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tion status for human and veterinary
drugs, 10:23
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Interim guidance
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advertising of vaccines, 10:21
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Labelling checklist
wine, 14:35
Labelling guidance document, 10:46
Labelling requirements checklist, 10:49
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Canada Consumer Product Safety
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selling, 8:8
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Notice: section 2.21 (risk information)
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Notices of violation and administrative
monetary penalties under the Canada
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ance procedure, 8:42

Online interest-based advertising faq,
8:51.50
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guidance on distinction between
advertising and other activities for
health products, 10:18
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product safety program risk
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10:53
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claims, 10:50
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medicines, 10:51
Policy for labelling and advertising of
dietary fibre containing food
products, 10:13
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under the Canada Consumer Product
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14:28
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Principles for claims
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of non -prescription drug products,
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Principles of consumer protection for
electronic commerce, 8:14
Procedural notes, 8:34.70
“Product of Canada” and “made in Can-
ada” claims, 14:22
Public notice CRTC 1995-93
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amendments to the radio, television and
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amendment to broadcasters’ reporting
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tives, 9:25
Quality assurance guide application
average system of net quantity determi-
nation, 14:24
Responsible advertising of food and
beverage products to children,
8:39.10
Risk assessment framework summary,
14:33
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dards adjudications, 8:34.30
Scanner price accuracy voluntary code,
8:37
Summary of the regulations, 12:5
Supplementary guidance for daac
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Telemarketing, 8:11
Television bureau of Canada guidelines
(2007), 9:8
The future of competition policy in can-
ada, 8:51.80, 8:51.90
Therapeutic comparative advertising
directive and guidance document,
10:20
Therapeutic products programme guid-
ance document
guidance for interpretation of medical
devices regulations as they apply
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licensing, 10:43
guidance on how to complete applica-
tion for a new medical device
licence, 10:44
Trade dispute procedure
therapeutic comparative claims previ-
ously approved by asc, 10:32
Trade dispute procedure for therapeutic
comparative claims, 8:35
Tv and radio advertising basics, 9:26
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GUIDELINES—Cont’d
Use of comparative advertising
research and survey data, claims, 8:31

Voluntary recall of consumer products or
cosmetics in Canada, 14:32

HAZARDOUS PRODUCTS
Administration and enforcement, 6:45
Generally, 6:1, 6:28

HAZARDOUS PRODUCTS—

CONSUMER-USE

See also HAZARDOUS PRODUCTS

Child-resistant containers, 6:33

Depiction and manner of disclosure of

labelling, 6:31

Exemptions, 6:32

Generally, 6:29 et seq.

Prescribed labelling, 6:30

HAZARDOUS PRODUCTS—
INDUSTRIAL/COMMERCIAL-USE
See also HAZARDOUS PRODUCTS
Disclosure information, 6:36
Exemptions, 6:38
bulk shipments, 6:42
consumer products, 6:39

Hazardous Materials Information
Review Act, 6:44

import/export, 6:41
inner and outer containers, 6:43
manufactured articles, 6:40

Generally, 6:34 et seq.

Identification of controlled products, 6:35

INCORPORATION BY REFERENCE
DOCUMENTS

Incorporation-by-reference documents,
12:4
LABELLING
See PACKAGING AND LABELLING

MARKET RESTRICTION
Defences, 2:39
Exemptions, 2:39
Major supplier, 2:37
Substantial lessening of competition, 2:38
What constitutes practice, 2:36

MARKET RESTRICTIVE PRACTICES
Generally, 2:26
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MARKETING OFFENCES
See also DISTRIBUTION PRACTICES

Multi-level marketing and pyramidic sales

constitutional challenges, 2:58
disclosure requirements, 2:55
prohibited plans, 2:56
summary, 2:59

MATERIALITY

See also FALSE OR MISLEADING IN
MATERIAL RESPECT

Generally, 1:13

MEDICAL DEVICES

See also SPECIFIC PRODUCT
ADVERTISING

Cost recovery, 7:195
Custom-made and medical devices
imported or sold for special access,
7:192 et seq.
Export certificates, 7:194
General requirements, 7:177 et seq.
advertising, 7:182
distribution records, 7:187
establishment licence, 7:180
implant registration, 7:191
labelling requirements, 7:181
mandatory problem reporting, 7:189
medical device licence, 7:177
recall, 7:190
safety and effectiveness, 7:178

Importation and sale of medical devices
for use in relation to covid-19, 7:197

Investigational testing devices, 7:193
Key regulatory elements

device defined, 7:175

generally, 7:175 et seq.

in vitro diagnostic device classification,
7:176

medical device classification, 7:176
Medical device shortages, 7:196
Requirements for sale of, 7:173 et seq.

MISCELLANEOUS STATUTES,
REGULATIONS, GUIDELINES

Cost of borrowing disclosure
Bank Act, 19:1

Can. Reg. 2009-257, creditbusiness
practices regulations, 19:3

regulations, 19:2
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MISLEADING ADVERTISING

Legislative history of Competition Act,
1:1

Primary rules, 1:2 et seq.

MISLEADING

ADVERTISING—GENERAL RULE
See also MISLEADING ADVERTISING
Generally, 1:2 et seq.

No person, 1:4
Purpose requirement, 1:5
To the public, 1:10

MISLEADING

ADVERTISING—PRIVATE
REMEDIES
See also MISLEADING ADVERTISING
Civil court actions, 1:102
Civil remedy under Competition Act,
1:103
Beatrice v. Ault, 1:106
Church & Dwight v. Sifto, 1:105
class proceedings, 1:110.50
Maritime Travel v. Go Travel Direct,
1:109
Mead Johnson Canada v. Ross
Pediatrics, 1:108
Purolator v. UPS, 1:107
Telus/Bell/Rogers, 1:110
Unitel v. Bell, 1:104
Claim for false or misleading advertising
under Trade-marks Act, 1:111
BC Tel v. Rogers Cantel, 1:114
Eveready Canada v. Duracell Canada,
1:115
Johnson & Johnson v. Bristol-Myers
Squibb, 1:113
Maple Leaf v. Robin Hood, 1:112
Claims under common law, 1:116
injurious falsehood, 1:117
wrongful interference with economic
relations, 1:118
Complaint to Advertising Standards Can-
ada, 1:101
Complaint to Competition Bureau, 1:100
Generally, 1:99 et seq.

MISLEADING

ADVERTISING—REMEDIES
See also MISLEADING ADVERTISING
Civil remedies, 1:93

administrative monetary penalties, 1:96



INDEX

MISLEADING
ADVERTISING—REMEDIES
—Cont’d

Civil remedies, 1:93—Cont’d
prohibition orders, 1:94
publication of correction notices, 1:95

Civil review vs. criminal prosecution
Commission’s guidelines, 1:98
no duplication of proceedings, 1:97
selection of, 1:98

Criminal penalties, 1:92

Generally, 1:91 et seq.

MISLEADING PRICE ADVERTISING
See also MISLEADING ADVERTISING
Generally, 1:59 et seq.

Under general rule, 1:60

NATURAL HEALTH PRODUCTS
Generally, 7:123-7:172

ONTARIO
Adpvertising of alcoholic beverages
guidelines
advertising and promotions, 22:5
information on the registrar’s interim
standards and requirements for
liquor, 22:4
registrar’s guidelines for advertising
and promotion, 22:6
regulations
Regulations Under the Liquor
Licence Act, 22:3
statutes
Liquor Licence and Control Act,
2019, 22:2
Automotive advertising
guidelines
ontario motor vehicle industry
council, standards of business
practice, 2010, 22:13
regulations
Ont. Reg. 333/08, 22:12
Ont. Reg. 332/08, code of ethics and
operation of committees, 22:11
Cannabis
guidelines
registrar’s standards for cannabis
retail stores, 22:33
regulations
468/18, 22:30
30/18, 22:31
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ONTARIO—Cont’d
Cannabis—Cont’d
regulations—Cont’d
33/18, 22:32
statutes
Cannabis Control Act, 2017, 22:26
Cannabis Licence Act, 2018, 22:27
Ontario Cannabis Retail Corporation
Act, 2017, 22:28
Consumer protection, consumer credit,
direct marketing, trade practices
guidelines
advertising guidelines for Ontario
travel retailers and travel
wholesalers, 22:23
registered insurance brokers of
Ontario, marketing practices,
22:22
packaging and labelling
advertising guidelines for Ontario
travel retailers and travel
wholesalers, 22:23
regulations
Consumer Protection Act, 2002,
22:17
Ont. Reg. 98/09, 22:20
Ont. Reg. 177, 22:19
Ont. Reg. 8/18, requirements for
direct agreements subject to
section 43.1 of Act, 22:18
Ont. Reg. 209/09, administrative
penalties, 22:21
statutes
Consumer Protection Act, 2002,
22:14
Consumer Reporting Act, 22:15
Discriminatory Business Practices
Act, 22:16.50
Payday Loans Act, 2008, 22:16
Ontario selected legislation concordance
table, 22:1
Packaging and labelling
regulations
workplace hazardous materials infor-
mation system (WHMIS), 22:24
Product safety
regulations
Ont. Reg. 438/07, 22:25

ORDINARY SELLING PRICE CLAIMS

See also MISLEADING PRICE
ADVERTISING
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ORDINARY SELLING PRICE CLAIMS
—Cont’d

False or misleading in material respect,
1:63

Generally, 1:61

Improper comparisons, 1:64

Like products, 1:66

Manufacturer’s suggested retail price,
1:69

Prices of sellers generally, 1:67

Purpose requirement, 1:62

Relevant market, 1:68

Time test vs. volume test, 1:65

PACKAGING AND LABELLING
Administration and enforcement, 6:25
Bilingual labelling requirements

federal legislation, 6:26
Quebec legislation, 6:27
Consumer Packaging and Labelling Act,
6:17
Cosmetics, 7:205
Food, 7:17
Generally, 6:1
Prepackaged products, labelling require-
ments for, 6:18
imported products, 6:22
manufacturer’s name and place of busi-
ness, 6:21
misleading labelling and advertising,
6:23
net quantity, 6:19
product identity, 6:20
Standardization of containers, 6:24
Tobacco products, 7:243

PERFORMANCE CLAIMS
See also MISLEADING ADVERTISING
Absolute vs. comparative claims, 1:32
Efficacy, 1:31
Generally, 1:28 et seq.
Length of life, 1:31
Performance, 1:31
Purpose requirement, 1:29
Representations, 1:30

PERFORMANCE CLAIMS—TEST
See also PERFORMANCE CLAIMS
Bias in user tests, 1:37
Case law, 1:43

Bristol-Myers No. 1, 1:45
Bristol-Myers No. 2, 1:46
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PERFORMANCE CLAIMS—TEST
—Cont’d
Case law, 1:43—Cont’d
Colgate-Palmolive, 1:44
UL Canada v. Proctor & Gamble, 1:47
Completion of testing prior to publishing
claim, 1:49
Consumer research and surveys, 1:48
Controlled conditions, 1:35
Environmental friendliness claims, 1:52
Generally, 1:33
Recognized testing procedures, 1:34
Replication under variety of conditions,
1:36
Reverse onus
Charter challenges, 1:51
policy, 1:50
Testing appropriate to claim, 1:38
claims must be appropriate to test, 1:42
claims must be capable of testing, 1:41
subjective vs. objective claims, 1:39
testing under restricted conditions, 1:40

PRICE MAINTENANCE
See also REVIEWABLE PRACTICES
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
adverse impact on competition, 2:24
affiliation exemption, 2:21
discretionary order, 2:25
loss-leader defence, 2:22
section 76 cases, credit cards, 2:23
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

PRIVACY
Guidelines

cma guide: transparency for consumers,
16:18
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PRIVACY—Cont’d
Guidelines—Cont’d

guidance for businesses doing
e-marketing, 16:20

inappropriate data practices: interpreta-
tion and application of subsection
5(3), 16:16

interpretation bulletin, access to
personal information, 16:7

mandatory reporting of breaches of
security safeguards, 16:22

obtaining meaningful consent, 16:15

personal information retention and dis-
posal, principles and best prac-
tices, 16:24
pipeda fair information principle 7,
safeguards, 16:23
pipeda interpretation bulletin
accountability, 16:6
accuracy, 16:8
commercial activity, 16:13
form of consent, 16:10
personal information, 16:9
publicly available information, 16:11
safeguards, 16:12
pipeda self-assessment tool, 16:25

privacy and online behavioural
advertising, 16:14
privacy guidance for manufacturers of
internet of things devices, 16:21
privacy guide for businesses, 16:19
strengthening privacy for the digital
age, 16:17
Regulations
general data protection regulation
(gdpr), European parliament and
of the council of the European
Union, 16:5
order binding certain agents of her maj-
esty for the purposes of part 1 of
pipeda, 16:4
specifying investigative bodies, 16:2
specifying publicly available informa-
tion, 16:3
Statutes

Personal Information Protection and
Electronic Documents Act, 16:1

PRODUCT SAFETY
Administration and enforcement, 6:16
Application of Act, 6:3
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PRODUCT SAFETY—Cont’d
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

PURPOSE REQUIREMENT

See also MISLEADING ADVERTIS-
ING—GENERAL RULE

QUEBEC
Adpvertising of alcoholic beverages
regulations
respecting promotion, advertising
and educational programs relat-
ing to alcoholic beverages, 23:2
respecting wine and other alcoholic
beverages made or bottled by
holders of a wine maker’s
permit, 23:3
statutes
an act respecting liquor permits, 23:1
Consumer protection, consumer credit,
consumer product warranties, direct
marketing
guidelines
advertising directed at children under
13 years of age, application of
sections 248 and 249 Consumer
Protection Act, 23:6
rpecting the application of the
Consumer Protection Act, 23:5
regulations
respecting the application of the
Consumer Protection Act, 23:5
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QUEBEC—Cont’d
Consumer protection, consumer credit,
consumer product warranties, direct
marketing—Cont’d
statutes
Consumer Protection Act, 23:4
Language of advertising
regulation
facilitating implementation of second
paragraph of section 58.1 of the
charter of the french language,
23:16

office québécois de la langue
francaise respecting the defini-
tion of the term head office and
the recognition of head offices
eligible for special agreements
with the office, 23:17

respecting the language of commerce
and business, 23:13
respecting the signs and posters of
the civil administration, 23:14
statutes
charter of the french language, 23:12
Packaging and labelling
regulations
respecting food, 23:19
respecting information on controlled
products under an act respecting
occupational health and safety,
23:20
statutes
Food Products Act, 23:18
Privacy
statutes

Act respecting protection of personal
information in private sector,
23:21

QUEBEC LOTTERIES LEGISLATION
See also CONTESTS

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
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REFUSALS TO SUPPLY—Cont’d
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

REGULATIONS
Broadcasting distribution regulations
1997, 9:5
Can. Reg. 2009-176
organic products regulations, 2009,
10:9
Can. Reg. 2010-273
administrative monetary penalties
(consumer products) regulations,
14:18
consumer products containing lead
(contact with mouth) regulations,
14:16
Can. Reg. 2015-17
hazardous products regulations, 14:17
Can. Reg. 2016-231
cannabis exemption, 10:10
Can. Reg. 2018-108
safe food for canadians regulations,
10:10.10
Can. Reg. 2019-107
tobacco products appearance, packag-
ing and labelling regulations, 11:9
Can. Reg. 2020-143
vaping products promotion regulations,
11:10
Can. Reg. 2024-110
biocides regulations, 10:10.20
Can. Reg. 2010-171 natural health prod-
uct (unprocessed product licence
applications) regulations, 10:8
Cannabis regulations, 12:2
Competition Tribunal Rules, 8:4
Consumer chemicals and containers
regulations, 2001, 14:9
Consumer packaging and labelling regula-
tions, 14:6
Cosmetic regulations, 10:5
Determination of country of origin for
purpose of marking goods (non-
NAFTA countries) regulations, 14:13
Determination of country of origin for
purposes of marking goods (NAFTA
countries) regulations, 14:14
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REGULATIONS—Cont’d

Excluding certain vaping products
regulated under Food and Drugs Act
from application of Tobacco and
Vaping Products Act, 11:7

Exemption regulations (consumer
products), 14:19

Food and drug regulations, 10:3, 10:4

Hazardous products regulations, 14:10

Icewine regulations, 14:8

Icewine regulations regulatory impact
analysis statement, 14:7

Marking of imported goods order, 14:15

Marking of imported goods regulations,
14:12

Medical devices regulations, 10:6

National Trade-Mark and True Labelling
Act, 15:5

Natural health products regulations, 10:7

Other product-specific regulations, Can-
ada

Consumer Product Safety Act, 14:11

Promotion of tobacco products and acces-
sories regulations (prohibited terms),
11:4

Radio regulations, 1986, 9:2

Regulatory impact analysis statement,
12:3

Specialty services regulations, 1990, 9:4

Television broadcasting regulations, 1987,
9:3

Textile labelling and advertising regula-
tions, 13:2

Tobacco (access) regulations, 11:2

Tobacco products appearance, packaging
and labelling regulations, 11:6

Vaping products labelling and packaging
regulations, 11:8

REMEDIES, BREACH OF CONSUMER

WARRANTY
Generally, 4:44-4:51

REPRESENTATIONS

See also MISLEADING ADVERTISING
General prohibition, 1:73

Generally, 1:70 et seq.

Means of communicating, 1:9
Performance claims, 1:31

Scope, 1:6

Statement of fact or promise, 1:7
Statements of opinion, 1:8
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REPRESENTATIONS—Cont’d

Testimonials, 1:72
Tests, 1:71

REVIEWABLE PRACTICES

See also DISTRIBUTION PRACTICES

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, 1:83

SELF-REGULATION OF

ADVERTISING CONTENT
Ad standards
Canadian code of advertising, 5:2
clearance process, 5:3
consumer complaints, 5:4
trade practices disputes, 5:5
Ad standards canada, 5:1

Adpvertising content regulation and
preclearance

alcoholic beverages
ad standards approval, 5:10

CRTC code for broadcast advertising
of alcoholic beverages, 5:9

provincial approval, 5:11
consumer advertising of health
products
cosmetics, 5:14

drugs, natural health products, vac-
cines and medical devices, 5:13

food and non-alcoholic beverages
ad standards Canada approval, 5:12
Adpvertising to children
advertising of food to children
industry initiatives and proposed
federal legislation, 5:18
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SELF-REGULATION OF
ADVERTISING CONTENT
—Cont’d

Adpvertising to children—Cont’d

broadcast code for advertising to chil-
dren, 5:15

provincial regulation, quebec
Quebec Consumer Protection Act,
5:16
constitutional court decisions,
5:17

Canadian association of broadcasters, 5:8
CBC advertising standards, 5:7
Thinktv, 5:6

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

STATUTES

Broadcasting Act, 9:1

Canada Consumer Product Safety Act,
14:5

Cannabis Act, 12:1

Competition Act, 8:1

Competition Tribunal Act, 8:2

Consumer Packaging and Labelling Act,
14:1

Copyright Act, 15:1

Criminal Code, 8:3

Customs tariff, 14:2

Food and Drugs Act, 10:2

Hazardous Products Act, 14:3

National Trade-Mark and True Labelling
Act, 15:4

Safe Food for Canadians Act, 10:1

Textile Labelling Act, 13:1

Tobacco and Vaping Products Act, 11:1

Trademarks Act, 15:3

table of concordance, 15:2
Weights and Measures Act, 14:4

SUGGESTED RETAIL PRICE
See also PRICE MAINTENANCE
Generally, 2:14
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TELEMARKETING
Guidelines
compliance and enforcement and
telecom decision CRTC 2019-402,
17:10
enforcement, 17:7
fact sheet, 17:4
measures to reduce caller identification
spoofing, determine origins
nuisance calls, 17:9
regarding general administrative
monetary penalties regime,
Telecommunications Act, 17:8
telecom decision CRTC 2007-48, 17:6
telecom public notice CRTC 2006-4,
17:5
telemarketing in Canada, 17:12
understand telemarketing rules for
compliance, 17:11
Regulations
unsolicited telecommunications fees,
17:3
Statutes
Competition Act, 17:2
Telecommunications Act, 17:1

TELEMARKETING OFFENCE
See also MISLEADING ADVERTISING
Disclosure requirements, 1:86
Enforcement, 1:89
Introduction, 1:84
Liability, 1:89
Penalty, 1:89
Related amendments, 1:90
Specific prohibitions, 1:87
Telemarketing contests, 1:88
Telemarketing defined, 1:85

TIED SELLING
Defences, 2:35
Exemptions, 2:35
Major supplier, 2:33
Substantial lessening of competition, 2:34
What constitutes practice, 2:32

TOBACCO PRODUCTS

See also SPECIFIC PRODUCT
ADVERTISING

Generally, 7:239-7:252

Access to tobacco products, 7:242
Enforcement and offences, 7:252
Labelling, 7:243
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TOBACCO PRODUCTS—Cont’d
Manufacturing of tobacco products, 7:241
Prohibition against promotions, 7:244

advertising, 7:246

media liability, 7:251

packaging, 7:247

products displaying brand elements,

retail displays, 7:250

sales promotion, 7:249

testimonials and endorsements, 7:245
Tobacco and Vaping Products Act, 7:240

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, 1:74 et seq.
Guarantee, 1:75
Misleading or cannot be performed, 1:76
Promise to repair, 1:75
Warranty, 1:75

WARRANTY PROTECTION UNDER
GENERAL SALES LAW
See also CONSUMER WARRANTIES
Benefit only to immediate purchaser, 4:28
Exclusion of warranties and conditions
prohibited, 4:26

Implied warranties and conditions, 4:25
Limited to sales of goods, 4:27
Non-contractual terms, 4:30
Privity of contract required, 4:28
Warranties versus conditions, 4:29

WEIGHTS AND MEASURES
Administration and enforcement, 6:48
Marking of commodities, 6:47
Regulation of, 6:46
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