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ADVERTISING IN
TODAY’S HEALTH

Today’s Health, published . monthly by the American Medical
Association, - provides - interesting and authoritative ‘information
to the public concerning the health and welfare of tha individual
and society. 1t'is distributed to physicians for their office recep-
tion rooms and -to pesons who wish to subscribe.

The acceptance of an advertisement for Today’s Health by the
American Medical Association does not constitute in any way
an endorsement or guarantee by the Association, although' the
evaluators will make every reasonable effort @ ensure the accu-
racy, timeliness, and relevancy of the advertising content of the
magazine, No laboratary testing. of ‘producis is dode by the
AMA. In no-case may the appearance of an advertisement. for
a prodiict, service, or company in Today’s Health be mentioned
in collateral advertising unless specific wriflen authorization has
heen obtained from the American Medical Association.

The following principles dre used to deternine the eligibility of
products and services for which health dlaims are made and the
suitability of advertising copy: The American Medical Assaciation
reserves the right to change its principles goverming advertising
in accord with developments in medicine -or in industry. The
Association also reserves to itself all final decisions regarding the
eligibility of any products and seivices and the acceptability of
proposed advertisements.

ELIGIBILITY

Products and services that are offercd by responsible advertisers
and which, when used properly, contitbute to the health or gen-
eral welfare of the constumer are eligible for advertising in Today’s
Health.

Products o services NOT eligible for advertising in Today's Health
include:

1. Praducts {e.g., tobacco and alcoholic beveragesi or sorvices
which, in the apinion of the Association, may be detrimental to
the user, and any products related to the use of such a product

or service;

2, Certain products with padticularly intimate uses:

3. Products or $ervices for which the claims for e care not
.
¢

supported by data acceptable to the Association;

4, Necdlessly complex combinations of drags;

5. Producis or services which, in the opinion ¢of the Assadiation,
should berused enly on the advice or prescris
and

6. Products or services that are advertised in other media in a

manner inconsistent with the following principles.
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ADVERTISING

PRESENTATION

Each i presentation: of ‘adertising copy. of
an - eligible ‘product ‘oros st e
approved ™ individaaily: by the Ametican
Medical Association, which shall make the
final decisions regarding the suitabiling of
copy, artwork,-and format.

Thefollowing. principles will he utilized
tocevaluate adverticemenisibontaihing
hedlth:clajms: §

T Theaduertisementmust clearyitdentify;
the advertiser and the ploduct o service.
A complete  $tatement ol "ramposition;
gualitative, and -gquantitave; el lover-the:
‘dptinter medicatons-mist be slibmited
o the  Office -of Advertising. Evaluation,
Such®information. néed-not bedincluded
in the ‘téxt ol the, adverlisement, except
when this informatiolt: is-considered  nee~
essary for puposes of identification:

25 The mbssage, text, andartworlomust be
in’ good “taste “and in’ hiarmony. swvithithe
purpose of the magazine.

3. The advertisément should présent the

s positive-ments ol the prodict or service
and not discredit or disparageithose of
ccompetitors:Far comparisons basedion
substantial evidénce are acceptablo,

4. The advertisenient shiail b design
avaid deceiving or mifsleading thereadoer
i any Way.
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