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Healthy Vision in a Bottle: Advertising trunature’s Lutein & Zeaxanthin Supplements
	When my mother was recently diagnosed with cataracts, she immediately started researching what steps she could take to improve her vision and keep her eyes as healthy as possible. As I watched her pore over google searches and various print and online advertisements, I realized how powerful ads can be when they capitalize on consumers’ anxieties. This dynamic is particularly clear in one ad for lutein & zeaxanthin supplements from the brand trunature (see picture of the ad on the next page) in The Costco Connection, the magazine Costco sends to its members every month. Although it only covers a single page of the magazine, it offers much to be deconstructed. Like many other supplements, it provides claims with very little evidence of proof. This ad’s emphasis on the supposedly negative impact of blue light can be analyzed using Stuart Hirschberg’s “The Rhetoric of Advertising,” particularly through his discussions of advertisers’ techniques to arouse anxiety in consumers. Moreover, Norman Fairclough’s discussion of discursive practice and social practice in “A Social Theory of Discourse” allows for an analysis of the multifaceted position of the ad within the magazine as well as in society as a whole, especially considering the aging population in the United States. This analytical perspective provides insights about the dynamics of power and agency in advertising and the ways consumers respond to advertising. 
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	When analyzing ads like this one for trunature supplements, it is important to recognize that fear is often a more efficient way to get consumers’ attention than positive appeals. By presenting a problem for the consumer, advertisers are well-positioned to offer advice for how the problem can be solved. As Hirschberg writes, “ads of this kind must first arouse the consumer’s anxieties and then offer the product as the solution to the problem that more often than not the ad has created” (294). This is one of the strategies that trunature uses through its explanation of the harmful effects of blue light. On the left side of the ad is a picture of a man handling what looks to be a cell phone or tablet with the label, “Don’t be left in the dark about BLUE LIGHT!” (“trunature”). What follows this eye-catching play on words (fittingly printed in blue ink) is a three-paragraph explanation of what role blue light supposedly has in consumers’ lives which, in turn, suggests why it is a threat to them. 
	In these three paragraphs, trunature, as Hirschberg would put it, creates the problem of blue light for consumers and explains that blue light is essentially unavoidable in our everyday lives. Not only is it emitted from our electronics, but even “LED and other energy efficient lights” are known culprits (“trunature”). Moreover, while addressing the issue of blue light, the advertisement often addresses the consumer as “you.” For example, the ad states that “you might also have heard the term blue light associated with indoor and outdoor lighting” (“trunature”). This choice of wording is no coincidence; as Hirschberg explains, “the ‘you’ here is plural but is perceived as being individual and personal by someone who has already formed the connection with the product” (293). Therefore, by addressing the consumer as “you,” trunature suggests to consumers that they are being informed about blue light by a familiar confidante who has their best interests in mind, which disguises the fact that the advertisers’ main goal is to sell a product. Convincing consumers of trunature’s credibility is particularly important because the actual harmful effects of blue light are never explicitly mentioned. Consumers are left to assume that this is the case when the ad states that “you’ve likely heard about blue light effects with chronic use of digital devices—such as computers, tablets and cell phones” (“trunature”). This approach not only reflects the usefulness of the term “you,” but also the advertisers’ seeming trust in the consumers’ knowledge that lets them off the hook for explaining why blue light is harmful. 
	While strategies like using the word “you” are certainly significant, trunature advertisers likely stoke the most anxieties in consumers through statistics and supposed facts that are not fully cited in the ad. One questionable fact in the ad is that “Since LEDs, and possibly other types of light, emit more blue light than conventional lighting, this means our eyes and bodies will be exposed to even more blue light than before” (“trunature”). Likewise, the ad states that “the average U.S. consumer spends 40 hours or more a week on their multiple devices, according to consumer reports” (“trunature”). However, in the footnote referenced immediately after these statements, all that is written is “Data on file” (“trunature”). Therefore, the consumer is expected to trust the statistic provided by the ad without full knowledge of where it came from. There is not any information on how to access the file mentioned, let alone how the so-called “consumer reports” were conducted (“trunature”). Even the reference to lower-cased “consumer reports” seems to lead to the conclusion that the data comes from the reputable publication Consumer Reports, but this is not the case (“trunature”). This strategy is not uncommon for advertisers who, according to Hirschberg, “may refer to authoritative-sounding results obtained by supposedly independent laboratories, teams of research scientists, or physicians without ever saying how these surveys were conducted, what statistical methods were used, and who interpreted the results” (296). All of this amounts to “impressive-sounding quasi-scientific claims” that may mislead consumers (Hirschberg 296). 
Trunature’s ill-cited claims are used in an attempt to provide credibility to the claim that blue light is harmful. This appeal to “reasons, evidence, or logic” is what Hirschberg refers to as logos, a term originally coined by Aristotle (291). By presenting facts and figures, advertisers count on consumers to think that their product is reliable, no matter how questionable the facts and figures actually are. Advertisers gamble that consumers who encounter the trunature supplements ad are likely to read the statements provided about blue light and assume they are true; although it is certainly possible for consumers to view ads with a critical eye, this can be difficult for those who are constantly surrounded by ads making various claims, and even more difficult for consumers who want those claims to be true. 
	Such consumers who desire for advertisers’ claims to be true—including my mother, who hopes to maintain her vision health in any way she can—are particularly susceptible to the claims that trunature supplements makes about its proposed solution to the health hazards of blue light. Even the position of the trunature bottle in the ad suggests that taking trunature’s product is the logical response; consumers’ eyes drift from reading about the threats of blue light to seeing the solution on the right. Again, statistics and unidentified studies are used to convince consumers that trunature provides a solution to maintaining eye health. The ad promises that the trunature supplements have “scientifically proven lutein bioavailability” and that the product “delivers a 5:1 ration of lutein to zeaxanthin, matching the body’s natural balance” (“trunature”). All of this sounds impressive, and it seems to support the idea that trunature provides a solution to the problem of blue light which supposedly plagues everyone who owns a digital device. However, again, these claims are unsubstantiated, and consumers are unlikely to question them even though a disclaimer at the bottom of the ad acknowledges that the statements have not been evaluated by the FDA; after all, most people (myself included) do not know if a “5:1 ration of lutein to zeaxanthin” is significant, let alone what lutein and zeaxanthin are (“trunature”). As Hirschberg explains, “some ads use technical talk and scientific terms to give the impression of a scientific breakthrough” (296). Therefore, it does not matter that most consumers do not understand some of the language used in the trunature supplements ads; all that matters is that consumers have a positive emotional response which convinces them that the product provides a solution to the identified problem.
Besides using scientific jargon that most consumers do not understand, the trunature ad uses what Hirschberg calls “weasel words” (296). As Hirschberg explains, “in modern advertising parlance, a weasel word has come to mean any qualifier or comparative that is used to imply a positive quality that cannot be stated as fact, because it cannot be substantiated” (296). In this particular ad, the weasel word that is used the most is “help”; trunature claims that its product “helps support healthy vision” and “helps protect eyes exposed to blue light from digital devices and indoor/outdoor lights” (“trunature”). In fact, every sentence in the third paragraph under the “Blue Light” column includes the word “help” or “helps” (“trunature”). Using the words “help” and “helps” so often allows trunature to suggest that the product is effective without making any guarantees. Hirschberg specifically addresses the usefulness of the word “help” to advertisers when he states, “if an ad claims a toothpaste will ‘help’ stop cavities it does not obligate the manufacturer to substantiate this claim” (296). The same can be said for trunature supplements; if their lutein & zeaxanthin supplements do not work for everyone, it does not matter because the product’s advertising only claims to help, and there is no guarantee. The claims paired with weasel words like “help” draw consumers in because they seem to promise improvement, when in fact they evade doing so. 
In addition to conducting a rhetorical analysis of this ad using Hirschberg’s “The Rhetoric of Advertising,” it is also important to step back and consider the ad using Fairclough’s concepts of discursive practice and social practice. In regards to discursive practice, Fairclough explains that “analysis of a particular discourse as a piece of discursive practice focuses upon processes of text production, distribution and consumption” (71). In the case of the trunature supplements ad, the text is produced in The Costco Connection, a magazine solely available to those who have purchased a Costco membership. This creates a built-in consumer community of people who can afford to pay for a Costco membership, and Costco’s influence on the ad is clearly visible in its bottom border, which serves as a kind of secondary ad for Costco’s pharmacy. However, the ad’s position within the magazine provides the most insights in terms of discursive practices. It is notable that the ad on the page next to the one for trunature is for Costco hearing aids and, only a few pages before that, there are ads for allergy medication and shoe insoles that are depicted as helping people who look to be over at least 50 years old. 
Given this context, it is safe to say that the trunature ad is targeted at least in part towards Costco members who are also seniors; the man pictured in the trunature ad looks under 50, suggesting that the ad hopes to make a broader appeal to other age groups, but there is also textual evidence that reveals the ad’s intent to grab seniors’ attention. The ad states that “this trunature product helps to improve visual acuity and may help to maintain eye health as we age” (“trunature”). The positioning of this statement is important as it is the last sentence under the “Blue Light” column, which means readers are more likely to take away its message since they probably read it last. Although blue light is presented as the most prevalent threat to the consumer, advertisers undoubtedly catered this ad to seniors who are already concerned about their vision health. Even the use of the word “we” in this sentence creates the sense of a community made up of concerned seniors facing the threat of poor vision health in old age. Moreover, the bright orange of the ad coupled with the depiction of similarly colorful flowers imparts a clear message: if you do not maintain your vision health, how will you take in the vibrant beauty of nature (a reference that even ties into the brand’s name)?
Understanding that the trunature supplements ad is targeted at least in part to this group is key to analyzing the social practices that influence this ad. As Fairclough explains, “production and consumption have a partially socio-cognitive nature, in that they involve cognitive processes of text production and interpretation which are based upon internalized social structures and conventions” (71). One of the social structures and conventions reflected in the trunature ad is the continuous struggle to maintain youth; there seem to have been more products and services marketed to seniors in recent years as the baby boom generation continues to age. Aging consumers want to have more agency over how quickly they age, and advertisers market products by suggesting they can give them the agency to do just that. However, the way that consumers react to this ad also informs social practices and reflects one form of agency they actually have. As Fairclough puts it, “members’ practice has outcomes and effects upon social structures, social relations, and social struggles around them” (72). Consumers can encourage the American obsession with maintaining youthful health through purchasing products like trunature supplements and by encouraging others to do the same. Therefore, they can use their agency to make a significant impact, a dynamic that reveals the power of both advertisers and consumers. 
	When making decisions, it is generally accepted that one should keep a cool head—especially when the decision involves spending money. However, as Hirschberg explains, advertising capitalizes on the human tendency to form anxieties about the world around us. Advertisers often present problems with little evidence to create anxieties or arouse existing ones, as in the case of my mother and her cataracts. Fairclough’s work allows for an analysis of the ad’s position in discursive practice, as evidenced by its placement in The Costco Connection, as well as its position in social practices related to the aging population. This trunature ad has much to teach about how consumers are exposed to ads that trigger their anxieties and provide a questionable sense of hope. 
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Don'’t be left in the dark about

BLUE LIGHT!

Blue light is part of the light spectrum that is visible
to the human eye. You've likely heard about blue light
effects with chronic use of digital devices — such as
computers, tablets and cell phones. This is especially
important since the average U.S. consumer spends
40 hours or more a week on their multiple devices,
according to consumer reports.*

You might also have heard the term blue light associated
with indoor and outdoor lighting. Outdoors, blue light
is emitted in the natural light of the sun. Indoors,
LED and other types of energy-efficient lights are
increasingly being used. It's expected that energy-
efficient lights will hold the majority of the general
illumination market in the not-too-distant future.
Since LEDs, and possibly other types of light, emit
more blue light than conventional lighting, this
means our eyes and bodies will be exposed to even
more blue light than before.!

trunature® Lutein & Zeaxanthin Vision Complex helps
support healthy vision. It helps protect eyes exposed
to blue light from digital devices and indoor/outdoor
lights. These natural carotenoids are in a ratio that
matches the body's 5:1 balance to help protect
against the effects of free radicals. This trunature®
product helps to improve visual acuity and may help
to maintain eye health as we age.

1. Data on file.

Savings and the Care You Deserve.
Visit our FULL-SERVICE PHARMACY for all of your
PRESCRIPTION, HEALTH & WELLNESS NEEDS.




