
 

 
 

 

COMPLAINT NUMBER 17/027  

COMPLAINANT R Tomes 

ADVERTISER Browning Digital Marketing 

ADVERTISEMENT Browning Digital Marketing 
(Fishpond) 

DATE OF MEETING 14 March 2017 

OUTCOME Settled 

 
 
Advertisement:  The website Fishpond advertised Power Balance bracelet, describing how 
it reacts with the body’s electro-magnetic field to improve balance, increase core strength, 
flexibility and overall well-being. 
 
The Chair ruled the Complaint was Settled.  
 
Complainant, R Tomes, said:  The New Zealand website, www.fishpond.co.nz, advertises 
the Power Balance band, and makes completely unsubstantiated claims that the silicone 
rubber bands will grant the wearer what almost amounts to magic powers. 
This same bracelet was the subject of much investigation in 2010 in both New Zealand and 
Australia by various governmental authorities, as well as undergoing much scrutiny by the 
media. The result was that the manufacturer of the bracelet, Power Balance company in 
Australia and USA, printed a retraction of their claims on their own websites. 
I have attached two captures of examples of the advertising on their website, and a capture 
of the retraction and admittance of illegal advertising on the original Power Balance website. 
The retraction has since been removed from the current Power Balance website. 
To quote from the retraction: 
"In our advertising we stated that Power Balance wristbands improved your strength, 
balance and flexibility. 
We admit that there is no credible scientific evidence that supports our claims and therefore 
we engaged in misleading conduct in breach of s52 of the [Australian] Trade Practices Act 
1974". 
Given this admittance that the Power Balance manufacturer claims are false, it should be 
evident that all similar claims made in advertisements on the fishpond.co.nz website are just 
as fallacious. 
 
Nevertheless, fishpond.co.nz still makes very strong ’factual’ health claims relating to these 
products. Here is an example taken from but one of the more than 150 search result links 
they have for these Power Balance bracelets: 
"The Browning Power Balance Band by Browning is not only a fashion statement but also 
gives you the edge in all your outdoor activities. So whether your [sic] fishing, hunting, 
climbing or riding these bands allow your body to perform at peak capacity. All bracelets are 
ion magnatized [sic]. Browning’s Outdoor Power Bracelet has Positive frequency holograms 
that work with the body’s natural energy field to create greater focus, strength, balance and 
flexibility. Holographic image and Browning logo BROWNING POWER BAND BRACELET ** 
PINK/WHITE ** SILICONE BRACELET FEATURES A POSITIVE FREQUENCY 
BUCKMARK [sic] HOLOGRAM ** WORKS WITH YOUR BODY’S NATURAL ENERGY 
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FIELD ** CREATES GREATER FOCUS, STRENGTH, BALANCE, AND FLEXIBILITY ** 
PROVIDES LASTING COMFORT AND STYLE". 
This violates the Advertising Code of Ethics, Basic Principle 3, that the advertising must not 
be misleading or deceptive, also it violates the Therapeutic and Health Advertising Code, 
Principle 2, in that, similarly, it is likely to mislead or deceive. For both of these, given that 
the manufacturer has already admitted that the claims constituted misleading conduct in 
2010, any such claims today must also constitute misleading conduct. 
It also violates the Therapeutic and Health Advertising Code, Principle 1, in that it uses 
scientific terminology inappropriately. Anyone who is of a non-scientific background may be 
likely to believe the very sciency-sounding texts accompanying the bracelets. 
It violates the Therapeutic and Health Advertising Code, Principle 2, in that it abuses the 
readers trust or lack of knowledge. I would state again that anyone who is of a non-scientific 
background may be likely to believe the very sciency-sounding texts accompanying the 
bracelets. 
It violates the Therapeutic and Health Advertising Code, Guideline 2(a), in that not only are 
the claims unsubstantiated, but, I offer that the claims violate all that we collectively know 
about biology and physics! I would nevertheless welcome the website to provide robust and 
scientific proof of the claims. 
 
It should be clear now that the website engages in socially irresponsible advertising as a 
whole. They appear to have no regard for any truth or reality. I see this as a clear violation of 
the Therapeutic and Health Advertising Code, Principle 1, that the advertiser must be 
socially responsible. 
 
The relevant provisions were Code of Ethics - Basic Principle 4, Rule 2; Therapeutic 
and Health Advertising Code - Guideline 2(a), Principle 1, Principle 2.  
 
The Chair noted the Complainant’s concern the advertisement makes claims the Advertiser 
cannot substantiate.  
 
The Chair referred to two precedent decisions for similar products; Complaint 13/580, which 
was settled and Complaint 11/699, which was upheld. 
 
The Chair took into account that the media, in this case, www.fishpond.co.nz, has now 
removed these products from its website. 
 
Given the media’s co-operative engagement with the process and the self-regulatory action 
taken removing the advertisement, the Chair said that it would serve no further purpose to 
place the matter before the Complaints Board.  The Chair ruled that the matter was settled. 
 
Chair’s Ruling: Complaint Settled 
 
 

http://www.fishpond.co.nz/

