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Introduction

In 2009, as part of an orchestrated campaign, the General Chiropractic Council (GCC) received around 600 formal complaints against individual members of the British Chiropractic Association. The complaints centred on claims made on chiropractic websites, particularly in relation to a number of musculoskeletal and non-musculoskeletal conditions. 
Obliged to investigate every complaint, the GCC commissioned Professor Gert Bronfort, a chiropractic researcher based at North Western States Chiropractic College, to undertake systematic reviews of Randomised Controlled Trials (RCTs), and UK and USA Clinical guidelines, focussing on both musculoskeletal and non-musculoskeletal conditions. 

His report, published on 25 February 2010, will be used by the Investigating Committee as a reference tool to assist them in their deliberations when determining whether there is a case to answer in respect of the complaints made.  

This paper informs BCA members about the study and clarifies issues in relation to acceptable parameters in advertising.
GCC Code of Practice
The only relevant section of the Code of Practice in relation to the 600 complaints is C1.6:
C. Chiropractors must justify public trust and confidence by being honest and trustworthy.

C1 Chiropractors must act with integrity and never abuse their professional standing.

Specifically chiropractors:

C1.6 may publicise their practices or permit another person to do so consistent with the law and the guidance issued by the Advertising Standards Authority. If chiropractors, or others on their behalf, do publicise, the information used must be factual and verifiable. The material must not be inaccurate or misleading in any way. It must not, in any way, abuse the trust of members of the public nor exploit their lack of experience or knowledge about either health or chiropractors matters. It must not put pressure on people to use chiropractic.
These complaints are about marketing, not scope of practice. The Chiropractors Act 1994 does not define scope of practice and members should not think that guidance issued by the ASA will dictate or define scope of practice – the guidance is all about marketing of practices.
Advertising Standards Authority - CAP Code 
The ASA CAP Code section of relevance is found at s50.1:

50.1  Medical and scientific claims made about beauty and health-related products should be backed by evidence, where appropriate consisting of trials conducted on people.  Where relevant, the rules will also relate to claims for products for animals.  Substantiation will be assessed by the ASA on the basis of the available scientific knowledge.
The Copy Advice Team have advised the GCC that they consider that the evidence to support any claim made in advertising media by chiropractors, whether made in print or on websites, must come from randomised controlled trials. 

For this reason, Professor Bronfort has confined his systematic review to RCTs and clinical guidelines. Evidence arising from other sources has not been included in the analysis.
Consumer Protection from Unfair Trading Regulations 2008

Members must be aware of these Regulations, which came into effect in May 2008. They are in place to protect consumers from unfair commercial practices which includes providing misleading information. An unfair commercial practice would be seen as one that would unfairly disadvantage patients and thus compromise the requirements of the GCC Code and Standard.

Regulations 5 and 6 relate to the use of misleading information which may be likely to deceive or mislead the average customers. Section 17 of Schedule 1 refers to falsely claiming that a product is able to cure illnesses, dysfunction or malformations.

The Scope of The Bronfort Report

The purpose of the report is to provide a summary of the scientific evidence regarding the effectiveness of manual treatment as a therapeutic option for the management of a variety of musculoskeletal and non-musculoskeletal conditions based on the volume and quality of the evidence. It did not consider other forms of evidence, nor any other conditions treated by chiropractors without the use of manual therapies.

The Results of the Bronfort Report

The Bronfort Report summarises those conditions for which evidence of effectiveness was sought. Members considering advertising their practices must consult the report and satisfy themselves that evidence is present to justify claims made in advertising.

Summary of Advice to BCA Members
The clarification of advice from the Copy Advice Team of the ASA in relation to marketing has important implications for chiropractors wishing to advertise. BCA Members are strongly advised to familiarise themselves with the Bronfort Report and in particular the tables illustrating where high quality evidence exists. 
In terms of the effectiveness of chiropractic treatment (which may include spinal manipulation, mobilisation and massage), the Bronfort report indicated that the following conditions may be advertised:
· Acute, subacute and chronic low back pain;

· Migraine

· Cervicogenic headache

· Cervicogenic dizziness

· Extremity joint conditions

· Acute/subacute neck pain

· Chronic neck pain

You should be aware that not all of the above conditions have been shown to be effectively treated by spinal manipulation alone and some (for example, chronic neck pain) have been only shown to respond effectively to massage.

Where the evidence is inconclusive for the effectiveness of manual therapies (including spinal manipulation, mobilisation and massage), unless you use another technique (for example, dry needling) for which RCTs or systematic reviews demonstrate effectiveness, you should not advertise the following conditions in your marketing:

· Neck pain of any duration for which only manipulation/mobilisation is used

· Mid back pain

· Sciatica

· Tension-type headache

· Coccydynia 

· Temporomandibular joint disorders

· Fibromyalgia

· Knee osteoarthritis

· Myofascial pain syndrome

· Premenstrual syndrome

· Pneumonia in older adults

· Otitis media

· Enuresis (bedwetting)

· Colic

· Asthma

The Bronfort Report concludes that spinal manipulation is not effective for 
· Asthma (when compared to sham manipulation)
· Dysmenorrhoea (when compared to sham manipulation)

· Infantile colic (when compared to sham manipulation)

· Asthma (when compared to sham manipulation)

· Stage 1 hypertension when added to an antihypertensive diet.   
Members who do not comply with this advice are vulnerable to complaints, either from members of the public, the ASA or the GCC, who will act if they feel that the public is not being adequately protected. Do not advertise the treatment of conditions for which high quality evidence (RCT, guideline, and systematic review) showing effectiveness of the treatment techniques that you use does not exist.
Where there is any doubt as to the acceptability of any copy proposed for inclusion in advertising of practices, whether in print or electronically, members are advised to contact the Copy Advice Team (http://copyadvice.co.uk/).
This advice relates only to the advertising and marketing of chiropractic practices. 
ALL ADVERTISING AND PROMOTIONAL MATERIALS MUST BE COMPLIANT WITH THE LAW AND GUIDANCE ISSUED BY THE ASA





When you advertise your services, any claims made by you must be based on best research only. For the purposes of the Advertising Standards Authority, the Committee of Advertising Practice (CAP) and Trading Standards, best research means it must be of the highest standard. In most cases this will almost certainly mean randomised controlled trials.





The Bronfort Report has been brought to the attention of the CAP Copy Advice Team who may use its findings in their determinations. Where BCA members are using manual therapies (spinal manipulation, mobilisation or massage), they must not advertise conditions for which the best evidence of effectiveness is weak or inconclusive.





Regarding the use of the title ‘Doctor’, members may continue to refer to themselves as Doctors of Chiropractic but should refrain from using the prefix Dr. or Doctor in their marketing and promotional materials (for example, F Bloggs, Doctor of Chiropractic is acceptable under the CAP Code; Dr F Bloggs has been held to be unacceptable.











