ADVERTISING GUIDELINES IN ALL SMA PUBLICATIONS – PAPER & ELECTRONIC

I.
INTRODUCTION

The SMA publishes the Singapore Medical Journal and SMA News monthly.  In addition, ethics and practice guidelines/directories are also published and distributed regularly to members, medical profession, professionals in other health fields, and the public.

A set of advertising guidelines to be applied to ensure adherence to the highest ethical standards of advertising and to determine the eligibility of products and services for advertising in all our publications follow.  These guidelines have been adapted from advertising guidelines from Journal of American Medical Association.

II.
GENERAL PRINCIPLES

· The appearance of advertising in SMA publications is neither a guarantee nor an endorsement by the SMA or the SMA publication of the product or the claims made for the product in such advertising. The fact that an advertisement for a product, service, or company has appeared in an SMA publication shall not be referred to in collateral advertising.  (This clause would be printed on all cover pages of SMA publications)

· To maintain the integrity of the SMA publications, advertising (ie, promotional material, advertising representatives, companies, or manufacturers) cannot influence editorial decisions or editorial content. 

· Placement of advertising adjacent to (ie, next to or within) editorial content on the same topic is prohibited.  

III. 
ADVERTISEMENT CRITERIA 

1. 
The SMA, in its sole discretion, reserves the right to decline any submitted advertisement or to discontinue publication of any advertisement previously accepted. 

2. 
Products or services eligible for advertising shall fall under the categories of (a) the practice of medicine, (b) medical education, (c) healthcare delivery (d) products and services that are offered by responsible advertisers that are of interest to physicians, other health professionals, and consumers 

3. 
Pharmaceutical products for which approval of Ministry of Health is a prerequisite for marketing must comply with SAPI & MOH regulations regarding advertising and promotion. 

4.
 Alcoholic beverages and tobacco products may not be advertised. 

5. 
Equipment, Instruments, and Devices: The SMA determines the eligibility of advertising for products intended for preventive, diagnostic, or therapeutic purposes. Complete scientific and technical data concerning the product's safety, operation, and usefulness may be required. These data may be either published or unpublished.  

6. 
Food Products:

(a) 
General purpose foods such as bread, meats, fruits, and vegetables are eligible. 

(b) 
Special purpose foods (eg, foods for carbohydrate restricted diets and other therapeutic diets) are eligible when their uses are supported by acceptable data. 

(c) 
Dietary programs: Only diet programs prescribed and controlled by physicians may be eligible. 

7.
Dietary Supplements: Advertisements for dietary supplements and vitamin preparations are not eligible unless the safety and efficacy of the product have been reviewed and approved in the current literature.  This also applies to herbal medicine.

8.
Books: A book may be requested for review to determine its eligibility to be advertised. 

9. 
Insurance Coverage: Claims made in advertisements for insurance coverage must 
be complete and truthful. 

10. 
Advertisements should not be deceptive or misleading. 

11. 
Advertisements will not be accepted if they are offensive in either text or artwork, or contain attacks or derogations of a personal, racial, sexual, or religious nature, or are demeaning or discriminatory toward an individual or group on the basis of age, sex, race, ethnicity, religion, physical appearance, or disability. 

12. 
Miscellaneous Products and Services: Products or services not in the above classifications may be eligible for advertising if they satisfy the general principles governing eligibility for advertising in SMA publications.  

These advertising principles will be review periodically to keep pace with changes that may occur in the industry and in the profession. 

