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What Was Tested Video

Video Hims & Hers Big Game Commercial: “Sick of the Syste…
text/uri-list URL

Hims & Hers 2025 commercial

Research Context

Executive Summary

Research Context

OBJECTIVE

Increase brand awareness and drive website traffic for medical weight loss solutions.

CHANNEL

National TV, YouTube, and Social Media

CONTEXT NOTES

"High-stakes Super Bowl ad targeting a broad US audience with a disruptive health

message."

CONTENT TESTED

This high-energy commercial uses a fast-paced montage of historical footage,

medical imagery, and diverse lifestyle shots to critique the American healthcare

system as profit-driven and ineffective regarding obesity. The tone shifts from a…
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OVERALL SCORE

6.7/10

Overall

Sentiment Breakdown

Positive: 6 (50%) Neutral: 2 (17%) Negative: 4 (33%)

Score Distribution

0.3-0.6 8%

0.6-1.0 92%

Question Score Overview

What's your immediate first impressio… ✓ 0.0/10

What stands out to you most about thi… ✓ 0.0/10

How does this content make you feel? ✓ 0.0/10

Did anything about the way this looke… ✓ 8.5/10

Did everything in this video feel lik… 4.5/10

After seeing this, was it crystal cle… ✓ 8.5/10

Did the call-to-action jump out at yo… ✓ 9.5/10

Did the call-to-action appear at the … ✓ 8.3/10

Did this make you feel motivated to t… 5.8/10

How strongly did this make you feel s… ✓ 8.1/10

When you think about this brand's per… 7.2/10

Does this feel like it was made for s… ⚡ 5.3/10

Did this take you on any kind of jour… 7.3/10

Was there anything about this that su… ✓ 7.7/10

Did the ending feel worth it? Like, a… 5.0/10
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What problem does this solve for you,… ✓ 7.8/10

Did you find the claims in this convi… 4.2/10

Did anything make you hesitate or thi… 5.2/10

Did this feel trustworthy to you? Was… 4.8/10

The ad frames obesity as a systemic f… ✓ 0.0/10

If you saw this during the Super Bowl… ✓ 0.0/10

The commercial uses a visual style re… ✓ 0.0/10

How do you think your social circle w… ✓ 0.0/10

What specific image or phrase from th… ✓ 0.0/10

What, if anything, feels unclear or c… ✓ 0.0/10

If you could change one thing about t… ✓ 0.0/10

Who might this content NOT work well … ✓ 0.0/10

What concerns or reservations do you … ✓ 0.0/10

Top Takeaways

STRONGEST ASPECTS

• CTA visibility achieved near-perfect scores (0.94/1.0) with unanimous recognition that
brand name and URL were impossible to miss through multiple reinforcement mechanisms
—visual text, verbal callout, and product branding—directly supporting the brand
awareness objective.

• Production quality scored exceptionally high (0.85/1.0) with universal recognition of
Super Bowl-caliber execution. Participants compared the documentary aesthetic to Netflix
exposés and Vice News, differentiating dramatically from typical pharmaceutical
advertising.

• Emotional intensity scored strongly (0.80/1.0) with 'built to keep us sick' emerging as the
universal emotional peak. The systemic blame framing was recognized as unprecedented
for weight loss advertising and highly effective at removing shame barriers.

• Value proposition clarity (0.78/1.0) resonated across all demographics—the 'access +
affordability + no shame' trifecta addresses real market gaps during GLP-1 shortages.
Even skeptical medical professionals acknowledged this as a 'massive selling point' for
underserved patients.

WEAKEST ASPECTS

• Proof/support scored lowest (0.42/1.0) with universal criticism that 'doctor-trusted' and
'formulated in USA' are marketing terms, not clinical evidence. All 12 participants—
regardless of background—identified the critical gap between emotional proof of the
problem and clinical proof of the solution's safety.
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• Satisfaction/payoff scored poorly (0.50/1.0) with consistent criticism of scale mismatch:
the 'systemic revolution' framing creates expectations that a subscription service cannot
fulfill. Participants described the ending as 'anticlimactic' after the documentary-style
setup.

• Perceived trust scored low (0.48/1.0) with participants distinguishing between trusting
the message (high) and trusting the product (low). The high production value created
suspicion rather than reassurance for medical content, with one participant comparing it
to a 'pill mill.'

• Consistency scored weakest among production metrics (0.45/1.0) with the tonal shift
from 'documentary exposé' to 'lifestyle commercial' creating friction. Multiple participants
described it as 'two different videos mashed together.'

Key Insights

CROSS-QUESTION PATTERNS

• Safety concerns appeared in 10+ questions across all participant types, from first
impressions through closing concerns. Medical professionals consistently raised
compounding risks, monitoring gaps, and care fragmentation, while general consumers
expressed vaguer but persistent safety hesitation.

• The trust-credibility paradox emerged repeatedly: high production value and emotional
resonance built engagement but simultaneously triggered skepticism about authenticity.
Participants trusted the problem framing but distrusted the solution, creating a conversion
barrier.

• Professional vs. personal relevance divergence appeared across multiple questions—
participants consistently rated personal motivation low but target audience motivation
high, suggesting the focus group composition (heavy on medical professionals) skews
aggregate scores while validating target audience fit.

• The 'two videos' perception surfaced in consistency, emotional journey, and satisfaction
questions—the tonal shift from documentary gravity to lifestyle commercial was
universally noticed and created friction even among those who recognized it as intentional
marketing design.

Actionable Recommendations

• Develop supplementary content featuring a real physician speaking directly to camera
about safety protocols, compounding pharmacy accreditation, and monitoring
procedures. This addresses the universal proof deficit without compromising the Super
Bowl spot's emotional impact.

• Create follow-up content that explicitly addresses the compounded vs. FDA-approved
distinction, including bioequivalence data and quality control processes. The current
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ambiguity around 'formulated in USA' is the primary source of confusion and trust erosion
across all participant segments.

• Prepare medical professional-targeted materials that address clinical concerns: adverse
event protocols, PCP notification processes, contraindication screening, and side effect
management. Healthcare providers represent both potential referral sources and the most
vocal critics.

• Consider developing slower-paced content for older demographics (65+) who found the
current editing 'frantic.' This segment represents significant purchasing power and weight
loss need but feels excluded by the tech-forward delivery model.

• Bridge the 'systemic change' messaging with 'individual solution' reality by showing how
individual access contributes to broader change—perhaps featuring community impact or
policy advocacy alongside the product offering.
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Question Details

What's your immediate first impression of this content?

The commercial successfully achieves its primary goal of grabbing attention through an
aggressive, documentary-style approach that differentiates it from traditional
pharmaceutical advertising. All 12 participants noted the content's intensity and departure
from category norms. However, this strength creates a double-edged sword: while it
generates immediate engagement, it also triggers skepticism among medically-informed
viewers who question the abrupt transition from systemic critique to commercial solution.
For the Super Bowl context targeting broad awareness, the attention-grabbing approach
is effective, but the brand should anticipate that healthcare professionals will scrutinize
the claims more critically.

REPRESENTATIVE QUOTES

"It hits hard—honestly, it feels more like a trailer for a Netflix documentary on the social
determinants of health than a pharmaceutical commercial. (2402424b-6f98-46cf-9d74-
6666e1f85f4d)"

"The pivot from 'societal failure' to 'download an app for medication' feels... abrupt. It
trivializes the complexity of metabolic health. (ae5416cb-336d-4d1f-af14-
4be107182cb5)"

"It hits hard, honestly. As a resident, I see the end-stage results of what they're talking
about—the metabolic syndrome, the heart failure—every single shift. (ba7241e4-c8c8-
4747-aa77-b07338f33b33)"

What stands out to you most about this content?

The most memorable element across all participants is the bold narrative pivot from
blaming individuals to blaming 'the system'—a departure that resonates emotionally while
raising questions about authenticity. The visual contrast between the dark 'problem'
footage and bright 'solution' imagery is universally noticed, though interpretations vary:
marketers see effective conversion design, while clinicians see manipulation. Critically,
several participants flagged the 'formulated in USA' language as a potential red flag,
suggesting the brand should anticipate scrutiny around FDA approval status. For brand
awareness goals, the standout elements are highly effective at differentiation; for trust-
building, they may require additional substantiation.

REPRESENTATIVE QUOTES

"The explicit call-out of the 'system' being broken rather than the individual body. Hearing
a commercial say 'It's not our bodies, it's the system' is a massive pivot from the
traditional 'diet culture' marketing. (2402424b-6f98-46cf-9d74-6666e1f85f4d)"

"The claim 'formulated in the USA' caught my eye; in my field, we usually look for FDA
approval status rather than just the country of formulation. (ae5416cb-336d-4d1f-af14-
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4be107182cb5)"

"They are trying to position themselves as the anti-pharma pharma company... This is
trying to start a fight. (d6a35af9-c9e1-4951-9969-59b75ee46912)"

How does this content make you feel?

The content successfully generates strong emotional engagement, but the dominant
feeling is 'conflicted'—a mix of validation and skepticism that appears across nearly all
participants. The validation stems from the accurate framing of obesity as a systemic
issue, which resonates with both medical professionals and general consumers. However,
this positive emotional foundation is undermined by concerns about the solution's safety
and legitimacy. For the brand awareness objective, this emotional complexity is actually
valuable: it creates memorable, conversation-worthy content. However, the skepticism
component suggests that follow-up messaging should address safety concerns to convert
awareness into action.

REPRESENTATIVE QUOTES

"I feel a mix of validation and professional caution. Validation because they are finally
acknowledging the metabolic and environmental factors of obesity, which is scientifically
accurate. But caution because using such a powerful, activist-style message to sell
compounded medications feels like a very aggressive conversion play. (2402424b-6f98-
46cf-9d74-6666e1f85f4d)"

"Honestly? Apprehensive. As a physician, I worry when complex metabolic diseases are
framed with this level of marketing gloss. (fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

"Honestly? Conflicted. Es complicado. Part of me feels validated because yes, the food
system *is* trash and obesity isn't just about willpower. But then I feel a little... skeptical?
(54c925b1-03c9-4c5e-8ddf-7fab639630de)"

Did anything about the way this looked or sounded bother you, or did it all

feel polished and professional?

8.5/10

Production quality is a clear strength, with a mean score of 4.33/5.0 and universal
recognition of professional, high-budget execution. The content meets Super Bowl
advertising standards and differentiates from typical pharmaceutical advertising through
its documentary aesthetic. However, two concerns emerged: (1) older demographics may
find the pacing inaccessible, and (2) some medical professionals felt the polish was
manipulative rather than reassuring for a health product. For the brand awareness
objective, the production quality strongly supports memorability and shareability. The
brand should consider whether supplementary content with slower pacing might better
serve older demographics.

REPRESENTATIVE QUOTES

"It's undeniably polished. The editing rhythm, the sound design building tension, the color
grading—it's top-tier agency work. (2402424b-6f98-46cf-9d74-6666e1f85f4d)"
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"Oh, the production is top tier. The editing is fast, the sound design with that glitchy
effect—it's very Gen Z, very social media optimized. It looks expensive. (54c925b1-03c9-
4c5e-8ddf-7fab639630de)"

"It looks very expensive, I'll give them that. The pictures were sharp. However, the editing
was a bit frantic. At my age, I prefer things to sit still long enough for me to get a good
look at them. (c21542f9-9478-42a7-a919-51750f42c4f5)"

Did everything in this video feel like it belonged together, or were there

moments that felt out of place or jarring to you?

4.5/10

Consistency is the weakest metric, with a mean of 3.0 and significant bimodal distribution.
The tonal shift from 'documentary exposé' to 'lifestyle commercial' is universally noticed,
but interpretations diverge sharply. Marketing professionals recognize this as intentional
'agitate-solve' design, while general consumers and medical professionals experience it
as dissonant. For brand awareness, this jarring quality may actually enhance memorability.
However, for building trust and driving action, the inconsistency undermines credibility—
particularly for medical professionals who may influence patient decisions. The brand
should consider whether a more gradual tonal transition could preserve the emotional arc
while reducing the 'two different videos' perception.

REPRESENTATIVE QUOTES

"The transition is jarring, but I think that's the point. It follows a classic 'agitate-solve'
marketing framework. It felt cohesive in its narrative arc, even if the visual styles were
deliberately opposing. (2402424b-6f98-46cf-9d74-6666e1f85f4d)"

"It felt like two different videos mashed together. The first half was this intense societal
critique, super gritty. The second half was basically a skincare commercial but for weight
loss drugs. (54c925b1-03c9-4c5e-8ddf-7fab639630de)"

"It feels like two different narratives stapled together to manufacture consent for the
purchase. (fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

After seeing this, was it crystal clear what you're supposed to do next? Did

the action feel specific and obvious, or vague and confusing?

8.5/10

CTA clarity scores strongly at 0.85/1.0, with high consensus that the marketing action
(visit website) is unmistakable. The brand name and URL are prominently displayed with
verbal reinforcement. However, a secondary clarity gap exists around the medical
specifics: what medication, what consultation process, what safety protocols. For the
brand awareness objective, the CTA clarity is excellent—viewers know exactly where to
go. For conversion optimization, the brand should consider whether additional clarity
about the consultation process would reduce friction for hesitant prospects.

REPRESENTATIVE QUOTES

"It was quite clear. Go to Hims.com or Hers.com. They didn't overcomplicate that part,
which I appreciate. The instruction is specific. (2fd830f3-3f01-42d4-82ea-
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ade85512fbcb)"

"Crystal clear. Go to the website, get the meds. They made it seem as easy as ordering
Uber Eats. (ba7241e4-c8c8-4747-aa77-b07338f33b33)"

"The instruction is clear: go to the website/app. However, the *medical* clarity is lacking.
It does not explicitly state which specific molecule or formulation is being offered.
(fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

Did the call-to-action jump out at you, or did you have to hunt for it? Could

you spot it immediately or did it blend into everything else?

9.5/10

CTA visibility achieves near-perfect scores (0.94/1.0) with the highest consensus of any
metric. Every participant confirmed the brand name and URL were impossible to miss,
with multiple reinforcement mechanisms (visual text, verbal callout, product branding).
This is a clear execution strength that directly supports the brand awareness objective.
The visibility ensures that even casual Super Bowl viewers will register the brand name
and know where to find more information.

REPRESENTATIVE QUOTES

"You couldn't miss it. The large text on screen and the verbal reinforcement left no
ambiguity. It was well-placed visually. (2fd830f3-3f01-42d4-82ea-ade85512fbcb)"

"Very visible. The text overlays were bold, and the final URL placement was standard. You
couldn't miss the brand name. (2402424b-6f98-46cf-9d74-6666e1f85f4d)"

"It was impossible to miss. The branding was plastered on the boxes, the screen, the vials.
(d6a35af9-c9e1-4951-9969-59b75ee46912)"

Did the call-to-action appear at the right moment? Was it too early (before

you understood the offer), too late (you might have scrolled away), or just

right?

8.3/10

CTA timing scores well at 0.82/1.0 with high consensus and clustered distribution.
Participants universally recognized the strategic logic of building the emotional case
before introducing the solution. The 'villain-hero-action' narrative structure is effective for
both awareness and conversion. Notably, even critical participants acknowledged the
timing was 'optimized for conversion.' This represents solid execution that supports the
brand awareness objective by ensuring viewers are emotionally primed before receiving
the brand message.

REPRESENTATIVE QUOTES

"The timing was right. They needed that long runway to build the emotional case—the
'why'—before introducing the 'how.' If they had pitched the pills too early, it would have
felt predatory. (2402424b-6f98-46cf-9d74-6666e1f85f4d)"

"The timing was appropriate. They made their argument, presented the solution, and then
told you where to get it. Any earlier would have been premature. (2fd830f3-3f01-42d4-
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82ea-ade85512fbcb)"

"It came right at the end, after they built the case. Standard triage logic—assess the
problem, then intervene. It worked. (ba7241e4-c8c8-4747-aa77-b07338f33b33)"

Did this make you feel motivated to take action right now, or did it feel like

something you could easily put off? What would have made you more likely

to click?

5.8/10

CTA motivation shows the most interesting pattern: a mean of 0.55 with bimodal
distribution where participants consistently rated personal motivation low but target
audience motivation high. This suggests the content is well-targeted but the focus group
composition (heavy on medical professionals) skews the aggregate score. For the brand
awareness objective, this is actually positive: the content successfully identifies and
motivates its target audience (people frustrated by cost, access, and shame). The
'motivation to research' finding suggests the content drives website traffic even among
skeptical viewers, supporting the stated objective. However, conversion to purchase may
require additional trust-building content.

REPRESENTATIVE QUOTES

"For the general population feeling stuck? Highly motivating. It removes the shame
barrier, which is the biggest hurdle in weight loss adoption. (2402424b-6f98-46cf-9d74-
6666e1f85f4d)"

"For me personally? Zero motivation. But for the general public, who are frustrated by
cost and access? I suspect this will be very motivating. (d6a35af9-c9e1-4951-9969-
59b75ee46912)"

"Motivated to click 'buy' immediately? No. Motivated to open a new tab and research what
'compounded medications' actually are? Yes. (2fd830f3-3f01-42d4-82ea-
ade85512fbcb)"

How strongly did this make you feel something? Was there a moment that

really hit you emotionally?

8.1/10

Emotional intensity scores strongly at 0.80/1.0 with high consensus. The content
successfully generates powerful emotional responses, with the phrase 'built to keep us
sick' emerging as the universal emotional peak. Notably, the emotional intensity is front-
loaded in the first 30 seconds, with several participants noting the second half becomes
'commercial fluff.' For brand awareness, this emotional intensity is highly valuable—it
creates memorable, shareable content that will generate conversation. The specific
emotional triggers (systemic anger, mortality statistics) are well-chosen to resonate
across demographics while avoiding individual shame.

REPRESENTATIVE QUOTES

"That line 'It was built to keep us sick and stuck' hit hard. That sparked some real anger.
That was the emotional peak for sure. (54c925b1-03c9-4c5e-8ddf-7fab639630de)"
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"The line 'It was built to keep us sick' landed. I feel that frustration every time I have to
discharge a patient back into a food desert with just a prescription they can't afford.
(ba7241e4-c8c8-4747-aa77-b07338f33b33)"

"The statistic about 500,000 deaths hit home. I see the end stages of metabolic disease
in the wards—heart failure, diabetic foot infections. (7c0874fe-7865-457c-a107-
552f10ed41d1)"

When you think about this brand's personality, did the emotions you felt

while watching this fit with what you'd expect from them?

7.2/10

Emotional alignment scores moderately at 0.72/1.0, reflecting a recognized brand
evolution that creates some friction. Participants familiar with Hims & Hers acknowledge
this represents a 'maturity shift' from lifestyle products to serious healthcare, which is
strategically sound but creates temporary misalignment. The aggressive, activist tone fits
the 'disruptor' identity but conflicts with traditional healthcare expectations of calm
reassurance. For brand awareness, this tension may actually be beneficial—it signals that
Hims & Hers is different from traditional pharma. However, the brand should be aware that
older demographics and medical gatekeepers may find the tone inappropriate for medical
products.

REPRESENTATIVE QUOTES

"This feels like a maturity shift for Hims & Hers. They used to be very 'millennial pink' and
'minimalist cool.' This feels more like a healthcare advocate. (2402424b-6f98-46cf-9d74-
6666e1f85f4d)"

"It fits the brand's 'disruptor' persona. Hims & Hers operates in that grey zone between
lifestyle brand and healthcare provider. (fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

"It feels very... Silicon Valley. Disruptive. Aggressive. Does it fit the feeling of a trusted
family doctor? Not exactly. It feels more like a startup pitch than a medical consultation.
(2fd830f3-3f01-42d4-82ea-ade85512fbcb)"

Does this feel like it was made for someone like you? What about it

connects to your life, or what feels off?

5.3/10

Personal relevance shows the lowest mean (0.50) and widest divergence, which is actually
informative rather than problematic. The focus group composition (heavy on medical
professionals, high-income individuals) does not match the target audience (underserved,
frustrated patients). However, the high professional relevance among healthcare workers
is strategically valuable—these are potential referral sources. The key insight is that the
content successfully identifies its target audience while remaining relevant to adjacent
audiences (healthcare professionals, family members of target patients). For brand
awareness, this broad relevance supports word-of-mouth and social sharing even among
non-target viewers.

REPRESENTATIVE QUOTES
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"It's not for me as a patient, but it's hyper-relevant to my career. I deal with the fallout of
obesity daily. (ba7241e4-c8c8-4747-aa77-b07338f33b33)"

"Not particularly. I am fortunate to have excellent healthcare coverage and a good
relationship with my doctors here in the Bay Area. This feels targeted at those who are
either underinsured or intimidated by traditional clinical settings. (ae5416cb-336d-4d1f-
af14-4be107182cb5)"

"It's extremely relevant. I take pills for my pressure and my sugar. I count every penny
when the pharmacy bill comes. But this specific service? It feels geared toward younger
folks who live on their phones. (c21542f9-9478-42a7-a919-51750f42c4f5)"

Did this take you on any kind of journey emotionally, or did it feel pretty flat

the whole way through?

7.3/10

Emotional journey scores moderately well at 0.71/1.0, with universal recognition of a clear
narrative arc. The 'anxiety → anger → validation → empowerment' structure is effective
marketing psychology that participants identified regardless of whether they approved of
it. However, several participants noted the journey feels 'calculated' or 'manufactured,'
and the ending doesn't fully satisfy the magnitude of the problem setup. For brand
awareness, the emotional journey is highly effective—it creates a memorable, shareable
narrative. For trust-building, the brand should consider whether additional content can
extend the journey to include safety reassurance and realistic expectations.

REPRESENTATIVE QUOTES

"It takes you from anxiety and isolation to validation and community. It's a well-engineered
emotional arc designed to convert isolation into action. (2402424b-6f98-46cf-9d74-
6666e1f85f4d)"

"It was a very structured journey: Validation of anger -> Identification of the enemy (the
system) -> Presentation of the tool -> Empowerment. It's a classic hero's journey
structure condensed into a minute. (5db271c8-f632-4787-a6f9-4d284c822347)"

"It took me from indignation to skepticism. The journey to 'trust us, we're the future' felt
unearned without more transparency on the safety data. (56fe2184-9f82-4ac9-9dcb-
790fe0ef1a10)"

Was there anything about this that surprised you or felt different from what

you usually see?

7.7/10

Novelty scores strongly at 0.76/1.0 with high consensus that the content differentiates
from category norms. The explicit attack on the food industry and systemic blame framing
is universally recognized as unprecedented for pharmaceutical/weight loss advertising.
This novelty directly supports the brand awareness objective—the content will generate
conversation and social sharing precisely because it's different. However, several
participants noted the irony of anti-capitalist messaging from a commercial entity,
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suggesting the brand should be prepared for authenticity challenges. The novelty is a
clear competitive advantage for attention and memorability.

REPRESENTATIVE QUOTES

"Seeing a weight loss ad explicitly blame capitalism and the food industry instead of
telling you to 'just eat less'—that is new. Usually, it's all 'New Year, New You.' This was
'The System is Rigged.' That approach is fresh. (54c925b1-03c9-4c5e-8ddf-
7fab639630de)"

"The novelty is definitely in the 'anti-capitalist' framing coming from a publicly traded
company. It surprises me that they went that hard on the 'system is rigged' angle.
(2402424b-6f98-46cf-9d74-6666e1f85f4d)"

"I haven't seen a medical ad that attacks the medical industry like that before. Usually,
they show a happy couple in bathtubs holding hands. This was gritty. That was surprising.
(c21542f9-9478-42a7-a919-51750f42c4f5)"

Did the ending feel worth it? Like, after everything that was set up, were

you satisfied with how it all came together?

5.0/10

Satisfaction/payoff is the weakest content metric at 0.50/1.0, with consistent criticism that
the solution doesn't match the magnitude of the problem setup. The 'systemic revolution'
framing creates expectations that a subscription service cannot fulfill. This is a structural
weakness: the emotional intensity of the opening creates a payoff deficit. For brand
awareness, this may be acceptable—viewers will remember the problem framing even if
the solution feels small. For conversion, this gap is more problematic. The brand should
consider whether supplementary content can bridge the gap between 'systemic change'
messaging and 'individual solution' reality, perhaps by emphasizing how individual access
contributes to broader change.

REPRESENTATIVE QUOTES

"The payoff is decent, but simplistic. The setup is this massive, crushing societal problem,
and the solution is... a subscription box? It's a bit of a letdown conceptually. (2402424b-
6f98-46cf-9d74-6666e1f85f4d)"

"Unsatisfactory. The solution to a 'broken food system' and 'corporate greed' turns out to
be... another corporation selling a subscription service? The logic does not hold up to
scrutiny. (fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

"The ending felt a bit thin to me. After such a grand setup about a 'deadly epidemic' and
'systemic failure,' the solution is... a monthly subscription box? It felt incommensurate with
the scale of the problem presented. (ae5416cb-336d-4d1f-af14-4be107182cb5)"

What problem does this solve for you, and did it make you feel like this was

the right solution?

7.8/10
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Value proposition strength scores well at 0.78/1.0 with high consensus. The 'access +
affordability + no shame' trifecta is universally recognized as addressing real market gaps,
particularly given current GLP-1 shortages and insurance barriers. Even skeptical medical
professionals acknowledged this is a 'massive selling point' for underserved patients. The
consistent qualifier is safety: the value proposition is conditional on the medication being
safe. For brand awareness, the value proposition is crystal clear and differentiated. For
conversion, the brand should consider how to address the safety qualifier that appears in
nearly every response.

REPRESENTATIVE QUOTES

"The value prop is huge: 'The system is broken and slow; we are fast and accessible.' In
the current landscape of GLP-1 shortages and insurance denials, that is a massive selling
point. (7c0874fe-7865-457c-a107-552f10ed41d1)"

"The value proposition is very strong: access and affordability. They are addressing the
two biggest barriers—cost and the need for a prescription. If the medicine is safe, it's a
compelling offer. (2fd830f3-3f01-42d4-82ea-ade85512fbcb)"

"For the underserved patient, the value proposition is incredibly strong: 'Affordable,
accessible, non-judgmental weight loss.' That is a powerful trifecta. (56fe2184-9f82-
4ac9-9dcb-790fe0ef1a10)"

Did you find the claims in this convincing? Was there anything that made

you think "I believe that" or "I'm not sure about that"?

4.2/10

Proof/support is the weakest metric at 0.42/1.0, representing a critical vulnerability. All
participants—regardless of background—identified the gap between emotional/statistical
proof of the problem and clinical proof of the solution. The phrases 'doctor-trusted' and
'formulated in USA' are universally dismissed as 'marketing fluff' rather than substantive
claims. This is particularly concerning given the medical context: participants want
bioequivalence data, safety profiles, and compounding pharmacy accreditation. For brand
awareness, this weakness may be acceptable in a 60-second spot. For conversion and
trust-building, the brand urgently needs supplementary content that addresses these
proof gaps, particularly for the medical professional audience that influences patient
decisions.

REPRESENTATIVE QUOTES

"Weak. 'Doctor-trusted' and 'Formulated in the USA' are marketing terms, not clinical
grades. Where are the trial results? Where is the safety data for their specific compound?
(56fe2184-9f82-4ac9-9dcb-790fe0ef1a10)"

"There is essentially no clinical proof shown. 'Doctor-trusted' and 'formulated in the USA'
are marketing fluff. In my world, 'formulated in the USA' is often code for 'compounded
and not FDA-approved.' (fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

"This is where it falls short for me. 'Doctor-trusted' and 'Formulated in the USA' are weak
claims scientifically. What are the impurity profiles? What is the bioequivalence? They rely
on emotional proof, not technical proof. (d6a35af9-c9e1-4951-9969-59b75ee46912)"
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Did anything make you hesitate or think "yeah, but..." while watching this?

How well did it address those concerns?

5.2/10

Objection handling scores moderately at 0.52/1.0, with a clear pattern: emotional
objections (shame, willpower) are handled 'beautifully,' while technical objections (safety,
compounding, monitoring) are 'completely ignored.' This selective approach is
strategically sound for a 60-second awareness spot targeting frustrated consumers, but
creates significant vulnerability with medical gatekeepers. For brand awareness, the
shame-removal objection handling is highly effective and differentiating. For conversion
among informed audiences, the brand needs supplementary content that addresses
safety objections directly. The 'elephant in the room' (compounded medication safety)
cannot be indefinitely avoided.

REPRESENTATIVE QUOTES

"They handled the 'it's my fault/I just need willpower' objection beautifully by externalizing
the blame. That's the biggest psychological barrier. They didn't really handle the safety
objection regarding compounded drugs, which is significant. (2402424b-6f98-46cf-
9d74-6666e1f85f4d)"

"They handle the price objection ('affordable') and the shame objection ('it's not your
fault'). They completely ignore the safety objection regarding compounded biologics.
(fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

"They handled the price objection beautifully. But they didn't really address the safety
objection regarding compounded drugs versus FDA-approved ones. They just glossed
over it with sunny visuals. (2fd830f3-3f01-42d4-82ea-ade85512fbcb)"

Did this feel trustworthy to you? Was there anything that made you

skeptical or, on the flip side, made you believe what they were saying?

4.8/10

Perceived trust scores low at 0.48/1.0, representing a significant challenge. Participants
consistently distinguished between trusting the message (high) and trusting the product
(low). The high production value, which typically builds trust, actually creates suspicion in
the medical context—it feels like 'selling a tech gadget, not a serious biological
intervention.' The 'pill mill' comparison from a retired clinical research coordinator is
particularly concerning. For brand awareness, this trust level may be acceptable—viewers
will remember and investigate. For conversion, the trust deficit is critical. The brand needs
to demonstrate clinical substance, not just marketing polish, to convert awareness into
action.

REPRESENTATIVE QUOTES

"The *message* is trustworthy because it feels honest about the state of health in
America. The *product* feels slightly less so because compounding is inherently riskier
than standard pharma supply chains. (2402424b-6f98-46cf-9d74-6666e1f85f4d)"

"Low. The fast cuts and emotional manipulation erode trust for me. It feels like they are
selling a tech gadget, not a serious biological intervention. (fc3b7d3d-0bb7-4ac0-8e06-
97300d3a5da4)"
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"It feels legitimate enough to investigate, but not enough to buy blindly. I trust them as a
business, but I'm still evaluating them as a healthcare provider. (2fd830f3-3f01-42d4-
82ea-ade85512fbcb)"

The ad frames obesity as a systemic failure rather than a personal one; how does

this shift in blame change your perception of the brand compared to traditional

weight loss companies?

The systemic blame framing is universally recognized as the ad's most powerful strategic
choice, fundamentally repositioning the brand as an 'ally' rather than a 'judge.' This aligns
with modern medical understanding of obesity as a disease influenced by environment
and genetics, not just willpower. Participants across all backgrounds—medical
professionals, tech workers, content creators, retirees—appreciated this shift. The framing
directly addresses the biggest psychological barrier to seeking weight loss help: shame.
For brand awareness and differentiation, this is the ad's strongest element. The one
caution raised by Linh (that blame-shifting might discourage lifestyle changes) represents
a clinical nuance the brand should address in follow-up content to maintain medical
credibility.

REPRESENTATIVE QUOTES

"It makes the brand feel more like a partner and less like a predator. Traditional weight
loss ads sell you on 'a new you' (implying the old you is bad). This ad sells you on 'justice'
or 'fairness.' (2402424b-6f98-46cf-9d74-6666e1f85f4d)"

"It completely changes the dynamic. By framing obesity as a systemic failure, they align
themselves with the patient against the 'establishment.' It makes them feel like an ally
rather than a judge. (7c0874fe-7865-457c-a107-552f10ed41d1)"

"It aligns with modern medical understanding of obesity as a disease, but they use that
medical truth to sell a somewhat unregulated product. (ae5416cb-336d-4d1f-af14-
4be107182cb5)"

If you saw this during the Super Bowl—an event often associated with beer and

snack commercials—how would that specific environment affect your

receptiveness to a medical weight loss message?

The Super Bowl context is unanimously viewed as strategically brilliant, creating powerful
cognitive dissonance that enhances memorability and conversion potential. Viewers
consuming the very foods the ad critiques will experience a 'gut check' moment that
makes the message impossible to ignore. This represents optimal placement for the brand
awareness objective—the ad will stand out dramatically against beer and snack
commercials, generating conversation and social sharing. The one caution raised by Linh
—that medical disclaimers will be lost in a party environment—is valid but may be
acceptable for an awareness-focused campaign. The brand should ensure follow-up
content addresses the safety details that the Super Bowl spot cannot convey.
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REPRESENTATIVE QUOTES

"Oh my god, imagine watching this while face-deep in nachos? It would be brutal! But
effective. You're sitting there feeling bloated and guilty, and this ad comes on saying 'It's
not your fault, the nachos are engineered to make you fat.' (54c925b1-03c9-4c5e-8ddf-
7fab639630de)"

"It's brilliant placement contextually. You're sitting there eating nachos and drinking beer,
feeling slightly guilty, and this ad comes on telling you 'the system is designed to make
you fat.' It would trigger immediate cognitive dissonance. High conversion potential right
in that moment. (5db271c8-f632-4787-a6f9-4d284c822347)"

"It is very predatory, but very effective placement. (d6a35af9-c9e1-4951-9969-
59b75ee46912)"

The commercial uses a visual style reminiscent of social documentaries or music

videos; what other brands or media does this style remind you of, and does that

association help or hurt their medical credibility?

The documentary/activist visual style creates a clear trade-off: it enhances credibility with
younger, institution-skeptical audiences while undermining credibility with older,
medically-conservative audiences. Associations with Vice News, Netflix documentaries,
and political campaign ads position the brand as a 'truth-teller' and 'movement' rather
than a traditional healthcare provider. For the brand awareness objective targeting a broad
Super Bowl audience, this style is likely net-positive—it differentiates dramatically from
typical pharma advertising and resonates with the demographic most likely to seek
telehealth solutions. However, the brand should be aware that medical gatekeepers
(physicians, pharmacists) may view the style as 'sensationalized' and lacking clinical
substance.

REPRESENTATIVE QUOTES

"It reminds me of political campaign ads or documentaries like 'The Social Dilemma' or
'Food, Inc.' It borrows that investigative journalism aesthetic. This helps credibility by
making it feel like an exposé rather than a sales pitch. (2402424b-6f98-46cf-9d74-
6666e1f85f4d)"

"It reminds me of Vice news docs or those edgy exposés on Netflix. It helps their
credibility with younger people like me who are cynical about 'big systems.' It makes them
look like truth-tellers rather than just another pharma corp. (ba7241e4-c8c8-4747-aa77-
b07338f33b33)"

"It reminds me of Netflix exposés or Vice news segments. This style builds engagement
but hurts medical credibility. It signals 'activism' rather than 'evidence-based medicine.'
(fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

How do you think your social circle would react if you shared this video on your

feed? What kind of conversation or debate do you think it would spark?
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The content is unanimously predicted to generate significant social conversation and
debate, which directly supports the brand awareness objective. The debates would split
along predictable lines: medical professionals would scrutinize safety and ethics, while
general consumers would ask about legitimacy and personal applicability. This polarizing
quality is actually valuable for awareness—controversial content gets shared and
discussed more than neutral content. The brand should anticipate and prepare for the
medical community's critical response, potentially with supplementary content addressing
their specific concerns. Lois's comment about health being 'private business' suggests
some demographics may share privately rather than publicly, which still supports word-
of-mouth awareness.

REPRESENTATIVE QUOTES

"If I shared this, my clinical friends would immediately start a debate about the safety of
compounding GLP-1s and the lack of longitudinal data. My tech friends would probably
admire the customer acquisition strategy and the slick branding. (2402424b-6f98-46cf-
9d74-6666e1f85f4d)"

"If I shared this with my med school group chat, we'd spend an hour debating the ethics
of compounded semaglutide and the lack of physical exams. If I shared it with my non-
medical friends, they'd ask 'Is this legit? Should I try it?' (7c0874fe-7865-457c-a107-
552f10ed41d1)"

"My professional circle—mostly other MDs and regulatory scientists—would tear this
apart. We would be discussing the lack of safety warnings and the implications of mass-
marketing compounded GLP-1 agonists. (fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

What specific image or phrase from the first half of the video felt most provocative

to you, and did that feeling carry over into the brand's solution?

The phrase 'built to keep us sick' emerges as the ad's most memorable and provocative
element, functioning as a 'conspiracy hook' that taps into widespread distrust of
institutions. This phrase successfully creates the emotional foundation for the brand's
positioning as an 'opt-out' or 'escape route' from a corrupt system. For most participants,
this provocative feeling carries over positively into the brand solution. However, a minority
(particularly medical professionals) felt the solution doesn't actually address the systemic
critique, creating cognitive dissonance. For brand awareness, this phrase is the ad's most
powerful asset—it will be quoted, shared, and remembered. The brand should be
prepared to defend against the critique that they are 'monetizing the symptom' rather
than fixing the system.

REPRESENTATIVE QUOTES

"The phrase 'It was built to keep us sick and stuck.' That is a powerful indictment of the
healthcare industrial complex. It carries over into the solution by positioning Hims & Hers
as the 'hack' or the 'escape route' from that system. (7c0874fe-7865-457c-a107-
552f10ed41d1)"

"'Built to keep us sick.' That phrase stuck with me. It confirms a suspicion a lot of us older
folks have—that it's all about profit. It made me willing to listen to their solution because
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they seem to be on 'our' side against the big guys. (c21542f9-9478-42a7-a919-
51750f42c4f5)"

"The phrase 'built to keep us sick.' It is a powerful conspiracy hook. However, the solution
offered does not fix the system; it just monetizes the symptom. That feeling of 'being
played' carries over to the brand for me. (fc3b7d3d-0bb7-4ac0-8e06-97300d3a5da4)"

What, if anything, feels unclear or confusing about this content?

The compounded medication distinction is the universal point of confusion, identified by
all 12 participants regardless of background. The ad deliberately blurs the line between
FDA-approved brand-name GLP-1s (Ozempic, Wegovy) and compounded alternatives,
using phrases like 'formulated in USA' that sound reassuring but don't mean FDA-
approved. This ambiguity is likely intentional for legal/marketing reasons but creates
significant confusion and potential trust issues. For brand awareness, this confusion may
be acceptable in a 60-second spot. However, the brand should anticipate that informed
consumers and medical professionals will scrutinize this distinction, and supplementary
content should address it directly. The fast-moving 'not FDA approved' disclaimer was
specifically noted as inadequate.

REPRESENTATIVE QUOTES

"The distinction between FDA-approved GLP-1s (like Ozempic/Wegovy) and the
'compounded' versions they are selling is blurred. For a layperson, that might be
confusing or misleading. (2402424b-6f98-46cf-9d74-6666e1f85f4d)"

"The distinction between FDA-approved branded medication and the compounded
versions they are likely selling is blurred. 'Formulated in the USA' is not the same as 'FDA
Approved.' Consumers will likely not know the difference. (fc3b7d3d-0bb7-4ac0-8e06-
97300d3a5da4)"

"I'm still unclear on exactly *what* the medication is. Is it Semaglutide? Is it Tirzepatide?
They just said 'medications that work.' I need the specifics. (54c925b1-03c9-4c5e-8ddf-
7fab639630de)"

If you could change one thing about this content, what would it be?

The recommended changes converge on a single theme: add clinical substance to
balance the emotional marketing. Specific suggestions include featuring a real doctor
speaking to camera, showing the consultation/monitoring process, including safety
information, and demonstrating lifestyle integration. These changes would address the
trust and proof deficits identified throughout the focus group while maintaining the
emotional power of the opening. For the brand awareness objective, these changes might
reduce the ad's punchy impact. However, for conversion and trust-building, they would be
valuable. The brand should consider whether supplementary content (website, follow-up
ads) can address these needs without compromising the Super Bowl spot's memorability.

REPRESENTATIVE QUOTES
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"I would add a brief moment—even just a few seconds—featuring a doctor speaking
directly to the camera, explaining the quality control. Not just 'doctor-trusted' as a label,
but a human expert validating the science. (2fd830f3-3f01-42d4-82ea-ade85512fbcb)"

"I would add a disclaimer or a brief mention of safety/side effects beyond the fine print. I
know it kills the vibe, but these are serious drugs with real risks (gastroparesis,
pancreatitis). Glossing over that feels irresponsible. (7c0874fe-7865-457c-a107-
552f10ed41d1)"

"I would add a quick shot of someone actually *doing* something healthy while on the
meds. Like, show them eating a salad or going for a walk. Show that the meds support a
lifestyle, not replace it. (54c925b1-03c9-4c5e-8ddf-7fab639630de)"

Who might this content NOT work well for, and why?

Participants identified clear exclusion criteria that the brand should acknowledge: (1)
complex patients with comorbidities who need in-person monitoring, (2) technology-
averse older adults, (3) people seeking insurance-covered brand-name drugs, and (4)
those skeptical of pharmaceutical solutions. The most concerning exclusion is complex
patients—medical professionals worry that the 'easy access' model will attract people
who shouldn't be taking these medications without close monitoring. For brand
awareness, these exclusions are acceptable—no product is for everyone. However, the
brand should consider whether the ad's broad appeal might attract inappropriate
candidates, and ensure the intake process screens for contraindications. The technology
barrier noted by Lois suggests the brand may be missing a significant demographic (older
adults with weight concerns) who could benefit but are excluded by the delivery model.

REPRESENTATIVE QUOTES

"This isn't for complex patients. If someone has heart failure, history of pancreatitis, or
multiple comorbidities, they need to see a doctor in person. This content makes it look
like it's for everyone, and that's dangerous. (7c0874fe-7865-457c-a107-552f10ed41d1)"

"This isn't for people who aren't comfortable with technology. If you can't use a
smartphone app, you're out of luck. And it's probably not for people who want to use their
insurance. (c21542f9-9478-42a7-a919-51750f42c4f5)"

"This is not for people who have complex medical histories or comorbidities—heart
conditions, thyroid issues. Those patients need close monitoring, not a telehealth app. I
worry that people who shouldn't be taking these drugs will get them this way. (ae5416cb-
336d-4d1f-af14-4be107182cb5)"

What concerns or reservations do you have about this content, if any?

Safety concerns dominate the closing feedback, with every participant expressing
reservations about patient safety at scale. The specific concerns include: compounded
medication quality control, lack of longitudinal monitoring, care fragmentation (PCPs not
informed), and trivialization of potent drugs. Medical professionals were particularly
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alarmed, with one describing the campaign as 'a massive uncontrolled experiment on the
American public.' For brand awareness, these concerns may not prevent initial
engagement. However, they represent significant barriers to conversion and long-term
trust. The brand should prioritize addressing safety concerns in follow-up content,
potentially including: compounding pharmacy accreditation details, monitoring protocols,
PCP notification processes, and side effect management procedures. The ER physician's
concern about patients 'ending up in my ER' is particularly actionable—the brand should
ensure robust adverse event protocols.

REPRESENTATIVE QUOTES

"My primary concern is patient safety at scale. Compounded sterile injectables have a
higher risk profile than manufactured pharma. The ad is persuasive, which means it will
drive volume, but does the clinical infrastructure support that volume safely? (2402424b-
6f98-46cf-9d74-6666e1f85f4d)"

"My primary concern is the normalization of non-FDA approved compounded drugs as a
first-line treatment. We have rigorous regulatory bodies for a reason. Bypassing them at
this scale, with this level of marketing spend, feels like a massive uncontrolled experiment
on the American public. (56fe2184-9f82-4ac9-9dcb-790fe0ef1a10)"

"My main concern is safety monitoring. GLP-1s are powerful drugs. Gastroparesis,
pancreatitis... you can't manage that via text message. I worry people will take this and
end up in my ER because nobody was actually pressing on their belly. (ba7241e4-c8c8-
4747-aa77-b07338f33b33)"
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Persona Perspectives

Evelyn Park

Sentiment: positive

7.0/10

Evelyn Park is a highly analytical, educated 62-year-old who appreciates the ad's
structural sophistication and novel approach to health messaging, but remains
intellectually guarded about the product's safety claims. She recognizes the production
quality, clear CTA, and effective emotional journey from problem to solution, and
particularly appreciates the systemic framing of obesity that avoids personal shame.
However, her engineering background and methodical decision-making style create
significant friction: she identifies critical gaps in proof support around 'compounded'
medications versus FDA-approved alternatives, lacks confidence in the brand's medical
credibility despite acknowledging its business legitimacy, and would require independent
verification before recommending to family. The ad succeeds in sparking her intellectual
curiosity and resonating with her social circle's conversations about drug affordability, but
fails to motivate immediate action. She views the aggressive, documentary-style opening
as effective for attention-grabbing but somewhat sensationalized for medical messaging,
and the tonal pivot to 'social media lightness' feels incongruous with the gravity of
healthcare decisions. Her key recommendation: add expert doctor validation on-screen to
bridge the trust gap.

“I appreciate that framing immensely. It aligns with the science I've read—that obesity
is complex and biological, not just a failure of willpower. By shifting the blame to the
system, they make the brand feel like an ally rather than a judge. It's a much more
modern, compassionate approach.”

Zara Kim

Sentiment: positive

7.5/10

Zara Kim is a sophisticated, analytically-minded health tech professional who deeply
appreciates the commercial's bold systemic framing and cinematic production quality.
She recognizes the strategic brilliance of the 'agitate-solve' narrative arc and the
psychological power of removing shame from weight loss conversations. However, her
biomedical informatics background creates a significant tension: while she validates the
message and acknowledges strong product-market fit, she harbors substantial concerns
about the regulatory gray area of compounded GLP-1s and the gap between marketing
hype and clinical safeguards. She praises the ad's ability to disrupt the Super Bowl
environment and position Hims & Hers as a healthcare partner rather than a predatory diet
company, but worries about patient safety at scale and the lack of transparency around
compounding bioequivalence. Her feedback suggests the content excels at emotional and

16/01/2026, 11:22 Focus Group Report - Hims & Hers Big Game Commercial- “Sick of the System” (Full Archive)

https://chorus.navay.io/results/focus-group/fgr-b129e260deb5/export?mode=full&autoprint=1 22/28



narrative persuasion but falls short on clinical proof points and safety messaging—a
critical gap for informed consumers and healthcare professionals.

“The flashing '160 Billion' text frames the enemy clearly as corporate greed, making
the purchase feel like an act of rebellion. This transforms a health decision into a
political statement—brilliant positioning but potentially masking the complexity of the
actual clinical solution.”

Camila Ortiz

Sentiment: neutral

7.2/10

Camila Ortiz is a sophisticated, educated content creator with deep knowledge of health
and fitness who appreciates the commercial's bold systemic critique and production
quality but remains fundamentally skeptical about its execution and authenticity. She
recognizes the ad's genius in reframing obesity as a systemic problem rather than
personal failure—a message that resonates with her professional values and will likely
influence her audience. However, she identifies critical flaws: the jarring tonal
inconsistency between the gritty documentary-style problem setup and the glossy
influencer-style solution presentation undermines credibility. Her Kinesiology background
makes her question the vagueness around specific medications, safety protocols, and
long-term sustainability. Most significantly, she worries the ad fails to address practical
concerns (cost, side effects, accessibility for underserved communities) while excelling at
psychological objection handling. She views this as a 'band-aid' solution to a systemic
problem and wants to see medication integrated with lifestyle change, not presented as a
replacement. While she acknowledges the content would be highly motivating for her
struggling followers, she personally remains cautious about telehealth pharmaceutical
solutions. The Super Bowl context would amplify impact, but her core concern is whether
this truly serves health equity or just profits from it.

“'The setup was so grand—fixing a broken America—and the payoff was... a
compounded injection from an app? It feels like a tiny solution to a massive problem.'
This captures her core tension: the ad promises systemic change but delivers an
individual pharmaceutical fix.”

Matej Novak

Sentiment: positive

6.9/10

Matej Novak is a sophisticated, analytically-minded UX designer who appreciates the
commercial's technical execution and narrative strategy but harbors significant concerns
about product safety and regulatory transparency. He recognizes the ad's brilliance in
using systems-thinking language and contextual Super Bowl placement to drive
conversion, particularly for audiences outside his personal demographic. However, his
professional skepticism surfaces critical gaps: the lack of FDA approval for compounded

16/01/2026, 11:22 Focus Group Report - Hims & Hers Big Game Commercial- “Sick of the System” (Full Archive)

https://chorus.navay.io/results/focus-group/fgr-b129e260deb5/export?mode=full&autoprint=1 23/28



formulations, insufficient safety objection handling, and the mismatch between the scale
of the systemic problem presented and the scale of the solution offered. While he
acknowledges the value proposition (speed, accessibility, removing gatekeepers) is
strong for the general market, his personal irrelevance (he's a marathoner with optimized
health metrics) and tech-industry bias toward scrutinizing business models temper his
enthusiasm. The ad succeeds in emotional design and production quality but fails to
bridge the credibility gap between activist messaging and medical product claims.

“The 'SICK & STUCK' moment with the glitch effect was identified as the peak
emotional impact, resonating with the persona's systems-thinking framework.
However, the most revealing insight came from his observation about Super Bowl
context: 'You're sitting there eating nachos and drinking beer, feeling slightly guilty,
and this ad comes on telling you the system is designed to make you fat. It would
trigger immediate cognitive dissonance. High conversion potential right in that
moment.'”

Lois Carmichael

Sentiment: neutral

6.2/10

Lois Carmichael is a 76-year-old retired medical receptionist who recognizes the validity
of Hims & Hers' core message about systemic healthcare failures and appreciates the
brand's willingness to challenge the status quo. Her professional background makes her
acutely aware of regulatory and safety concerns, particularly the 'not FDA approved'
disclaimer that flashed by too quickly. While she finds the problem statement compelling
and emotionally resonant (especially the child imagery), she has significant barriers to
conversion: (1) deep trust in her existing local providers (Dr. Reynolds, pharmacist Gary),
(2) skepticism about the ease of online medical services, (3) concerns about safety and
dosage verification, and (4) feeling excluded by the smartphone-dependent platform
design. The ad's frantic editing style and tonal inconsistency (dark documentary → sunny
perfume commercial) clash with her preference for calm, steady healthcare
communication. She would be more receptive with slower pacing, a credible older doctor
explaining safety, and clearer information about the compounding and regulatory status.
The cost benefit is recognized but insufficient to overcome trust barriers. Lois represents
an important demographic that the ad fails to reach effectively despite high personal
relevance to her health situation.

“'Built to keep us sick.' That phrase stuck with me. It confirms a suspicion a lot of us
older folks have—that it's all about profit. It made me willing to listen to their solution
because they seem to be on 'our' side against the big guys.”

Keiko Nakamura

Sentiment: negative

6.0/10
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Keiko Nakamura is a highly educated, healthcare-experienced retiree from a high-net-
worth Bay Area household who approaches the Hims & Hers commercial with
sophisticated skepticism grounded in clinical research expertise. While she acknowledges
the ad's exceptional production quality, novel approach to pharmaceutical advertising,
and strong value proposition around accessibility, her overall assessment is decidedly
negative. Her core concern centers on patient safety and regulatory rigor: the ad fails to
address the 'elephant in the room'—the safety implications of compounded medications
without FDA approval. She recognizes the psychological effectiveness of the 'system
failure' narrative and the problem/solution structure, but views these as manipulative
tactics that exploit healthcare cynicism. Keiko distinguishes between the ad's
effectiveness for desperate, underinsured populations and its complete irrelevance to her
own life, where she has excellent healthcare access and physician relationships. Her
professional background makes her acutely aware of what the ad omits: specific drug
names, compounding pharmacy accreditation details, clinical trial data, physician
oversight, and long-term monitoring protocols. She views the commercial as emblematic
of a troubling healthcare trend—monetizing systemic critique rather than addressing
systemic problems. For Keiko, the ad represents a 'pill mill' aesthetic that trivializes
medical complexity and bypasses necessary clinical safeguards.

“My primary concern is safety. Without FDA approval for these specific compounded
versions, we are relying entirely on the company's internal quality control. In clinical
research, we have phases of trials for a reason. Bypassing that via compounding
loopholes, while legal, sits uncomfortably with me.”

Ravi Nair

Sentiment: positive

7.5/10

Ravi Nair is a medically trained professional (PGY-2 Emergency Medicine resident) who
brings sophisticated clinical perspective to the Hims & Hers commercial. He strongly
validates the ad's core message—that obesity is a systemic failure rather than personal
failure—and recognizes this as medically accurate and professionally relevant. He
appreciates the production quality, narrative innovation, and emotional impact, particularly
the shift from traditional weight-loss marketing to a documentary-style critique of the
food industry. However, his professional expertise creates a persistent tension: while he
acknowledges the ad's effectiveness for lay audiences and sees potential value for his
cost-burdened patients, he maintains significant skepticism about the clinical safety of
compounded GLP-1s delivered via telehealth. His primary concern centers on inadequate
medical monitoring, lack of physical examination capability, and the risk of adverse events
(gastroparesis, pancreatitis) that cannot be managed asynchronously. He would
recommend the service to patients unable to access insurance-covered alternatives, but
only with reservations about safety protocols. The ad succeeds brilliantly at emotional
persuasion and problem diagnosis but fails to address his clinical safety objections,
leaving him in a state of validated agreement paired with professional wariness.
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“My main concern is safety monitoring. GLP-1s are powerful drugs. Gastroparesis,
pancreatitis... you can't manage that via text message. I worry people will take this and
end up in my ER because nobody was actually pressing on their belly.”

Maya Thompson

Sentiment: positive

7.2/10

Maya Thompson is a clinically-trained internal medicine resident who brings sophisticated
medical expertise to her evaluation of the Hims & Hers commercial. She demonstrates
strong appreciation for the ad's production quality, narrative structure, and innovative
approach to framing obesity as a systemic issue rather than a personal failing. The value
proposition of increased access resonates with her professional understanding of real
patient barriers. However, her medical background creates significant skepticism about
clinical specificity, safety disclosure, and the appropriateness of telehealth for complex
patients. She experiences a fundamental tension between recognizing the ad's marketing
brilliance and her concerns about medical ethics and informed consent. Her responses
reveal a persona who separates her personal needs from her professional assessment of
patient impact, and who prioritizes clinical transparency over marketing polish.

“By framing obesity as a systemic failure, they align themselves with the patient
against the 'establishment.' It makes them feel like an ally rather than a judge... This
approach is much more in line with modern medical understanding of metabolic health,
which I appreciate.”

Marcus Johnson

Sentiment: negative

6.2/10

Marcus Johnson is a clinically trained researcher with deep expertise in medical ethics
and regulatory standards. While he intellectually appreciates the ad's systemic critique of
obesity and healthcare failures—and recognizes its powerful value proposition for
underserved patients—he is fundamentally skeptical of the execution. His primary
concerns center on regulatory circumvention (non-FDA approved compounded drugs),
lack of clinical evidence, and the gap between the ad's systemic promise and its product-
focused solution. He views the polished production quality as potentially deceptive rather
than reassuring in a medical context. Marcus acknowledges the ad would be highly
motivating for patients feeling dismissed by traditional healthcare, but his professional
standards prevent personal endorsement without peer-reviewed safety data. His
bifurcated perspective—sympathetic to the access problem but alarmed by the safety
shortcuts—makes him a critical voice on the tension between democratizing healthcare
and maintaining clinical rigor.

“My primary concern is the normalization of non-FDA approved compounded drugs as
a first-line treatment. We have rigorous regulatory bodies for a reason. Bypassing them
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at this scale, with this level of marketing spend, feels like a massive uncontrolled
experiment on the American public.”

Linh Tran

Sentiment: negative

5.1/10

Linh Tran is a highly credentialed regulatory scientist and physician (M.D.) who
approaches the Hims & Hers commercial from a position of deep professional expertise.
Her analysis is characterized by sophisticated understanding of pharmaceutical
regulation, marketing psychology, and medical ethics. While she acknowledges the
content's technical execution and marketing effectiveness, she fundamentally rejects it on
safety, ethical, and logical grounds. Her core concern is patient safety—she views the
emotionally manipulative advertising of potent metabolic drugs via telehealth as a
dangerous circumvention of necessary medical oversight. Linh recognizes the brand's
'disruptor' positioning and understands the access problem the product solves, but she
finds the solution hypocritical (a corporation claiming to fight corporate greed) and the
medical claims insufficiently supported. Her professional circle would 'tear this apart,' and
she would never recommend or use such a product without rigorous medical review. For
the general public, she predicts higher motivation, but this actually reinforces her concern
about mass-marketing of serious medications to uninformed audiences. Her perspective
is that of a professional obstacle to the brand's strategy—exactly the 'gatekeeper' the ad
is designed to bypass.

“The phrase 'built to keep us sick' is a powerful conspiracy hook. However, the solution
offered does not fix the system; it just monetizes the symptom. That feeling of 'being
played' carries over to the brand for me.”

Vikram Patel

Sentiment: negative

6.9/10

Vikram Patel is a highly credentialed pharmacologist (Ph.D.) whose analysis is dominated
by scientific rigor and patient safety concerns. While he acknowledges the commercial
effectiveness of the ad—recognizing its high production quality, clear CTA, and strong
market positioning around accessibility—his professional expertise creates significant
skepticism. He appreciates the systemic framing of obesity as a metabolic issue rather
than a personal failing, but fundamentally distrusts the execution. His core concern is the
trivialization of potent GLP-1 agonists, the lack of regulatory transparency (compounded
vs. FDA-approved), and the inadequacy of rapid telehealth for complex patients. He
explicitly separates his personal rejection of the solution from his assessment of its likely
effectiveness with the general public, demonstrating sophisticated market analysis. For
Vikram, the ad is 'engineered' and 'predatory'—effective at exploiting frustration with the
healthcare system, but potentially dangerous for vulnerable populations who bypass
traditional clinical oversight.
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“It is very predatory, but very effective placement. This captures Vikram's
sophisticated dual assessment: acknowledging the ad's commercial brilliance while
condemning its ethical implications.”

Diego Fernandez

Sentiment: positive

7.0/10

Diego Fernandez is a highly educated clinical data scientist who appreciates the
commercial's innovative narrative approach—particularly its destigmatization of obesity
and systemic framing—but harbors significant professional concerns about safety and
care fragmentation. He recognizes the ad's production quality, emotional effectiveness,
and disruptive positioning as strengths that differentiate it from typical weight loss
advertising. However, his clinical expertise creates a credibility gap: while he
acknowledges the messaging resonates with general audiences and aligns with public
health data, he finds the compounded medication approach, lack of safety transparency,
and absence of clinical trial data deeply problematic. His responses reveal a split
perspective—the ad works as marketing but fails as medical communication. He would
require substantial additional evidence (efficacy data, third-party testing, safety
protocols) before trusting the solution, despite trusting the problem diagnosis. His
primary concern is that the DTC model fragments patient care and creates data silos that
could compromise safety for complex patients.

“'I trust the diagnosis (the system is broken). I'm less trusting of the prescription
(compounded meds via app).' This encapsulates Diego's core tension: he validates the
ad's systemic critique but remains skeptical of the solution's safety and integrity.”
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