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ABSTRACT

As part of the FTC’s Advertising Substantiation program, companies making claims in advertising are
required to substantiate those claims in order to avoid improper claims. Companies could avoid making
improper claims by performing proactive substantiation tests. Unfortunately, when firms are asked to
provide substantiation information, many delay or are unwilling to provide the information. This raises
the questions about trustworthiness of the source. This study investigates advertising substantiation in
the context of online advertisements, and whether the availability of links in advertising to substantiation
influence the trustworthiness of the source.



