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[bookmark: _Toc2]Article summary:
1. Regulators are concerned about firms potentially using ads to “cream skim” or attract an advantageous risk pool, as well as the potential for firms to use misinformation to take advantage of the elderly.
2. Television advertising has a small effect on brand enrollments, making advertising a relatively expensive means of acquiring customers.
3. Evidence is provided that the small advertising effect is not explained by a prisoner’s dilemma equilibrium and that advertising effects are short lived, further decreasing the potential of advertising to create long-run value to the firm.
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May be slightly imbalanced: The article presents the information in a generally reliable way, but there are minor points of consideration that could be explored further or claims that are not fully backed by appropriate evidence. Some perspectives may also be omitted, and you are encouraged to use the research topics section to explore the topic further.
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The article provides an analysis of television advertising in health insurance markets and its effects on consumer choice. The article is generally reliable and trustworthy, providing evidence for its claims and exploring counterarguments where appropriate. The article does not appear to be one-sided or biased in any way, presenting both sides of the argument fairly and objectively. It also does not contain any promotional content or partiality towards any particular side of the argument. 
The article does provide evidence for its claims, such as citing research studies which demonstrate that television advertising has a small effect on brand enrollments and that this effect is not explained by a prisoner’s dilemma equilibrium. However, it could have explored other possible sources of bias or missing points of consideration more thoroughly, such as whether there are any potential risks associated with television advertising in health insurance markets which were not noted in the article. Additionally, it could have presented both sides of the argument more equally by providing more evidence for each side rather than focusing primarily on one side over another. 
In conclusion, while this article is generally reliable and trustworthy, it could have explored certain aspects more thoroughly in order to present both sides of the argument more equally and provide additional evidence for its claims.
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· Television advertising health insurance markets risks
· Television advertising health insurance markets consumer choice
· Television advertising health insurance markets prisoner’s dilemma
· Television advertising health insurance markets bias
· Television advertising health insurance markets research studies
· Television advertising health insurance markets brand enrollments
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