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Abstract

Words are the most powerful tool ever developed since they have not only the ability to
communicate, but also to captivate, motivate and even persuade. The paper in hand examines
the nature of language and advertising, as it primarily aims to detect persuasive elements and
deceptive techniques within the most influential and inexorable discourse: the advertising
discourse. It catalogs the most common linguistic strategies used in advertising campaigns, with
a special focus on written texts. According to research carried out by the U.S. Federal Trade
Commission in 2003, weight-loss products are one the fastest-growing segments within the
dietary supplement industry. The Media certainly play an important role in educating the public,
but can also exploit great persuasive ability by manipulating messages that emphasize the
effective results of weigh-lost products without diet and physical activity. The results of the
research revealed common telltale signs of advertising scams.



1. Introduction

To a greater or lesser extent physical appearance has always played an important
role in our society; attractive teens are more popular in high school, attractive applicants
have better chance of getting good jobs, and even attractive people are more likely to
have successful lives. Hence in such a shallow society it is not surprising that we all
become somewhat obsessed with our appearance. Also, the issue of obesity in
developed countries, which is worsen by the high percentage of sedentary lifestyle and
the consumption of junk food—specially in the United States—results in a growing
demand for “miracle” slimming products; people seek to achieve the perfect body fast
and effortlessly, and then it is when dietary supplement companies rub their hands with
glee.

In addition, the regulation of dietary supplements advertising and trade is not
strict enough. This industry is very dynamic, and the number of dietary products has
increased significantly in recent years, in large part thanks to the guile of both
manufacturers and advertisers. In fact, we are constantly bombarded by weight-loss ads
in magazines, TV commercials, infomercials, newspapers or the Internet, where
digitally manipulated before-and-after pictures or a supermodel without an inch of fat
support a product that, although being portrayed as a great accomplishment is, in reality,
just a scam. Actually, “[...] there are so many similar products and so many competing
brands that advertisers cannot rely merely on rational arguments to sell their goods”.
(Helmer, 2002: 4). It is not a secret that advertisers use manipulation to create false
claims about products in order to make a profit. Companies rely on their slogans to
attract customers and the language used in the marketing media has a huge impact on
society. “To be successful in the communication process, advertising needs to be more

than just informative”. (Janoschka, 2004: 16), it needs to be influential. In fact, the



balance has been tipped from information to persuasion; “[...] in recent decades,
advertisements often have been composed with minute attention to detail and extensive
pre-testing, so even the smallest facet of an ad may reflect a marketing strategy”. (Pope,
1983: 5). Advertising’s ultimate objective is to convince people to buy a product, “[...]
But the principles underlying what works in advertising also apply to persuasion in
other areas of life”. (Armstrong, 2010: 293).

Advertising claims for alternative dietary products such as supplements tend to
over-promise results and they also have no scientific proof—the called “get-rich-quick”
scams might not help you lose a pound, but will for sure make your wallet thinner.
Advertising credibility has been defined as the “extent to which the consumer perceives
claims made about the brand in the ad to be truthful and believable.” (MacKenzie et al.,
1983: 51). Yet, it is surprising how many people are swindled, often unaware of the
sneaky tricks used by companies in order to sell their products above all else, even if

their “super pill” or their “magic powder” constitute a potential danger.

2. Research Line
2.1. The Discourse of Advertising

Advertisements constitute such an important part of our society that people have
at long last considered a new discourse type: the discourse of advertising. Guy Cook*
(2001: 203) remarks that “advertising is not a remote and specialized discourse, but a
prominent discourse type in contemporary society”. Besides, the words in ads should
not be viewed in isolation, but in interaction; namely, the discourse comprises both text
and context. In support to this statement, Cook (2001: 3) adds that “Although the main
focus of discourse analysis is on language, it is not concerned with language alone. It

also examines the context of communication”. Advertising discourse is therefore

! Cook, G. (2001). The Discourse of Advertising. London, UK: Routledge.



complex and “always holds out more to be analysed, leaves more to be said”. (Cook,
2001: 5). Further, “In the advertising discourse [...] Every visual sign ‘connotes’ a
quality, situation, value or inference which is present as an implication or implied
meaning”. (Hall, 1973:12).
2.2. A Legislative Background on the Dietary Supplements Industry

To what extent is dietary supplement advertising legal? Many organisms take
part in its regulation process in the United States—Ileader country in dietary
supplements consumption. On the one hand, the FDA? (Food and Drug Administration)
makes a clear distinction between drugs and supplements, which include vitamins,
minerals, herbs, amino acids and concentrates; in contrast to drugs, supplements do not
undergo rigorous scientific testing to determine their effectiveness before being
marketed. On the other hand, in 1994 the DSHEA (Dietary Supplements Health and
Education Act) changed the FDA’s role in supplement labeling; now supplements were
fairly easy to spot since the words “dietary supplement” were required to be included on
product labels. As the FDA (2007: 2) asserts in their journal, both “consumers and
manufacturers have responsibility for checking the safety of dietary supplements and
determining the truthfulness label claims”, Also, the FTC? (Federal Trade Commission)
has primary responsibility for claims in the advertising, including print, infomercials,
catalogs, TV, and the Internet. The agency regulates media advertising of dietary
supplements and openly states that “advertising of any product must be truthful, not
misleading, and substantiated”. (FTC, 2001: 1). Although the commerce of supplements
is not fully approved, any nutritional product should be reviewed by FDA to check its

safety before it is marketed. Manufacturers who wish to sell a new product have, thus,

2 FDA. (2007). An FDA Guide to Dietary Supplements. Retrieved from http://www.fda.gov/
% United States Bureau of Consumer Protection & Federal Trade Commission. (2001). Dietary
Supplements: An Advertising Guide for Industry.
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two options: either they can submit to FDA information that supports the safety of the
product, or they can petition FDA to establish the conditions under which the product
would be expected to be safe. Nevertheless, according to FDA’s Center for Food Safety
and Applied Nutrition, no such petitions have been received to date.

In the case of Spain, the AEMPS (Agencia Esparfiola de Seguridad Alimentaria y
Nutricion) together with the AECOSAN (Agencia Espafiola de Consumo, Seguridad
Alimentaria y Nutricién) regulate the commerce of dietary supplements and inform
consumers of the potential dangers of, what they wryly call, “dietas milagrosas.”
According to Art. 11l in Ley 34/1988 General de Publicidad, “la publicidad engafiosa,
desleal, subliminal y la que infrinje lo dispuesto en la normativa que regula la
publicidad de determinados productos, bienes y actividades o servicios”. (BOE 274,
1988: 3) is considered illicit advertising, which is regulated by the Penal Code since
1996.

2.3. Deceptive Claims

As reported by FTC (2001: 3), a deceptive ad is “one that contains a
misrepresentation or omission that is likely to mislead consumers acting reasonably
under the circumstances to their detriment”. In recent times, action has been taken
against anyone involved in promotions which encompassed false information. “All
parties who participate directly or indirectly in the marketing of dietary supplements
have an obligation to make sure that claims are presented truthfully and to check the
adequacy of the support behind those claims”. (FTC, 2001:2). More to the point, FTC
states that it is essential to identify claims. Under DSHA supplement manufacturers are
allowed to use three types of claims: (1) nutrient-content claims, which describe the
level of a particular nutrient; (2) disease claims, which show the diet-to-health link; (3)

structure-function claims, which refer to the effect on the body’s structure or function.



Although manufacturers might use structure-function claims without FDA’s
authorization, the product’s label must specify the disclaimer: “This statement has not
been evaluated by the Food and Drug Administration”. According to FDA (2007: 8),
“the majority of supplement manufacturers are responsible and careful. But, as with all
products on the market, consumers need to be discriminating. FDA and industry have
important roles to play, but consumers must take responsibility, too”. Fraudulent
products might often be given away by their advertising claims. Board member of the
NCAHF (National Council Against Health Fraud) Stephen Barrett’ reveals some
possible indicators of fraud: (1) the use of terms such as “magical” or “miracle” to refer
to the product; (2) the use of phony medical jargon such as “purify” and “energize” to
describe the product’s effects, “even though nothing has actually been accomplished”,
Barret says (FDA, 2007: 6); (3) claims that a product is supported by clinical studies,
but with inadequate or irrelevant references; and (4) claims that a product has only
benefits. According to Barret (2007: 6), “[a product] potent enough to help people will
be potent enough to cause side effects”. Although not being backed by the government
and often overtly recognized as illicit and a potential risk, the key ingredients for dietary
supplements’ success are the social demand, the marketing savvy and a nonrestrictive
regulatory environment. Altogether explains why weight-loss advertising scams are
extremely evasive.

In addition to the basic principles of advertising substantiation, when analyzing
dietary supplement ads both the amount and type of evidence are of particular
relevance. One of the most popular advertising strategies is to find a satisfied customer
or an expert endorser who can guarantee the product’s effectiveness. However,

subjective and not genuine evidence does not uphold claims about the effects of a

* Barret, S. M.D., Ph.D. Co-founder of the National Council Against Health Fraud (NCAHF),
and webmaster of Quackwatch.



product. Thus, advertising should not exaggerate the results, and should not suggest
larger scientific certainty than actually exists.

2.3.1. The case of Acai Berry and Herbalife. These are two real examples of weight-
loss scams; both companies were charged because of deceptive practices to sell their
weight-loss products on the Internet. According to FTC’s director Steve Baker’, the
companies deceived consumers out of millions of dollars, and there might be even more
people affected. Three different allegations were avowed: (1) false claims, (2) false
endorsements, and (3) false free-trial offer. The ABC News carried out a research and
published two revealing videos: Inside the Acai Berry Online Diet Scam®, and Herbalife
Investigation: American Dream for Sale?’, which uncovered both companies and their
illicit practices. On the one hand, the first documentary presents the figure of the “online
marketer”, who trolls for desperate dieters for a living, and puts into question the
authenticity of testimonials and endorsements as the image of a random person can be
used without consent in order to promote a product. On the other hand, the second
documentary reveals the darkest secrets of a company which recruits independent

distributors by promising great—but false—successes.

3. Analysis

A total of 36 weight-loss supplements ads of different layouts—magazines (15),
infomercials (11), and the Internet (10)—were randomly collected for this research (see
Appendix C, and CD-ROM that accompanies this paper). The samples were, in their
totality, English advertisements for nonprescription weight-loss products from the main

brands in the international marketplace. Once the selection was done the advertising

® Baker, S. Director of the Federal Trade Commission's Midwest Region in Chicago since 1988.
® Inside the Acai Berry Online Diet Scam. Retrieved from
http://abcnews.go.com/2020/video/inside-acai-berry-online-diet-scam-18136870

’ Herbalife Investigation: American Dream for Sale? Retrieved from
https://www.youtube.com/watch?v=EqgOMHOgt3JQ
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discourse was examined and claims were analyzed in minute detail in order to identify
common patterns among the samples. On the one hand, Jeffrey Schrank’s® classification
was considered in order to study the samples and determine the reliability of their
claims. This first analysis revealed general telltale signs of advertising scams, which
suggests that advertisers’ use of certain linguistic techniques has a compelling effect on
the consumer. On the other hand, claims were also classified by typology in order to
illustrate the rate of frequency in which they were used by different advertisers.
3.1. Jeffrey Schrank’s Classification

“Ads can be studied to detect their psychological hooks, they can be studied to
gauge values and hidden desires of the common person, they can be studied for their use
of symbols, color and imagery. But perhaps the simplest and most direct way to study
ads is through an analysis of the language of the advertising claim”. (Schrank, 1976:
184). In his essay, Jeffrey Schrank discusses several strategies advertisers usually resort
to when designing effective campaigns. Schrank (1976: 184) asserts that “advertising
works below the level of conscious awareness and it works even on those who claim
immunity to its message”. Companies rely on claims that hype the benefits of dietary
supplements, but this issue has always been a controversial one, as many consumers
often wonder whether these assertions are trustworthy. According to Shrank (1976: 184)
the “verbal or print part of an ad that makes some claim of superiority for the product
being advertised” is vital; whereas some claims are honest, others are illicit. Hence the
first step to evaluate the accuracy and reliability of an ad is to identify both explicit and
implicit claims. It is interesting that, depending on how it is drawn up, a statement
might convey an implied claim of the product’s goodness; if the ad is attractive and the

statements are influential enough, it might even create a need on the consumer.

® Schrank, J. (1976). “The Language of Advertising Claims.” Teaching about Doublespeak.
Urbana. IL: National Council of Teachers of English.



Nevertheless, most claims are “neither bold lies nor helpful consumer information”,
(Schrank, 1976: 184) and as such, they rely hugely on the manipulation of language to
attract customers.

3.1.1. The weasel claim. “A weasel word is a modifier that practically negates the claim
that follows”. (Schrank, 1976: 185). Thus, claims that might appear genuine at first
glance but that are actually insubstantial are considered weasels. Many examples of
these were found in the samples, including words such as “help”, “incredible”,
“advanced”, “effective” or “amazing” (See Appendix B1 for more examples).

3.1.2. The “we’re different and unique” claim. As there are many parity products,
“products in which all or most of the brands available are nearly identical” (Schrank,
1976: 184) in order to create the illusion of superiority, two rules are applied. On the
one hand, “the word ‘better’ has been legally interpreted to be a comparative and
therefore becomes a clear claim of superiority”, (Schrank, 1976: 185). Hence under this
rule it would not be proper to employ this adjective to contrast parity products of
competing brands. In fact, evidence showed that only 5 out of 36 ads explicitly claimed
their products to be better than others, and often akin expressions were typically found,
including “new”, “first”, “ultimate” or “America’s #1 weight-loss supplement” (see
Appendix B2 for more examples).

3.1.3. The “water is wet” claim. By this technique, claims such as “reduces fat”,
“boosts energy” or “burns calories” simply state something about the product that is
commonly true for other products belonging to the same category. Hence the claim
might not actually attest any fundamental advantage (see Appendix B3 for more
examples).

3.1.4. The testimonial or “success story”. Many companies resort to this old classic in

order to draw the audience’s interest; an individual or celebrity appears in an ad and



promotes the product by worshipping it, often verging on the absurd. This strategy leads
consumers feel identified with the addresser—who, of course, is being paid by the
company—and it also serves to reduce skepticism. However, the truth is that
testimonials hardly ever describe real successes, and statements like “It really works!”
or “I feel great now” are just hot air (see Appendix B4 for more examples). Indeed,
“Individual experiences are not a substitute for scientific research”. (FTC, 2001:10)
3.1.5. The scientific claim. Within the dietary supplements industry it is very common
to find ads which claim some sort of clinical proof, often sustained by a hypothetical
doctor’s endorsement. Many of the samples included statements such as “scientifically
proven” or “recommended by 15,000 doctors” (see Appendix B5 for more examples).
However, both the data and the information provided are always incomplete and
insubstantial since, as seen previously, the FDA does not test this kind of products.
3.1.6. The “compliment the consumer” claim. Charming people with adulation is one
of the most effective techniques used by companies to get the audience on their side. In
order to get the affection and interest of possible customers, advertisers include
encouraging expressions such as “get the body you deserve”, “stop blaming yourself” or
“make your ex wish he wasn’t” (see Appendix B6 for more examples).

3.1.7. The rhetorical question. By posing a direct question advertisers demand a
certain response from the audience, which is supposed to substantiate the product’s
goodness. In addition, it is noteworthy the fact that certain questions such as “have you
ever looked at your body and wanted to cry?” or “sick of feeling guilty and over
weight?” intended to encourage people to consume by stressing how miserable their

lives are (see Appendix B4 for more examples).



3.2. Claims by Typology

The following charts aim to record the most common advertising claims used in

the 36 weight-loss sample ads. As results show, many of them used at least one, and

often several of them, which suggests a discernible pattern.

Guaranteed Results | 3

No Diet/PhysicaI Exercise T 8

Long-term/Permanent Results g ¢

Natural s s —— 7

Safe/No Side-effects J—— 3

Consumer Testimonials M 1:

Before and After | s s s s 10

Fast | s s s s s s 16

Clinically Proven s s s s s s 1

Figure 1: Claims rate (number)

® Consumer Testimonials

m Before and After

H Fast

B Guaranteed Results

® No Diet/Physical Exercise

® Long-term/Permanent
Results

u Clinically Proven

= Natural

Figure 2: Claims rate (percentage)

10



According to Figures 1-2, the most prevalent claims found in the weight-loss adverts
were, firstly, fast claims, 16 (44%) and secondly, both consumer testimonials and
clinically proven claims, 13 (36%).

3.2.1. Fast results. Companies emphasize the fact that consumers can obtain the
desired results on a relatively short period of time. Actually, 44% of the ads promised
quick weight-loss by claiming “users lost an average of 30.5 Ibs in 6 months” or “lose
26 pds in 26 days”. Moreover, it is interesting to note the explicitness of certain product
names—“QuickTrim”, “Fastin” or “Medifast” (see Appendix B8 for more examples).
3.2.2. Guaranteed results. It is noteworthy that only 2 out of 36 samples overtly
assured the product’s absolute success by claiming “100% satisfaction guaranteed”; one
of them even went beyond and promised to refund the money invested to consumers if
unsatisfied (see Appendix C12 and C16).

3.2.3. Long-term or permanent results. According to experts, permanent lifestyle
changes are required in order to experience weight loss, so assuming a product causes
some sort of weight loss, it would be certainly gained as soon as the treatment is
interrupted and caloric consumption restored. In fact, only 1 of the samples claimed
permanent results: “No rebound” (see Appendix C8).

3.2.4. Consumer testimonials. According to the research, consumer testimonials were
found to be certainly rampant in weight-loss advertising as a means of promoting the
“success” of a product (see Appendix B4 and CD-ROM for examples).

3.2.5. Before-and-after photographs. Often supporting testimonials, before-and-after
shots are perhaps weight-loss supplements advertiser’s all-time favorite. In fact, 40% of
the samples included images of this kind which supported their statements. However,
many photographs were visibly fake—either they showed two completely different

persons or revealed digital manipulation (see Appendix C for more examples).
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Another True ’muus Story

Figure 3: Sample before-and-after photographs

3.2.6. No diet or physical exercise. According to scientists, “the amount of weight loss
that can be achieved through the use of nonprescription products without reducing
caloric intake or increasing exercise is likely to be no more than one-fourth to one-third
of a pound per week”. (FTC, 2003: 6). Further, “It is a law of physics and you cannot
lose weight unless you change your energy balance”, expert Dr. Hubbard® says.
Nevertheless, claims such as “Eat what you like when you like” and “Get a gym body
without going to the gym” abounded in the samples (see Appendix B9 for more
examples).

3.2.7. Clinically proven. Many ads cynically claimed products to be scientifically
tested, often including statements like “Doctor recommended”, and even supported by
the photograph of a hypothetical health professional. This is not legitimate and therefore
leads to the issue of disclaimers. It is a significant fact that only 9 out of 36 samples
included the required FDA disclaimer. Often, disclaimers like “Results not typical” or
“Individual results will vary” were found to be quite deficient in informing consumers
that they might not achieve similar results as the ones being claimed (see Appendix B5

for more examples).

° Van Hubbard, M.D., Ph.D. Director of the Division of Nutrition Research Coordination and
Chief of the Nutritional Sciences Branch of the Division of Digestive Diseases and Nutrition,
National Institute of A-3 Diabetes and Digestive and Kidney Diseases, at the National Institutes
of Health (NIH).
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3.2.8. Natural and safe. Safety claims for weight-loss supplements is actually a serious
matter of concern, especially if the product might present a health risk for certain
people. 19% of the ads in the sample claimed that the products were completely natural
and organic, “100% natural and organic”, whereas only 8% claimed no to have side-
effects, “Safe and free of side effects” (see Appendix B11 for more examples).
3.3. Big Things Come in Small Packages

As Churchill® once said, “Broadly speaking, the short words are the best, and
the old words best of all”. Advertisers know this very well. According to the research,
the most high-impact elements used in the ads to persuade consumers happened to be
rather simple. Weasels such as “new” or “guaranteed” appear to be especially powerful
in advertising. On the one hand, we all want “new”—new cars, new cell phones or new
clothes. On the other hand, “guarantee” is considered a safety net. Indeed, it is
extraordinary how it is possible to craft these common and, apparently, plain words and
transform them into something big. Advertiser’s key to success lies, thus, in the
combination of these “magical” words into phrases in order to “trigger buying

behavior”. (Price, 2012: 144).

i | | Easy More
Free

Guaranteed Fast
Discover

Figure 4. Most persuasive words in weight-loss advertising

19 Sir Winston Leonard Spencer-Churchill (1874 —1965), PM of the United Kingdom, also
an officer in the British Army, a historian, a writer, and an artist. He won the Nobel Prize in
Literature, and was the first person to be made an honorary citizen of the United States.
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4. Conclusions

Throughout this paper the dynamism of the advertising discourse has been
examined. The research revealed subliminal messages that lie beyond slogans, which
suggests: (1) how exceptionally powerful a single word can be, and (2) how shrewdly
advertisers manipulate consumers’ perceptions and feelings. Certainly, ads are crafted to
raise an effect while being laughed at, thrilled, and even hated—all but ignored. Hence a
well-designed campaign is a two-edged sword able to cause dramatic effects. The case
of deceptive advertising practices directly affecting the health sector is especially
unsettling, but what is more alarming is the fact that regardless of law reinforcement
and consumer education endeavor, illicit weight-loss advertising is inexorably
widespread. The use of misleading claims is unbridled, making the line between truth
and dishonesty extremely thin. In fact, nearly the totality of the 36 samples made at least
one claim that was almost certainly defective. Further action must be carried out to
eradicate this matter. The Media, on the one hand, must adopt responsible standards and
avoid the spread of misleading information. On the other hand, we need to acknowledge
our rights as consumers, become more skeptical towards advertising claims and,

ultimately, be able to discriminate scams.
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Acai Berry
Dietrine
Fastin
Herbalife
HCG
Hydroxycut
Lichi

Li Da
Medifast
Proactol
Quicktrim
Sensa
Strive
Voyager-V3
Xenadrine

Zantrex-3

Appendix A
Brand list
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Appendix B

Appendix B1 — Common weasel words and expressions

helps
new
promotes
great
incredible
works
speeds
get
energetic
reach
success
amazing
super
powerful
guaranteed

easy

free

more
effective
weapon
advanced
right
satisfying
promise
wonder
extremely potent
victory
vibrant
life-changing
electrifying

feel

Appendix B2 — Common claims that stress uniqueness and goodness

e new o finally
e Dbrand New e the weight-loss breakthrough
o first e ultimate

e most advanced



America’s #1 weight-10sS
supplement

still America’s #1

a whole new approach to dieting
way beyond anything on the

market today

Appendix B3 — Common “water is wet” claims

blocks carbohydrates
weight management
suppresses your appetite
helps stop fat production
increases metabolism

reduces fat

Appendix B4 — Common testimonial claims

| feel like a different person!

| feel beautiful

I lost 40 Ibs

it REALLY works!

changes are 100% real

it was extremely easy

| feel great now

I’'m more confident

| feel more energetic, confident

and really see the results!

the world’s most advanced
more weight loss

say hello to an amazing
innovation

the future of weight loss is here!

join the weight-loss revolution

boosts energy
controls cravings
digestive cleansing
burns calories

slims your stomach

every part of my life has been
changed more positively

I lost so much weight

before, shopping was a
nightmare

now | can wear skirts

people don’t even recognize me

anymore

19



Appendix B5 — Common scientific claims

clinically proven
scientifically proven
scientific discovery
recommended by Dr. Oz.

doctor recommended

Dr. approved and supervised
weight loss

medically monitored
recommended by 15,000 doctors

people studied it

Appendix B6 — Common compliment and encouraging claims

you have the power to reinvent
yourself

get the body you deserve

get back on the beach

reach your weight loss goals

get the body you 've always

wanted
feel and look better every day

Make your New Year’s

resolutions come true

Appendix B7 — Common rhetorical questions

do you have the body you’ve

always dreamt of?

have you ever looked at your
body and wanted to cry?

sick of feeling guilty and over

weight?

Make your ex wish he wasn'’t
stop blaming yourself
be free
your happy victory
it’s time to look great

look and feel like a celebrity

sick of fad diets and starving
yourself to lose weight?

getting married?/ class reunion?
do you feel sexy?

how hot can you be?

need to lose 30 pounds?
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Appendix B8 — Claims that promise rapid results

e fast e | lost 30 Ibs fast
e |ose 26 pds in 26 days e can revitalize your body and
e rapid fat loss catalyst help you achieve results FAST

e in 6 months

Appendix B9 — Claims that promise success without dieting or exercising

e without dieting or spending all e eat what you like when you like
the time working out e no more dieter grumpiness

e continue to eat your favorite e no counting calories
foods e flush POUNDS and POUNDS

e makes diet obsolete without heavy dieting

e to help you lose weight without e get a gym body without going to
changing your diet or exercise the gym
routine

Appendix B10 — Disclaimers

e these statements have not been e results are dependent on the
evaluated by the FDA individual

e results not typical e with sensible diet and exercise

e results atypical e consult your physician before

e individual results will vary starting a weight-loss program

Appendix B11 — Natural and safe claims

e the all natural cleanse e no pills
e slimming by natural plants e 100% natural and organic
e all natural e risk free
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Appendix C

Samples

Appendix C1 — Acai Berry

% /a| Berry Optimum
L 100% pure Acai berry plus color

T 5 2 aative 2 514ngene B3 1 an efiective
0m hoe Dve Besive $yHern and 2 acts upon the bowsls,
v detrs and B ey the thaues

"/éx Berry Optimum

100% pure Acal berry plus colon cleanse

The ad shows a fit girl and some before-and-after shots (3.2.5.). The text contains
weasels, such as “help” or “effective”, as well as many encouraging phrases to reinforce
its message (3.1.6.). It also includes “water is wet” statements (3.1.3.), and fast (3.2.1.)

and natural (3.2.8.) claims. It does not include FDA disclaimer.
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o Higher Anti-oxidants than
Pomegranate and Green Tea

~ & Flush POUNDS and POUNDS

without heavy dieting

Y AcaiBerryDetox
sl * Slims your stomach

Increases energy and concentration
rs

o Feel and loo better every day ¢

 E—— (A 4
/ '

Vs ‘

Getyour RISK FREE TRIAL Now

*just pay $3.95 S&H

The ad contains weasels, such as “increases” or “better”, an encouraging claim (3.1.6.),
a “water is wet” statement (3.1.3.), and it also promises results without dieting (3.2.6.).

It does not include FDA disclaimer.
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Appendix C2 — Dietrine

Carb Blocker & Fat Blocker
Lose Weight the Easy Way

Eat \X/hat You Like \XYhen You Like

Cietring Cark Blocker is the first nutritional ingredient -
that has been clinically & scientifically praven to 20tt|35

neutralize starch, found in in your favarite foods such
as potatoes, breads, & pasta.

Cietring Cark Blocker allows you to enjoy the foods

thatyou love without all the calaries. _ _
Dietrine™ Carb Blocker will help you: PRETANE  DDIETAING
Blocks Carbohydrates
Increases Metabolism e e e—e h i
Reduces fat storage el

Boosts energy levels Click Here to Learn More
Controls carb cravings

F100 S awing for a limited time w hen ordering our baximum Resuls padiage

The ad shows an image of a girl eager to eat a doughnut. The text contains some “water
is wet” statements (3.1.3.) and promises easy results (3.2.6.). It also claims uniqueness

(3.1.2.) and clinically proven efficacy (3.2.7.). It does not include FDA disclaimer.
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Appendix C3 — Fastin

3 - ,.< 5 ) : m
[ TECH PHARMACEUTICALS, INC. S I N
| .S. PATENT 20060204599 N o - -
- NH:z
(Phenylethylamine HCL) ©/\/

The World’s Most Advanced Weight Loss Aid Ever Developed!t}

‘Q FAT L
PLASEIALTN
: 2N

=

* Increases the Metabolic Rate, Promoting
Thermogenesis (The Burning of Stored Body Fat)t

* Increases the Release of Norepinephrine
and Dopamine for Dramatic Weight Losst

* Promotes Extreme Energy and
Does Not Cause the “Jitters"t

E RAPID FAT BURNER WEIGHT LOSS ARE YOUR DESIRED RESULT. RAPID AT EEEE I

Hi-iecn rharmaceuticals recently launched Fastin™ into the weignt 10ss arena. in recent
months, Hi-Tech acquired the rights to Fastin from King Pharmaceuticals. King Pharmegeuticals
manufactured the brand name product Fastin (phentermine HCL) for Smith Kline Beégcham. In
December 1998, Smith Kline Beecham withdrew Fastin from the market. Hi-Tech Pharmaceuticals
has reformulated Fostin™ as an O.1.C. diet aid ond expects it to be Hi-Tech's top weight loss @idfastin™
is a pharmaceutical-grade dietary supplement indicated for weight loss in extremely o¥ i
individuals. Fastin™ has both immediate and delayed release profiles for appetite su
energy and weight loss. Fastin™'s pharmaceutical-grade fat loss catalysts achieve extraording

Fastin™ is now available without a prescription! 13

The ad visibly claims for fast results (3.2.1.) and contains weasels, such as “increases”,
“promotes” or “extremely potent”. It also claims superiority over other products

(3.1.2.). It does not include FDA disclaimer.
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Appendix C4 — Herbalife

e T— e —

@HERBALIFE

independent Distributor

UEALI!I! NUTHITIDN /

}|w m NATURAL |
[and | [OCTOR RECOMMENDED
Call: 995-1746 - Brendan
819-2088 - Hope

Email: brendans_dunn@hotmail.com
Webslte w drsfomutrmon com |

The ad contains weasels, such as “help” or “promote”, and a series of “water is wet”
statements (3.1.3.). It also includes natural claims (3.2.8.) and doctor endorsement

(3.2.7.). It does not include FDA disclaimer.
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Appendix C5 - HCG

HCG DIET

[Visle Ypees Vet Yorirs Raoliton. Covee Tice]

BEAUTYo AARK

/\NTI /\G]NG &WFLLNFSS CFNTER

(949) 600-7714

WWW. BeautyMarkWeLLnessCenter com
The Taj Mahal Building, 23521 Paseo de Valencia, Ste 310, Laguna Hills, CA 926,

The ad shows an image of a girl carrying a scale, while eating healthy and happily. The
text includes a medical endorsement (3.2.7.), which is reinforced with the photograph of
a hypothetical doctor, an encouraging phrase (3.1.6.), “water is wet” statements (3.1.3.)

and it fast claims (3.2.1.). It does not include FDA disclaimer.
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Appendix C6 — Hydroxycut

“Have you ever
looked at your body
and wanted to cry?””

~
“If you're like me, then the answer is definitely ‘yes’. Before | discovered
Hydroxycut, | weighed a hefty 187 pounds and hated the way | looked
and felt. My bodyweight was out of control. After adding Hydroxycut to
my weight-loss plan, | lost an incredible 63 pounds, 12 dress sizes, and
inches off my waist! My husband is so proud of me. He thinks_L'm more |
Mmmmuw If Wll really need to lose weight fast like

~Hydroxycut reale
heldned me lose

weight from my
prodilem areas ~ hips,
bertt, and thighs.™*

Television actors, fashion models, and
8 millions of men and women across
America trust the most_recognized
name in weight loss — Hydroxycut — to
them quickly lose weight. Julia
achieved the of her dreams and
| increased her energy level using the
- clinically pmvcn Hydroxycut formula. |
e Try Hydroxycut for vy, g -
yourself today. You've got nothing but £ € Advanced Weight Loss |
~ pounds and inches to lose!™ ) Al L

reconm

m"lj

The ad shows an image of a sexy girl and some before-and-after shots (3.2.5.). The text

99 ¢ 1?’ 13

contains many weasels, such as “incredible”, “powerful”, “really” or “extraordinary”. It
claims superiority and includes a doctor endorsement (3.2.7.), reinforced by a
photograph, a rhetorical question (3.1.7.), a testimonial or success story (3.1.4.), “water
is wet” statements (3.1.3.), as well as fast (3.2.1.) and natural (3.2.8.) claims. It also

contains disclaimers, including FDA’s.
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America’s 1 SELLING

Weight-Loss Supplement’

““I Lost 39 Ibs/Fast
with Hydroxycut™”

"Looking back at photos, I always ked a umile on ny face, but inside | was unhapgy, Ever
at my tinnest, § pever folt confident enough to wa&bnkuu. 1 had seert other H;-,bwmm
e atred waas imapireed 2o give It @ try 1 was so exated wiver 1 sterted losing welght.
1 loat an e zing 39 pownds and over 7 inches off my waist i only 13 weeks! ! am proof
tvat Hydroxyeut really works fiese. Brivg on the bewch, the boat trips amd the pool parties™
Gillian Ri =G

The ad shows an image of a smiling girl on the beach and before-and-after shots
(3.2.5.). The text includes a testimonial or success story (3.1.4.) and it claims
uniqueness (3.1.2.) and fast results (3.2.1.). It does not include FDA disclaimer, but it

suggests sensible diet and exercise.
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Appendix C7 — Lichi

The Lichi Super Fruit Promise

LA Swuper Frss pecenises wesght So5s resadt, fass Lichs

S Frut Dietacy Supplerment & sade from gualty
Wpedents that comine the best in deet and st

ch. With the. o e

Mt Derry. 2honeg with ACa, Green Tea and Res.
WOk L Soper Fral Dietary Supplement
o Prowen 15 SC0eierate weig ions and Wy
Prove health. With nosmal exescse and »
sectuced cakore et Lich Supey Frut can
Ry you Quachlly reachh your weight ous
ORI Ve Lake LN everycay and we
o it
« The Hichi Team

Super Fruit
LYCHEE EXTRACT

LichiDiet.com
[ £ I ¢

Ao wlabie 3t trave retaders

[Gueims] cvspmemesy Whiiyweecs W puanereade @9 O meijer FEREE wsions
W@%mmzmw&-mr-mmm

These sttt have A Beos i i) by e Aot o Do Qe pn. W4 Pl B R0l rng 1o Oreme. TEIL Cure OF Cotvrtany Ssesce el U) 4 feview of 15 KVt CUERSO! Weaear O P iache I
ATOUTE O weadd W PO er G DU et iy et on T M i 0GR IS, JCONTDIRY W el 0 sasrcine Read P 68 il Setre e and dolow dencions.

The ad shows an image of a fit girl and before-and-after shots (3.2.5.). The text contains
weasels, such as “super”, “promise”, “miraculous power”, helps” or “love”. It includes a
doctor endorsement (3.2.7.), and it claims fast results (3.2.1.). It includes FDA

disclaimer and suggests sensible diet and exercise.

30



Appendix C8 — Li Da

Get rid of fat

slim easy and fast

weight{loss diet

The ad shows a picture of a model. The text contains weasels, such as “easy” and an
encouraging statement (3.1.6.). It claims superiority (3.1.2.), fast results (3.2.1.) and

natural and safe propierties (3.2.8.). It does not include FDA disclaimer.
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Appendix C9 — Medifast

The weight-loss plan with all the

. o
% U Sy
Experience average weight loss of up to 2 - 5 pounds
a week with the Medifast 5 & 1 Plan

0

Recommended by 15.000 doctors: low-glycemic foods that
can work for everyone, including people with type 2 diabetes

0

Nutritious,.easy-to-prepare, pre-portioned meais; nQ_
counting calories. carbs. or points

Provides solid, clinically proven nutrition with the highest

Fullness Index™ so you don't feel hungr

SUPPORTE

Answers and inspiration whenever you need them, through
our online community, Health Coaches, Weight Control
Centers, or physicians

V

ge/u'& Tsnnces
losf oves 50/04»1%
onthe 5 & T/,

www.GetMedifast.com
or call 800.971.7301

SAVE $50.00* on your order
of $275 or more: mention or
enter code BHFALL50
ici ight-! *Limit one per
stomer and not valid with prior purchases, V.I.P. Membership, or any

ther promotions or discounts. See Web site for complete plan details. The EOWGI' to choose health.
fer expires 11/30/08.

The ad shows before-and-after shots (3.2.5.) of a smiling woman. The text contains
weasels, such as “right”, “simple” or “satisfying”. It also includes a testimonial (3.1.4.)
and claims fast results (3.2.1.) , safety (3.2.8.) and medical endorsement (3.2.7.). It does

not include FDA disclaimer, but it suggests consulting a physician and claims that

results may vary.
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Appendix C10 — Proactol
A

Proactol

dimcally proven fat binder

+ Binds up to 28% of your dietary fat intake.
 Helps decrease your food cravings.
 Helps decrease your appetite.

+ Helps to promote long term weight loss.
+ Proactol™ a dinically proven fat binder.

Proactol
clinically proven fat binder
Brand newto the open market!
Proactol™ a dinically proven fat binder.

& dlinicall
4 Binds up to 28% of your dietary fats

4 @elpdecrease excess body weight

.} @elpslower your cholesterol

"4/ 100% natural and organic

Sick of fad diets and starving yourself to lose weight
Proactol™ a dlinically proven fat binder car help!

The ads show (A) a woman who is holding a doughnut impishly, and (B) a smiling
hypothetical doctor. The texts contain weasels, such as “helps”, “pro-", as well as
“water is wet” statements (3.1.3.) and rhetorical questions (3.1.7.). They also include
safe (3.2.8.) and clinically proven claims (3.2.7.). Neither of them include FDA

disclaimer.
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Appendix C11 — QuickTrim

Reach Your
Welght Loss Goals...

MIm%bymMnW@mmbo&maMmkm&mwme
cmpletmmhﬁwle QuickTrim® Bum & Cleansé™ can jump-start your diet in just 14 days; Extreme Bum™ can
in your diet, curb your appetite and support your energy levels; and Fast Ceanse™ is your
u»uaauommmmgmnmmmmmmum
prevent fat absorption and support endurance levels. QuickTrim® ¢an revitalize your body achieve

‘I'VE
REACHED
My GOAL!"

QuickTrimWW.com

GGNC LiveWell  SUPER -CENTERS Zﬂzlymu CVS/pharmacy’ % 10 pucecdy
ke

SHOP NATIONWIDE OR AT GNC.COM
and odfvey fine retislers naionwide ol e

_— e e e e e o T e s
PR & AT VR G et & SR S R . hnd! o Py M gy sgs

The ad shows a well-known celebrity in bikini. The text contains weasels, such as

9% ¢ 29 Ge 99 Gey 2% <6

“help”, “advanced”, “effective”, “achieve”, “results”, “increase”, “revitalize” or “secret
weapon”. It also includes “water is wet” claims (3.1.3.), compliments (3.1.6.), a success
story (3.1.4.), fast (3.2.1.), natural (3.2.8.) and clinically proven (3.2.7.) claims. It

includes FDA disclaimer.

34



Baywatch Babe’s Iody IS a@k' |

‘; Whenyoute known for how you look in a swimsuit, it
really puts on the pressure when you gain weight. Asa
| busy mom, | tried everything... even boot camp, but|

| couldntshed those pounds!

The ad shows a celebrity in bikini. The text contains weasels, such as ‘“helped”,

b4 2 e 2 ¢

“sensible”, “effective”, “more”, “revitalize” or “now”. It also includes “water is wet”
claims (3.1.3.), encouraging statements (3.1.6.), a success story (3.1.4.), fast (3.2.1.) and

natural (3.2.8.) claims. It includes FDA disclaimer.
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Appendix C12 — Sensa

\RNEED T0 LOSE
30 POUNDS?

TRY SENSA FREE!"

SENSA® is clinically proven to‘help you
lose 30 Ibs without dieting or spending

all your time working out.”” Just sprinkle

on your food, eat and lose weight!

GETA GYM BODY

WITHOUT GOING TO THE GYM
v~ NO COUNTING CALORIES

v” NO STIMULANTS

v NOPILLS

Cen't change the
€ of your food!

CLINICALLY PROVEN. 100% SATISFACTION GUARANTEED.

B e

The ad shows a fit body. The text contains weasels, such as “help” and “free”. It also
includes a rhetorical question (3.1.7.), natural (3.2.8.) and clinically proven claims
(3.2.7.). It guarantees results (3.2.2.) without dieting or exercising (3.2.6.). It does not

include FDA disclaimer.
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Want to Lose Weight
But Hate Traditional Dieting?

SENSA

WElCHT LOSS SYSTEM
cecovse9

Studies show SENSA® users lost -
an average of 30.5 Ibs in 6 months
*SENSA® advocates a healthy lifestyle with

regular exercise and portion control.
\
, How SENSA® Works
0‘ HAKE on your food. SENSA®

educe cravings, curb your
Appétite and helps you feel full faster.

@ EAT anContnnue to eat

oods. There are no
special meals o buy. i -

&) LOSE weight! SENSA® uses science
and your sense of smell to help you
lose weight
diet or exercise routine.

In The News M 1y sensa® FREE for 30 Days! ‘2t

EheNew orkEimes SHAPE ¥ ¢ 1-800-586-7212
‘ CBS® S[u; A% @ orVisit FreeSensaTrial94.com
4D WTE BC

NO Pills NO Diets NO Stimulants NO Pre-packaged Meals NO Calorie Counting

The ad shows a smiling girl measuring her waist while pointing to the audience. The
text contains weasels, such as “help”, “enjoy” or “free”. It also includes natural (3.2.8.),
clinically proven claims (3.2.7.), and promises results without dieting or exercising

(3.2.6.). It does not include FDA disclaimer.
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SENSA

ITCHANGED
MY LIFE, NOT
MY LIFESTYLE.

| don't have time for complicated
diets. But | do have time for SENSA
ljust shake itonmy food, and SENSA*

does the rest. Now I'm eating less,

living healthier and feeling great!
Q g great.

OCTAVIA SPENCER

| LOST

20

POUNDS

* No Calorie Counting * No Stimulants

The ad shows a famous actress. The text contains weasels, such as “great” or “free”. It
also includes a success story (3.1.4.), natural claims (3.2.8.) and promises results

without dieting (3.2.6.). It does not include FDA disclaimer.

38



WITHOUT
lDIETIN

The ad shows a smiling girl measuring her waist. The text guarantees results (3.2.2.)

without dieting (3.2.6.). It does not include FDA disclaimer.
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Appendix C13 — Strive

Make your ex
wish he wasn't,

DUIE T A RYY SUPPLEMENTS

Introducing Strive™, our newest and most effective weight loss formulation.

It speeds the metabolism, boosts energy a Ipsknock of the pounds.
Oh yes, it also tastes great. The new Strive... o m Smoothie King.

The ad shows a slim body and a measuring tape. The text contains weasels, such as
“helps”, “oh yes” or “great”, and encouraging (3.1.6.) and “water is wet” (3.1.3.)

statements. It also claims superiority (3.1.2.). It does not include FDA disclaimer.
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Appendix C14 — Voyager-V3

THE
v - ULTIMATE

SECRET WEAPON

Gl witH WEIGHT controL

. [GALLLLLLL LA L LI LA LLLL L]

s ssssmsmmmsmnn

Product Description

Viterons, Mnecot, Kol Coml OV ol Ceranem
Dork Coco Powder, i e

¢r.:-,.v'z‘ ory '3 Benc

Voyager Health Technologies’ V3 Yieight Manag; Complex
represents a eolitonary approach to owerall health and veeliness. By
dlcreving yauta literd iy “dial n” the amaunt of =nergy and macd
enhancement youdesie throughout the day, aleng with the level of
sppoite you chanss ta oxperience betweon meals ¥3 puts yau firmby:
i contiol ol your daty delary intah=

.
.

.

.

.

& oMo Skgglehe

* NG Mo Aunge

* No e C

* rouEx .ua'v.‘lkr fo fove Mors
.

.

.

.

.

.

.

.

Whether It's dialing dosn your cravings for sweets o carbobydrates, ar
dialing up your exerdse routing and positive mental cutlook Taken as
part of an averall commitment ta bettes health, practical cating hahits
and dady enzetiss with proper bydration leves V3 gives youviciony of
the thiee mast comman challenges n weight maragement and a
tealtbry lifestyle

¥ G {rtane Energy and Forus
¥3 Brigiaens ow Moad

¥3 Gives You Conrol Over foog

¥3 Helps 1o Mcrease Meradodem

¥3 i Sofe, Fostand Effecrme
NoJitters ov erecusnass
NoAdwize Sl Lpots
No Freseaptian Hequied

oy studies have shown that people
veha have cequiar dosas of natural

catfrine are B0% leas likely to develop
Patkinseirs. Other ressarch has shown
that natural caffeia can reduce the dsk
of colon and liver cancer by some 25%,
shash the risk of skin cancer by same

= ; \ :
g D g IR Sy 3 g - e -
/ ~ % L ¢ 5
~ B Sewe A0%, vrop the risk ol lves cirhuosis by
— 22%, and lawer the risk of galistonas by
» A n;-\n;mlbﬂﬂ»- m”"' hﬂr
. saer¥ras TN T S T

The ad shows a slim body and a measuring tape. The text contains weasels, such as
“secret weapon”, “ultimate” or “revolutionary”, and many “water is wet” statements

(3.1.1). It also claims uniqueness (3.1.2.). It includes FDA disclaimer.
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Appendix C15 — Xenadrine

“My GTL routine just got
even better. XGTL boby - 2 S
Xenodrine. Gym. Ton. Lovndry. .
Keaodrine & Lie o workow? peiner - 8
'lboshuym,h@mbe@b
rien e \cghes! wrkoots. | promaed
mysed 4 mever fol in ove of the shore,
but | fove the boost | gt frovem Xemedrise! ™
v (o Men

www.xenadrine.com

Supetcemrs GNC v Wladgeens B CVS/pharmacy

A g s wl by ppm bt ¢ oo™ foesrmtiy wk™ A, 1770 Ay £ A Drdnnly 71 Ex 4 2 1
SPRe R e T vk u»n'quunn."h TR e Beacrd B A3 o ey statde adand As
NP net Lavye wiyirys FrOOVREtrn) SE00T NOVION T ATEM P 33 ANTER ¥
P B DTy e et o e ey Ll e, © 00

The ad shows a smiling fit boy. The text contains weasels, such as “help” or “love”, and

a testimonial (3.1.4.). It does not include FDA disclaimer, but suggests sensible diet and

exercise.
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Appendix C16 — Zantrex-3

ADVERTISEMENT

Three Years and Still America’s #1 Selling “Super Pill”

FACT: 546% More

Weight Loss' Than

America’s Most Noioiious Stimulant-Based Diet Pill

inally, amazing weight
loss and incredible

energy in one amazing
“Super Pill.” Thar: t! Amazing
weight loss plus the kind of intense
non-stop energy kick you want from

a diet pill... and more. Much more!

Zantrex-3... 546% more
weight loss® than America’s most
notorious stimulant-based diet pill.
And that’s a fact. Here’s another fact:
»eyond ephedrine,
way beyond fat-burners, way beyond
;ln)‘lhill:' on II‘L' ll““'l\L'l [(Nl‘lv\'.
Zantrex-3 is a new category of
bifurcated weight-loss compounds
providing both amazing weight loss
and incredible energy combined into
a single power-packed Super Pill.
100% MONEY-BACK GUARANTEE
If you are not totally satisfied with Zantrex-3, just

return the empty container within 30 days for a full,
prompt refund, no questions asked!

Protected by Unite 48,107

L. O L L-E R

Zantrex-3 is so powerful you won't
find it in any supermarket next to

some “Flintrock” vitamin for kiddies.
Beyond sustained energy,
Zantrex-3 is serious weight

5S... were talking about amazing,

R

ZANTREX-3

nt weight loss. 5 times
& Manufactured In The USA

more weight loss than America’s
most notorious stimulant-based *Amazing Weight Loss*
*Extreme Energy*

*No Ephedrine
Dietary
Supplement

84 capsules

Protactaq by Un

Paten; 05,945‘1':;’;1 States  f

diet pill and all the energy you'll

ever want or need... day or night.

So if you're finally ready
to look great, feel great, and have
energy to burn, Zantrex-3 is the
one formula you've got to experience
to believe. Get your Zantr
today! Zantrex-3 in the distinctive
bright blue bottle.
Now available at:
ST o - Call: 1-800-341-4377

and smarter supplement retailers nationwide! WWWZOﬂTI’GX&COFﬂ

2007 All Rights Reserved  BR10636

More
L e

The ad contains many weasels, such as “super”, “amazing”, “great”, “more”
“incredible” or “significant”. It blatantly claims superiority (3.1.2.) and guarantees

results (3.2.2.). It includes FDA disclaimer and suggests sensible diet and exercise.

43



Appendix C17 - Others

woNeS
“25 Pounds in
Only 2 Weeks!”

" *Kathleen Hodges, Calif., Results Not Typical
==

Scientists Discover{Rare

Weight-Loss m

\t Clinically Proven Fast Weight Loss!

¢ Rapidly Melts Away Belly Fat!
J Get the Body You Deserve in 2009! For Men & *

WARNING: Due to recently being featured on T.V. we can no longer guarantee supply. As of Monday, Feb 03, 2014 we currently have product IN

STOCK and will ship within 24 ho se.
# \ .
(> ‘xﬁ“ 5
) o
- ’.«’ . > - < *
\

y = ;
/' PIEBEUSWHERE TO SEND
YOUR BOTTLETODAY! |

‘\ R JUST PAY SHIPPING & HANDLING
‘ LIMITED TO 200 PER DAY

First Name: [

STOP FAT.PRODUCTION Lest Name: |

|
|
Address: [ \

YOUR APPETITE oy | ‘
| |

SERATONIN LEVELS 3 “) Zip Code ] T
rCos w1 IONAL EATERS ; Country: | United States B 2
P — N State: | Select State 19 [ N
Pure W o J S Y
Extract Capsules ’ el i [4‘ ‘ & 7
; i Email: l ‘\ ~ Y
= Aot . b, Y Gune W
f EXCLUSIVE
/ y LIMITED
| / ] SUPPLY

" 100% Saf cure Transactions & (F i VERIFIED 77y McAfee

The ads show (A) a woman who wears extra-large pants and measures her waist, and a
perfect male torso, and (B) a joyful slim girl in bikini. The texts contain weasels, such
as “wonder”, “helps” or “increases”, as well as compliments (3.1.6.), “water is wet”
statements (3.1.3.) and fast claims (3.2.1.). They also include natural (3.2.8.) and
clinically proven claims (3.2.7.) and promise results without diet or exercise (3.2.6.).

One ad (A) claims atypical results, but neither of them include FDA disclaimer.
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