
Resource for Unit 6 lesson 3 -Legal and Ethical concerns and responsibility in 

marketing aesthetic treatments. 

The marketing of aesthetic practices entails significant ethical and moral responsibilities, given the 

sensitive nature of the services offered and the potential impact on individuals' well-being and self-

esteem. Key considerations: 

Informed Consent and Truthful Advertising: 

Ethical Concern: Marketing materials should provide accurate and balanced information about 

procedures, potential risks, and expected outcomes. Practitioners have a moral obligation to ensure 

that patients are well-informed and do not have unrealistic expectations. 

Moral Responsibility: Failing to provide truthful information can lead to patient dissatisfaction, 

emotional distress, or physical harm. Practitioners have a moral duty to prioritize patient well-being 

over profit. 

Avoiding Unrealistic Beauty Standards: 

Ethical Concern: Marketing should avoid promoting unattainable or harmful beauty standards. 

Ethical practitioners should not exploit societal pressures related to body image or perpetuate 

unrealistic ideals. 

Moral Responsibility: The promotion of unrealistic beauty standards can contribute to body 

dysmorphia, self-esteem issues, and dissatisfaction among patients. Practitioners have a moral duty 

to protect patients from potential psychological harm. 

Respect for Patient Autonomy: 

Ethical Concern: Patients have the right to make autonomous decisions about their aesthetic 

treatments. Marketing materials should encourage informed decision-making and respect patient 

choices. 

Moral Responsibility: Coercive or manipulative marketing tactics that pressure patients into 

treatments violate their autonomy and are ethically unacceptable. Practitioners have a moral 

responsibility to respect and support patient choices. 

Patient Privacy and Consent for Imagery: 

Ethical Concern: Using patient images in marketing materials should only be done with explicit, 

informed consent. Respecting patient privacy and confidentiality is an ethical imperative. 

Moral Responsibility: Failing to obtain proper consent and protect patient privacy is a breach of 

trust and can have legal and ethical consequences. Practitioners have a moral duty to safeguard 

patient confidentiality. 

Transparency and Honesty: 

Ethical Concern: Marketing materials should be transparent and honest. Exaggerated claims, 

misleading before-and-after photos, or false testimonials are unethical. 

Moral Responsibility: Deceptive marketing practices undermine trust and can harm patients who 

may expect results that are unattainable. Practitioners have a moral responsibility to maintain the 

highest standards of integrity in their marketing efforts. 



Cultural Sensitivity and Diversity: 

Ethical Concern: Marketing should be culturally sensitive and respect diverse beauty ideals and 

preferences. Avoiding cultural stereotypes is an ethical imperative. 

Moral Responsibility: Failing to consider cultural diversity can perpetuate biases and contribute to 

exclusion or discrimination. Practitioners have a moral duty to promote inclusivity and diversity in 

their marketing. 

Ethical Oversight and Self-Regulation: 

Ethical Concern: Practitioners and industry associations should establish and enforce ethical 

guidelines for marketing in aesthetic practices. 

Moral Responsibility: Ethical oversight and self-regulation are essential to prevent unethical 

marketing practices that can harm patients and tarnish the reputation of the industry. Practitioners 

have a moral responsibility to actively participate in self-regulation efforts. 

In conclusion, ethical and moral responsibilities in marketing aesthetic practices encompass 

informed consent, truthfulness, respect for autonomy, patient privacy, transparency, cultural 

sensitivity, and ethical oversight. Practitioners must prioritize patient well-being, honesty, and 

ethical conduct in their marketing efforts to ensure the ethical practice and continued trust of the 

public. 

In the United Kingdom, advertising cosmetic treatments is subject to a legal and regulatory 

framework that aims to ensure patient safety, prevent misleading marketing practices, and uphold 

ethical standards. The primary regulations governing the advertising of cosmetic treatments in the 

UK include: 

 

Consumer Protection from Unfair Trading Regulations 2008 (CPRs): 

These regulations prohibit misleading advertising and unfair commercial practices. Advertisements 

for cosmetic treatments must be truthful, clear, and not deceive consumers. Practitioners must 

provide accurate information about procedures and potential risks. 

Advertising Standards Authority (ASA): 

ASA is a self-regulatory organization responsible for enforcing advertising codes in the UK. ASA's 

Committee of Advertising Practice (CAP) publishes the CAP Code, which sets standards for 

advertising across various industries, including cosmetic treatments. The ASA has produced 

Guidance on the Advertising of Surgical and Non-Surgical Cosmetic Treatments. This Code has 

successfully been used by the JCCP and others to force removal of advertising and marketing that 

does not comply with the Code. 

Healthcare Advertising Regulations: 

Advertising for medical and cosmetic procedures is subject to specific regulations under the 

Medicines and Healthcare products Regulatory Agency (MHRA). The advertising of prescription 

medicines is tightly regulated, and practitioners must adhere to strict guidelines when promoting 

such products. 

 



Professional Bodies; GMC, NMC, GDC 

Medical practitioners, including those providing cosmetic treatments, are regulated by professional 

bodies. Theses provides guidance on advertising and marketing, emphasizing honesty, transparency, 

and patient consent. 

The Care Quality Commission (CQC): 

The CQC regulates healthcare providers, including those offering cosmetic treatments. They assess 

and monitor providers to ensure they meet fundamental standards, which include aspects of 

advertising and informed consent. 

Royal College of Surgeons (RCS) Guidance: 

The RCS provides guidance on cosmetic surgery advertising and practice. Their guidance emphasizes 

the importance of honest and transparent advertising and the provision of accurate information to 

patients. 

It's crucial for practitioners offering cosmetic treatments in the UK to be aware of and adhere to 

these legal and regulatory requirements. Failure to do so can result in sanctions, legal consequences, 

damage to professional reputation, and harm to patients. Practitioners are encouraged to seek legal 

advice and guidance from relevant regulatory bodies to ensure compliance with current regulations 

and to maintain the highest ethical standards in advertising their services. 

 


