
 

 
 

COMPLAINT NUMBER 22/100 

ADVERTISER Little Bird Organics Limited  

ADVERTISEMENT Little Bird Organics Limited 
website 

DATE OF MEETING 14 June 2022 

OUTCOME Settled 

 
Advertisement:  The Little Bird Organics website provided information about the Little Bird 
Organics Cleanse, answering questions such as "How often should I do the Little Bird 
Organics Cleanse?" and "How do I prepare for my Little Bird Organics Cleanse?". The text 
included the following: “ Our plant-based cleanses were developed to flood your body with 
potent plant nutrition – temporarily eliminating common inflammation triggers and giving your 
body a break from the stress of digesting dense foods” and “our Clean Green Cleanse also 
supports detoxification”. 
 
The Chair ruled the complaint was Settled. 
 
Complaint 
Clean green Cleanse and Total Wellness Cleanse detox. 
Little Bird Organics is a New Zealand mail-order company selling “detox” products for over 
$200.  
They claim both “detox” products do the following: 
1 “temporarily eliminat(e) common inflammation triggers” 
2 “giv(e) your body a break from the stress of digesting dense foods.”  
3 “Our Clean Green Cleanse also supports detoxification.” 
4. “Cleanse” the body. This is repeated often in the advertising. E.g. “on my cleanse”  
 
These claims are all misinformed. Firstly, detoxification is a medical procedure used for 
serious poisoning; thus inappropriate for people who are not seriously ill. Secondly, the liver 
is self-cleansing and toxins don’t accumulate in it. The second claim is nonsense, because 
the “detox” products contain plenty of plant foods that the body will have to digest. There is 
no evidence these “detox” products cleanse the body in any meaningful way. “Toxins” are not 
even defined or named here.   
It appears this company is in breach of Rule 2(a) of the code, as the claim hasn’t been 
substantiated. They also breach Principle 2, as the advert is likely to be misleading.  
Principle 1 is breached as it is socially irresponsible to make these kinds of unproven claims. 
I have updated my information page on “detox” products. Below is an excerpt. The first 
reference explains in detail why the above claims are fraudulent.  
  
“[The detox industry is] a mass delusion…publishers and authors (some of whom should 
know better) make wads of money…” The Lancet 2005  
  
•       “Detox” is a scam and a case of a legitimate medical term being turned into a marketing 
strategy – all designed to treat a nonexistent condition…” 
[Scott Gavura Science Based Medicine 2022] 
  
•       “detoxification, diets are popular, but they’re not scientifically proven… there’s little 
evidence that detox diets actually remove toxins from the body” [Mayo Clinic 2012] 
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•       “no data on this particular diet in the medical literature”. [Harvard Health Beat 2008]  
  
•      a change in body odour can signal ketosis NOT “cleansing” [Wikipedia 2012]– this is 
excess acid in the body and not a good sign for metabolism.  
  
•       “may run the risk of developing metabolic acidosis… excess acidity in the blood.” 
[Harvard Health Beat 2008] 
  
Because the crash diets can upset blood sugar, potassium and sodium levels in the body, 
people with diabetes, heart or kidney disease or women who are pregnant or nursing 
shouldn’t try them. [Susan Moores R.D. nutritionist and spokesperson for The American 
Dietetic Association reporting in NBC NEWS report 2008). 
Complaint made on behalf of The Society For Science Based Healthcare. 
 
The relevant provisions were Advertising Standards Code - Principle 2, Rule 2(g); 
Therapeutic and Health Advertising Code - Principle 1, Principle 2, Rule 2(a);  
 
The Chair noted the Complainant was concerned the advertisement made unsubstantiated 
therapeutic claims. 
 
The Chair accepted the complaint to go before the Complaints Board to consider whether 
the Advertising Standards Code had been breached.  
 
As part of the self-regulatory process, Advertisers and Media have the option of amending or 
removing advertising to comply with the Advertising Codes. The Chair acknowledged the 
Advertiser had amended the advertisement to address the issues that were the subject of 
this complaint.  
 
Given the Advertiser’s co-operative engagement with the process and the self-regulatory 
action taken in amending the advertisement, the Chair said it would serve no further purpose 
to place the matter before the Complaints Board.  
 
The Chair ruled the matter was Settled. 
 
  
Chair’s Ruling: Complaint Settled 
 
 
 

 

APPEAL INFORMATION 

According to the procedures of the Advertising Standards Complaints Board, all decisions are 
able to be appealed by any party to the complaint. Information on our Appeal process is on 
our website www.asa.co.nz. Appeals must be made in writing with notification of the intent to 
appeal lodged within 14 calendar days of receipt of the written decision.  The substantive 
appeal application must be lodged with the ASA within 21 calendar days of receipt of the 
written decision. 


