

advertisement is in Breach of the law as it violates The Drugs and Cosmetics Act.

19. Dr Sharda Medi Life Ayurveda Clinic: The advertisement’s claim, “One can get rid of asthma pump”
was not substantiated with supporting clinical evidence and is misleading by gross exaggeration. The
claim exploits consumers’ lack of knowledge and is likely to lead to grave or widespread
disappointment in the minds of consumers. Specific to the claim implying cure of Asthma, the

advertisement is in Breach of the law as it violated The Drugs and Cosmetics Act.
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20. Hair Grow: The advertisement’s claims, “It’s easy to grow hair, grow real hair in 60 days” and “Remove
baldness even if you are bald from birth”, were not substantiated with supporting clinical evidence or
with treatment efficacy data. The claims are misleading by exaggeration and exploit consumers’ lack of
knowledge and are likely to lead to grave or widespread disappointment in the minds of consumers.
Efficacy depicted via images of before and after the treatment is misleading. The claim implying

baldness prevention as a result of the treatment violated The Drugs and Cosmetics Act.

21. Hair Dream Center: The advertisement’s claim, “Get rid of baldness” was not substantiated with
supporting evidence and is misleading by exaggeration and is likely to lead to grave or widespread
disappointment in the minds of consumers. Additionally, the claim, “Money back guarantee” was not
substantiated by providing details of the money back package plans and how the entire treatment

expenses are refunded.

22. Denajee Health Care Products: The advertisement’s claim, “No.1 Satreetha Shampoo” is misleading by
omission of a qualifier to mention that the claim is based on the said product being No.1 amongst
“their” other own products. The claim is likely to lead to grave or widespread disappointment in the

minds of consmers.

23. Goodlife Wellness Centre: The advertisement’s claims, “Reduce 20 Kilograms weight till 20 July'18” and
“Get assured results” were not substantiated with supporting clinical evidence and with treatment
efficacy data. The claims exploit consumers’ lack of knowledge, are misleading by exaggeration and are

likely to lead to grave or widespread disappointment in the minds of consumers.
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24. Medispa Laser and Cosmetic Surgery Centre: The advertisement’s claim, “Reliable and trusted by more
than 100 doctors for their own hair transplant” was inadequately substantiated and is misleading by

exaggeration and implication.

25. Aarogyam Ayurvedic Panchkarma Hospital and Research Centre Pvt. Ltd: The advertisement’s claims,
“Complete solution to obesity”, “Easy to reduce up to 5-55 kilograms weight” and “Reduce weight up to
10-15 kilograms in one month through obesity killer kit” were not substantiated with clinical evidence
of product efficacy. The claims are misleading by gross exaggeration and exploit consumers’ lack of
knowledge and are likely to lead to grave or widespread disappointment in the minds of consumers.
The claim, “Till now 30,000 patients benefited” was not substantiated with supporting evidence of the

patients who were benefitted by the use of the product or through third party validation and is

misleading. Also, product efficacy depicted via images of before and after the treatment is misleading.

26. Astha Clinic: The advertisement’s claims, “Effective formula of herbal & homeopathic medicines, with
regular use and diet kaya dosh is removed and start producing melanin pigment in body naturally,
which is helpful to cure white spots” were not substantiated with clinical evidence. The claims are
misleading by gross exaggeration and exploit consumers’ lack of knowledge and are likely to lead to
grave or widespread disappointment in the minds of consumers. The claim, “Thousands of patients
benefitted since 20 years in India-abroad” was not substantiated with supporting evidence of the
patients who benefitted from the treatment or through third party validation, and is misleading. Also,

product efficacy being depicted via images of before and after the treatment is misleading.

27. Livo Immuno Universal: The advertisement’s claim, “You will never get ill” implying that the product
being beneficial for all types of illnesses was not substantiated with product efficacy data. The claim is
misleading by gross exaggeration and exploits consumers’ lack of knowledge and is likely to lead to

grave or widespread disappointment in the minds of consumers.
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28. Prashanth Fertility Research Centre: The advertisement’s claim, “Are Continuous IUl and IVF Failures,
Making you lose hope - we make your baby dreams true” implies guaranteed cure for infertility which
was not substantiated with supporting evidence. The claim is misleading by implication and is likely to
lead to grave or widespread disappointment in the minds of consumers. The claim, “Ranked No.1
Fertility Centre in Chennai” the advertisement was upheld as the source for the claim was not indicated

it.

29. Sarkar Dispensary: The advertisement’s claims, “Best Ayurvedic Clinic” and “Internationally Awarded”
were not substantiated with copy of the award certificate, details of the criteria for granting the award,
references of the award received such as the year, source and category, references of the awarding
body, its authenticity and credibility. The claims are misleading by omission of disclaimer to qualify

these claims and are likely to lead to grave or widespread disappointment in the minds of consumers.

30. OPTM HealthCare Private Limited: The advertisement’s claims, “Get back healthy knees without
operation, knee cap or painkiller” and “Rapidly effective in comparison to other traditional treatments
or products including chondroitin” were not substantiated with scientific rationale or clinical evidence
of “Phytotherapy” treatment efficacy over traditional therapy. The claim, “100,000+ surgeries
prevented” was not substantiated with supporting evidence of the patients suffering from knee
problems who were advised knee surgery and were successfully treated by the advertiser’s
phytotherapy to avoid surgery. The claims in the advertisement are misleading by gross exaggeration

and are likely to lead to grave or widespread disappointment in the minds of consumers.

31. Cura Pharmaceuticals (Arshcura Capsule): The advertisement’s claim, “Without operation, for piles
take Arshcura” was not substantiated with evidence of product efficacy; the claim is misleading by

exaggeration and is likely to lead to grave or widespread disappointment in the minds of consumers.
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32. Vcare’s Herbal Concepts Private Limited (VCare's Premium Hair Tonic): The advertisement’s claim,
“Premium Hair Tonic that stops hair fall immediately” was not substantiated with product efficacy data
and is misleading by gross exaggeration. The claim, “Specially formulated hair complex which will help

III

your hair grow better than any other ordinary hair oil” was not substantiated with comparative data of
the advertiser’s product and other similar hair tonics for product efficacy. These claims exploit
consumers’ lack of knowledge and are likely to lead to grave or widespread disappointment in the minds

of consumers.

33. Mohak Bariatrics and Robotics: The advertisement’s claim, “Mohak Bariatrics has performed India &
Asia’s highest number of obesity surgeries” was not substantiated with any verifiable comparative to
prove their superlative claim for India and Asia. The claim “With Robotic Banded Gastric Bypass you will
not regain lost weight again” was not substantiated with supporting clinical evidence or with treatment
efficacy data. The claim, “10 years more than 9000 patients have got freedom from obesity through
Bariatric surgery” was not substantiated with third party validation or supporting data for 10 years, with
evidence to prove that more than 9000 were successfully treated. The claim, “First time in India, get rid
of obesity without surgery with Endoscopic Sleeve Gastroplasty” was unsubstantiated and misleading as
Endoscopic Sleeve Gastroplasty is considered to be a form of surgery. These claims exploit consumers’
lack of knowledge and are likely to lead to grave or widespread disappointment in the minds of

consumers.

34. Slim in Style: The advertisement’s claim, “Lipoburst is also recommended in Hypertension, Gynaec
Problems, Hypothyroidism, Joint pains, Cardiac Problems, PCOD, Acidity, Indigestion, Obesity, Diabetes”
was not substantiated with supporting clinical evidence or with treatment efficacy data. The claim was
misleading by ambiguity and implication that this treatment is recommended by medical professionals.
Efficacy depicted via images of before and after the treatment is misleading by exaggeration. Testimonial
claim of the treatment (patient -Reshma Kudtarkar) in the advertisement was not substantiated. The
claims exploit consumers’ lack of knowledge and are also likely to lead to grave or widespread

disappointment in the minds of consumers.

35. Puri Health Centre: The advertisement’s claim, “Within 30 minutes sex diseases start to cure with check-
up and right information” was not substantiated with supporting clinical evidence. The claim is
misleading by exaggeration, exploits consumers’ lack of knowledge and is likely to lead to grave or

widespread disappointment in the minds of consumers.
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36. Slim and Fit Health Studio for Women: The advertisement’s claim, “Guaranteed 10kg weight loss in 3
months” was not substantiated with supporting clinical evidence and with treatment efficacy data. The
claim of “cash back” was not substantiated with details of the cash back and how the entire treatment
expenses are refunded. The advertiser did not provide evidence of the patients who did not benefit from
the treatment and were refunded with the amount. The claims are misleading by exaggeration and are

likely to lead to grave or widespread disappointment in the minds of consumers.

37. Salt Cave Asia: The advertisement’s claim, “A Solution for those who can’t Quit Smoking” was not
substantiated with “Salt Cave” treatment efficacy data and is misleading by exaggeration. The claim
exploits consumers’ lack of knowledge and is likely to lead to grave or widespread disappointment in the

minds of consumers.

38. Keya Seth’s Ayurvedic Solution (Tetra Total): The advertisement’s claim, “Make Skin 4x quickly Fair,
Bright and spotless” was not substantiated with product efficacy data and is misleading by exaggeration

and is likely to lead to grave or widespread disappointment in the minds of consumers.

39. ILS Hospital: The advertisement’s claim, “An effective way to get rid of chronic obesity and related
diseases” was not substantiated with supporting clinical evidence or with treatment efficacy data and is
misleading by exaggeration. The claim is likely to lead to grave or widespread disappointment in the

minds of consumers.

40. Veltosa Pvt Ltd (Eat Cleaner): The advertisement’s claim, “Extends produce shelf life up to 200% longer”

was inadequately substantiated and is misleading by exaggeration.

41. Alfa Wellness Herbal Pvt Ltd - Alfa Wellness: The advertisement’s claims, “Freedom from obesity
without surgery through ultra-modern machine cryoliposis” and “Reduce up to three inch tummy
through painless cryoliposis in one month with 100% result” were not substantiated with supporting
clinical evidence and with treatment efficacy data. The claims are misleading by exaggeration and are

likely to lead to grave or widespread disappointment in the minds of consumers.
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42. Banik Rubber Industries Pvt Ltd/ Ajanta Health: The advertisement’s claim, “Helps in controlling sugar
and blood pressure” was not substantiated with supporting data and is misleading by exaggeration. The
claim exploits consumers’ lack of knowledge and is likely to lead to grave or widespread disappointment

in the minds of consumers.

43. Dr House Clinic: The advertisement’s claims, “Quit alcohol, afim, smake, jarda, gutkha” and “Sex cure”
were not substantiated with supporting clinical evidence and are misleading by exaggeration. The claims
exploit consumers’ lack of knowledge and are likely to lead to grave or widespread disappointment in the

minds of consumers.

44. Dr Sharda Medi Life Ayurveda Clinic: The advertisement’s claim, (in Hindi) related to the treatment of
Palvinder Kaur whose photograph was shown in the advertisement “Patient Palvinder Kaur got freedom
from arthritis and knee pain” was not substantiated and is misleading by gross exaggeration. The claim
exploits consumers’ lack of knowledge and is likely to lead to grave or widespread disappointment in the

minds of consumers.

45. Dr Sharda Medi Life Ayurveda Clinic: The advertisement’s claims, “Knee can be cured without
operation” and “Patients got freedom from knee and spinal cord pain” were not substantiated with
supporting clinical evidence and are misleading by gross exaggeration. The claims exploit consumers’ lack

of knowledge and are likely to lead to grave or widespread disappointment in the minds of consumers.

46. Dr Shada Medi Life Ayurveda Clinic: The advertisement’s claim, in (Hindi) related to the treatment of
Kuldeep Kaur whose photograph was shown in the advertisement “Patient Kuldeep Kaur got freedom
from chronic joints pain” was not substantiated with supporting clinical evidence and is misleading by
gross exaggeration. The claim exploits consumers’ lack of knowledge and is likely to lead to grave or

widespread disappointment in the minds of consumers.
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FOOD & BEVERAGES:

1. Marico Ltd (Saffola Gold Qil): The advertisement’s claim, “Mera Saffola Gold de 3 antioxidants ki Shakti”

was misleading by ambiguity and implication.

2. Soham Aqua India (Kingfisher Spring Natural Mineral): The advertisement’s claim, that the
advertisement depicting the Kingfisher brand name is a surrogate advertisement for promotion of a
liguor product — Kingfisher Premium Beer. The advertisement is misleading by implication and
contravened Chapters 1.4 and I11.6(b) of the ASCI Code (Whether there exists in the advertisement under
complaint any direct or indirect clues or cues which could suggest to consumers that it is a direct or

indirect advertisement for the product whose advertising is restricted by this Code).

3. Cadila Healthcare Ltd (Nutralite Mayo): The advertisement claiming to be “Healthier” was not
substantiated with comparative technical data or scientific rationale and was misleading by ambiguity,
implication and omission of the mention of the basis of comparison. The claim is likely to lead to grave or

widespread disappointment in the minds of consumers.

4. Gujrat Tea Processors and Packer LTD — Wagh Bakri: The advertisement’s claims, “India’s largest
privately held tea company” and “One of India's top 3 packaged tea brand” were not substantiated with
any third party validation or verifiable comparative data to prove that they are largest and also amongst
top three brands. The claims are misleading by exaggeration, and are likely to lead to grave or

widespread disappointment in the minds of consumers.

5. Modern Food Enterprises Private Ltd — (Modern Bread): The advertisement’s claim, “India's most
trusted bread” was inadequately substantiated and is misleading by ambiguity. The claim is likely to lead

to grave or widespread disappointment in the minds of consumers.

6. Pan Parag India Ltd - Pan Parag Pan Masala: The advertisement’s claim, “World’s most popular pan
masala”, was not substantiated with any worldwide consumer survey data, third party validation or any
verifiable comparative data to prove that their product is the most popular among all. The claim is
misleading by exaggeration and is likely to lead to grave or widespread disappointment in the minds of
consumers. Additionally, the disclaimers in the advertisement were not legible and were not in the same

language as the advertisement (Hindi).
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7. Shyam Oil Mills — (Sona Sikka Refined Ground Nut Oil): The advertisement’s claim, “Contains vitamin
and minerals which will keep you healthy forever” was not substantiated. The claim is misleading by

exaggeration and is likely to lead to grave or widespread disappointment in the minds of consumers.

8. Green Roots Pvt Ltd (Eat Organic the Organic Food Store): The advertisement’s claims, “Organic food is
healthier which builds strong immune system and protects from heart disease & cancer as it contains
phenolic compounds” and “Organic vegetables & fruits are more nutritional as they are grown without
chemical inputs” were not adequately substantiated with any technical data and are misleading by

ambiguity.

9. Romana Distillery Industrial (Pvt Ltd Mineral Romana Water): The advertisement’s claim, “Water with
highest natural minerals available in Kerala” was inadequately substantiated. The claim was misleading

by exaggeration and is likely to lead to grave or widespread disappointment in the minds of consumers.

10. Siddhant Lime Pvt Ltd (Siddhant Pure Drinking Lime): The advertisement’s claims, “Antibiotic,
antipyretic, antifungal, anti-inflammatory” and “Consuming three-four drops a day can let you get rid of
any kind of pain” were not substantiated with any scientific rationale or evidence of product efficacy and

are misleading by exaggeration.

11. Swad Food Products (Swad Food Products Range): The advertisement’s claim, “...... to our children to
study with memory power in growing years” was not substantiated and is misleading by ambiguity and
implication. The claim exploits consumers’ lack of knowledge and is likely to lead to grave and

widespread disappointment in the minds of consumers.

12. Global Healthfit Retail India Ltd LLP (Neuherbs Organic Green Coffee): For the advertisement’s claim, “It
is full of antioxidants” the published submitted research papers established the presence of antioxidants
however the terminology “full of” was considered to be misleading by exaggeration. The advertisement’s
claims, “It also helps in regulating blood glucose” and “Recent researchers also proved that green coffee
promotes the health of skin and hair too”, “India's leading organic green coffee brand” were
inadequately substantiated with clinical research data, market survey data, third party validation or any
verifiable comparative data to its claims. The claims are misleading by exaggeration and likely to lead to

grave or widespread disappointment in the minds of consumers.
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13. Swastik Mirch Store (Swastik Spices): The advertisement’s claim, “The most reputed spice brand in
South India” was not substantiated with any consumer survey data, third party validation or market
research comparative data, to prove that their brand is the most reputed in South India. The claim is
misleading by exaggeration and is likely to lead to grave or widespread disappointment in the minds of

consumers.

14. Yash Global Mftg & Logistic Pvt. Ltd (Aqua Shot Packaged Drinking Water): The advertisement’s claim,
“Most trusted brand”, was not substantiated with any market survey data, third party validation or any
verifiable comparative data of the advertiser’s brand and similar packaged drinking water brands, to
prove that their brand was the most trusted. The claim is misleading by exaggeration and is likely to lead

to grave or widespread disappointment in the minds of consumers.
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PERSONAL CARE:

1. Lotus Herbals Ltd (Lotus Safe Sun Block SPF 40): The advertisement’s claim, “SPF 40” was not
substantiated with evidence of the claimed SPF values. The claim is misleading by exaggeration and is

likely to lead to grave or widespread disappointment in the minds of consumers.

2. Henna Industries Pvt Ltd (Color Mate Hair color): The advertisement’s claim, “Hibiscus strengthens your
hair and prevents hair loss” is misleading by implication that hibiscus in hair colour product would
strengthen hair and prevent hair loss. The claim is likely to lead to grave or widespread disappointment in
the minds of consumers.

3. Keya Seth’s Ayurvedic Solution (Stopage Cream): The advertisement’s claims, “Whether age is fifty-
three or forty-three, you will look exactly like thirty three” and “Stopage Cream prevents skin folds,
wrinkles, stains, and looseness, dullness due to the effects of age” were not substantiated with product
efficacy data and are misleading by exaggeration. The claims are likely to lead to grave or widespread

disappointment in the minds of consumers.

4. Unique Permanent Hair Loss Cream The advertisement’s claims “By applying this cream twice on any
part, any doctor, vaid, hakim or hair expert in the world will not be able to grow hair again on that part”
and “Get rid of hair permanently through cream” accompanied by visuals were not substantiated with
product efficacy data, and are misleading by gross exaggeration. The claims are likely to lead to grave or

widespread disappointment in the minds of consumers.

5. Kavish Range of Products- Kavish Royal Cream: The advertisement’s claim, “For the first time in Indian
history what was impossible is now possible; get rid of dark skin with cream” was not substantiated with
product efficacy data to prove permanent effect on changing skin complexion. The advertiser did not
provided comparative data, for claiming their product to be the first in providing the claimed benefit. The
claim is misleading by exaggeration and is likely to lead to grave or widespread disappointment in the

minds of consumers. Product ef

© © © @

HONESTY DECENCY RESPONSIBILITY FAIRNESS
So you can trust advertising

Back




@ Asci

The Advertising Standards Council Of India

Press Release

6. Kavish Range of Products (Kavish Royal Cream): The advertisement’s claims, “Remove dark circles,
chronic freckles, chronic burn marks, chronic deep black marks, chronic stretch marks, chronic acne
marks from the roots permanently” and “Get rid of smallpox marks and dark skin of neck completely”
were not substantiated with product efficacy data. The claims read in conjunction with the visuals
showing efficacy being depicted via images of before and after the treatment, are misleading by gross

exaggeration and are likely to lead to grave or widespread disappointment in the minds of consumers.

7. Kisra Professional/ (Kisra Range of Products): The advertisement’s claim, “If no difference is seen in
acne, pimples and black marks within 7 days then money will be refunded”, was not substantiated with
any scientific data to prove the product efficacy on acne, pimples and black marks within 7 days. The
claim of “..money will be refunded”, was not substantiated with evidence customers who were not
benefitted by the product and were refunded the money. The claim is misleading by implying guaranteed
benefit of the product, and is likely to lead to grave or widespread disappointment in the minds of

consumers.
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1. Godrej & Boyce Mfg. Co. Ltd (Godrej Air Conditioner): The advertisement’s claim, “India's Most Heavy-
Duty AC Range” was inadequately substantiated and is misleading by exaggeration and implication. The

claim is likely to lead to grave or widespread disappointment in the minds of consumers.

2. Lenskart.com: The advertisement’s claim, “India's No.1 optical show room” was not substantiated with
third party validation or any verifiable comparative data to prove that they are in leadership position
(No.1) in India. The claim is misleading by exaggeration and is likely to lead to grave or widespread

disappointment in the minds of consumers.

3. Times Internet Limited (Gaana.com): The advertisement’s claim, “India’s Favourite Music App” was not
substantiated with subscriber data or market research data and is misleading by exaggeration and

implication.

4. Pan India Paryatan Ltd (Water Kingdom): The advertisement’s claim, “Asia's largest theme water park”
was not substantiated with third party validation or any verifiable comparative data to prove that they
are larger than the rest. The claim is misleading by exaggeration and is likely to lead to grave or

widespread disappointment in the minds of consumers.

5. Diamond Water Park Pvt Ltd (Diamond Park): The advertisement’s claim, “Pune's No.1 Water and
Adventure Park”, was not substantiated with a third party validation or any verifiable comparative data
to prove its leadership position (No.1). The claim is misleading by exaggeration and is likely to lead to

grave or widespread disappointment in the minds of consumers.

6. Diamond Water Park: The advertisement’s claim, “Voted Pune's No.1 Park”, was not substantiated with
any market survey data, a third party validation or through verifiable comparative data to prove its
leadership position in Pune. The claim is misleading by exaggeration and is likely to lead to grave or

widespread disappointment in the minds of consumers.

7. Bliss Aqua World: The advertisement’s claim, “India's Biggest Water Park” was not substantiated with a
third party validation or any verifiable comparative data, to prove that they are bigger than the rest. The
claim is misleading by exaggeration, and is likely to lead to grave or widespread disappointment in the

minds of consumers.

© @ @ @

HONESTY DECENCY RESPONSIBILITY FAIRNESS Ba C k
So you can trust advertising




@ Asci

The Advertising Standards Council Of India

Press Release

8. Sri Venkateswara Filling Station (Essar Oil): The advertisement’s claim, “World’s No.1 Oil Company” was
not substantiated with third party validation or verifiable comparative data to prove its leadership

position (No.1) and is misleading by exaggeration.

9. Fashion Dot Tailoring Technologies (Hitech Fashions): The advertisement’s claim, “India's No.1 Laser
Tailoring Company” was not substantiated with a third party validation or any verifiable comparative
data to prove its leadership position (No.1). The source for the claim was not indicated in the
advertisement. The claim is misleading by exaggeration and is likely to lead to grave or widespread

disappointment in the minds of consumers.

10. Sahu Air Cooler: The advertisement’s claim, “World’s No.1” was not substantiated with a third party
validation or any verifiable comparative data to prove its leadership position (No.1). The claim is
misleading by exaggeration and implication and is likely to lead to grave or widespread disappointment in

the minds of consumers.

11. Stitchman (Ret Jack Sewing machine): The advertisement’s claim, “China’s No.1” was misleading by
ambiguity and omission of mention of the specific category. The claim was also not qualified to mention

the source for the same.

12. Skyline Builders (Skyline Cambridge): The advertisement’s claim, “Kerala’s No 1 Builder” was not
substantiated. The claim is misleading by exaggeration and is likely to lead to grave or widespread

disappointment in the minds of consumers.

13. Blue Star Ltd (Blue Star Inverter AC): The advertisement’s claim, 50% savings on your bill every month”

was misleading by ambiguity and implication

14. Hitler Brothers Appliances And Air conditioning Pvt Ltd (Gree AC): The advertisement’s claim, “Global
No.1 Air conditioner Manufacturer” was not substantiated adequately for the current period (i.e. 2017-
18). The claim, “one in three air conditioners worldwide is made by GREE INDIA”, was not substantiated
with verifiable comparative data worldwide for market sales, volume and value share or any third party
validation. The claims are misleading by ambiguity and exaggeration and are likely to lead to grave or

widespread disappointment in the minds of consumers.
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15. Champion Electrical Industries (Vego Air Coolers): The advertisement’s claim, “World leader in
innovative air coolers” was not substantiated with comparative data, and is misleading by exaggeration.

The claim is likely to lead to grave or widespread disappointment in the minds of consumers.

16. Safexpress Pvt Ltd: The advertisement’s claim, “India's largest logistics company” was inadequately
substantiated and is misleading by exaggeration. The claim exploits consumers’ lack of knowledge and is

likely to lead to grave or widespread disappointment in the minds of consumers.

17. Rightway Wealth Management LLP - D- CARD: The advertisement’s claim, “Most trusted discount
services brand”, was not substantiated with any market survey data, a third party validation or any
verifiable comparative data of the advertiser’s claim. The claim is misleading by exaggeration and is likely

to lead to grave or widespread disappointment in the minds of consumers.

18. Mobitech Pvt. Ltd (One Plus 6) Creations: The advertisement’s claims, “Highest grossing smart phone”,
and “100 Crores Sales in 10 minutes”, were not substantiated with any verifiable, authentic market sales
data or through an independent third party audit or verification certificate. The claims are misleading by
gross exaggeration, and are likely to lead to grave or widespread disappointment in the minds of

consumers.

19. N Rangarao and Sons (Vasu 100): The advertisement’s claim, “World’s No.1” was not substantiated with
a third party validation or comparative data of the advertiser’s product and other agarbatti brands

worldwide and is misleading by exaggeration.
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About The Advertising Standards Council of India (ASCI)

The Advertising Standards Council of India (ASCI), established in 1985, is committed to the cause of self-
regulation in advertising ensuring the protection of the interest of consumers. ASCI seeks to ensure that
advertisements conform to its Code for Self-Regulation, which requires advertisements to be legal, decent,
honest and truthful and not hazardous or harmful while observing fairness in competition. ASCI looks into
complaints across ALL MEDIA such as Print, TV, Radio, hoardings, SMS, Emailers, Internet / web-site, product
packaging, brochures, promotional material and point of sale material etc. ASCl’s role has been acclaimed by
various Government bodies including The Department of Consumer Affairs (DoCA), Food Safety and Standards
Authority of India (FSSAI), Ministry of AYUSH as well as the Ministry of Information and Broadcasting. The
association with these Government bodies is to co-regulate and curb misleading and objectionable
advertisements in the respective sectors. In January 2017, the Supreme Court of India in its judgement has also
affirmed and recognized the self-regulatory mechanism as an effective pre-emptive step to statutory provisions
in the sphere of advertising content regulation for TV and Radio in India. ASCl is a part of the Executive
Committee of International Council on Ad Self-Regulation (ICAS). Among several awards bestowed by the
European Advertising Standards Alliance (EASA), ASCI bagged two Gold Global Best Practice Awards for the
Mobile App “ASClonline” (2016) and for reducing the time taken to process complaints (2013).

(Source: www.ascionline.org)

For further information, please contact:

The Advertising Standards Council of India
Shweta Purandare, Secretary General, ASCI
912224955070 /919821162785

shweta@ascionline.org|ascionline.org

Hilda Macwan
Sr. Manager - Marketing, PR and Social Media
9665050812

hilda@ascionline.org

Ketchum Sampark Public Relations Pvt Ltd
Kiwishka Prasad |91 7506861969

kiwishka.prasad@ketchumsampark.com

(Source: www.ascionline.org)
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