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15/308

	COMPLAINT NUMBER
	15/308

	COMPLAINANT
	G. Fleming

	ADVERTISER
	Brand Developers Ltd

	ADVERTISEMENT
	Nutri-Bullet Television

	DATE OF MEETING
	13 July 2015

	OUTCOME
	No Grounds to Proceed


Complaint:  The television advertisement for the Nutribullet Nutrition Extractor promoted the advantages of the Nutribullet over other devices by showing its ability to process food faster while extracting more nutrition. The voice over stated: “With the Nutribullet you can turn ordinary food into superfood that now absorbs easily into your system so you can live a longer, healthier, more active life …”

The advertisement also promoted the Nutribullet Natural Healing Foods book as a Special TV only bonus offer. 

Complainant, G. Fleming, said: “Nutribullet claims to improve health - it turns fruit and vegetables into a puree. Fruit and vegetables are better eaten without being pureed. Anyone with diabetes or who is overweight is likely to experience higher sugar levels consuming pureed versus normal fruit. This is likely to worsen their health. It should not claim to turn fruit and veg into a 'superfood'. It should have a health warning for people with diabetes.”
The relevant provisions were Principles 2 and 3 of the Therapeutic Products Advertising Code.

The Chairman noted the concerns from the Complainant the claim that the Nutribullet “can turn ordinary food into superfood” was misleading and the advertisement should have a health warning for people with diabetes.
The Chairman turned to a previous decision on the same advertisement and the same claim. That Decision 14/649 Appeal 15/002 stated, in part:

“The majority of the Complaints Board said in the absence of a definition of what ‘superfood’ is, the statement: Nutribullet ‘can turn ordinary food into superfood’ could not be considered misleading. It was of the view the general consumer takeout of this statement was the Nutribullet would pulverize ingredients to a far greater extent than similar products and therefore, it was a reasonable assumption this would bring an even greater nutritional value to the food.”

The Chairman said the above precedent was directly applicable to the complaint before her in relation to the ‘superfood’ claim.
The Chairman then turned to consider the Complainant’s concern the advertisement should have a health warning for people with diabetes. The Chairman noted the overall message of the advertisement was that when compared with other blenders, the Nutribullet allowed more nutrients to be extracted in the juicing process. 
The Chairman was of the view the advertisement did not target people with diabetes or any other condition, nor did it make any claims in relation to the condition. Therefore, she said a warning for diabetes was not relevant to the advertisement before her.  

Taking into account the Complaints Board findings in Decision 14/649 Appeal 15/002 and overall message of the advertisement, the Chairman said there was no apparent breach of the Therapeutic Products Advertising Code.

Accordingly, the Chairman ruled that there were no grounds for the complaint to proceed.
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