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13/475

	COMPLAINT NUMBER
	13/475

	COMPLAINANT
	C. Allen

	ADVERTISER
	Give Me Life

	ADVERTISEMENT
	Give Me Life Website

	DATE OF MEETING
	11 December 2013

	OUTCOME
	Upheld


SUMMARY

The Give Me Life website advertisement promoted the efficacy of alternative therapies for cancer and other serious illnesses. Various therapeutic claims were made on the website about “Essaic Tea Treatment” and its efficacy in treating cancer. 

The Complainant said the therapeutic claims made about Essaic Tea Treatment about treating cancer were unable to be substantiated.

The Complaints Board said the website was a strong endorsement for “Caisse's Essiac Tea” and given the promotional aspect of the website, it said it constituted an advertisement.

The Complaints Board noted statements such as the herbs in the tea will “attack cancer from all angles to destroy the tumour tissue” and “Rene Caisse’s Essaic Tea Treatment exerts a deathblow on cancer.”

The Complaints Board said these were strong claims that required robust substantiation which the Advertiser had not provided. It also said the advertisement contained unrealistic outcomes and exaggerated claims about the tea which the Advertiser had not substantiated. As such, it said the advertisement did not observe a high standard of social responsibility required for advertisements of this type.
Accordingly, the Complaints Board ruled to Uphold the complaint.

[Advertisement to be removed]
Please note this headnote does not form part of the Decision.
COMPLAINTS BOARD Decision
The Chairman directed the Complaints Board to consider the advertisement with reference to Basic Principles 2 and 3 and Guidelines 3(a) and (b) of the Therapeutic Services Advertising Code. This required the Complaints Board to consider whether the advertisement made exaggerated claims that were likely to mislead or deceive consumers, abuse the trust of or exploit the lack of knowledge of consumers  whether the advertisement and portrayed unrealistic outcomes. The Complaints Board also had to consider whether the advertisement observed a high standard of social responsibility particularly as consumers rely on therapeutic services for their health and well-being.

As in all cases, the Complaints Board said that where a claim in an advertisement was challenged by a complainant, the onus fell on the Advertiser to provide the Complaints Board with substantiation of that claim.

The Complaints Board then turned to the Advertiser’s response and noted where it stated: “I would like to argue that we do not breach advertising standards. Our websites are merely online versions of books which are readily available in store.”

The Advertiser continued: Those interested in alternative treatments turn to Caisse's Essiac Tea because of [its] success rates … Furthermore, I would like to put forward that the resource libraries we sell state clearly that neither treatment is an "easy fix" cure … Our websites state clearly that we are not doctors. When it comes to the treatments we have not altered or added anything in any way, we are only referencing what Caisse … said/wrote/published. All we do is summarise a book, similar to university student writing an essay, relaying information already published.”

The Complaints Board noted that for the purposes of the Code, the Advertising Codes of Practice stated the word advertisement “is to be taken in its broadest sense to embrace any form of advertising and includes advertising which promotes the interest of any person, product or service, imparts information, educates, or advocates an idea, belief political viewpoint or opportunity.” 

Looking at the advertisement, the Complaints Board said the website was a strong endorsement for “Caisse's Essiac Tea” and given the promotional aspect of the website, it said it website constituted an advertisement.

When considering the content of the website, the Complaints Board noted statements such as the herbs in the tea will “attack cancer from all angles to destroy the tumour tissue” and “Rene Caisse’s Essaic Tea Treatment exerts a deathblow on cancer.”
The Complaints Board said these were strong claims that required robust substantiation which the Advertiser had not provided. It also said advertisement contained unrealistic outcomes and exaggerated claims about the tea which the Advertiser had not substantiated. As such, it said the advertisement did not observe a high standard of social responsibility required for advertisements of this type.
Therefore, the Complaints Board ruled the advertisement was in breach of Principles 2, 3 and Guidelines 3(a) and (b) of the Therapeutic Services Advertising Code

Accordingly, the Complaints Board ruled to Uphold the complaint.

Finally, the Complaints Board noted that the Therapeutic Advertising Pre-Vetting Service (TAPS) was a user-pays service available to all advertisers making therapeutic claims to help minimise the risk of breaching the ASA Codes of Practice as well as other industry codes and relevant legislation.  Information about TAPS is available at www.anza.co.nz.  It was recommended that therapeutic advertisements use the TAPS process to help with code compliance.

Accordingly, the Complaints Board ruled to Uphold the complaint.

Description of Advertisement

The Give Me Life website advertisement promoted the efficacy of alternative therapies for cancer and other serious illnesses. Various therapeutic claims were made within the website about “Essaic Tea Treatment” and its efficacy in treating cancer. 

Complaint from C. Allen
I am here filing a complaint against the online company "Give Me Life: support life naturally". The company's website for this specific treatment states that it is selling access to information and instructions on the Essaic tea treatment for cancer.

The issue that I have with the treatment in question regards the claims being made towards its effectiveness.

First of all, it makes a deceiving claim that since herbs have been used "for thousands of years", that this implies that these treatments work and are as effective as modern medicine.

Secondly, and most importantly, it claims that "the 'secret' of the Essaic Formula is that it combines these forces to attack cancer from all angles to destroy the tumour tissue."

Thirdly, under the title "What are the benefits of the Essaic herb mix?" the website states that the treatment "reduces benign and malignant tumours".

These claims are misleading and dangerous to the health of potential customers. I would like to further point to section R4.3 of the therapeutic products code, under scientific information, about the website's pseudoscientific claims.

therapeutic services advertising code
Principle 2 - Advertisements should observe a high standard of social responsibility particularly as consumers rely on therapeutic services for their health and well-being.
Principle 3 - Advertisements should not by implication, omission, ambiguity or exaggerated claim mislead or deceive or be likely to mislead or deceive consumers, abuse the trust of or exploit the lack of knowledge of consumers, exploit the superstitious or without justifiable reason play on fear.

Guidelines

3(a) Therapeutic claims should be factual and able to be proved.

3(b) Advertisements should not have depictions which unduly glamorise the service or portray unrealistic outcomes.

Response from Advertiser, give me life
I am writing to respond to a complaint being made about our websites

BreussTreatment.com and EssiacTreatment.com.
I would like to argue that we do not breach advertising standards. Our websites are merely online versions of books which are readily available in store.
With cancer incidents on a steady incline, a growing number of patients are turning to alternative treatment options. By addressing their lifestyle and embarking on holistic treatment plans many people are managing their disease and survive in spite of dire diagnoses. Those interested in alternative treatments turn to Rudolf Breuss and Rene Caisse's Essiac Tea because of their success rates. Over decades these personalities have helped thousands of people and testimonials can be found all over the internet as well as in their books.
All our websites do is relay these testimonials and the healers' instructions in layman's terms so that people who are interested in an alternative route have support. The claims to the effectiveness of the treatments are clearly marked as quotes from the original authors (Breuss and Caisse).
Furthermore, I would like to put forward that the resource libraries we sell state clearly that neither treatment is an "easy fix" cure. We advise our customers that the therapies are instead the start of a journey back to health which requires the patient to change their lifestyle long-term. The treatment merely kick-starts this journey whereas relief from the illness can only occur long-term if lifestyle changes (including diet, exercise and emotional/mental health) are made.
Since New Zealand is a free country where freedom of speech prevails, I argue that there is no transgression in running a website which relays information of a book which is available in bookstores worldwide, translated into eleven languages.
Our websites state clearly that we are not doctors. When it comes to the treatments we have not altered or added anything in any way, we are only referencing what Breuss and Caisse said/wrote/published. All we do is summarise a book, similar to university student writing an essay, relaying information already published.
Since the original books are readily available I argue that our websites pose no danger to anyone - on the contrary, it is my passion and sole objective to promote a healthier lifestyle.
I trust you understand where I am coming from and thank you very much for making the time to consider our case.
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