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ments for, 6:18—Cont’d
product identity, 6:20
Standardization of containers, 6:24
Tobacco products, 7:235

PERFORMANCE CLAIMS
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Generally, 1:27 et seq.
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A person, 2:8
Attempts to influence prices, 2:9
agreement, 2:10
any like means, 2:13
promise, 2:12
threat, 2:11
Defences
affiliation exemption, 2:21
loss-leader defence, 2:22
Generally, 2:7 et seq.
Refusals to supply, 2:15
inducing refusals to supply competi-
tors, 2:20
low-pricing policy, 2:19
otherwise discriminate, 2:18
primary and ancillary rules, 2:16
refusal to supply customers, 2:17
Suggested retail price, 2:14

PRODUCT SAFETY

Administration and enforcement, 6:16
Application of Act, 6:3
Canada Consumer Products Safety Act,
6:2
Death or serious adverse effect, 6:10
Defect or characteristic, 6:11
Generally, 6:1
Incorrect or insufficient information, 6:12
Product recalls and other measures, 6:15
Recall or other measure, 6:13
Record-keeping requirements, 6:4
advertisers, 6:6
importers, 6:6
manufacturers, 6:6
retailers, 6:5
sellers (other than retailers), 6:6
testers, 6:6
time and manner of keeping records,
6:7
Reporting obligations, 6:14
Reporting of safety-related incidents and
undertaking recalls, 6:8
definition of incident, 6:9

PROMOTIONS

Currency, reproductions of
exemption, 3:55
introduction, 3:53
offence, 3:54

Mounties, use of, 3:56
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PROMOTIONS—Cont’d
Protected trade-marks, 3:57

PURPOSE REQUIREMENT, 1:5

See also MISLEADING ADVERTIS-
ING—GENERAL RULE

QUEBEC LOTTERIES LEGISLATION
See also CONTESTS
Contest launch, 3:33
Introduction, 3:28
Notice requirements, 3:31
Other requirements for advertising, 3:35
Post-contest reporting, 3:36
Publicity contests, 3:29
Regie alcools, des courses et des jeux,
3:30
Requirements for contest rules, 3:34
Security, 3:32

REFUSAL TO DEAL
See also REVIEWABLE PRACTICES
Cases, 2:5
Economic impact, 2:6
Refusal to deal, 2:3 et seq.
‘When order made, 2:4

REFUSALS TO SUPPLY
See also PRICE MAINTENANCE
Generally, 2:15
Inducing refusals to supply competitors,
2:20
Low-pricing policy, 2:19
Otherwise discriminate, 2:18
Primary and ancillary rules, 2:16
Refusal to supply customers, 2:17

REPRESENTATIONS
See also MISLEADING ADVERTISING
General prohibition, 1:72
Generally, 1:69 et seq.
Means of communicating, 1:9
Performance claims, 1:29
Scope, 1''6
Statement of fact or promise, 1:7
Statements of opinion, 1:8
Testimonials, 1:71
Tests, 1:70

REVIEWABLE PRACTICES
See also DISTRIBUTION PRACTICES
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Abuse of dominant market position, see
ABUSE OF DOMINANT MARKET
POSITION

Delivered pricing, see DELIVERED
PRICING

Exclusive dealing, see EXCLUSIVE
DEALING

Market restriction, see MARKET
RESTRICTION

Market restrictive practices, see MAR-
KET RESTRICTIVE PRACTICES

Price maintenance, see PRICE MAINTE-
NANCE

Refusal to deal, see REFUSAL TO DEAL

Tied selling, see TIED SELLING

SALE ABOVE ADVERTISED PRICE
See also MISLEADING ADVERTISING
Generally, 1:82

STANDARD OF DECEPTIVENESS
See also FALSE OR MISLEADING IN
MATERIAL RESPECT

Average purchaser, 1:16
Credulous man, 1:15
Generally, 1:14
Sophisticated purchaser, 1:17

SUGGESTED RETAIL PRICE
See also PRICE MAINTENANCE
Generally, 2:14

TELEMARKETING OFFENCE
See also MISLEADING ADVERTISING
Disclosure requirements, 1:85
Enforcement, 1:88
Introduction, 1:83
Liability, 1:88
Penalty, 1:88
Related amendments, 1:89
Specific prohibitions, 1:86
Telemarketing contests, 1:87
Telemarketing defined, 1:84

TIED SELLING
See also REVIEWABLE PRACTICES
Defences, 2:32
Exemptions, 2:32
Major supplier, 2:30
Substantial lessening of competition, 2:31
What constitutes practice, 2:29
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TOBACCO PRODUCTS
See also SPECIFIC PRODUCT
ADVERTISING
Access to tobacco products, 7:234
Enforcement and offences, 7:244
Introduction, 7:231
Labelling, 7:235
Prohibition against promotions, 7:236
advertising, 7:238
media liability, 7:243
packaging, 7:239
products displaying brand elements,
7:240
retail displays, 7:242
sales promotion, 7:241
testimonials and endorsements, 7:237
RJR-MacDonald, 7:232
Tobacco Act, 7:233

TRADE PRACTICES—PRIVATE

REMEDIES

See also TRADE PRACTICES

LEGISLATION

Damages, 4:10

Generally, 4:8

Injunctive or declaratory relief, 4:11

Other remedies, 4:12

Rescission, 4:9

Specific performance, 4:12

TRADE PRACTICES—PUBLIC
REMEDIES
See also TRADE PRACTICES
LEGISLATION
Administrative actions, 4:13
assurances of voluntary compliance,
4:16
cease and desist orders, 4:14
director’s investigatory powers, 4:17
orders for immediate compliance, 4:15
orders to refrain from dealing with
assets, 4:18
substitute actions by director, 4:19
Criminal sanctions, 4:20
limitation periods, 4:23
penalties, 4:22
proof required and defences, 4:21
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TRADE PRACTICES LEGISLATION

See also CONSUMER PROTECTION

False, deceptive or misleading practices,
4:5

General prohibition, 4:4

Introduction, 4:2

Remedies generally, 4:7

Shopping list, 4:4-4:5

Statutory definitions, 4:3

Unconscionable practices, 4:6

TRADING STAMPS

See COUPONS AND TRADING
STAMPS

WARRANTY AND SERVICEABILITY

CLAIMS
See also MISLEADING ADVERTISING
Generally, 1:73 et seq.
Guarantee, 1:74
Misleading or cannot be performed, 1:75
Promise to repair, 1:74
Warranty, 1:74

WARRANTY PROTECTION UNDER

GENERAL SALES LAW
See also CONSUMER WARRANTIES
Benefit only to immediate purchaser, 4:33
Exclusion of warranties and conditions
prohibited, 4:31
Implied warranties and conditions, 4:25
fitness for purpose, 4:29
free from encumbrances, 4:28
merchantability, 4:30
quiet possession, 4:27
title, 4:26
Limited to sales of goods, 4:32
Non-contractual terms, 4:35
Oral representations, 4:46
Privity of contract required, 4:34
Warranties versus conditions, 4:35
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Administration and enforcement, 6:48
Marking of commodities, 6:47
Regulation of, 6:46





