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A Message From Ad Standards’ President & CEO
and Director of Standards

We are pleased to present this report, offering a comprehensive overview of the consumer complaints
received by Ad Standards in 2025 and reviewed under the Canadian Code of Advertising Standards
(the Code). As Ad Standards continues its mandate to foster responsible advertising, these findings
demonstrate the effectiveness of self-regulation in both addressing consumer concerns and creating

a level playing field for advertisers by addressing potential instances of noncompliance. The findings
reported here also inform the industry of consumer concerns, so that advertisers, agencies, and media
alike can be proactive about emerging trends, essential to maintaining trust in Canadian advertising.

In addition to the complaints reported herein, 2025 was an active year under the Code. Ad Standards
published or updated several guidance documents to support the advertising industry as it faces pressing
issues in the Canadian advertising landscape. These guidance documents include an Advisory on the
Code for Municipalities, Transit Authorities and their Agencies, addressing the role of the Code
when balancing compliance with a government entities’ responsibilities under the Canadian Charter of
Rights and Freedoms. In anticipation of rising consumer interest in what is “Canadian,” we released an
Advisory on Canadian Origin Claims to help the industry understand both the regulatory framework
and past decisions under the Code. We also issued updates to the Influencer Disclosure Guidelines,
with notable enhancements to clarify best practices related to Al-generated influencers and content,
gifted products and events, and child audiences.

Finally, Ad Standards has been actively monitoring complaints related to advertising for iGaming since
the activity became legal in Ontario in 2022. In 2025, Ad Standards separately released A Three-Year
Review of Gambling Advertising Complaints, which we commend to the attention of those who wish
more insight into this area. Also in 2025, the Canadian Gaming Association (CGA) released its Code for
Responsible Gaming Advertising, which came into effect on January 1, 2026.

Our ongoing goal is to facilitate effective communication and transparency for the work we undertake on
behalf of the advertising industry under the Code. We commend the responsiveness of the industry to the
guidance provided to support compliance which, in turn, helps build trust in Canadian advertising with the
public and regulators alike.

Catherine Bate Yamina Bennacer
President & CEO Director, Standards (National)
Ad Standards Ad Standards
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Introduction

As Canada’s self-regulatory body for the advertising industry, Ad Standards is committed to building trust
in advertising. We have been administering the Code since 1963. The Code sets the criteria for truthful,
fair, and accurate advertising in Canada. To maintain and enhance trust in advertising, Ad Standards
provides a mechanism for reviewing and resolving consumer complaints and competitive disputes about
advertising content.

Ad Standards is pleased to report on the complaints received from the public under its new complaints
reporting framework that was implemented in January 2024. This report examines complaint volumes,
geographic distribution, industry breakdowns, consumer concerns, and Code clause adjudications to identify
significant trends in the complaints submitted by the public. In 2025, Ad Standards received 776 complaints, a
27% increase from the previous year. The increase was also reflected in the number of complaints accepted
as valid under the Code and the number of ads investigated by our team, with a 31% and 19% increase
respectively over 2024. Despite the increase, the number of ads referred to Standards Council for a formal
adjudication remains consistent compared to the previous year, with a total of 53 ads.

Ontario remains the leading province for both complaints and ads investigated in both years, followed by
British Columbia, Quebec, and Alberta. The Retail sector continues to dominate the complaints investigation
landscape, growing from 21% of cases in 2024 to 37% of complaints received under the top ten industries
within the four leading provinces. Complaints about promotional offers, particularly misrepresentation of terms
and conditions and unavailability of advertised offers, were the leading consumer concerns in 2025, together
accounting for 29% of all complained-of ads. While concerns about Influencer Marketing persist year-over-
year, Quebec had a notably high share (20%) of complaints within that category of advertising compared to the
average of the four leading provinces (7%).

Finally, an emerging concern arose in 2025 about “maple washing” representations comprising a total of 5% of
ads investigated by our complaints team.
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2025 Consumer Complaints — Overview

This report provides an overview of the complaints received by Ad Standards between January 1, 2025, and
December 31, 2025.

At a Glance

BY COMPLAINT

776 Complaints Received 71 ‘Vo 551 Valid Complaints About 383 Ads
N /\
J D z 5
| —
0 Redirected to Third Parties 0 I
26 /0 (i.e. outside of the scope of the Code) 3 /0 DIEITEEEe

BY AD

4
70% 8% » 14% 8%

No issue under Administratively Referred to Standards Council Not referred to
the Code’ resolved for adjudication Standards Council?

\

'As assessed by Ad Standards staff

2The ads not referred to Standards Council included complaints about unsafe or offensive depictions that were satisfied by the
advertisers’ responses, or cases missing material information in the complaint such that Standards Council could not adjudicate them.
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Focus on Concerns Accepted for Review Under the Code

Complaints by Province

The following table presents the geographic distribution of received complaints across Canadian provinces and

territories for both reporting years.

Province /Territory*

Alberta

British Columbia
Manitoba

New Brunswick
Newfoundland

Nova Scotia

Ontario

Prince Edward Island
Quebec
Saskatchewan

Yukon

2024 Complaints | 2025 Complaints
68 72 +4

151

21

18

257

74

144

39

10

22

346

126

-7

+18

+2

+4

+89

+4

+52

-1

Ontario accounts for the largest share of complaints in both years, representing 42% of complaints received
in 2024 and 45% in 2025. Ontario and Quebec saw the most significant absolute increase of complaints
submitted to Ad Standards (+89 and +52 respectively). Together, Ontario, British Columbia, Quebec, and

Alberta account for approximately 90% of all complaints in 2024 and 89% in 2025.

* Ad Standards did not receive complaints from Nunavut or Northwest Territories in both reporting years.

Ad Standards
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Most Common Media for Advertising Complaints

Website
(19%)

Traditional linear TV

(24%)
Complaints about ads appearing in online
media represented 52% of the total of
Social Media complaints received.
(17%)
Other
(16%)
Out-Of-Home
(10%) Emails
TV OnDemand (7%,

| Streaming
(7%)

Top Industries Cited in Advertising Complaints

Similarly to the previous year, Retail remains the industry complaints leader based on the number of
consumer complaints investigated under the Code. However, when looking at the four provinces that
triggered the majority of consumer complaints, we note a significant increase from 21% in 2024 to 37% in
2025 of the top ten industries that triggered complaints under the Code, with concerns raised equally about
ads appearing on retailers’ online platforms and ads seen on premise at physical retail locations.
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Top Industries Cited in Advertising Complaints

120% Telecommunications u Influencer Marketing 1. Retail (370/0)
® Health Products ® Restaurants, Fast Foods & Bars
= Retail 2. Restaurants, Fast Foods & Bars (9%)

3. Health Products (8%)

100% .
8% &

10% ) 10% 4. Influencer Marketing (7%)
0% - 5. Telecommunications (7%)
60%
40%
20%
0%

Alberta British Columbia Ontario Quebec
Ads N =332

89% of complaints accepted under the Code were submitted by residents from the four provinces that host over 85% of the
Canadian population (Alberta, British Columbia, Ontario, and Quebec).

Percentages based on the top ten industries that triggered complaints under the Code.

From a National Perspective

70%
60%
50% % i 2% - -
40%
30%
20%
10%
0%
Alberta British Columbia Ontario Quebec National
H Retail m Restaurants, Fast Foods & Bars
® Health Products Telecommunications
® Influencer Marketing Ads N = 383

Percentages based on national average of all industries combined.
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Concerns Raised in Complaints Accepted Under the Code

Clause Description % of Ads*

Accuracy and Clarity - Inaccurate / Deceptive /

1(a) . . . 50%
Misleading Representation

14(d) Unacceptable Depictions and Portrayals - 339
Offend the Standards of Public Decency ¢

1(b) Accuracy and Clarity - Omission 19%

14(c) Unacceptable Depictions and Portrayals - Demeaning 1%

3(a) Price Claims - Deceptive Price Claims or Discounts 10%

* An ad could raise concerns under one or more clauses of the Code. Ads N = 383

Complainant Concerns % of Ads

Misrepresentation of T&Cs
Promotional Offer 34% —— | Offer/ ltem Not Available
Offensive 33% Graphic Depiction

\ Nudity & Sexual Content

Misleading Representation 19% Stereotypes
Influencer Marketing Disclosures 8%

Emerging Trend

. o _ General impression that

Maple Washing 5% advertiser is Canadian

Concerns about Promotional Offer advertising dominated the 2025 landscape with 34% of all concerns
raised by consumers, a significant growth from the 22% reported in 2024. Particularly, concerns about
misrepresentation of terms and conditions surged by more than double (from 26 to 58 cases), while concerns
about the unavailability of products included in those promotional offers grew by 73% (from 30 to 52 cases).
Together, these two promotional offer categories now account for nearly 29% of all 2025 cases, up from 17%
in 2024. Offensive content categories also saw consistent growth across multiple sub-types, with “Graphic
Depiction” up 27% and “Nudity and Sexual Content” up 41%, indicating heightened consumer sensitivity to
such representation in advertising.
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Influencer Marketing

Concerns about influencer marketing disclosures represented 8% of the concerns raised by complainants in
2025. While concerns about Influencer Marketing remain consistent year-over-year, Quebec had a notably high
share (20%) compared to the average of the four leading provinces (7%).

Out of the 53 cases adjudicated by Standards Council, 23% (12 ads) related to concerns about unclear or
omission of disclosures by influencers and were all deemed non-compliant by Standards Council. Nine of
these 12 ads were voluntarily withdrawn or amended by the brands and influencers prior to their adjudication
by Standards Council.

In 2025, Ad Standards partnered with Caddle Inc. on a third biennial survey of the
Canadian public, examining awareness of and attitudes toward influencer marketing.
These consumer insights were released in 2026 and provide further insights into how
consumers view issues from their trust in disclosures, to how different generations engage,
to the emergence of Al-generated influencers.

Ad Standards also published updates to the Influencer Disclosure Guidelines in 2025 to provide the industry
with enhanced guidance on:

» Disclosing gifted products vs event invitations

» Using social media paid partnership tools effectively

* Managing affiliate marketing disclosures

* Communicating disclosure to child audiences

* Using and disclosing Al-generated content and influencers

Did You Know?

Under the Consumer Complaints Procedure, when Standards Council finds that an
advertisement contravenes the Code, the advertiser is requested to appropriately amend

or permanently withdraw the advertisement. Whether or not an advertiser is named in a
Council Decision or is kept anonymous depends upon the advertiser’s action. For advertising
where the advertiser permanently withdrew or amended the advertisement before Standards
Council met to adjudicate the complaint, the Council Decisions maintain anonymity by not
naming the advertiser and omitting identifiable details about the advertisement. The Council
Decisions (including those discussed below) are made available to provide transparency
and education about the findings of the Standards Council.
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Maple Washing: An Emerging Trend

A new concern category emerged in 2025 reflecting evolving consumer awareness. Complaints alleged
“‘maple washing” represented 5% of the total of ads investigated by Ad Standards, likely driven by heightened
consumer attention to product origin amid trade policy discussions. Specifically, concerns were raised about
“‘Made in Canada,” “Proudly Canadian,” or ads alleged to give the general impression that the advertiser is
Canadian, when the parent company is not, with a call to action to “Buy Canadian.”

Two ads, one about equipment advertised as “made in Canada,” the other about a retailer promoting itself
as “a proudly Canadian brand,” were adjudicated by Standards Council and found to contravene Clause 1
(Accuracy and Clarity) of the Code.

In the complaint challenging the accuracy of the ad stating that certain equipment used in the advertiser’s
facility was made in Canada, the advertiser advised that since its opening, all core equipment originated from
Canadian-based suppliers. However, one unit was manufactured in the US and two others were imported. The
advertiser acknowledged that certain components of some equipment may contain imported materials and thus
revised their made-in-Canada claim to clarify the specific equipment to which the claim relates.

The other complaint challenged the accuracy of the origin claim “a proudly Canadian brand” because the
advertiser is located in the US where all of its products are produced and shipped from, noting the only
thing Canadian about them is that the co-founders are Canadian citizens. In response to the complaint, the
advertiser communicated that it permanently removed the claim from its website.

To ensure your “Proudly Canadian” claims are accurate and compliant, read Ad Standards’ Advisory on the
Meaning of “Made in Canada” and Similar Claims under the Code.
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2025 Consumer Complaints — Findings

Out of the 776 complaints received in 2025, 71% involving 383 ads were deemed to be valid complaints to be
reviewed and assessed by staff under the application of the Code.

Out of these 383 ads:

+ 70% (268 ads) were assessed by staff not to raise potential issues under the provisions of the Code.

+ 30% were deemed to raise potential issues under one or more provisions of the Code, of which 8%
were resolved administratively by Ad Standards based on the advertisers’ corrective actions.

Under the Consumer Complaint Procedure, Ad Standards has the ability to resolve complaints at staff level,
without a formal adjudication by Standards Council, about ads that were acknowledged by advertisers as
being erroneous under Clause 1 (Accuracy and Clarity) and Clause 3 (Price Claims). The procedure for
administratively resolved complaints requires the advertiser to permanently withdraw the erroneous ad and
publish a correction notice (if applicable). Please refer to How Consumer Complaints Are Handled for
additional details about the administratively resolved complaints procedure involving Clauses 1 and 3.

* 8% were not referred to Standards Council.
* 14% (53 ads) were referred to Standards Council for adjudication.

Consumer Complaints Resolution

8%
Not referred to
Standards Council

14%
Referred to
Standards Council

for adjuication

30%

[\)

Potential Issues Admi 8? ivel

Under the Code ministratively
resolved

70% WS

No issue under
the Code*

*as assessed by staff
Ads N = 383
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Ads Adjudicated by Standards Council

25

N
o

15

10

Number of Ads*

2025 Ads Adjudicated by Standards Council

||Iﬂlna
1.b 1.c 3.a

® Council Decision - Upheld

11 I
..n.ﬂ
10

4 5 7 8 14.b 14.c 14d
Clause

- . i
Council Decision - Not Upheld Ads N = 53

* An ad could raise concerns under one or more clauses of the Code.

All complaints directed to Ad Standards are initially evaluated by Ad Standards staff. Complaints that raise
a potential issue under the provisions of the Code are referred to the independent Standards Council for
adjudication. Standards Council’s decisions are passed by majority vote.

Out of the 53 ads referred to Standards Council for a formal adjudication, a total of 48 ads were found to
contravene one or more provisions of the Code. Five ads were found to be compliant with the Code.

Of the non-compliant advertisements:

« 44% concerned advertisements that included inaccurate or deceptive claims contributing to misleading
representations. Specifically, 31% of the infractions found by Council under Clause 1 (Accuracy and
Clarity) related to the misrepresentation of terms & conditions associated with such promotions or the
unavailability of products included in those promotional offers.

» 25% related to omission or lack of disclosure under Clause 1(b) (Omission of disclosure), Clause 2

(Disguised Advertising Techniques) and Clause 7 (Testimonials) from influencers and partnered brands
engaged in influencer marketing.

Ad Standards
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Although 33% of the ads reviewed by Ad Standards raised concerns about offensive representations only

13% required an adjudication under the subjective Clause 14 (Unacceptable Depictions and Portrayals) due

to an express request from the complainant who remained dissatisfied with the advertiser’s response or due

to failure from the advertiser to respond to the complaint. Non-compliance was identified in 7.5% of cases
under the offensive clause. These ads included sexual content, nudity, or language found to demean women or
offend the standards of public decency.

To learn more about these non-compliant ads, read the Council Decisions.

Did You Know?

Under the Consumer Complaints Procedure, when a case is considered under Clause 10
(Safety) or Clause 14 (Unacceptable Depictions and Portrayals), the advertiser’s response is
forwarded verbatim to the complainant(s). The case is adjudicated by Standards Council only
if the complainant advises Ad Standards that the advertiser did not appropriately address
their concerns or that they remain dissatisfied with the response received. Please refer to
How Consumer Complaints Are Handled for additional details about complaints involving
Clauses 10 and 14.
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About Standards Council

The Standards Council plays a vital role in ensuring objective and fair complaint adjudication. First,

Ad Standards’ staff administer the process for receiving and processing consumer complaints about
advertisements. Complaints raising potential issues under the Code that cannot be resolved by staff are then
referred to Standards Council for review and adjudication. Each Standards Council meeting includes senior
industry and public representatives from across Canada, who volunteer their time to help ensure that Canadian
advertising is truthful, fair, and accurate.

The members of Standards Council are posted on Ad Standards’ website.

Standards Council Leadership Transition

Marie-Josée Beauchamp Mike Darley
Chair Former Chair

Ad Standards marks a leadership transition at the National Standards Council, as Mike Darley concluded
his term as Chair following his final meeting on February 3, 2026.

Mike served as a Council representative for over 15 years before taking on the role of Chair in 2019.
Mike brought steady and thoughtful leadership to the role. He guided Council discussions with a focus
on fairness and balance, ensuring a wide range of perspectives was considered in reaching decisions.
We are very grateful to Mike for his years of service to the Standards Council and we thank him for his
passion, thoughtfulness, and diligence throughout his term.

Marie-Josée Beauchamp stepped into the role of Chair for the National Standards Council in March
2026. She has served as Chair of the Quebec Standards Council since 2024 and will retain this position
alongside her new role. Marie-Josée has also supported National Council meetings over the past two
years. Her appointment provides strong continuity in leadership, and we are delighted to have her take on
this expanded role.

Michael Stoparczyk, a Council volunteer since January 2019, will also support the National Standards
Council by chairing select meetings.
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Advertising Disputes — New Streamlined Procedure Starting 2026

As of February 1, 2026, Ad Standards introduced a faster, simpler process for handling certain advertising

complaints between businesses. This is designed to make “simple” complaints quicker to resolve at a
lesser cost.

What is a simple complaint? Faster decisions Updated fees
One claim only No rebuttal evidence Reduced fee
Straightforward evidence Reduced timeline New fee for not-for-profit

1. What is a “simple” complaint?
» One specific claim in an ad (even if it appears in multiple places)
* Basic supporting evidence, like sales figures or consumer survey results
* Claims such as “Made in Canada” that rely on factual verification

2. Faster decisions
» Each side submits their main arguments once
* There are no back-and-forth replies
A decision is typically issued within 27 business days

3. Updated fees
* Reduced fee
* Special fee for not-for-profit organizations
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How Consumer Complaints Are Handled

Established by the Canadian advertising industry over 60 years ago, the Consumer Complaint Procedure
enables consumers to submit written complaints about advertisements in Canada they consider unacceptable.

1. Complaint Receipt

Each written consumer complaint is reviewed by Ad Standards under the Canadian Code of Advertising
Standards (Code).

2. Preliminary Review

Ad Standards conducts a preliminary evaluation of the complaint. If the complaint does not fall under the
scope of the Code, or if, after review, the advertisement does not present an issue under the Code, Ad
Standards sends a letter of explanation to the complainant(s). For complaints deemed potentially problematic
under the Code by Ad Standards, advertisers are required to provide a written response addressing the
concerns raised by the complainant(s).

3. Next Steps Vary Based on Potential Identified Code Issues

Complaints that raise potential issues under the Code are handled in different ways depending upon the
nature of the complaint.

Concerns About Unsafe (Clause 10) or Offensive (Clause 14) Representations

The advertiser’s response is forwarded verbatim to the complainant. If, after receiving the advertiser’s
response, the complainant notifies Ad Standards that they remain dissatisfied, the case is forwarded to
Standards Council for a formal adjudication.

Administratively Resolved Complaints About Accuracy and Clarity (Clause 1) and Price Claims
(Clause 3)

Ad Standards uses this mechanism as a streamlined procedure to resolve simple, non-complicated
cases that involve a contravention related to Clause 1 or Clause 3 without requiring Standards
Council’s adjudication.

Complaints Under All Other Code Clauses

The advertiser submits its response to Ad Standards to address the complainant’s concerns. If Ad
Standards determines there remains a potential issue under the Code the case is forwarded to Standards
Council for adjudication.
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4. Council Review and Decision

If Council determines, by majority vote, that the advertisement contravenes one or more clauses of the
Code, the advertiser is asked to permanently withdraw the misleading or offensive ad. Ad Standards publicly
reports on Council Decisions about ads found to contravene the Code.

5. Appealing a Council Decision

If the advertiser disagrees with Standards Council’s decision, the advertiser can request an appeal. If
an appeal is granted the case is reviewed in its entirety by a new panel that did not participate in the
original decision.

For a detailed explanation of the Consumer Complaint Procedure, please visit our main Complaints page.
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About Ad Standards

Ad Standards is the self-regulatory body for Canada’s advertising industry. Through member support and
cooperative industry initiatives, we build public confidence in advertising by helping ensure ads, in all media,
are truthful, fair and accurate. We administer the Canadian Code of Advertising Standards, which sets criteria
for acceptable advertising, and provides a mechanism for adjudicating and resolving consumer complaints
and competitive disputes. We also review advertising creative and offer consultative services to help ensure
compliance with relevant laws, regulatory guidelines and industry codes. Our collaborative relationships with
Canadian regulators and global self-regulatory organizations provide a diversity of valuable insights, which
inform our initiatives and goals.

adstandards.ca
linkedin/company/ad-standards-can
info@adstandards.ca ad.standards.ca

© 2026 Advertising Standards Canada
This report is the property of Ad Standards and may not be reproduced, in whole, or in part, without prior permission from Ad Standards.
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