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By the end of today’s session you will feel confident in: 

What are the Learning Outcomes 
for today’s training?

Understanding the restrictions 

on the use of celebrities, 

influencers and health professions 

in ads for medicines. 

Identifying where there is 

need for substantiation

Identifying the different 

positions where a combination 

of POM and non-POM 

treatments are available

Explaining the position in 

relation to Prescription-only 

Medicines and how it applies 

to different advertising 

mediums

Prescription only medicines 

The aim of today’s training is to equip you with greater knowledge and a wider understanding of the 

advertising rules on cosmetic interventions including on social media, so your members can run 

effective and compliant campaigns. 

Identifying the potential risks 

associated with social 

responsibility issues

Identifying the potential risks 

associated with advertising on 

social media



What will we be covering 
today?

Prescription only medicines 

Key principles

Celebrities and 
health professionals

Social media 
ads

Targeting

Social 
responsibility

Efficacy

Weight Loss Injections



The Broadcast
rules
Key principles 

Prescription only medicines 



Prescription only medicines 

What do the rules 
state?

12.12
Prescription-only medicines or 
prescription-only medical 
treatments may not be advertised 
to the public.

The Human Medicines 
Regulations 2012 prohibit 
the publishing of “an 
advertisement that is likely to 
lead to the use of a prescription-
only medicine”



Testimonial

Indirect 

phrases that 

can only 

refer to a 

POM

Company / 

social media 

account 

names

Text of a 

post, images, 

hashtags

POMs: 
Direct & Indirect references
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Beauty Boutique Aesthetics
2019
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MOS Media Ltd
2022
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The Broadcast
rules
Websites
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Homepage



Prescription only medicines 

Consultation



Prescription only medicines 

Factual Claims

Reflecting the SPC

Information about general 

experience

Price information

Clinic testimonials



Promotional 

language

Going beyond the 

SPC

Prescription only medicines 

Promotional claims 

Promotional offers 

Testimonials

Photos

(Including before and 

after)



Price lists

Prescription only medicines 



Don’t reference POMs on the 
homepage.

Only reference POMs after 
details of the consultation. 

No promotional claims, images 

or price offers.

Restrict claims to factual 
information that reflects the 
SPC.

Only present POM as a 
potential outcome of the 
consultation.

Promote the consultation –
not the treatment.

Key things to remember

Prescription only medicines 



Any questions?



The Broadcast
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Celebrities and health 
professionals 
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What do the rules 
state?

12.18
Marketers must not use health 
professionals or celebrities to 
endorse medicines.

“Advertisements to the general 

public should not contain material 

which refers to recommendations 

by scientists or healthcare 

professionals, or which refers to 

recommendations by celebrities 

who, because of their celebrity, 

could encourage consumption of 

products.”
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Sanofi UK
2019
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Press coverage



Prescription only medicines 

Anesis Spa
2012
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Targeting
What do the rules 
state?

Cosmetic interventions must not 

be directed at those aged below 

18 years through the selection of 

media or context in which they 

appear. Cosmetic interventions 

mean any intervention, procedure 

or treatment carried out with the 

primary objective of changing an 

aspect of a consumer’s physical 

appearance. This includes 

surgical and non-surgical 

interventions, both invasive and 

non-invasive. This does not 

include cosmetic products



Any questions?



The Broadcast
rules
Social Responsibility
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Key principles: 

Communications must be prepared with a sense of 
responsibility to consumers and to society. 

Don’t put consumers under undue pressure.

Don’t exploit insecurities.

Do not use degrading, objectifying or gender 
stereotyping imagery, or create pressure to conform 
to an idealised gender stereotypical appearance. 

‘



Secret Surgery Ltd
2022
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Royal Tunbridge Wells Skin Clinic 
2018
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rules
Social Media
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Influencer 
marketing 

Paid-for ads 
e.g., 

‘promoted’ 
and 

‘sponsored’ 

User-
generated 

content 

An 
advertiser’s 
own social 

media

What counts?
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The Broadcast
rules
Efficacy Claims
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What do the rules 
state?

3.1

Marketing communications must not 
materially mislead or be likely to do so.

3.7
Before distributing or submitting a 
marketing communication for 
publication, marketers must hold 
documentary evidence to prove claims 
that consumers are likely to regard as 
objective and that are capable of 
objective substantiation. The ASA may 
regard claims as misleading in the 
absence of adequate substantiation.



What do the rules
state?
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Ensure you hold adequate 
evidence to support claims.

Don’t exaggerate the effects of 
a product. 

Testimonials alone do not 

constitute substantiation
Ensure that evidence is of 

suitable quality

Key things to remember

Prescription only medicines 



The Laser Treatment Clinic Ltd
2018
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The Broadcast
rules
Weight loss 
injections
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Key principles 

13.10 - Claims that an individual has lost an exact amount of weight must be 
compatible with good medical and nutritional practice. Those claims must state 
the period involved and must not be based on unrepresentative experiences. For 
those who are normally overweight, a rate of weight loss greater than 2 lbs (just 
under 1 kg) a week is unlikely to be compatible with good medical and 
nutritional practice. For those who are obese, a rate of weight loss greater than 2 
lbs a week in the early stages of dieting could be compatible with good medical 
and nutritional practice.

13.9 - Marketing communications must not contain claims that people can lose 
precise amounts of weight within a stated period or, except for marketing 
communications for surgical clinics, establishments and the like that comply 
with rule 12.3, that weight or fat can be lost from specific parts of the body.
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Skinny Clinic
2020
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Skinny Jab
2020
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Any questions?



Other resources

www.asa.org.uk 

• Follow us on Twitter:
@ASA_UK @CAP_UK

• Sign up to our newsletters 
Insight and Update

• Regular training seminars 
and bespoke presentations

• Copy Advice

• Advice Online database

• Check out weekly rulings
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