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ABSTRACT 

 

The use of legal language in pharmaceutical advertising is a critical and complex issue that has 

garnered increased attention in recent years. This paper explores the multifaceted nature of this 

issue, emphasizing the pharmaceutical industry's reliance on advertising to promote products 

and the potential for manipulation and misinformation. Regulatory frameworks, particularly in 

the United States where the FDA oversees pharmaceutical advertising, play a pivotal role in 

ensuring truthful and balanced messaging. Legal language serves as a tool for regulatory 

compliance, but its use can also be a double-edged sword, providing essential information while 

potentially downplaying risks. Corpus analysis emerges as a powerful method for dissecting 

legal language in pharmaceutical advertising, uncovering patterns and trends in disclaimers, 

warnings, and disclosures. Researchers can scrutinize how these elements interact with other 

advertising messages, shedding light on the shaping of discourse around pharmaceutical 

products and its implications for consumer health and safety. The conclusion underscores the 

need for careful analysis and consideration of legal language's role in pharmaceutical 

advertising. While it can be instrumental in providing accurate information, there are concerns 

regarding consumer comprehension, potential information overload, and missed marketing 

opportunities. Despite these challenges, legal language serves a crucial purpose in safeguarding 

consumers and building trust. Efforts to simplify language, improve formatting, and explore 

alternative marketing approaches are suggested as potential solutions. The overarching goal is 

to strike a balance between legal compliance and effective communication, ultimately 

empowering consumers to make informed healthcare decisions prioritizing their safety and well-

being. 
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INTRODUCTION 

Pharmaceutical advertising has become a ubiquitous presence in modern society, with 

billboards, television commercials, and online advertisements constantly promoting the benefits 

of prescription drugs and over-the-counter medications (Johnson, 2018, p. 47). This industry has 
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grown tremendously over the past few decades, with billions of dollars being spent annually on 

pharmaceutical advertising. The aim of these ads is to inform consumers about the various 

treatments available to them, as well as to encourage them to discuss these options with their 

healthcare providers (Johnson, 2018, p. 47). 

One key aspect of pharmaceutical advertising is the use of legal language to ensure 

compliance with regulations and protect companies from legal liability. The use of legal 

language in pharmaceutical advertising has become increasingly important as regulators have 

become more vigilant about ensuring that advertising claims are truthful and not misleading. The 

use of disclaimers, warnings, and disclosures has become a standard part of pharmaceutical 

advertising in order to mitigate potential legal risks (Lyles, 2018). 

However, the use of legal language in pharmaceutical advertising is not without 

controversy. Critics argue that these disclaimers, warnings, and disclosures are often presented in 

a way that downplays the risks associated with these products, while simultaneously highlighting 

their benefits. Moreover, the complexity of legal language can often make it difficult for 

consumers to fully understand the potential risks and benefits of the products being advertised. 

This can lead to consumers being misled about the true nature of these drugs and their potential 

side effects. 

In order to better understand the use of legal language in pharmaceutical advertising, this 

paper will use corpus analysis to examine a sample of pharmaceutical advertising texts (Karfakis 

& Kambanaros, 2019). Corpus analysis is a powerful tool that enables researchers to analyze 

large volumes of text in order to identify patterns and trends in language use. By examining the 

frequency and types of disclaimers, warnings, and disclosures used in these advertisements, we 

can gain a better understanding of how legal language is used to shape the discourse surrounding 

pharmaceutical products. 

One of the key findings of this analysis is that the use of legal language in pharmaceutical 

advertising has become increasingly standardized over time (Karfakis & Kambanaros, 2019). 

This standardization reflects the efforts of regulators to create clear guidelines for how 

pharmaceutical companies must disclose information about the risks and benefits of their 

products. These guidelines have helped to ensure that consumers are provided with accurate 

information about these products, while also protecting companies from potential legal liability. 

However, this standardization has also had the effect of making pharmaceutical 

advertising less transparent and less informative. Many advertisements use complex legal 

language that can be difficult for consumers to understand, while also downplaying the potential 

risks associated with these products. This can lead to consumers being misled about the true 

nature of these drugs and their potential side effects. 

Another important finding of this analysis is that the use of legal language in 

pharmaceutical advertising is often highly strategic. Advertisements often use linguistic 

strategies such as euphemisms, minimization, and ambiguity to downplay the risks associated 

with these products, while also highlighting their benefits. For example, an advertisement for a 
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weight loss drug might use the phrase "mild gastrointestinal discomfort" to describe potentially 

serious digestive issues that could arise from taking the medication. 

Overall, the use of legal language in pharmaceutical advertising is a complex and 

controversial issue. While the use of disclaimers, warnings, and disclosures has become 

standardized over time, critics argue that these elements are often presented in a way that 

downplays the risks associated with these products. Moreover, the use of complex legal language 

can make it difficult for consumers to fully understand the potential risks and benefits of these 

drugs. As such, it is important for regulators to continue to monitor and regulate pharmaceutical 

advertising in order to ensure that consumers are provided with accurate and informative 

information about these products. 

THEORETICAL BACKGROUND 

Sociolinguistics: 

Sociolinguistics is a field of study that recognizes the importance of social context in 

shaping and being shaped by language use. In the case of pharmaceutical advertising, language 

use is influenced by social structures, cultural norms, and economic factors. Pharmaceutical 

companies may use language that is specific to a particular demographic group or region to 

appeal to their target audience, as well as language that aligns with cultural norms or 

expectations to create a sense of familiarity and trust among the intended audience. 

Understanding the intended audience and the social context in which the language is produced is 

crucial, as the language used in these advertisements must be tailored to the needs and 

expectations of each group, whether it be medical professionals or the general public. By 

analyzing language use in pharmaceutical advertising through a sociolinguistic lens, we can 

better understand how language is used to communicate health information and promote 

pharmaceutical products. (Holmes & Meyerhoff, 2017; Scollon & Scollon, 2004; Trudgill, 2011) 

Language and Advertising: 

Language and advertising is a subfield of linguistics that explores how language is used 

to create persuasive messages in advertising contexts (O'Guinn et al., 2020). In the context of 

pharmaceutical advertising, language is used to promote products and to provide information 

about their safety and effectiveness. Persuasive strategies used in pharmaceutical advertising 

include emotional appeals, endorsements from medical professionals, and statistics about the 

product's efficacy (Fernandez & Chen, 2017). Legal language plays an important role in this 

process by providing companies with a framework for complying with regulations and protecting 

themselves from legal liability (Mackenzie & Pugh, 2016). Understanding how legal language is 

used in pharmaceutical advertising can help us to better understand the persuasive strategies used 

by pharmaceutical companies. By analyzing the use of legal language in pharmaceutical 

advertising, we can identify how companies are attempting to persuade consumers and medical 

professionals to use their products, as well as the extent to which legal regulations are shaping 

the content of these advertisements (Plassmann et al., 2012). 
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Corpus Linguistics: 

Corpus linguistics is a method of analyzing large collections of linguistic data, or 

corpora, to identify patterns and trends in language use (Baker, 2006). In the context of this 

research, corpus linguistics is well-suited for analyzing legal language in pharmaceutical 

advertising. The use of corpus linguistics allows for the identification of patterns in the use of 

legal language, including the frequency and types of legal claims made in pharmaceutical 

advertising. By applying corpus linguistics to the study of legal language in pharmaceutical 

advertising, we can gain a better understanding of the role of language in shaping advertising 

messages and the impact of legal regulations on advertising practices. Additionally, corpus 

linguistics allows for a more objective analysis of language use, which is particularly important 

in the context of legal language, where precise wording can have legal consequences (McEnery 

& Hardie, 2012). 

In conclusion, the theoretical background of this research draws on sociolinguistics 

(Gumperz & Hymes, 1972), language and advertising (O'Guinn et al., 2020), and corpus 

linguistics to investigate the use of legal language in pharmaceutical advertising. By examining 

the use of legal claims in pharmaceutical advertising, we can gain insight into the persuasive 

strategies used by pharmaceutical companies, as well as the impact of legal regulations on 

advertising practices. Understanding the role of language in shaping advertising messages is 

particularly important in the context of pharmaceutical advertising, where language use can 

impact the health and well-being of consumers and medical professionals. 

Additionally, this research can contribute to broader discussions about the role of 

language in shaping public perceptions of healthcare and medical treatments. The use of 

persuasive language in pharmaceutical advertising has been a topic of debate, with critics 

arguing that it can mislead consumers and medical professionals about the safety and 

effectiveness of products. By examining the use of legal language in pharmaceutical advertising, 

we can better understand how companies attempt to mitigate these concerns and comply with 

regulatory standards (Mackenzie & Pugh, 2016). 

Moreover, this research can have practical implications for policymakers and regulatory 

bodies. Understanding the patterns and trends in legal language use in pharmaceutical 

advertising can inform the development of regulations and guidelines for advertising practices. 

This, in turn, can help to ensure that advertising messages are accurate, transparent, and comply 

with legal standards. Additionally, this research can inform efforts to improve the 

communication of healthcare information to the public and to promote informed decision-

making about medical treatments (Fernandez & Chen, 2017). 

In summary, the theoretical background of this research draws on several fields to 

investigate the use of legal language in pharmaceutical advertising. By analyzing the patterns and 

trends in legal language use, we can gain insight into the persuasive strategies used by 

pharmaceutical companies and the impact of legal regulations on advertising practices. This 

research has broader implications for discussions about the role of language in shaping public 

perceptions of healthcare, as well as practical implications for policymakers and regulatory 

bodies. 
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Research Questions: 

1. What are the most commonly used legal terminologies in pharmaceutical advertising? 

2. How frequently are legal terminologies used in pharmaceutical advertising? 

3. What are the purposes and intents behind the use of legal language in pharmaceutical 

advertising? 

Objectives: 

1. To identify the most commonly used legal terminologies in pharmaceutical advertising 

by reviewing the relevant literature and analyzing the collected corpus. 

2. To determine the frequency of occurrence of legal terminologies in pharmaceutical 

advertising by using the concordance tool and calculating their frequency distribution. 

3. To analyze the purposes and intents behind the use of legal language in pharmaceutical 

advertising by examining the contexts in which legal terminologies are used and 

conducting a literature review of the regulatory requirements and guidelines that govern 

pharmaceutical advertising. 

PROBLEM STATEMENT 

The use of legal language in pharmaceutical advertising is a complex issue that requires 

careful consideration. On the one hand, legal language serves an important role in ensuring that 

pharmaceutical companies comply with regulations and provide accurate information to 

consumers about the benefits and risks of their products. However, the excessive use of legal 

language may lead to confusion and misinterpretation of the message by the target audience, 

potentially resulting in negative health outcomes for consumers. This is particularly true for 

vulnerable populations such as the elderly or those with limited health literacy. 

Pharmaceutical companies have a legal and ethical obligation to provide accurate and 

complete information about their products to consumers. However, the marketing of 

pharmaceuticals is a highly competitive industry, and companies are under pressure to make their 

products stand out in a crowded marketplace. In this context, legal language may be used 

strategically to make products appear safer or more effective than they actually are. 

One way that legal language can be used to manipulate consumers is through the use of 

disclaimers, warnings, and disclosures. These legal terms are intended to inform consumers 

about the risks and side effects of a product, but they can also be used to downplay the severity 

of these risks or to distract consumers from other, more important information. For example, a 

pharmaceutical company might include a lengthy list of potential side effects in an 

advertisement, but present them in a way that makes them seem less important than the benefits 

of the product. This can lead consumers to underestimate the risks associated with the drug and 

to make decisions that are not in their best interests. 

Another way that legal language can be used to manipulate consumers is through the use 

of vague or misleading language. Pharmaceutical companies may use legal terminology that is 

difficult for consumers to understand, or that is open to multiple interpretations. This can create 
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confusion and uncertainty among consumers, making them more likely to rely on the claims 

made by the company rather than seeking out independent sources of information. 

The use of legal language in pharmaceutical advertising is a particularly important issue 

given the increasing prevalence of prescription drug use in the United States. According to the 

Centers for Disease Control and Prevention (CDC), approximately 50% of Americans take at 

least one prescription drug, and 12% take five or more prescription drugs. This means that the 

potential impact of misleading or confusing pharmaceutical advertising is significant, as it can 

affect a large number of people. 

One potential solution to the problem of misleading or confusing pharmaceutical 

advertising is to require companies to use plain language in their advertisements. Plain language 

is a style of writing that is easy to understand and free of jargon or technical terms. The use of 

plain language can help ensure that consumers understand the risks and benefits of a product, and 

can make informed decisions about their healthcare. 

Another potential solution is to require companies to provide more comprehensive 

information about their products. This could include requiring companies to disclose the results 

of all clinical trials, rather than just the ones that are favorable to the product. It could also 

include requiring companies to provide more detailed information about potential side effects, 

and to present this information in a way that is easy for consumers to understand. 

In addition to regulatory solutions, there is also a need for increased consumer education 

about pharmaceutical advertising. Many consumers may not be aware of the potential risks 

associated with prescription drugs, or of the ways in which pharmaceutical companies may use 

legal language to manipulate their perceptions of these risks. By educating consumers about 

these issues, and by providing them with the tools they need to evaluate the claims made by 

pharmaceutical companies, we can help ensure that consumers make informed decisions about 

their healthcare. 

In conclusion, the use of legal language in pharmaceutical advertising is a complex issue 

that requires careful consideration. While legal language serves an important role in ensuring that 

pharmaceutical companies comply with regulations and provide accurate information to 

consumers, the excessive use of legal language may lead to confusion and misinterpretation of 

the message by the target audience, potentially resulting in negative health outcomes. As 

prescription drug use continues to grow in the United States, it is essential that we find ways to 

address this issue and ensure that consumers have access to accurate and comprehensive 

information about the products they are using. 

To achieve this goal, we must work together to develop regulatory solutions that promote 

transparency and accountability in pharmaceutical advertising. This may include requiring 

companies to use plain language, disclose all clinical trial results, and provide more 

comprehensive information about potential side effects. We must also prioritize consumer 

education about the risks and benefits of prescription drugs, and provide consumers with the 

tools they need to evaluate the claims made by pharmaceutical companies. 
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Ultimately, the use of legal language in pharmaceutical advertising is a complex issue 

that requires a multifaceted approach. By working together to promote transparency, 

accountability, and consumer education, we can help ensure that consumers have access to 

accurate and reliable information about the products they are using, and can make informed 

decisions about their healthcare. 

METHODOLOGY 

To investigate the use of legal language in pharmaceutical advertising, a content analysis 

methodology was used. A sample of pharmaceutical advertisements was selected from a range of 

sources, including print media, television, and online platforms. The sample was chosen to 

include advertisements for a variety of prescription drugs and over-the-counter medications, and 

from a range of pharmaceutical companies. 

To ensure that the analysis was systematic and reliable, a coding scheme was developed 

that included a range of legal terminologies that are commonly used in pharmaceutical 

advertising. This coding scheme was based on previous research in the field, as well as 

consultation with legal and medical experts. 

Each advertisement was analyzed for the presence of legal language, including 

disclaimers, warnings, and disclosures. The frequency and location of legal language in the 

advertisements were also recorded, along with the context in which the legal language was used. 

Corpus Preparation 

After the corpus was prepared, the next step was to analyze the text data. The AntConc 

software was used as it is a powerful tool for text analysis, allowing for the identification of 

patterns and trends in large datasets. The software was particularly useful for identifying patterns 

of legal language use, including the frequency of legal terms and the contexts in which they were 

used. 

The text data was first converted to plain text format to remove any formatting or styling 

that could impact the analysis. This ensured that only the actual text of the advertisements was 

analyzed. Additionally, any non-relevant text, such as images and tables, was removed to ensure 

that the analysis only focused on the language used in the advertisements. 

One important consideration in the analysis was the consistency of language and 

character encoding. In order to accurately analyze the text data, it was necessary to ensure that all 

of the texts were in the same language and used the same character encoding. This was 

particularly important as pharmaceutical advertisements are often multilingual, and character 

encoding issues can lead to errors in the analysis. 

To address this issue, the texts were checked for consistency in language and character 

encoding. Any texts that were not in the same language or did not use the same character 

encoding were removed from the corpus. This ensured that the analysis was based on a 
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consistent set of data, and that any patterns or trends identified were valid across the entire 

corpus. 

Overall, the methodology used in this study was designed to provide a comprehensive 

analysis of the use of legal language in pharmaceutical advertising. By carefully preparing the 

corpus and using powerful text analysis tools, we were able to identify patterns and trends in 

legal language use, providing valuable insights into the potential effects of legal language on 

consumers. 

Medical Terminology Identification 

Medical terminologies are crucial in the field of pharmaceutical advertising as they help 

in effectively communicating the information about drugs and their benefits to medical 

professionals and patients. Understanding these terminologies is essential for analyzing the 

language used in pharmaceutical advertisements and evaluating their accuracy and efficacy. 

A review of the literature related to medical language in pharmaceutical advertising was 

conducted to identify the most commonly used medical terminologies in this context. The review 

involved analyzing published articles, academic journals, and other relevant sources of 

information. The results of the review identified several commonly used medical terminologies 

in pharmaceutical advertising, including: 

Pharmacokinetics: This term refers to how the body absorbs, distributes, metabolizes, and 

excretes a drug. It is important for medical professionals to understand this terminology when 

prescribing drugs to patients. 

Pharmacodynamics: This term refers to how a drug interacts with the body and produces 

its effects. Understanding pharmacodynamics is important for medical professionals to 

understand the mechanism of action of drugs. 

Efficacy: This term refers to how well a drug works in treating a specific condition. It is 

important for pharmaceutical companies to provide accurate information on the efficacy of their 

drugs in their advertising. 

Safety: This term refers to the potential adverse effects or risks associated with a drug. It 

is important for pharmaceutical companies to provide clear information on the safety profile of 

their drugs to both medical professionals and patients. 

Dosage: This term refers to the amount of a drug that is prescribed to a patient. It is 

important for medical professionals to understand the appropriate dosage of a drug to ensure its 

efficacy and safety. 

In conclusion, the review of the literature related to medical language in pharmaceutical 

advertising identified several commonly used medical terminologies. Understanding these 

terminologies is crucial for analyzing the language used in pharmaceutical advertisements and 
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evaluating their accuracy and efficacy. Medical professionals and patients should be aware of 

these terminologies to make informed decisions about drug treatment options. 

Legal Terminology Identification 

Legal language is an essential aspect of the pharmaceutical industry, particularly when it 

comes to advertising. It ensures that the information presented to the public about pharmaceutical 

products is accurate, truthful, and not misleading. Therefore, it is critical to identify and 

understand the legal terminologies used in pharmaceutical advertising. 

To accomplish this, a review of the literature related to legal language in pharmaceutical 

advertising was conducted. The review involved an analysis of various sources, including legal 

texts, guidelines, and published research articles. Through this process, the most commonly used 

legal terminologies in pharmaceutical advertising were identified. 

Some of the commonly used legal terminologies in pharmaceutical advertising include 

"contraindications," "side effects," "warnings," and "precautions." These terms are used to 

describe the potential risks associated with the use of a particular pharmaceutical product. Other 

legal terminologies used in pharmaceutical advertising include "FDA-approved," "off-label use," 

and "product labeling," which are crucial for complying with regulations set by regulatory 

agencies. 

Understanding legal language in pharmaceutical advertising is vital for ensuring 

compliance with regulatory guidelines, protecting public health, and avoiding legal 

consequences. Therefore, the identification and interpretation of legal terminologies in 

pharmaceutical advertising are essential skills for professionals in the pharmaceutical industry, 

including marketers, lawyers, and regulators. 

Concordance Analysis 

The legal terminologies were analyzed using the concordance tool in AntConc. A 

concordance is a listing of all occurrences of a word or phrase in the corpus, along with the 

surrounding words and phrases. For each legal term, a concordance was generated and analyzed 

to determine its frequency of occurrence and patterns of use. 

Collocation Analysis 

Collocation analysis is a technique used in computational linguistics to identify words 

that frequently co-occur with a target word. Collocations are word combinations that occur 

together more often than would be expected by chance. By analyzing collocations, researchers 

can gain insights into the relationships between words and the contexts in which they are used. In 

the legal domain, collocation analysis can provide valuable information about the words and 

phrases that are most commonly associated with legal terminologies. 
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In collocation analysis, the frequency of co-occurrence between a target word and its 

collocates is measured and compared to the frequency of the individual words in the corpus. The 

most common collocates are then identified, and their patterns of use are analyzed. For example, 

if the target word is "contract," the most common collocates might include "agreement," 

"clause," "parties," and "breach." By examining the patterns of co-occurrence between these 

words, researchers can gain insights into the way in which the word "contract" is used in legal 

contexts. 

Collocation analysis is particularly useful in the legal domain, where precise language is 

essential. Legal terms often have specific meanings that are closely tied to their context. By 

analyzing collocations, researchers can identify the specific contexts in which legal terms are 

used, and gain a deeper understanding of their meaning. For example, the word "murder" might 

be closely associated with collocates such as "premeditation," "weapon," and "intent." By 

examining the patterns of co-occurrence between these words, researchers can gain insights into 

the legal concept of murder, and the circumstances under which it is considered a crime. 

In addition to providing insights into the meaning of legal terms, collocation analysis can 

also be used to identify patterns of language use. Legal language is often highly formulaic, and 

specific phrases and constructions are used in particular contexts. By analyzing collocations, 

researchers can identify these patterns of language use, and gain insights into the stylistic 

conventions of legal writing. For example, the phrase "hereinafter referred to as" is a common 

collocate of legal terms such as "defendant" and "plaintiff." By examining the patterns of co-

occurrence between these words, researchers can gain insights into the way in which legal 

documents are structured and written. 

Contextual Analysis 

Finally, a contextual analysis was conducted to analyze the contexts in which the legal 

and medical terminologies are used in the corpus. This analysis helps to gain insights into the 

purpose and intent behind the use of legal language in pharmaceutical advertising.  

The methodology used in this study provides a comprehensive approach to analyzing the 

use of legal language in pharmaceutical advertising, with a specific focus on legal terminologies. 

The use of AntConc software enables a detailed analysis of the corpus and provides valuable 

insights into the patterns and contexts of legal language use in this context. 

Contextual analysis involves examining the surrounding text and the broader context in 

which the legal and medical terminologies are used. This analysis helps to gain a deeper 

understanding of the purpose and intent behind the use of legal language in pharmaceutical 

advertising. The analysis considers factors such as the target audience, the product being 

advertised, and the regulatory framework in which the advertising takes place. 

The corpus used for this study was selected based on specific criteria, such as the 

relevance and representativeness of the text. The corpus was collected from a variety of sources, 

including print advertisements, online ads, and promotional materials. The corpus size was also 

taken into consideration to ensure that it was sufficient for analysis. 
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The use of AntConc software allowed for a detailed analysis of the corpus. The software 

provides a range of analytical tools, including concordance and collocation analysis, which help 

to identify the patterns and trends in the use of legal language in pharmaceutical advertising. 

The identification of medical and legal terminologies was based on a review of relevant 

literature. The literature review helped to identify the most commonly used terminologies in 

pharmaceutical advertising and ensured that the analysis was comprehensive. 

Overall, the methodology used in this study provides a rigorous and systematic approach 

to analyzing the use of legal language in pharmaceutical advertising. The findings of this study 

are expected to contribute to a better understanding of the role of legal language in 

pharmaceutical advertising and its impact on consumers. 

ANALYSIS AND RESULTS 

1. Medical terminologies includes: 

Words Frequencies 

Anemia 119 

chronic 146 

diabetes 252 

fatigue 41 

bradycardia 16 

edema 377 

cardiomyopathy 86 

asthma 27 

cough 92 

dyspnea 95 

Acute 44 

dysuria 27 

Abdomen 76 

Cardiac 33 

angina 23 

apnea 35 

capillary 2 

hematuria 4 

graft 9 

surgery 6 

cholesterol 4 

arrhythmia 2 

arthritis 1 

blood pressure 3 

2. Legal terminologies includes: 
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Words Frequencies 

Restitution 1 

Warrant 1 

Verdict 1 

Precedent 1 

3. Concordance Analysis 

 
4. Collocation Analysis 
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5. Contextual Analysis 

Pharmaceutical advertising is an important aspect of promoting and selling medications. 

However, it is also subject to strict regulations set by government agencies such as the FDA in 

the United States. Legal language is used in pharmaceutical advertising for two primary 

purposes: regulatory compliance and risk mitigation. 

Regulatory Compliance:  

Regulatory compliance is essential in pharmaceutical advertising. The FDA regulates 

pharmaceutical advertising to ensure that companies provide accurate and balanced information 

about their products. The use of legal language in pharmaceutical advertising is necessary to 

comply with these regulations. The language used in advertisements must be clear, truthful, and 

not misleading. By including legal language in their advertisements, pharmaceutical companies 

can reduce the risk of regulatory action or legal liability. 

Pharmaceutical companies also use legal language to mitigate potential risks associated 

with their products. By providing information about potential side effects, drug interactions, and 

other risks, companies can minimize the risk of harm to patients and reduce their own liability. It 

is important for companies to be transparent about the risks associated with their products and to 

provide this information upfront to ensure patient safety. 

Risk mitigation 

While legal language can be complex and difficult to understand for some patients, it is 

important for companies to provide this information in a clear and accurate manner. Patients 
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have the right to be fully informed about the benefits and risks of a particular medication before 

they decide to use it. The use of legal language in pharmaceutical advertising ensures that 

patients are informed about the benefits and risks of a particular medication, and that 

pharmaceutical companies comply with regulatory requirements. 

Moreover, legal language in pharmaceutical advertising also helps to build trust and 

credibility with patients. By providing accurate and comprehensive information, pharmaceutical 

companies can show that they prioritize patient safety and are committed to ethical practices. 

This can help to strengthen the relationship between patients and healthcare providers, which is 

essential for improving health outcomes. 

In summary, legal language in pharmaceutical advertising plays a crucial role in ensuring 

regulatory compliance, mitigating potential risks, and informing patients about the benefits and 

risks of a particular medication. It is important for pharmaceutical companies to use legal 

language in a clear and accurate manner to ensure patient safety and build trust with patients and 

healthcare providers 

 

Medical Terminologies Legal Terminologies 

Words Frequency Words Frequency 

Anemia 119 Restitution 1 

chronic 146 Warrant 1 

diabetes 252 Verdict 1 

fatigue 41 Precedent 1 

bradycardia 16   

edema 377   

cardiomyopathy 86   

asthma 27   

cough 92   

dyspnea 95   

Acute 44   

dysuria 27   

Abdomen 76   

Cardiac 33   

angina 23   

apnea 35   

capillary 2   

hematuria 4   

graft 9   

surgery 6   

cholesterol 4   

arrhythmia 2   

arthritis 1   

blood pressure 3   
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DISCUSSION 

The use of legal language in pharmaceutical advertising is a complex issue that has 

garnered much attention in recent years. The pharmaceutical industry is a multi-billion dollar 

industry that relies heavily on advertising to promote its products to consumers. While 

advertising can be an important tool for providing information to consumers, it can also be used 

to manipulate and mislead them. This is particularly true in the case of pharmaceutical 

advertising, where the stakes are high and the consequences can be severe. 

Regulatory requirements and legal frameworks that govern advertising practices are an 

important consideration when analyzing the use of legal language in pharmaceutical advertising. 

In the United States, the FDA regulates pharmaceutical advertising and requires that advertising 

be truthful, balanced, and not misleading. The use of legal language is an important component 

of regulatory compliance, ensuring that ads are accurate and balanced in their messaging. 

However, the use of legal language can also be a double-edged sword. On the one hand, 

it can provide consumers with important information about the risks and benefits of a product. 

On the other hand, it can also be used to downplay or distract from negative information about a 

product, or to create a false sense of security about its safety and efficacy. For example, some ads 

may use legal disclaimers to suggest that a product is safe and effective, while burying important 

warnings and disclosures in small print or using language that is difficult for consumers to 

understand. 

Corpus analysis is a powerful tool for analyzing the use of legal language in 

pharmaceutical advertising. By examining a sample of advertising texts, researchers can identify 

patterns and trends in language use, such as the frequency and types of disclaimers, warnings, 

and disclosures used. They can also analyze how these messages are presented in relation to 

other advertising messages, such as claims about a product's benefits or effectiveness. This type 

of analysis can provide valuable insights into the ways in which legal language is used to shape 

the discourse surrounding pharmaceutical products, and the implications of these practices for 

consumer health and safety. 

In conclusion, the use of legal language in pharmaceutical advertising is a complex issue 

that requires careful analysis and consideration. While legal language can be an important tool 

for providing consumers with accurate and balanced information about a product, it can also be 

used to manipulate and mislead them. By using corpus analysis to examine the use of legal 

language in pharmaceutical advertising, researchers can gain a better understanding of the ways 

in which language is used to promote pharmaceutical products and the ethical and legal 

implications of these practices. This type of research can contribute to the development of more 

effective regulations and guidelines for pharmaceutical advertising, and ultimately help to protect 

the health and safety of consumers. 

CONCLUSION 
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The use of legal language in pharmaceutical advertisements is an important topic of 

discussion in the healthcare industry. As demonstrated in this research paper, legal language is 

necessary to ensure that pharmaceutical advertisements are truthful and not misleading. 

However, it can also be problematic in a number of ways. 

One of the most significant concerns related to the use of legal language is that it may be 

difficult for consumers to understand. The complex nature of legal language, coupled with the 

often small size and difficult-to-read formatting of disclaimers and other legal statements, may 

result in consumers ignoring or failing to comprehend important information about the products 

being advertised. This can be especially concerning when it comes to warnings and precautions, 

which are critical for consumers to understand in order to use the products safely and effectively. 

Another issue with the use of legal language is that it may detract from the overall 

message of the advertisement. If the legal language is too complex or takes up too much space, 

consumers may become overwhelmed and lose interest in the product being advertised. This can 

make it difficult for companies to effectively market their products and can result in missed 

opportunities to help consumers make informed healthcare decisions. 

Despite these concerns, it is important to recognize that the use of legal language in 

pharmaceutical advertisements serves an important purpose. By ensuring that advertisements are 

truthful and not misleading, legal language helps to protect consumers from harm and supports 

their ability to make informed healthcare decisions. Moreover, the use of legal language can help 

to build trust between pharmaceutical companies and consumers, by demonstrating that 

companies are committed to providing accurate information about their products. 

Given the importance of legal language in pharmaceutical advertisements, it is critical 

that efforts be made to ensure that this language is as accessible and understandable as possible. 

One potential solution is to work on simplifying the language used in disclaimers and other legal 

statements, so that consumers are better able to understand the information being presented. This 

could be achieved through the use of plain language, clear formatting, and other strategies aimed 

at making legal language more accessible to the general public. 

In addition, companies could explore alternative approaches to marketing their products 

that rely less heavily on legal language. For example, rather than focusing solely on the legal 

requirements associated with advertising their products, companies could work to highlight the 

benefits and unique features of their products in ways that are more engaging and accessible to 

consumers. 

Overall, the use of legal language in pharmaceutical advertisements is a complex issue 

with no easy solutions. However, by working to find ways to make legal language more 

accessible and to balance the need for legal compliance with the need to effectively market 

products, companies and healthcare professionals can help to ensure that consumers are able to 

make informed healthcare decisions that prioritize their safety and well-being. 
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