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World : A Practice Guide for . . Lawyers and Their Clients”, The International Lawyer. Vol.27,

(Winter 1996) : 917-918



126

NAD
NAD NARB NARB
Federal Trade Commission

("FTC")

American Association of Advertising
Agencies ("AAAA")

' Association of National

Advertisers
Federal Trade Commission (“FTC") . 41914
FTC
. .1922
FTC
. 1938 Wheeler-Lea Amendment

FTC

Wheeler-Lea Amendment FTC



127

L
2,
3, FTC
FTC
(Lanham Act)
]
48.1.2
1910 Saxlehner ~ Wagner&8
. 1938
" " (Direct
Comparative Advertising)
&

A William Wells John Sandra, Advertising Principle and Practice. 1992, pp.52-55

& Belinda Mills, “Comparative Advertising-should it be allowed in the United of Kingdom?",
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trade mark in relation to those goods and, without prejudice to the generally of the foregoing words,
that right shall be deemed to be infringed by any person who, not being the proprietor of the trade
mark or a registered user thereof using by way of the permitted use, uses a mark identical with it or
so nearly resembling it as to be likely to deceive or cause confusion, in the course of trade, in relation
to any goods in respect of which it is registered, and in such manner as to render the use of the mark
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(a) as being use as a trade mark; or
(b) in a case in which the use is use upon the goods or in physical relation thereto or in an
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trade mark or to goods with such a person as aforesaid is connected in the course of
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2 hig., p.61
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