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Matthew Anthony Murphy, “Legal Aspects of Comparative Advertising and a Strategy for

Its Use", Queenland University of Technology Law. Vol. 12, 1996
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Black’'s Law Dictionary
< " (Advertise)

“Advertise. To advice, announce, apprise, command, give notice of, inform,
make known, publish on call to public attention by any means whatsoever. Any oral,
written, or graphic statement made by the seller in any manner in connection with
solicitation of business and includes, Without limitation because of enumeration,
statements and representations made in newspaper or other publication or on radio or
television or contained in any notice, handbill, sign, catalog, or letter, or printed on or

contained in any tag or label attached to or accompanying any merchandise.”3

(American Marketing Association)

“ "

"Advertising is any paid form nonpersonal

8 Henry Campbell Black, Black's Law Dictionary. (Minn : St.Paul, 1990), p.50
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presentation and promotion ideas, goods or services by identify sponsor'3

1
2.
3 3
3.2
1 (Marketing function)
2. (Communication function)

C.H. Sandage & N. Fryburger, Advertising Theory and Practice. A definition from

“

American Marketing Association. (lllinois Irwin Inc.) : p.4 ,

5 1( , 2519), 44
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3. (Education function)
4. (Economic function)
5. (Social function)
3.3
Council Directive 97/55/EC Council Directive 84/450/EEC
(European Union)
: ¥ 13)

“ (Comparative advertising)

i)

Black's Law Dictionary

“Comparative advertising : Advertising that specifically compares the advertised

brand with other brands of the same products.”3

Pual Spink and Ross Petty. “Comparative Advertising in the European Union", International and

Comparative Law Quarterly. Vol.48, Part 4 (October 1998) : p.858
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1 (Indirect comparative advertising)
A
2. (Direct comparative advertising)

" Henry Campbell Black, Black’s Law Dictionary, p.50
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(Indirect comparative advertising)

(Direct comparative advertising)
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65-79.
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3.7

.. 1972
Federal

Trade Commission (FTC)

(Unfair competition)

.. 1994

Council Directive 84/450/EEC
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