False or Deceptive Healthcare Advertising
(Adopted 2007, reaffirmed 2012, 2017)

Executive Summary of Policy Contained in this Paper
Summaries will lack rationale and background information and may lose nuance of policy.
You are highly encouraged to read the entire paper.

• 	AAPA believes that providers, including PAs, should not use deceptive practices OR   ADVERTISEMENTS such as photographs that do not represent benefits ordinarily obtained by patients. They CLINICIANS should not make claims regarding painless or miraculous cures;, promote unproven or scientifically unsound modalities not supported by evidence-based studies, such as chelation to reverse atherosclerosis, reparative therapy to change sexual orientation, or the use of over-the-counter human growth hormone pills to prevent aging; and they should not, NOR make inflated statements about their qualifications. In addition, they should not mislead patients about the scope of services offered, as in the case of pregnancy counseling centers that provide only anti-abortion information.
•	AAPA also believes that ethical providers should make every effort to ensure that their     patients are exposed to accurate information so they can make informed choices about treatment.

FALSE ADVERTISING IN HEALTHCARE
False or deceptive advertising is an act of deliberately misleading people about products, services, or companies in general by reporting false or misleading information or data in advertising or other promotional materials. False advertising is a type of fraud and it is a crime. (1)
In an era when health providers have begun to market their services aggressively, deceptive healthcare advertising poses significant risks to the public. Fraudulent claims may entice consumers to undergo costly, ineffective, and even more importantly, dangerous medical procedures. (2)
In the United States, the Federal Trade Commission (FTC) is empowered and directed by law to prevent unfair or deceptive acts or practices in or affecting commerce. The Federal Trade Commission Act also prohibits the false advertisement of “food, drugs, devices, services, or cosmetics.” (3)
According to the FTC, advertisements should be accurate and not contain explicit false claims or misrepresentations of material fact. They must not by implication create false or unjustified expectations, and they must contain certain information if the absence of that information would make the ad misleading. Finally, the claims in advertisements must be substantiated. (4)
Accurate information about healthcare choices is vital to consumers. Each year, consumers spend hundreds of billions of dollars on healthcare products and services. Advertising plays an important role in informing consumers about the availability, cost, and other features of these products and services. (3)
Role of Providers
A successful provider-patient relationship is based on trust. The patient trusts that the healthcare provider has the appropriate training and skills, will listen to the patient’s complaints and symptoms, and will advise the patient accurately and objectively about the alternative courses of treatment. It is essential to this relationship that the patient has confidence that the provider is honest and is not manipulating the information presented for any purpose. Because the patient is often in a relatively uninformed position, patients usually assume that the provider is telling them all they need to know and that what they are told is accurate.
For this reason, false and deceptive advertising by providers destroys the trust relationship between the provider and patient that is essential to quality medical care. Misrepresentation may harm patients by making them less likely to seek out treatments they need or vulnerable to accepting treatments that are not useful or necessary. (4)
Conclusion
AAPA believes that providers, including PAs, should not use deceptive practices OR ADVERTISEMENTS such as photographs that do not represent benefits ordinarily obtained by patients. They CLINICIANS should not make claims regarding painless or miraculous cures;, promote unproven or scientifically unsound modalities not supported by evidence-based studies, such as chelation to reverse atherosclerosis, reparative therapy to change sexual orientation, or the use of over-the-counter human growth hormone pills to prevent aging; and they should not , NOR make inflated statements about their qualifications. In addition, they should not mislead patients about the scope of services offered, as in the case of pregnancy counseling centers that provide only anti-abortion information.
AAPA also believes that ethical providers should make every effort to ensure that their patients are exposed to accurate information so they can make informed choices about treatment.
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