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False Advertising Produce Causes and Renovation Countermeasures

133002

Abstract Advertisement as an effective market competition means which was used to convey the economic information attracted more
and more attention of the merchants. But in real life, due to the economic benefits, the relevant laws and regulations are imperfect,
and consumer awareness of rights are too weak and other reasons, the false advertisements which is the "variant" of advertisement ,
serious prejudice of the legitimate rights and interests of consumers and legitimate operators, leading to the crisis of confidence in the
market, disrupt the order of the socialist market economy, affect the China’s national economy healthy and sustainable development.
In this paper, based on the analysis of the causes of false advertisements, governments must change the traditional model which lead
by execute to supervise the false advertisements, to establish an integrated management model which put the consumer as main body,
the media as the supervisory object, the legal system for the protection .
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