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Abstract 
 
With the escalating continual purchasing and consumption of dietary supplements (DS) 

widening the possibility for false and misleading advertising, properly informing consumers 

about the supplements they are ingesting becomes even more paramount for ensuring a 

positive brand image. It is known that there are grey areas with regards to health claims 

and advertising regulations pertaining to DS’s in South Africa, as previous research 

indicates and confirms. DS advertising ethics in South Africa have been put in bad light 

previously but no attempts at reaching a health-conscious consumer centric approach for 

advertising supplements has been made. Global rises in health-consciousness is further 

exposing misleading DS advertising and health claims.  

 

Four prominent DS brands were selected for the research whereby their nutritional 

contents were disseminated, their advertising and health claims intricately examined and 

analysed in conjunction with the South African Health Products Regulatory Authority’s 

(SAHPRA) regulations on such health claims. The research reveals that some DS brands 

are misleading consumers through false health claims when their supplements contain 

trace elements harmful to humans. The research further uncovers a more promising way 

for DS brands to advertise their products; through empowering consumers through 

educating them to make informed decisions when it comes to their health, more 

specifically, to nutrition and nutritional supplementation. This report serves to encourage 

further research and analysis of the realm of DS’s and the advertising of, as the current 

body of credible literature is lacking and the need for more information is growing. This 

research stands to prove that there is a better, more health-conscious way forward for DS 

brands which aligns with a positive and health-orientated brand image safe from harmful 

future scrutiny to the industry.   

 

 

Key words: Dietary supplements, supplements, brand image, nutritional value, health-

conscious, South Africa, SAHPRA and advertising.    
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Introduction  

Dietary supplement (DS) brands are functioning on old models for the successful 

advertising of their products, which draw largely on consumer vulnerability and are failing 

more often due to the increase in global health-consciousness (Repko, 2020). This aspect 

is further fuelled by health-conscious consumers; misleading ways of advertising are being 

pointed out as optimal nutritional quality and transparent nutritional claims need to be 

made clearer, as the health-conscious consumers are more aware (Germano, 2020).  

With governments and big food organizations from around the world advising consumers 

to ensure a sufficient intake of particular vitamins and minerals coupled with the global 

panic of being healthy to fight off the Coronavirus, has led to never before seen statistics 

in the Dietary Supplement world (Hamulka et al., 2020). Sales have been skyrocketing and 

the constant re-emergence of different Coronavirus strains has left no room for doubt in 

consumers’ minds that there will likely be another virus/strain of the virus coming for them 

at some point (Peters, 2020).   
 

Rationale  
 
The study is of importance as the global rise in health consciousness is amplified by the 

pandemic. Hemulka, Bielak, Górnicka, Małgorzata and Monika (2021) highlight that the 

world-wide health crisis has set off the purchasing of dietary supplements astronomically, 

especially those of an immunity-boosting nature.  
The importance of the study is thus clear as Senekal et al. (2021) found that out of the 301 

participants in their study in Cape Town, South Africa, a total of 80.6% of 21-31 yr. old 

men and 81.3% of men over the age of 45 had used DS’s in the past six months. This 

study reinforces the growing numbers of health-conscious individuals who are also turning 

to DS’s in order to achieve their nutritional and fitness goals.  

 

The study is important as it will assist the current body of knowledge to further encourage 

accurate representation of nutritional values in dietary supplements and to develop a new 

way of easily communicating nutritional values in a health-conscious manner which will 

lead to positive brand associations. 
 

Ethical advertising standards need to be maintained and Schoones, Young and Volmink 

(2013) point out that these are rarely adhered to in South Africa. Consumers need to be 
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better informed and educated on the supplements which they are ingesting and the study 

seeks to further encourage clear and ethical advertising from supplement brands.  

 

Problem statement  
 

The problem identified is that dietary supplement brands are functioning on old models for 

the successful advertising of their products, which draw largely on consumer vulnerability 

and are failing more often due to the increase in global health consciousness (Repko, 

2020). Schoones et al. (2013) point out that dietary supplements are poorly regulated in 

South Africa. This widens the possible gap for the inaccurate promotion of DS’s in the 

media, through the use of nutritional claims claiming for health benefits. Germano (2020) 

points out that nutritional quality and nutritional claims need to be made more clear to 

consumers as misleading advertising becomes increasingly apparent. Senekal et al. 

(2021) reinforce this by stating that the advertising of DS’s is usually dishonest, with the 

claims having little to no supporting evidence. South Africans, like other nationality’s, have 

caught onto the importance and hype of vitamins, minerals and supplements through the 

global pandemic and misleading advertising of DS’s is becoming more apparent 

(Ravagnani et al., 2021). 

 

Purpose Statement  
 
The purpose of this study is to develop a health-orientated framework that DS brands can 

adopt to better market their products contents to health-conscious South Africans to 

improve their brand image.  

 

In-line with an inductive approach, a primary research question and sub-questions have 

been formulated (Gabriel, 2013).  

 
Research Question  
 
How can dietary supplement brands better market their products' contents without 

confusing consumers and offending health-conscious South Africans to ensure a positive 

brand image?  
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Based off of the main research question and in line with the research objectives, the 

following sub-questions were deduced: 

 

• To what extent do consumers misinterpret the nutritional values in DS’s?  

• How to enhance DS brand image through the global health crisis to better promote 

health?  

• How can dietary supplement brands better market their products without misleading 

and offending consumers?  

 
Research Objective  
  

To establish a health-orientated framework for dietary supplement companies to better 

market their products contents to health-conscious South Africans.   

 

The research objectives for the following study include:  

 

• To explore how consumers misinterpret the nutritional values in DS’s.  

• To investigate how dietary supplement brands can enhance their brand image to 

suite the current global stance on health and immunity and to connect more strongly 

with health-conscious South Africans.  

• To analyse how dietary supplement companies can market their products in a more 

health-conscious manner, drawing less on consumer vulnerability.  

 

Literature Review 

 

Conceptualisation of Key Terms  
 

The key concepts that are integral to this study are defined below. 

 
Brand Image: The final accumulated impression that a brand is able to stamp into the 

minds of consumers (Mohajerani and Miremadi, 2012). It is important to note for the 

proposed research, that a positive brand image has a direct association to brand loyalty 

(Shabbir and Khan, 2017). DS brands looking to improve their brand image will thus 

ensure that they are generating healthy consumer loyalty, especially from Generation Z.  
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Dietary Supplement (DS): DS’s are all products which contain concentrated sources of 

minerals, vitamins, probiotics or other bioactive as well as herbal compounds which allow 

for precision dosing (Ravagnani et al., 2021). DS’s are manufactured with the clear 

intention of helping consumers to stay healthy, treat illnesses, the onset of certain 

diseases and to help consumers in attaining their health and fitness goals. This is mostly 

achieved through the intake of a certain amount of a particular vitamin and/or mineral. 

DS’s come in all different forms such as powders, pills, tablets and liquids and are mainly 

used to treat nutritional deficiencies and to uphold certain intakes of particular nutrients 

(Baudischova, Straznicka, Pokladnikova and Jahodar, 2017).   

 

Nutritional value:  Nutritional value refers to the value of a particular nutrient which has 

been set out by governments from around the world (Karbownik et al., 2020). It is the 

amount usually of the specific nutrient, vitamin or mineral in milligrams (mg) or micrograms 

(ug). Our bodies require certain quantitates of such nutrients to perform bodily functions, in 

the various systems leading, often leading consumers to supplement for missing nutritional 

values in their daily diets (Sunley 2013). Zwanka and Buff (2020) put forward imperative 

evidence that consumers are eager to know what lays behind nutritional claims, meaning 

the true values of nutritional content on DS’s.   

 
Health-conscious: Health-conscious refers to when consumers select, organise and 

interpret certain sets of information in order to establish a frame for what it means to be 

living a healthy life which includes beliefs, behaviours and attitudes (Rootman and 

Galloway, 2013). Limsuwan (2020) highlight the raise in global health consciousness 

through the COVID-19 pandemic, making it a phrase that’s becoming increasingly popular. 

Ravagnani et al. (2020) elaborate on this by noting consumers have had to become 

health-conscious to a certain extent since the onset of the pandemic.  

 

The above defined concepts are relevant for the purpose of this study as the research 

seeks to investigate the brand image of dietary supplements, to reveal the negative 

impacts these brands are exposing themselves to and to propose a new health-orientated 

framework that can be adopted by DS brands. Nutritional value is to be used as a 

benchmark to uncovering the misrepresentation of nutritional value and corresponding 

health benefits claimed in the advertisements of DS’s.  
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Theoretical Foundation  
 
For the purpose of this study, the truth-default theory (TDT) has been used as the 

theoretical foundation. TDT insists that consumers passively accept communication efforts 

as truthful unless they are triggered and will experience scepticism, suspicion and disbelief 

(Levine, Narissra, Carter and Moore, 2020). This means that consumers are in a default 

mode of believing communication efforts and deeming them as true. This is an aspect 

which has been escalated since the onset of COVID-19 as consumers have been gullible 

to believe health claims from DS brands, especially through their promotion from top 

world-wide governments and corporations (Ravagnani et al., 2021).  

 

As consumers have been becoming more health-conscious and misleading advertising 

which draws on consumer vulnerability is becoming more apparent (Repko, 2020), the 

place for TDT in this study is cemented. TDT goes hand in hand with nutritional claims 

being made by DS brands, as consumers have been buying into these claims and 

products as a result of naively accepting them to be true. TDT states that consumers 

believe information unless they have a clear reason not to (Levine et al. 2020). Currently, 

consumers are vulnerable and have a lot of reason to believe DS brands as they feel their 

health is more threatened than ever largely due to the threat of COVID-19 and look to self-

medicate with DS’s (Karbownik, Dobielska, Paul and Kowalczyk, 2020).  

 

Taking into consideration consumers default setting of always believing communication 

efforts (unless triggered) and the current misrepresentation of health benefits through 

nutritional claims. This study seeks to put forward a more health-orientated approach that 

DS brands can use to ensure their positive brand image, by informing consumers in a 

more truthful and transparent manner. TDT is to be used to evidently show the deceptions 

being created by DS brands in order to formulate new ways of generating sales and 

ensuring positive brand image without deceiving consumers of their own health.  

 
 
 
Literature Review  

   

The following literature has been synthesized into different themes and is of a multicultural 

nature, the literature coming from all over the world. Brazil, Sweden, USA, Russia, 

Thailand, India as well as Poland are countries from where the literature has its origins set. 
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Grosso (2016), who specializes in implementing multicultural literature at institutions, notes 

that incorporating multicultural literature allows for a deeper understanding of what is being 

said and enables a global perspective on a matter, showcasing global competency. The 

world has never known a time whence the global community has been more alive than it is 

today (see Working Together for a Peaceful World – Dalai Lama, 2020). A multicultural 

lens enables a critical examination into the issue of DS brand image and nutritional claims.  

 

The ‘Rainbow Nation’, which is South Africa, boasts a multicultural land whereby there are 

eleven official languages and where ethnic groups are further divided into sub ethnic 

groups (SA History Online, 2021). It is appropriate, to say the least, that a multicultural 

lens is of absolute importance to providing any credibly sound academic work and hence 

the reason why multicultural literature has been consulted, from both developed and 

developing countries. South Africa is a developing nation and benefits from analyzing the 

successful workings in fully developed countries, that the nation can only learn from 

(Carattini, Grosnell and Tavoni, 2019).  

 

Literature concerning DS’s amidst COVID-19 
 

With national governments (Australia, Brazil, Canada, Italy, Spain and United States)  

and health organizations, such as the Food and Agriculture Organization of the United 

Nations, World Health Organization, United Nations Children’s Fund, Center for Disease 

Control and Prevention and the European Food Information Council suggesting that 

intakes of iron, selenium, copper, zinc and vitamins A, B, C and D play an essential role in 

promoting a healthy immune system, it is no surprise that the sales of DS’s have been 

reaching new heights (Ravagnani et al., 2021). DS use has been escalating the past few 

decades and has escalated astronomically since the onset of the Coronavirus, with some 

DS’s raking in triple-digit growth rates during the start of the pandemic (Hamulka et al., 

2020). This is made apparently clear by Hamulka et al. (2020) who state that the global DS 

market was set at USD 101.38 billion in 2018, 140 billion in 2020 and is set to increase 

comfortably with an annual growth rate of 8,6% going into the future.  

  

Hamulka et al., (2020) place specific emphasis on the huge increases of sales on 

immunity related DS’s much alike Zwanka and Buff (2020). Interestingly, nearly all the 

participants involved in the study of Hamulka et al., (2020) started using DS’s during the 

first wave of COVID-19 that swept the globe. This, clarified by Zwanka and Buff (2020), is 
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known as the initiation consumption phase which consumers are driven into through their 

worries towards their own health and immunity. Consumers have a new and most 

compelling reason to purchase DS’s and that reason is to keep themselves and their 

immunity’s healthy and strong, to stay uninfected by COVID-19 and to keep themselves 

strong in case they come into contact with the virus (Ravagnani et al., 2021). 

 

Adams, Baker and Sobieraj (2020) draw attention to the fact that there are physicians, 

mainly in China, who have spoken on various media-outlets claiming that they have 

treated patients with COVID-19 with incredibly high doses of IV administered vitamin C. 

Vitamin C is one of the fastest grossing supplements on the market, alongside 

multivitamins and fish oil (Hein, 2021). It is no mistake that such a product is selling out as 

medical professionals, governments and worldly health organizations actively promote its 

consumption (Ravagnani et al., 2021). DS’s are thus been promoted on a social and 

medical level, making them essential commodities of the future. However, consumers 

need to be educated first and foremost because, as an example, high doses of vitamin C 

are known to start the formulation of kidney stones and other supplements are renowned 

for producing gastrointestinal side-effects in high doses (Adams, Baker and Sobieraj, 

2020). It is more likely that consumers will choose to self-medicate with DS’s before they 

actually take themselves to the doctor when feeling sick and ill (Adams, Baker and 

Sobieraj, 2020). It is due to this reason that the correct promoting and advertising of DS’s 

is conducted without brands merely making nutritional claims.  

 

Literature regarding nutritional claims and packaging importance  

Svederberg and Wendin (2011) looked to uncover how the thoughts and perceptions of 

consumers towards nutritional claims being made were largely influenced by both a lack of 

understanding and credibility behind such claims. This is significant as it reveals that 

consumers are extremely suspicious of DS’s when the nutritional claims been made are 

not thoroughly elaborated on and appear to lack in empirical evidence. Consumers who 

are concerned for their own as well as their family’s health and well-being want to know 

first and foremost the truth behind nutritional claims been made (Svederberg and Wendin, 

2011). This is the case more so than ever before as the onset of the Coronavirus has 

resulted in the biggest global health scare the world has ever known. Through the study of 

Vanesse (2016) it was uncovered that females and consumers scoring highest on health 

consciousness scales were the most likely to be influenced by the packaging on food-
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related products. This is significant as it indicates a niche need that is continuously 

growing, starting with more health conscious individuals. Consumers are wanting to know 

what is behind the packaging and nutritional claims been made by DS brands as they 

have been awoken through culture, society and self-development (Svederberg and 

Wendin, 2011).  

Consumers are under an immense amount of stress and health care systems are 

strenuously stained, leading consumers to seek out the best possible information which 

can assist them in maintaining good health and well-being (Adams, Baker and Sobieraj, 

2020).  

 

Svederberg and Wendin (2011) make clear that there is a need to supply consumers with 

the necessary information they require and emphasize the importance that nutritional 

claims need to be understood. These are two paramount factors to the proposed research, 

which holds the same stance; consumers need and want to know more behind nutritional 

claims been made by DS brands. If DS brands keep putting out misleading nutritional 

information about their products contents, they will ultimately tarnish their brand image, 

especially as rises in global health consciousness have been escalating (Repko, 2020). 

Sekhri and Kaur (2014) bring attention to the importance of raising awareness regarding 

correct DS usage, in order to prevent consumers from adverse side-effects. This is 

important for DS brands who want to uphold a good and caring image, they need to inform 

and educate their consumers on their products instead of simply advertising through 

nutritional claims.  

 

Svederberg and Wendin (2011) shed light on a European Regulation passed on by the 

European Parliament which states that the use of nutritional claims shall only be allowed if 

‘the average consumer’ is expected to fully understand the true benefits of the nutritonal 

claims been made. It should be noted that consumers in different countries and parts of 

the world interpret nutritional value in a different manner (Svederberg and Wendin, 2011). 

South Africa and Africa as a whole can utilize this stance as there are gaps for the 

misrepresentation of nutritional values in DS’s and food products alike, (Amato, 2018). 

More importantly to take into consideration: a continent (Africa) plagued by malnutrition 

and a lack of fresh nutritious food would benefit from the use/implementation of DS to aid 

struggling populations in fulfilling their daily nutritional requirements.  
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Interestingly, Svederberg and Wendin (2011) note that products that have a nature of 

been portrayed through nutritional claims are driven by the influence in the medical sphere 

as well as the respective ways the product is been portrayed on a social level. This is 

significant as, in line with the facts put forward by Ravagnani et al., (2020), who make 

clear the encouragement by national governments (Australia, Canada and the United 

States [to name but three]) and big health organizations such as the World Health 

Organization, have been actively encouraging the consumption of certain vitamins and 

minerals to maintain good health during the pandemic and subsequently DS’s.  

 

Svederberg and Wendin (2011) draw attention to the fact that consumers are strongly 

influenced by environmental issues and their own health in relation to such issues. 

Currently consumers face what could be their most drastic environmental threat they have 

ever faced in their livelihoods, COVID-19. This further reiterates the magnitude that DS are 

currently prevailing towards.  
 

Literature regarding behavioural and purchasing shifts in relation to DS’s  

The global pandemic and health crisis have and will continue to change the traits, buying 

patterns and psychographic and physiological behaviors of consumers as well as the ways 

in which DS’s are marketed (Zwanka and Buff, 2020). One of these behaviors is self-

medicating with Dietary Supplements, for reasons such as maintaining good health, to 

procure healing of illnesses and alleviate symptoms of disease (although Adam, Baker 

and Sobieraj (2020) put forward evidence that medical physicians have actually treated 

patients with COVID-19 with insanely high doses of vitamin C) (Sekhri and Kaur, 2014). 

Ravagnani et al. (2021) provide a better understanding of this in relation to the current 

global health situation by stating that the chances that self-isolation is to cause emotional 

and psychological stress, changes in sleep, mood and exacerbating chronic health 

conditions is highly likely. Karbownik, Dobielska, Paul and Kowalczyk (2020) ironically note 

that such a situation is likely to worsen non-COVID-19 diseases. This is more than enough 

reasoning to prompt consumers to purchasing DS’s. 

Stressful life occurrences result in either the initiation, intensification or general shifts in 

consumption patterns (Zwanka and Buff, 2020). A relatable global shift in mega-mass 

product consumption was notoriously experienced in many nations which was the 

stocking-up and selling out of toilet paper, when news first broke about the pandemic, due 
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to widespread stress and nervousness about the unknown future (Moore, 2020). This fact 

just serves to showcase the drastic severity that intensification of consumer consumption 

can reach. This is also referred to as excessive over-consumption (Kjellberg, 2008).  

Zwanka and Buff (2021) elaborate on consumers stocking up during the pandemic by 

placing a strong emphasis on supplements that claimed to heal and prevent colds and flu 

(also those of an immune-boosting nature). With consumers feeling off-guard, they began 

stocking up, Zwanka and Buff (2020) tighten this aspect up by stating such an event is a 

‘pre-cursor to items that will be kept in ready supply’ in times to come. This is significant as 

it serves to prove the need, that is DS’s, the world is coming to know, especially due to 

rising health consciousness and escalating demands for healthy products (Zwanka and 

Buff, 2020). It is thus imperative to create proper awareness around DS’s and the correct 

implementation of DS’s, in conjunction with a whole food balanced diet (Sekhri and Kaur, 

2014).   

 

Literature Review Conclusion  
 

Ultimately, there is a lot of world-wide pressure on governments, health care systems, 

institutions, organizations and on consumers at large due to the ravaging COVID-19 

pandemic. The use of DS’s has been encouraged by prominent governments, health 

organizations, physicians and medical practices as well as throughout mainstream media, 

(Ravagnani et al., 2020). This is the case as the globe has gone health crazed as having a 

strong immune system has been one of the most effective and proven measures to 

increasing one’s likelihood of remaining relatively unaffected (physically) from the virus 

(Karbownik et al. (2020). The world has seen mad instances of stock up mentality which is 

a foreseeable trend of the future (Zwanka and Buff, 2020). DS sales have been and 

continue to soar as the billion-dollar industry draws more on the lack of knowledge 

consumers have towards nutritional contents, whereby consumers are drawn to DS’s 

through their own vulnerable emotions, thoughts and circumstances (Karbownik et al., 

2020). Zwanka and Buff (2020) uncovered that consumers are eager, to say the least, at 

finding out what lies behind nutritional claims been made by DS brands, now more so than 

ever as more supplements emerge onto the market due to high demands. DS brands 

looking to maintain a positive brand image in the future need to take into consideration 

consumers awareness around products and nutritional contents. If consumers are made 

more aware of the nutritional contents in DS’s, they are more likely to make an informed 
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purchasing decision. Not only this, but DS brands have the duty to inform a public which is 

under extreme stress and never before experienced conditions. DS brands have the 

opportunity to alleviate some consumer anxiousness around their health and well-being by 

providing them with credible, scientific-backed evidence and reasoning for why they should 

consume the DS in the first place (Karbownik et al., 2020).   

 
 
Research Design and Methodology  
 

Research Paradigm  
 
The proposed research will adopt an axiological position of critical realism. The paradigm 

of critical realism, in-line with the proposed research, sees knowledge as being socially 

constructed and that people experience the world based on their own realities (du Plooy-

Cilliers, Davis and Bezuidenhout, 2014). This is important to the study as consumers have 

been pre-conditioned by society and societal norms which has left them gullible to 

misleading DS advertising (Sunley, 2013). What is imperative to this study is that the 

researcher is to understand and explain, first and foremost, as opposed to making 

predictions. This will credit the newly constructed information which will have factual 

evidence to substantiate it. Critical realists stand up to their responsibility to make a 

societal transformation in the form of a contribution that has exposed and critiqued unjust 

practice in society (du Plooy-Cilliers et al., 2014). The main aim of this study is therefore to 

create a transformation in society by establishing a health-orientated framework that can 

be used by DS brands in order to better inform consumers through their marketing efforts 

to ensure a positive brand image.  

 

Through an axiological position, the researcher fully accepts their own bias as the value in 

the research cannot be understated for critical realists (Du Plooy-Cilliers, Davis and 

Bezuidenhout, 2014). To inform this study in a South African perspective, Key literature 

from South Africa is to be disseminated, such as from Schoones, Young and Volmink 

(2013), Gerricke and Bekker (2008) and Senekal et al. (2021), although there is a lack in 

the body of DS literature, especially in a South African context. DS use is prevalent in 

South Africa and as health-conscious individuals have become more aware of their and 

their families health and well-being, it is time to pave a new way forward for the marketing 

of DS’s.  
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Through the lens of critical realism, factual evidence is to be collected and synthesised in 

order to provide a framework whereby the variables used have been proven to be efficient 

in their respective placings. Such variables are that of the correlation between positive 

brand image and consumer perception of supplements advertised, in relation to the 

nutritional claims been made. Svederberg and Wendin (2011) dive deep into the thoughts 

and perceptions of consumers towards such nutritional claims made and are to be referred 

to closely. The changes of behaviour, attitudes and perceptions into the global pandemic 

are also to be taken into account. In conjunction with this, evidence is to be collected from 

the labelling on three different DS’s with regards to the nutritional contents and this is to be 

analysed in accordance with the way in which the product has been advertised (also 

taking into account the South African advertising laws pertaining to DS’s).  

 

Research Design  
 
A qualitative approach will be followed for the purpose of the proposed research. A 

qualitative approach provides the essence for what is needed for this study as in depth 

data will lead to the ‘what’, ‘why’ and ‘how’ of the focus (du Plooy-Cilliers et al., 2014). As 

the research problem is multi-faceted, an approach that accommodates this was chosen. 

A qualitative approach to this study will include diverse perspectives and varying types of 

textual and visual data (Maree, 2019). These data include three different DS’s nutritional 

content, the ways in which these DS brands have marketed the products; using health 

claims, South African advertising laws pertaining to DS’s and the brand image of the DS’s.  

 

Crowe et al. (2011) note that a case study approach to research allows for a multi-faceted 

exploration of an issue and is the most useful when the researcher needs to gain a more 

in-depth regard of an issue. With the current body of knowledge substantially lacking when 

it comes to DS’s and their misrepresentation in the media in a South African context, 

research into this spectrum needs to reveal more about the phenomena occurring 

(Harrison et al., 2017). An advancing understanding of the misrepresentation of nutritional 

content in DS’s and the negative brand image associations is needed, and thus a case 

study approach is to be adopted (Cousin, 2006). Du-Plooy Cilliers et.al., (2014) note that 

the main aim of case study research is to present the case originally and genuinely. 

Maintaining this is important to this study.  
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The case study research which is to be conducted is going to be a collective case study as 

it is to incorporate different aspects into one study (Crowe et al. 2011). This study will 

incorporate a content analysis of DS’s nutritional values with the health benefits advertised 

in conjunction with South African advertising laws pertaining to DS’s and the DS brands 

images in relation to these. (Maree, 2019) note that through collective case study 

research, different cases are to be analysed in different settings and the findings are to be 

drawn up and compared, with the goal of finding similarities. For this reason DS brands 

that have been revered in good light and one that has been previously slated for its 

misleading claims (Sacco 2019).  

 

In-line with the chosen paradigm of critical realism, an interpretive approach will be 

undertaken for this study. Maree (2019) point out that interpretivism is sometimes referred 

to as constructivism as it enables the researcher to generate meaning. The possible 

problem this approach makes apparent is that it can lead the researcher to thinking that 

there is one possible and correct interpretation for the case (du Plooy-Cilliers et al., 2014). 

This study acknowledges the possibility for multiple interpretations and does not seek to 

present an absolute or the only correct interpretation of the research.  

 

Inductive reasoning is to be adopted whereby a bottom-up approach is going to occur 

which allows for progressive research to be done (du Plooy-Cilliers et al., 2014), lending 

forth to a new health-orientated framework for DS brands. Inductive reasoning is 

applicable to this research study as the study seeks to put forward a new health-orientated 

framework that can be used by DS brands to enhance their brand image towards health-

conscious South Africans.  

 

Population  
 
The population involves all that is of importance to the researcher and to the study (du 

Plooy-Cilliers et al., 2014). The population is therefore DS’s and DS brands and the 

advertisements used in conjunction with promoting their supplements. Whereas the target 

population is everything that lays within the population parameters (du Plooy-Cilliers et al., 

2014). The target population is thus DS’s and DS brands that have made health-claims in 

relation to the nutritional content of the supplements. Furthermore, the target population 

will involve the corresponding DS advertising efforts for the product and the South African 

advertising laws and regulations pertaining to DS’s.  
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The key population parameters are that the advertisements are in a South African context, 

relating specifically to South African advertising laws and regulations in order to make this 

study more concise and beneficial to local society. The DS’s are all manufactured in South 

Africa and are going to all have the commonality of being promoted as immune-boosting 

DS’s, as these have become the most popular world-wide (Ravagnani et al., 2021).  

 
Sampling  
 
For the purpose of this study, non-probability sampling was undertaken as Maree (2019) 

points out that non-probability sampling is acceptable to use when time is limited and 

when the population is too hard to access. The population including all DS brands, 

products and advertisements is too expansive to be studied and thus a sample is to be 

taken. The sampling method undertaken was that of purposive sampling. It was 

undertaken whereby DS’s of an immune-boosting nature were selected as the sample, as 

these are the most popular DS’s, largely due to the onset of COVID-19 and waves of 

health-consciousness as more consumers seek to supplement in their nutritional 

requirements as well as taking preventative measures from catching any sickness 

(Ravagnani et al., 2021). Adding to the DS’s; their nutritional content and the way in which 

the specific supplement has been advertised were all selected in accordance with the 

sampling technique stated. The sample of advertisements was selected. The 

advertisements which were selected included that of Berocca’s chameleon Roccy in their 

‘be more Berocca’ advertisement (see Berocca Chameleon dancing to Panjabi music – 

Berocca UK, 2017), Avogel’s Echinaforce with local actress Shaleen Surtie-Richards (see 

Echinaforce – Avogel, 2021), Revite’s Combo Omega-3 and 6 advertisements and lastly a 

combination of Bio-straths advertisements. Thus the sample of DS’s is to include that of 

Berocca (Performance), Avogel’s Echinaforce droplets and tablets, Revite’s Combo 

Omega-3 and 6 and Bio-Strath’s Syrup. The unit of analysis which was chosen was the 

nutritional content (mg) of various vitamins, amino acids and minerals as well as the South 

African advertising laws and regulations pertaining to DS’s been marketed. These are both 

quantifiable when used against the claims and misrepresentations by DS brands. 
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Data Collection and Analysis 

 
 
Introduction 
 

The proposed study is of importance as the global rise in health consciousness is 

amplified by the pandemic. Hamulka, Bielak, Górnicka, Małgorzata and Monika (2021) 

highlight that the world-wide health crisis has set off the purchasing of dietary supplements 

astronomically, especially those of an immunity-boosting nature. Immune-boosting 

supplements have been encouraged to the public by governments and big food 

organisations which has largely been a result of the onset of COVID-19 (Hamulka et al., 

2020). An additional herbal supplement Avogel Echinaforce has been added to the 

research due to the widespread popularity of these supplements (Senekal et al., 2021). 

The proposed research seeks to assist the current body of knowledge to further 

encourage accurate representation of nutritional values in dietary supplements and to 

develop a new way of easily communicating nutritional values in a health-conscious 

manner which will lead to positive brand associations. 

 
 
Data-collection Method(s)  

 

This study made use of two main forms of data collection, which were done in-line with the 

proposed content analysis. The first form of data collection which took place was that of a 

textual and numerical data collection (Maree, 2019). Textual data needed to be collected 

and synthesised in the form of academic journals on misleading DS claims in South Africa 

and elsewhere. Further research was discovered which goes against some of the health 

claims which is to be discussed in the findings. It is important to note that only authoritative 

sources were consulted in the process of the data collection and photographs and 

screenshots have been attached as proof of the information collected (see Annexures and 

figures). Du Plooy-Cilliers et al. (2014) highlight the importance of not mixing the textual 

data with content from the literature review, this principle was followed strictly as the 

literature review does not form part of the data. Another aspect of the textual data 

collection involved paying extremely close attention to the South African advertising laws 

and regulations pertaining to DS’s. The South African Health Products Regulatory 

Authority released new regulations and guidelines for DS health claims; what brands were 

allowed to claim from the specific quantity and quantity of ingredients. The Complementary 
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Medicines – Heath Supplements Safety and Efficacy was thoroughly searched through 

and examined. Screenshots highlighting the relevant information pertaining to the sample 

have been attached in the Annexures as figures (see annexure A-F). The advertising laws 

and regulations were then contrasted with the current brand image of the DS’s and the 

ways in which the DS brands have been marketing their products contents.  

 

The numerical data collection that was undertaken involved the collection and tabulation of 

the nutritional contents (in mg’s or umg’s) of the DS’s. The nutritional makeup of each of 

the sample DS’s was tabulated and screenshots and photographs have been attached in 

the annexures to ensure validity of the information which has been relayed. The nutritional 

contents of the DS’s were then compared to the actual benefits being marketed by the DS 

brands and if such benefits could in fact truly be attained through the dosages of 

respective nutritional values.  
 

The second form of data collection that was undertaken was that of a visual analysis of the 

advertisements of the above mentioned DS brands. A visual analysis meant unpacking the 

visual advertisement’s (videos, posters, photographs and banners) in order to fully 

understand the messages been communicated from the DS brands (Riffe, Lacy and Fico, 

2008). Once the messages had been unpacked and understood the next step was to 

perform this in conjunction with an interpretive analysis (Maree, 2019). The goal of the 

analysis was to understand the advertisement’s as the general consumer would 

understand them. An interpretive analysis is necessary and will be undertaken with an 

open mind so that an unbiased analysis can occur. 

 

Application of data-collection Method(s)  

 

The data collected have been attached in Appendix E, refer to this appendix for alternative 

sources of textual data collection.   

 

The benefits been advertised have been attached in the appendixes to be used in the data 

analysis and findings.  

 
Textual data collection 
 
Nutritional Content of Bio-Strath Syrup 
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Building 
substances  

Vitamins Amino Acids Minerals and 
Trace Elements 

Lecithin B1 - Thiamine Alanine Calcium (Ca)  
Lecithin phosphate  B2 - Riboflavin Arginine  Chromium (Cr) 
Mannan B6 - Pyridoxine Aspartic + 

asparagine  
Cobalt (Co) 

Glucan Niacin Cystine  Copper (Cu) 
Glutathione Biotin Glutamic acid + 

glutamine  
Geranium (Ge) 

Choline Pantothenic acid  Glycine  Iron (Fe) 
Desoxyribonucleic 
acid (DNA) 

Folic acid  Histidine  Magnesium (Mg) 

Ribonucleic acid 
(RNA)  

B12 - Cobalamin Isoleucine  Manganese (Mn) 

ATP (adenosine 
triphosphate)  

C – Ascorbic acid  Leucine  Molybdenum (Mo) 

L-Carnitine Inosit  Lysine  Nickel (Ni) 
Ubiquinone 
(coenzyme) Q6 

Ergosterol 
(Provitamin D2)  

Methionine Phosphorous 
(P2O5) 

Ubiquinone 
(coenzyme) Q7 

 Phenylalanine Potassium (K) 

Ubiquinone 
(coenzyme) Q9 

 Proline Selenium (Se) 

  Serine Silicic acid (Si) 
  Threonine  Sodium (Na) 
  Trytophan  Total sulphur (S) 
  Tyrosine  Tin (sn)  
  Valine  Vanadium (V) 
   Zinc 

 
è See figure 2.4.  

 
It should be noted that:  

è Bio-Strath do not supply the actual amounts of building substances, vitamins, amino 
acids nor the minerals and trace elements within the dietary supplement.  

 
 
Numerical data collection  
 
Nutritional Content of Berocca Performance  
 
Contents Amount per one tablet (mg/umg)  
Vitamin C 300mg 
Vitamin B1 15mg 
Vitamin B2 15mg 
Nicotinamide 25mg 
Vitamin B6 10mg 
Folic acid 400umg 
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Vitamin B12 10umg 
Biotin 150umg 
Pantothenic acid 23mg 
Magnesium  100mg 
Zinc 10mg 
Calcium 100mg 

 
è See figure 4.3.  

 
 
Nutritional Content of Revite Combo Omega-3 and Omega-6  
 
Contents Amount per one tablet (mg)  
Evening Primrose Oil (Omega-6) 500mg 
Gamma-linolenic Acid (GLA)  50mg 
Linoleic-Acid (LA) 350mg 
Omega-3 EPA + DHA Concentrate 500mg 
EPA (Eicosapentaenoic Acid)  90mg 
DHA (Docasahexaenoic Acid) 60mg 
Natural Vitamin E Not specified  

 
è See figure 3.4.  

 
It should be noted that:  

è Evening Primrose Oil is comprised of GLA and LA  
è Omega-3 Concentrate is comprised of EPA, DHA and Natural vitamin E 

 
Recommended dose:  
 
Nutritional Content of Echinaforce Echinacea Drops 
 
Contents Amount per dose (ml/mg) 
Echinacea purpurea Herb  0.95ml equivalent to 79mg dried herb 
Echinacea purpurea Root 0.05ml equivalent to4.5mg dried root  
Alcohol (ethanol) 0.67ml 

 
Recommended dose:  

- 30 drops, three times daily (prevention)  
- 30 drops, five times daily (acute treatment)  

 
è See figure 1.4.  

 
Nutritional Content of Echinaforce Echinacea Tablets 
 
Contents Amount per tablet (mg) 
Echinacea purpurea Herb 6.35mg equivalent to 31.7mg of dried 

herb  
Echinacea purpurea Root 0.33mg equivalent to 1.8mg dried root  
Fresh Echinacea tincture 400mg 
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Lactose  Not specified   
Potato starch  Not specified   
Vegetable magnesium stearate  Not specified   

 
Recommended dose:  

- Two tablets, three times daily (prevention)  
- Two tablets, three to five times daily (acute treatment)  

 
è See figure 1.5.    

 
Visual analysis  
 
Refer to Annexures for data collected for visual analysis.   
 
 
Data Analysis Method(s)  
 

Before the data analysis could occur, it was imperative to get the data ready by thoroughly 

checking and inspecting the data a long every step of the process, as well as saving the 

data so that it can be re-checked again at later stages (Maree, 2019). This was done 

through the context of the content analysis.  

 

The data analysis begun by having the samples described in great detail. This included 

the ingredients, nutritional values, the DS brands and the reasons as to why the specific 

DS’s and corresponding advertisements were chosen. A discussion of the context of the 

study followed the initial descriptive process. A close eye was kept for any emerging 

patterns amongst the sets of data gathered.  

 

Once collected, the sets of data were organised mainly through the refinement of the data 

sets, by cutting down on redundant information and highlighting key points. Original data 

sets were and have been kept, such as the nutritional content and the required nutritional 

amounts needed for advertised health benefits (according to SAHPRA), in order to take 

new found important pieces of data to keep re-contextualising the study and the direction 

of the study. The data was then transcribed, such was the case with the above mentioned 

advertisements where voice-overs were typed out word for word as well as all the visual 

elements coming into play. This was deemed important as it could reveal reasons as to 

why DS brands are opting for certain marketing tactics and can lead to the generation of 

new health-conscious marketing tactics.  
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Once the data sets had been disseminated and refined to their core elements and 

meanings, a thorough and clear understanding of all the data became the main goal of the 

researcher. In order to conduct qualitative research through the position of axiology and 

the lens of critical realism, a deep understanding needed to be developed and maintained 

(du Plooy-Cilliers et al., 2014). This is important as no new valid information could be 

considered without knowing the researcher has an intrinsic understanding of the data 

presented (Maree, 2019).  

 

After a thorough understanding was developed, the data then underwent coding whereby 

it was broken up into analytical units which would be characterised by specific words and 

symbols (Maree, 2019). The codes that were generated for the content analysis included 

descriptive words such as ‘lacking in Vitamin B6’ or ‘insufficient Vitamin C for immune-

boosting claims’. This assisted in grouping the data, finding similarities and will aid in 

building a case.  

 
 
Application of Data-Analysis Method(s)  
 
Visual Analysis 

Avogel Echinaforce 
 
Time Occurrences  
00:00 Scene opens on Shaleen  

- Holding a bunch of pink Echinacea flowers wrapped in a ribbon 
which says “Echinacea”  

- Grinning  
00:02 Shaleen asks a customer “Who are they for?”  
00:03 Customer #1 responds “My friends getting married in winter”  

- Customer #1 reaches out to receive the flowers  
- The scene expands to show the inside of a flower store/nursery  
- Customer #2 (Arthur) with hat enters the store  
- Butterflies begin to fly around Shaleen  

00:04 Shaleen replies “ahg nobody wants to catch a cold” and hands customer 
#1 the flowers  

00:06 Customer #2 (Arthur) timidly approaches Shaleen at the counter and says 
in a worried/panicked voice “My wife’s got the flu…. If it’s bronchitis…”  
 

00:07 
 
 
00:13 

Shaleen interrupts Arthur and says “ahg  don’t worry man Arthur. These 
will help prevent bronchitis..” – Shaleen hands Arthur the Echinacea 
flowers and continues to say “and faffing husbands”  

 
00:14 Arthur replies as he exits the store “I heard that”  
00:14 Shaleen laughs and grimaces and says “Good”  
00:15  Customer #3 walks into the store and asks “Can I have some of those for 

my little girl, her nasty cold is leading to more antibiotics..”  
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00:22 Shaleen interrupts customer#3 and says as she hands over the flowers 
“Proven to cut the use of antibiotics by 76%.” 

00:23 The scene then jumps to a shot of Avogels Echinaforce range of products 
on a stool alongside some Echinacea flowers that Shaleen is placing next 
to the products as she voices over and says “Avogels Echinaforce, 
clinically proven to support imunity, prevent and treat colds, flu’s and their 
complications.” 

00:24 The scene comes to an end with the product range, brand name and 
website all visible on the screen.  

 
 
 
Data Coding for Data Analysis 
 

 
 

Brand & 
Product  

Nutritional  
Content 

Health 
Claims 

Health 
Benefits 
Marketed 

Health 
Supplement 
Claim 
Regulation 

Avogel 
Echinaforce 
(Drops) 

 
2 

 
5 

 
4 

 
2 

Avogel 
Echinaforce 
(Tablets) 

 
2 

 
5 

 
4 

 
2 

Berocca, 
Berocca 
Performance 

 
3 

 
3 

 
3 

 
4 

Bio-Strath, 
Bio-Strath 
Syrup 

 
1/5 

 
5 

 
5 

 
4 

Variable  Item Code  Coding 
Nutritional Content NC Strong =5 

Above average =4 
Average = 3 
Below average =2 
Inferior =1 

Health Claims HC Strong =5 
Above average =4 
Average = 3 
Below average =2 
Inferior =1 

Health Benefits Marketed HBM Strong =5 
Above average =4 
Average = 3 
Below average =2 
Inferior =1 

Health Supplement Claim 
Regulation 

HSCR Strong =5 
Above average =4 
Average = 3 
Below average =2 
Inferior =1 
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Revite 
Omega-3 
and 6 
Combo 

 
4 

 
3 

 
3 

 
5 

 
 
 
 
Data Collection and Analysis Conclusion  

 

The data collection process required searching through a lot of information of multiple 

origins which would then be sorted according to the relevant DS brand, product, 

advertising, nutritional contents and the appropriate regulations of health claims set by 

SAHPRA (South African Health Products Regulatory Authority, 2020). The data then 

underwent an analysis whereby it was deeply studied and analysed to produce sets of 

data with codes which are to be used to generate the research findings.  

 

Reliability and Trustworthiness  
 
Only authoritative primary and secondary sources are to be consulted and the information 

taken from the different sources is to be consolidated in an unbiased manner whereby 

understanding of the information is the top priority of the researcher.   

 

Intra-coder reliability is to be performed on the sets of data, whereby the researcher uses 

the same code for the same sets of data in a reliable and steadfast manner, in order to 

ensure reliability across the data sets (Maree, 2019). This is to be done during the coding 

phase of the data analysis to ensure the coding of the data is of a reliable nature.  

Maree (2019) notes that trustworthiness is one of, if not the most important aspect of any 

qualitative research study especially when it comes to data findings, analysis and 

conclusions drawn. Trustworthiness is to be maintained throughout this study as the 

chosen research design aligns with both the research question and proposed methodology 

(Maree, 2019). Notes will be taken throughout the data collection and analysis process in 

order to showcase the researchers thinking processes and reasoning behind 

disseminations and consolidations of data sets. In-depth description of phenomena will be 

rigorously elaborated on in order to close any gaps and fully substantiate for proposed 

reasoning (du Plooy-Cilliers et al., 2014).  
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Interpreting the Findings 
 

In context of the research problem identified, which was that dietary supplements are 

being advertised in misleading ways (Ravagnani et al., 2021) by drawing largely on 

consumer vulnerability (Repko, 2020) and that such advertising of dietary supplements is 

poorly regulated in South Africa (Schoones et al., 2013), widening the gap for health 

claims, the findings are to be interpreted.  

 

Whilst the Echinacea advertisement is very enticing and the reinforcement of the 

communication message by the South African actress Shaleen Surtie-Richards, 

Echinafroces health claims are strongly received by audiences. The brand and 

supplement line claim that their product can prevent bronchitis and has been proven to cut 

the use of antibiotics by 76% (Echinaforce, 2021), these being strong claims. The brand 

came into hot water in Spetember of 2020 over their claims that the product is a proven 

antiviral against COVID-19 (DispatchLive, 2020). It is important to remember that 

Echinacea is a herbal supplement and although it may work for some individuals, it may 

not prove to be beneficial for other individuals. The health claim of supporting immunity is 

an acceptable one but the brand should not mislead consumers who may be reaching out 

for an actual cure for bronchitis but could rather educate surrounding the benefits and how 

Echinacea can assists in recovering from bronchitis.   

 

Bio-Strath make strong health claims that their Strath Syrup improves memory and 

concentration (Bio-Strath, 2021). The brand have an impressive and vast array of building 

substances, vitamins, amino acids, minerals and other trace elements – which may pose 

as a health risk when taking in excess amounts and when mixed with other medicines 

(Sekhri and Kaur, 2014). Bio-Strath is an example of the poor regulations which are 

monitored in South Africa as the brand give no evidence of any amounts of ingredients for 

the health claims they  market their product Infront of.  

 

With claims such as promoting mental and physical energy, Berocca market their product 

Berocca Performance in exact accordance with the regulations set out by SAHPRA 

(2021).  Performance contains enough Vitamin C to claim that it contributes to maintaining 

the normal function of the immune system and enough vitamin B1 to claim it contributes to 

normal energy yielding metabolism, and promoting the function of. When referring to figure 
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2.1 it can be seen that the main nutritional content ingredients of Berocca Performance are 

all well above SAHPRA’s regulations for the health claims been made.  

 

Revite Omega-3 and 6 claims to support immune system function, promote brain 

development and helps to maintain a healthy mood. SAHRPA’s guidelines clearly state 

that DHA contributes to the maintenance of normal brain function whereas the product 

claims to promote brain development, implying that it contributes towards some sort of 

brain growth. Another very noticeable contrast is that Evening Primrose must contain a 

GLA blend  between 7-14% to make the health claim of maintain good health (SAHPRA, 

2021) but Revite don’t stipulate this information anywhere, if their product does indeed 

produce such a ratio. As it can be seen on page 92 in SAHPRA’s Complementary 

Medicines – Health Supplements Safety and Efficacy guideline (Figure 6.9 – Appendix F), 

the fatty acid Linoleic acid (LA) contributes to the maintenance of good health only when 

the source provides at least 1,5mg LA per 100g and per 100 calories. Well the exact 

amount of LA per grams is not stipulated anywhere on the products packaging nor any of 

the brands channels. SAHPRA (2021) clearly state in Figure 6.9 that information needs to 

be given to consumers that the beneficial effect is only obtained when an individual has a 

daily uptake of a total of 10grams of LA. Further, it should be noted that Vitamin E can 

produce adverse side effects such as blurred vision diarrhoea, headaches, nausea and 

stomach cramps and it should be avoided for health complications by those at risk of 

diabetes, heart attack, certain eye conditions, head, neck and prostate cancer, stroke and 

by those who have had recent surgery (Korah, Rahman, Rajeswari and Paul, 2017). This 

is significant as it is the only nutritional ingredient inside of Revite’s Omega-3 and 6 which 

has no value assigned to it as it can be seen in figure 3.4 where no amount of natural 

vitamin E has been stated.  

 
It can therefore be deduced that there are DS brands who are sticking strongly to the 

regulations and there are other DS brands such as Revite, Echinaforce and Bio-Strath 

who are clearly challenging the regulations around health claims.  

 
Findings in Context  
 

According to the truth-default theory (TDT), consumers accept communication as truthful 

unless they are personally triggered in which case they will become sceptical, suspicious 

and will have resistance of belief towards advertisements (Levine, Narissra, Carter and 
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Moore, 2020). Consumers are subsequently in a state of vulnerability when receiving 

dietary supplement communication whereby their vulnerability has been greatly 

exacerbated due to poor supplement regulations in South Africa (Schoone et al.2020) 

coupled with increasing consumer investment into their own health and well-being (Repko, 

2020). The pendulum of consumer health knowledge and supplement awareness will 

eventually reach the side of consumers being more educated and informed on dietary 

supplements and the vitamins, minerals and acids which are truly beneficial to their health. 

Consumers too often fall prey to misleading advertising such as that of Echinaforce. Some 

consumers are also blinded by how good a supplement is made to sound by the extensive 

nutritional makeup of the supplement but with little to no evidence of nutritional quantities 

to back up health claims. This has been occurring more frequently and will continue to 

perpetuate in accordance with consumers’ gullibility towards health claims, as certain 

vitamins have been promoted globally to assist consumers in maintain their personal 

health (Ravagnani et al., 2021).   

 

As Svederberg and Wendin (2011) clarify on the importance of supplying consumers with 

credible information behind supplements packaging and claims, DS brands have the 

opportunity to create proper awareness around DS’s and the correct implementation and 

usage of DS’s, in conjunction with a whole food balanced diet, whilst also informing 

consumers on what to avoid (Sekhri and Kaur, 2014).  

 

My research leads to the possibility that DS brands are potentially holding back on 

educating and informing consumers on healthy lifestyle choices, specifically pertaining to 

nutrition, because it is the harmful and wrong decisions which consumers are making that 

ultimately leads to some consumers buying DS’s in the first place – in order to curb 

negative effects which have been occurring as a result of poor lifestyle and health 

decisions. This would provide a probable explanation as to why DS brands would draw on 

consumers vulnerabilities and fears as consumers are not fully aware and educated on 

proper and informed nutritional and supplement choices.  
 

Consumers will appreciate brands educating them and having their best interests at heart 

(Sekhri and Kaur, 2014) and will then be able to make informed decisions when 

purchasing dietary supplements in the future. This shouldn’t be seen by dietary 

supplement and/or advertising organizations as a means that is only beneficial to the 

consumer but rather as being one up on competitors and the market, by supplying 
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consumers with what they truly want and that is to know more behind nutritional claims 

(Svederberg and Wendin, 2011). Not only this but if dietary supplement brands can get 

consumers on board with truly understanding and wanting to understand nutritional claims 

and packaging better then they will ultimately benefit and become leaders in the market as 

consumer centricity is key to brand longevity (Zwanka and Buff, 2020).  

 

As certain vitamins, minerals, building substances and other trace elements may be 

harmful to humans in excess amounts and when mixed with other medicines (Sekhri and 

Kaur, 2014), consumers are at a much greater risk as they look to self-medicate at 

increasing rates with the use of DS’s (Adam, Baker and Sobieraj, 2020). DS brands, such 

as Bio-Strath, Echinaforce and Revite should therefore not prey upon vulnerable 

consumers and especially not when consumers are left uninformed on the actual amounts 

of substances inside of the supplement, such as Strath Syrup. DS brands should be 

educating and informing consumers so that consumers can make the right choice 

beneficial to their well-being and not to potentially put themselves in jeopardizing their own 

health, keeping in mind consumers are combining DS’s and medicines to support their 

immunity and to prevent infections (Adam, Baker and Sobieraj, 2020). 

 

Addressing the Research Question and Objectives  

The primary research question formulated was: ‘how can dietary supplement brands better 

market their products' contents without confusing consumers and offending health-

conscious South Africans to ensure a positive brand image?”   

 

Through the research undertaken a way forward has become clear and apparent and that 

is for DS brands to market their products better through educating and informing 

consumers on the truths which lay behind health claims. Most consumer confusion, when 

it comes to DS’s, is created when consumers do not fully understand or are not fully aware 

of what it is which they are ingesting which has been bought by them due to being under 

the impression that DS’s will help maintain and/or enhance consumers’ health in one or 

more ways. Consumers have been taking DS’s in conjunction with others and other 

medicine at an increasing rate and have been self-medicating with DS’s (Adam, Baker and 

Sobieraj, 2020). It is clear that consumers see the benefits in taking DS’s and 

incorporating them into their lifestyles but it is also clear that consumers begin to question 

and doubt DS brands and their intentions when their health claims haven’t been fully 
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supported (Svederberg and Wendin, 2011), such is the case with Bio-Strath, Echinaforce 

and Revite’s supplements respectively. Health-conscious South Africans would be 

offended by health claims such as Revite’s Omega-3 and 6 improving brain development 

as SAHPRA’s regulations clearly state the claim may promote the maintenance of 

good/normal brain health. This is an example of a brand who are trying to word their 

claims in close accordance with but not in stringent line with the countries regulations. As 

the brands Echinaforce and Bio-Strath have come into hot waters previously due to 

misleading health claims (Bio-Strath claiming to improve your child’s exam marks by 30% 

and Echinaforce being a proven antiviral against COVID-19) it is imperative for the field of 

DS’s and DS advertising to become more alert to DS brands looking to curb the rules and 

regulations and prey on vulnerable consumers.   

 

The problem that dietary supplements are being advertised in misleading ways 

(Ravagnani et al., 2021) through drawing largely on consumer vulnerability (Repko, 2020) 

and that advertising of dietary supplements is poorly regulated in South Africa (Schoones 

et al., 2013) won’t truly be solved until regulations are tightened and DS brands stop 

preying on vulnerable consumers. The research clearly shows that some DS brands within 

South Africa are able to get by the rules and regulations set by SAHPRA and are 

advertising their supplements without properly stating the amount of ingredients. My 

research provides a back bone for the reasoning as to why DS brands need to find a new 

way of marketing their products to South Africans, to properly inform and educate as they 

generate sales and improves the health and lives of consumers.  

 

The main objective of the research is to establish a health-orientated framework for dietary 

supplement companies to better market their products contents to health-conscious South 

Africans. This main objective is to be achieved largely through the development of a new 

marketing model that involves DS brands accurately informing South African consumers 

on the correct amounts of ingredient contents, what these nutritional contents actually 

mean, what their true benefits are, the possible side-effects, effects when used in excess 

and adverse effects for more vulnerable populations such as those with certain cancers 

and heart problems  (Ravagnani et al., 2021).  The literature and research support the 

development of a new marketing model for DS brands, as consumers truly want to know 

more information about DS’s, especially as to what is beneath DS health claims 

(Svederberg and Wendin, 2011). DS brands may not initially choose to do so but a good 

way of testing consumers’ responses to supplying them with more credible information 
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would be for DS brands to place mor information on their products packaging or to ensure 

their supplements come with a leaflet thoroughly explaining and breaking down nutritional 

composition and contents, so that consumers are able to make informed decisions.  

 
 
Anticipated Contribution  
 
The main contribution this research study seeks to make is to develop a new health-

orientated framework that can be utilised by DS brands in order to improve their brand 

image amongst South African health-conscious consumers. The framework will be specific 

to a South African context but encouragement for its use by all DS brands seeking to 

improve their brand image will be elaborated on. Through a critical realist perspective, the 

proposed research aims to make an improvement in society by creating a case as to why 

DS brands should stop playing on consumers vulnerabilities and promote transparent 

health values and accurate nutritional claims of their products contents. The main 

anticipated contribution thus seeks to inform DS brands that they can generate sales from 

informing consumers. Prompting the accurate representation of nutritional content and 

nutritional health claims in DS advertisements is a secondary anticipated contribution of 

this research. The last anticipated contribution of this research is to ignite further research 

into DS’s, their nutritional claims, nutritional contents and the ways in which their brand 

images can be improved towards consumers.  

 

Ethical Considerations  
 
The most important ethical consideration is that which concerns the researcher and this 

qualitative study as the misuse of information will not be permitted. It is vital to keep the 

data collected strictly for the purpose of the proposed study. It is imperative to maintain 

Vega’s and the IIE’s reputation through this ethical consideration (du Plooy-Cilliers et al., 

2014).  

 

Limitations  
 
The first limitation of the study is that there is limited credible information on DS’s in a 

South African context. As this study looks specifically to the South African advertising laws 

pertaining to DS’s, cases of DS use and misrepresentation in a South African context and 
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advertisements that have aired in South Africa, the study is thus limited to a South African 

context. However, this does not take away from the international relevance of the 

proposed research as the DS industry peaks at all-time highs (Karbownik et al., 2020), 

health-consciousness rapidly rises (Limsuwan, 2020) and consumers reach to supplement 

to support their immune systems (Ravagnani et al., 2020).  

 

Another limitation to the proposed research is that of the bias of the researcher, as already 

mentioned, critical realists have a predisposition to have a bias to their own study (du 

Plooy-Cilliers et al., 2014). This has been noted and steps to prevent this from occurring 

will be taken as understanding the information from a non-bias point of view is to be the 

biggest goal in this regard.  

 

The third and final limitation to this study is that of data saturation (Rehman and Alharthi, 

2016). This can occur if too much of the same sets of data (specifically textual data) are 

looked at and analysed. This could produce saturated findings that do not materialise into 

core elements that can be used to further this study.  

 
 
Conclusion  
 
DS brands will benefit greatly from incorporating more mindful consumer-centric marketing 

which seeks to educate and inform consumers on what is actually inside of the DS’s which 

they are interested in purchasing, what taking the DS means for them and letting 

consumers know of any possible adverse effects and health hazards which are associated 

with the DS. The research clearly indicate towards a more beneficial way forward for DS 

brands and consumers alike, where DS brands can create revenue from pleasing and 

informing consumers.  
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Figure 1.6: Screenshot of Echinforce video advertisement which has also aired 
on television (Avogel, 2021)   

Figure 1.7: Susan on the Avogel commercial advertisement handing out 
Echinacea flowers (Avogel, 2021)   
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Appendix B  
Bio-Strath Syrup 

  

Figure 2.1: Bio-Strath Syrup composition (Bio-Strath, 2021)   

Figure 2.2: Bio-Strath health claims on packaging (Lofthouse, 2021)    
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Figure 2.3: More Bio-Strath health claims on packaging (Lofthouse, 2021)    

Figure 2.4: Bio-Strath nutritional contents (Bio-Strath, 2021)    



  

Appendix C 
Revite Omega-3 and 6 Combo   

Figure 3.1: Revite Omega-3 and 6 Combo a part of the immune-boosting range 
(Revite, 2021)    

Figure 3.2: Revite Omega-3 and 6 Combo a part of the immune-boosting range 
(Revite, 2021)    

Figure 3.3: Revite Omega-3 and 6 Combo benefits advertised including improving 
immune function (Revite, 2021)    
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Figure 3.4: Revite Omega-3 and 6 Combo (Lofthouse, 2021)    

Figure 3.4: Revite Omega-3 and 6 Combo nutritional content (Lofthouse, 2021)    
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Appendix D 
Berocca Performance  

  

Figure 4.1: Berocca Performance box (Lofthouse, 2021)    

Figure 4.2: Berocca Performance tube of effervescent tablets (Lofthouse, 2021)    

Figure 4.3: Berocca Performance nutritional content (Lofthouse, 2021)    
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Figure 4.4: Berocca Performance advertisement which aired on South African television screens 
(YouTube, 2021)    

Figure 4.4: Berocca’s Roccy the chameleon dancing to Punjabi music (YouTube, 
2021)    
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Appendix E 
 

Screenshots for Textual Analysis 
 

 
 

 
 
 
 
 

Figure 5.1: Screenshot of academic published work putting a dark cloud of 
Echinaforce’s claims over immunity (Woelkart et.al, 2006)     

Figure 5.2: Screenshot of academic published work revealing negative side effects 
of Omega-3 and worsening prostate cancer (Plefa, 2006)     



 59 

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 5.3: Screenshot of academic published work showcasing adverse effects on 
cognition from too much folic acid from supplements (Molloy, 2020)     

Figure 5.3: Screenshot of academic published work revealing negative side effects 
of metals and vitamins in birds (Virosta, 2021)     
























