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Policy Statementon the Advertising and Promotion of Aesthetic Cosmetic Injectable
Treatments by registrants on the Joint Council of Cosmetic Practitioners Register

The Joint Council for Cosmetic Practitioners (JCCP) is a representative organisation that manages the PSA
approved JCCP PractitionerRegisterand associated competencies/standards forits registrants, which
include Medical Practitioners, Registered Nurses, Dentists, Dental Therapists, Dental Hygienists,
Pharmacists, Physiotherapists (and otherdesignated HCPC registered Allied Health Care Professions)
and Beauty Therapists (undertaking up to Level 5 Treatments) who undertake cosmetic treatments and
HairRestoration Surgery (forsuitably qualified doctors only). Itis a requirement foradmission to the Joint
CouncilforCosmetic Practitioners Registerthat this policy is taken into consideration by the Registrant.

1. Advertising and promotion of Aesthetic Cosmetic Treatments

The JCCPrecognises thatadvertising and promotion of the services offered by cosmetic treatment
injectable providersis alegitimate andreasonable business practice as a means of creating public
awareness about the services available and the attributes of the provider. Italso recognises thatitisan
importanttoolforenabling providers to differentiate themselves fromtheircompetitors and for
developing theirbusinesses. Thisisin common with providersin otherservice businesses. The primary
reason foradvertisingis toinform patients/clients and potential patients/clients. In the UK, guidance on
advertising practiceis given by The Committees of Advertising Practice (CAPand BCAP) which authortwo
Codeswithwhichadsinbothnon-broadcastandbroadcast media mustcomply.

Non-broadcast Code. The UK Code of Non-broadcastAdvertising and Direct & Promotional Marketing
(CAPCode)istherule bookfornon-broadcastadvertisements, promotional marketing and direct
marketing communications. Broadcast Code. The UK Code of Broadcast Advertising (BCAP Code)
appliesto alladvertisements (including teleshopping, content on self-promotional television channels,
television textandinteractive TV ads) and programme sponsorship credits onradio and television
serviceslicensed by Ofcom.

® SeeAdvertising Codes

The JCCPadvises thatallnon-broadcast advertisements should conform to the UK Code of Non-
broadcast Advertising and Direct & Promotional Marketing. Relevant advice published by CAPcan be
obtained onlineand bespoke adviceis available through the CAP Copy Advice Team.

® SeetheUKCodeofNon-broadcastAdvertising and Direct & Promotional Marketing
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® Seemoreaboutthe CAP CopyAdviceservice

® GotoAdviceonlinedatabase

AllBroadcastadvertisements mustcomply with the UK Code of Broadcast Advertising. Advice on pre-
clearanceforTV andradio advertising can be obtained from ‘Clearcast’ and the ‘Radiocentre’
respectively.

® SeetheUKCodeofBroadcastAdvertising

® SecetheClearcastwebsite

® SeetheRadiocentre website

Communications to existing clients can be in remit of the CAP Codein some circumstances, e.g. if selling
anew product/service to them.

CAPissuelInsights fromtime to time.Two recentInsights: - Advertising surgicaland non-surgical
interventions: Cutting Edge Advice (August2016) See Here

Guide on prescription only medicines (July 2016) See Here

Both oftheabovelinkto Botox - Frequently Asked Questionsissued 23 January 2020 asa.org.uk

2. Framework for the CQAL Policy Statement

Advertising Standards Authority. Compliance with both Advertising Codesis enforced by the Advertising
Standards Authority (ASA) which rules on complaints about ads and publishes weekly rulings. The
Committee of Advertising Practice can apply a numberof sanctions to non-compliant advertisers.
Accessto ASAissignpostedin paragraphlabove.

Medicines and Healthcare Regulating Authority (MHRA). MHRA police the advertising of Prescription Only
Medicines (POM). Access to adviceis setoutbelow.

Those aesthetic cosmetics that are medicines ormedical devices e.g. botulinumtoxin are subjectto the
advertising regulations underthe Human Medicines Regulations 2012.

® SeeHuman Medicine Regulations here.

Furtherinformation canbe foundinthe MHRA "Blue Guide” on Advertising and Promotion of Medicinesin
the UKand therelevantsections of thatpublication are referred to in brackets below. The Regulations
prohibittheissue of any advertisement wholly ormainly directed to the general public whichis likely to
lead to theunlicensed use of a prescription only medicine (POM) [see Blue Guide 5.2].

® ReadtheBlue Guide

If they offerboth POM and non-POM treatments, providers may promote the service they provide by
stating "wrinkle treatment consultation”, forexample, as thisis non-specific and unlikely to be
consideredindirect promotion of a POM.

Joint Council for Cosmetic Practitioners - Page 2 of 5


https://www.asa.org.uk/news/advertising-surgical-and-non-surgical-interventions-cutting-edge-advice.html#.V711HTb6ti4
https://www.cap.org.uk/News-reports/Media-Centre/2016/Insight-guide-to-prescription-only-medicines.aspx#.V711Jjb6ti4
https://www.asa.org.uk/news/botox-frequently-asked-questions-faqs.html
https://www.asa.org.uk/advice-and-resources/bespoke-copy-advice/copy-advice-information.html
https://www.asa.org.uk/advice-and-resources/resource-library/advice-online.html
https://www.asa.org.uk/codes-and-rulings/advertising-codes/broadcast-code.html
http://www.clearcast.co.uk/
http://www.radiocentre.org/clearance/
http://www.legislation.gov.uk/uksi/2012/1916/contents/made
https://www.gov.uk/government/publications/blue-guide-advertising-and-promoting-medicines

POLICY - ADVERTISING AND PROMOTION

Advertising mustnot mention productnames such as "Botox" or"botulinumtoxin". The appropriate
managementfora conditionin anindividual patientis forthe prescriberand patientjointly to consider
andthismayinclude a numberof medicalfactors as wellas arange of therapeutic options. Prescribers
have aresponsibility to provide information about the products they prescribe. Care mustbe taken when
providing information about POMs. This should be presentedin the context of a balanced overview of all
potential treatment options following a consultation. The advertising controls formedicines also apply
to othermaterials produced by clinics such as leaflets availablein the clinic.

3. MHRA Enforcement priorities

The MHRA enforcement approach foradvertising of web-based treatment services takes the potential
riskto public healthinto account. It focuses primarily on material on the home pages of clinic websites.
Theaimis to ensure thatcustomers who are seeking generalinformation on theinternetabouta clinic or
potential treatments are not presented with overt advertising forPOMs. Thisis similartoits approach for
otherforms of advertising forservices, e.g. in magazines, where mention of POMs is not permitted.

To targetitsresources effectively and appropriately, the MHRA have chosen not to focus oninformation
thatis found by the browserwho chooses to accessinformation about specific treatmentoptions for
theircondition on a clinic website. The MHRA willnot routinely review material on website pages other
thanthehomepageunlessitconsiders thattheinformation poses ariskto public health.

The MHRA takesrobust enforcementaction where a significantrisk to public health has beenidentified
from advertising to the public forunlicensed orprescription only medicines. Failure to comply with the
Regulations willresultin arequest forthe website to be amended orwithdrawn. Cases may also be
referred to thelnspection, Enforcementand Standards Division of MHRA forconsideration of legal
action. Clinics andindividual healthcare professionals may also be referred to theirprofessional
regulators if complianceis notachievedin a timely fashion.

Please note that MHRA enforcement priorities do not inform the CAP / ASA approach, which
looks beyond the homepage.

4, Policy positions on specific areas of advertising and promotion

Informulating this policy statement the JCCP has considered a numberof specificissues thathave been
raised by patientand publicinterest groups with regard to the advertising of aesthetic cosmetic
treatments. The JCCPhas adopted thefollowing policy positions on therelevantissues:

The Home Page

TheHome page should notinclude anyreference to named POMs, including price information, see
below. Links and navigation aids may be given forparticularconditions butnot to specific POMs. Hover
textand any small printatthebottom of thehome page should also notreferto specific POMs. Thisis so
that casualbrowsers are not presented with advertising forspecific POMs. Furtherpages aboutthe
condition, which the consumerchooses to access, may containinformation on specific medicines,
provided thisis presentedin the context of a fairoverview of various potential treatment options
following a consultation. The text should notunduly emphasise a particulartreatment option orthe need
to seektreatment. It should be clearthatthe customeris being offered a health-care practitioner-led
consultation andthat, depending on the outcome of the consultation, this may ormaynotlead to the
provision of a prescription.
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® Seeguidancehere

Promotional discounts

JCCPrecognises thatdemand forcosmetic treatments varies seasonally anditrecognises the financial
benefits, both to the patientand to the provider, of price discounts designed to boost activity levels
during seasonally slack periods. In doing so, the JCCPrecognises thatthese may appealto and benefit
those marginal purchasers who otherwise would notbe able to afford the full cost of the treatment they
desire. Advertising of such discounts should be in accordance with the paragraph below and MHRA
guidance on advertisinga POMwhere applicable. Also see Cosmetic Interventions: Social Responsibility

Pricelists

Onthehomepage, onlyindicative prices fora particularmedical condition may be provided. Any mention
of POMs onthehome pageislikely to be considered as advertising of prescription only medicines to the
public. Afactuallist of prices foravailable treatments may be provided on pages otherthanthehome
page. The pricelist should notinclude product claims oractively encourage viewers to choose a product
basedonthe price.Theinformation associated with price lists should make it clearthat the viewer's
preferred option willnotbe prescribedifitis not suitable. Advertisements may set a timelimiton the
period thatconsultations fortreatment are available. However, guidance mustbe observedin allowing
sufficienttime between consultation and treatmentin orderforthe clientto considerconsent. All pricesin
advertisements should belinked to afootnote stating that these are the prices prevailing at the time of
publication.

lcons

Icons areanintegral part of advertisement practice. They mustnotbeused to bypasstheruleson
advertising POMs orto entice patients to seek treatment whichis outside professional standards.

Promotional claims

Whilstreference to specific POMsin a natural, contextually relevantway may be permissible (butnoton
the Home Page), explicitand excessive promotion of a POMis likely to contravene advertising
regulations. Allinformation about medicines should be balanced and factual. Suitable sources of non-
promotional materialmayinclude the summary of product characteristics forthe product, often available
onthe UK website of the company marketing the product.

Website addresses

Website addresses should notname specific POMs in theircore URL (e.g. wesellbotox®.co.uk). Web
addresses such as thismay be considered to promote a POMto the public.

Sponsored links

The text may promote the service provided but should not mention specific prescription only medicines.

Exhibition, conference and trade show discounts

Discounts thatare conditionalupon the patient'signingup’, thatis contracting forthe procedure on the
dayofanevent, shouldnot be offered to attendees of conferences, exhibitions and trade shows. Implicit
in thisrecommendationis the JCCP’s view (based on the standards setby the professionalregulators)
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thatprospective patients/clients mustbe given adequate time to reflect on alltheimplications of the
proposed treatment, free fromthe pressure of a short time constraint ora shortlived financial
inducement.

Sponsorship of exhibitions, conferences and trade shows

Cosmetic treatment providers may sponsorconferences, exhibitions and trade shows whose purposeis
tofacilitate the dissemination of information about aesthetic cosmetic treatments eitherto health care
professionals orto providers and the public atlarge.

Advertising aimed at those under 18

JCCPisfundamentally opposedto any aesthetic cosmetic treatment advertising in media targeted at
teenagers below the age of eighteen. Marketing communications should not be directed at
children/adolescents under18through the selection of media, style of presentation, content orcontext
inwhich they appear.

Gift vouchers

Giftvouchers, which coverpartorall of the cost of aesthetic cosmetic treatments, may be advertisedin
the published media and also advertised on the provider's own website, as well as point of saleliterature
inthe clinics. However, it must be clearly stated in the terms and conditions that the voucheris
redeemable against cash should therecipient preferorif therecipientis not suitable fortreatment.

Loyalty cards

Loyalty cards are cards which may be given by a specific providerto any of its patients which typically
entitle the patientto a discounted price forfuture treatment by that provider. Loyalty cards are
considered an acceptable way of rewarding patients forreturning to the same providerforfuture or
ongoing treatment. They may also be mentioned oroffered to patients orprospective patients atany
time thatthey present themselves to a providerfora consultation.

Competitions and prizes

The JCCP considersitunethical to participate directly orindirectly in competitions forwhich the cost ofa
aesthetic cosmetic treatment willbe paid by the competition organiserorsponsoras a prize forwinning
the competition. Furthermore, JCCPregistrants should notsponsorany such competitions.
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