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Misleading advertising occurs when companies exaggerate or misrepresent their products or

services in order to impact customers. These practices can take many forms, such as false

claims about affectiveness, hiding important infotmation, or implying benefits that the

product does not actually provide.



L’OREAL
PARIS
CASE

In its ads,L’Oreal Paris claimed that these creams could affect people’s genes and make their skin look younger.
But there was no strong scientific evidence to support these claims, so the company was accused of using wrong

advertising.



NEGATIVE OUTCOMES OF CASE;

L’OREAL’S REPUTATION WAS DAMAGED

CONSUMERS LOST TRUST

COMPANY LEARNED THE IMPORTANCE OF TRANSPARENCY,

HONESTY, EVIDENCE BASED MARKETING.

DAMAGING THE ENVERIONMENT

IGNORING THE AFTER SALES SERVICES

ETHICAL ANALYSIS; WHAT WAS WRONG?

LACK OF TRANSPARENCY

MANIPULATIVE LANGUAGE (SCIENTIFIC TERMS)

FALSE CLAIMS

EXAGGERATION




