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UNITED STATES DISTRICT COURT
FOR THE EASTERN DISTRICT OF NEW YORK

FEDERAL TRADE COMMISSION,

Plaintiff, Case No:  23-cv-4735
v. COMPLAINT FOR PERMANENT
INJUNCTION, MONETARY RELIEF,
PUBLISHERS CLEARING HOUSE LLC, AND OTHER RELIEF

a New York limited liability company,

Defendant.

Plaintiff, the Federal Trade Commission (“FTC” or the “Commission”), for its Complaint
alleges:

1. Plaintiff brings this action under Sections 13(b) and 19 of the Federal Trade
Commission Act (“FTC Act”), 15 U.S.C. §§ 53(b), 57b, and Section 7(a) of the Controlling the
Assault of Non-Solicited Pornography and Marketing Act of 2003 (“CAN-SPAM Act”), 15
U.S.C. § 7706(a), which authorizes Plaintiff to seek, and the Court to order, permanent injunctive
relief, monetary relief, and other relief for Defendant’s acts or practices in violation of Section
5(a) of the FTC Act, 15 U.S.C. § 45(a) and the CAN-SPAM Act, 15 U.S.C. §§ 7701-7713.

SUMMARY OF CASE

2. Although Publishers Clearing House LLC (“PCH” or “the Company”) is required
to allow consumers to participate in its sweepstakes promotions without purchasing a product,
PCH uses deceptive and manipulative statements and user interface designs (sometimes referred
to as “dark patterns”) to deceive consumers into believing that they must order products before

they can enter a sweepstakes or that ordering products increases their odds of winning a
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sweepstakes.

3. PCH uses the prospect of winning lucrative sweepstakes prizes to lure consumers
into repeatedly visiting its e-commerce website and buying products.

4. PCH targets older and lower-income consumers: the average age of PCH’s “core
consumer” on its e-commerce website is 66 years old and 54% of its “core consumers” earn less
than $50,000. According to the Census Bureau, the median household income in 2020 was
$67,621. PCH’s own survey results show that 71% of its core e-commerce customers believe
that “there is no such thing as free money.” PCH capitalizes on this fact by misleading them into
believing that they must place an order to buy products to enter a sweepstakes or that ordering
will increase their odds of winning.

5. When consumers first navigate to the homepage on PCH.com, they are presented
with an “Official Entry Form” or “Official Entry Registration Form.” PCH misrepresents that
consumers who fill out this form and hit “Submit Entry!,” “WIN IT!,” or “Win for Life!” (the
“call-to-action button”) will be then entered into a sweepstakes. PCH does not enter consumers
into a sweepstakes when they enter their personal information and hit the call-to-action button.

6. Instead of entering consumers into the sweepstakes after they have hit the call-to-
action button, PCH takes them to its e-commerce site where consumers must click through
several webpages of advertisements for products, including magazine subscriptions. It is only
after scrolling and clicking through several webpages of advertisements that consumers are
presented with another call-to-action button where they can finally submit their sweepstakes
entry. After those consumers enter the sweepstakes, PCH subsequently sends them emails that

falsely represent that they must complete another step to claim a prize number on the “winner
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selection list” or be eligible to win the sweepstakes. Some emails misrepresent that if consumers
do not act in response to the emails, they will be ineligible to win or disqualified from winning
the sweepstakes.

7. However, the links in those emails do not send consumers to a true “final” or
additional step of some kind, but direct consumers to PCH’s e-commerce site where they must
again navigate through a long series of PCH webpages containing advertisements for products.
Throughout these marketing emails and webpages, PCH uses deceptive statements to mislead
consumers into believing that purchasing a product is required to enter a sweepstakes or that
purchasing a product will increase the odds of winning a sweepstakes prize. PCH also employs
dark patterns throughout the consumer’s experience by, among other things: linking and
conflating “ordering” products and “entering” the sweepstakes through the use of trick wording
and visual interference; placing disclosures in small and light font and in places where a
consumer is unlikely to see them; bombarding consumers with emails that pressure them to take
immediate action by clicking on the email or purportedly risk losing the opportunity to enter or
win the sweepstakes; and making it difficult for consumers to enter the sweepstakes without an
order.

8. Additionally, PCH has sent millions of emails that reference fictitious forms and
documents beginning with a “W” followed by a hyphen and number or a “W” followed by a
number, the same naming convention that the Internal Revenue Service uses on federal tax forms
such as a W-2 (Wage and Tax Earnings Form) or W2-G (Certain Gambling Winnings Form), to
trick consumers into opening and reading the emails. These fabricated forms and documents

feature prominently in the subject lines of countless PCH emails but when consumers open the
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emails, the body of the emails contains no further reference to any such forms or documents.
Such subject lines are deceptive and serve as a device to provoke consumers to open emails and
view PCH marketing materials.

9. PCH also conceals the total cost of orders until after the consumer has incurred a
financial obligation to PCH. PCH’s undisclosed shipping and handling charges amount, on
average, to 41% of the costs of the merchandise ordered.

10.  PCH falsely represents that ordering is “risk free” when, in fact, consumers who
want to return merchandise to PCH must do so at their own expense.

11.  Finally, until approximately January 2019, when the Company learned that the
FTC was investigating its privacy practices, PCH’s formal privacy policy falsely stated that PCH
did not sell or rent consumer data.

12. The above-referenced conduct constitutes multiple violations of the FTC Act and

the CAN-SPAM Act, as detailed further herein.

JURISDICTION AND VENUE

13. This Court has subject matter jurisdiction pursuant to 28 U.S.C. §§ 1331, 1337(a),
and 1345.

14. Venue is proper in this District under 28 U.S.C. § 1391(b), (c), and (d), and 15
U.S.C. § 53(b).

PLAINTIFF

15.  The FTC is an independent agency of the United States Government created by
statute. 15 U.S.C. §§ 41-58. The FTC enforces Section 5(a) of the FTC Act, 15 U.S.C. § 45(a),
which prohibits unfair or deceptive acts or practices in or affecting commerce. The FTC also

4
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enforces the CAN-SPAM Act, 15 U.S.C. §§ 7701-7713, as if a statutory violation of the CAN-
SPAM Act “were an unfair or deceptive act or practice proscribed under Section 18(a)(1)(B) of
the [FTC Act] (15 U.S.C. 57a(a)(1)(B)).” 15 U.S.C. § 7706(a).

DEFENDANT

16.  Defendant Publishers Clearing House LLC, also doing business as Liquid
Wireless, Liquid, and PCH Media, is a New York limited liability company with its principal
place of business at 300 Jericho Quadrangle in Jericho, New York, 11753. PCH transacts or has
transacted business in this District and throughout the United States. At all times relevant to this
Complaint, acting alone or in concert with others, PCH has advertised and marketed sweepstakes
entry opportunities to consumers throughout the United States.

COMMERCE

17.  Atall times relevant to this Complaint, PCH has maintained a substantial course
of trade in or affecting commerce, as “commerce” is defined in Section 4 of the FTC Act, 15
U.S.C. § 44.

PCH’S BUSINESS ACTIVITIES

18. PCH was founded in 1953 in Port Washington, New York as a seller of
discounted magazine subscriptions. In 1967, PCH initiated a series of sweepstakes promotions
that marketed its magazine offerings. In 1985, PCH expanded into merchandise offerings, which
now account for the majority of its sales.

19. Since at least 1967, PCH has advertised its sweepstakes promotions to consumers
throughout the United States and Canada via direct mail, radio advertisements, television

commercials, digital advertising, and social media.
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20. Once known for its prolific direct mail advertising program, PCH now has a
substantial online sweepstakes advertising program as well. According to PCH, PCH.com
attracts roughly 40 million unique visitors each month.

21.  PCH generates revenue of approximately $1 billion in product sales per year.

PCH’S HISTORY OF DECEPTIVE PRACTICES

22. Since the early 1990s, PCH has defended against numerous public and private
lawsuits related to its business practices. Additionally, PCH’s sweepstakes marketing practices
have been the subject of frequent criticism and scrutiny from Congress, federal and state
regulators, consumer advocates, and the press.

23.  In 1992, fourteen states sued PCH for misleading people into believing that they
could increase their odds of winning a sweepstakes by purchasing items from PCH and that they
were sweepstakes finalists. In 1994, PCH settled with the states for $490,000.

24.  In 1998, a congressional committee held a series of hearings about deceptive
mailings and sweepstakes promotions. See S. Rep. No. 106-102, at 1-5 (1999). Senator Susan
Collins’ opening statement at the hearings explained that: “these hearings will explore whether . .
. ‘Government look-alike’ mailings, and the combination of large headlines and small
disclaimers are unfair practices that deceive consumers into making excessive, unneeded
purchases.” Deceptive Mailings and Sweepstakes Promotions: Hearings Before the Permanent
Subcomm. on Investigations of the S. Comm. on Governmental Affairs, 106th Cong., S. Hrg.
106-71, at 2 (Mar. 8-9, 1999). She continued: “Time and time again, family members . . . have
described sweepstakes companies bombarding elderly relatives with repeated mailings, each one

giving the false impression that purchases will bring the consumer closer to winning the grand
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prize.” Id.

25. The 1999 Committee Report noted that: “[w]hile most sweepstakes are legitimate
... marketing devices, some of these promotions can be used to defraud and deceive
consumers.” S. Rep. No. 106-102, at 3-4. The report singled out “[fJour major sweepstakes
firms[,]” including PCH, for which “there is evidence that a significant number of individuals
make excessive purchases in response to these mailings.” Id. at 14.

26.  During the hearings, elderly sweepstakes contestants and their children described
how they and their family members routinely “believed that purchases increased their chances of
winning.” Id. “Evidence at the hearing showed that some consumers had spent tens of
thousands of dollars, depleted savings, and had been forced to seek employment after entering
retirement.” /d. State attorneys general and AARP officials testified that some direct mail
companies used “misleading and confusing marketing tactics, including small type, which is
often overlooked by consumers with poor eyesight[,]” and used “mailers [that] mimic
government documents” to deceive consumers. /d.

27. One area of particular focus was PCH marketing materials that highlighted
fictional conversations about individual consumers and their prospects of winning the
sweepstakes. The Company was repeatedly asked about a sweepstakes mailing sent to nine
million people that quoted one such purported conversation between PCH personnel. In this
conversation, PCH staff appeared to be singling out the recipients of these mailers by name for
favorable treatment in connection with winning a sweepstakes. /d. The Company’s
representative defended the Company’s practice, claiming that the quoted conversations were

“dramatizations” and that “consumers understand dramatizations.” /d. Senator Carl Levin



Case 2:23-cv-04735 Document 1 Filed 06/26/23 Page 8 of 53 PagelD #: 8

rejected that characterization, stating “[t]hat conversation, you acknowledge, did not take place.
Therefore, you told a customer that a specific conversation regarding him occurred which did not
occur. You testified ... that, in your judgment that that letter is perfectly fine. That letter is
perfectly a lie. It is perfectly false. It is perfectly misleading. It is perfectly deceptive.” Id.

28. Moreover, Senator Collins questioned PCH’s representative at length about
several other matters, including “language [that] implies a connection between ordering and
winning” in sweepstakes mailers. /d. Senator Arlen Specter noted that PCH’s “practices . . . are
conclusively deceptive on their face, beyond any question” and said, “ I would ask you to . . . see
if your firm wouldn’t be doing something to clear up the record without waiting for legislation . .
. I know you are trying to defend your company here, but your answers are really very, very
defensive, and don’t really ring accurately, at least in my judgment.” Id. While questioning the
Company, Senator John Edwards noted that: “it is clear, any normal person would look at these
mailings . . . and their response would be that they are intended to fool people, to mislead them . .
. we have to deal with this problem.” /d.

29. Following these hearings and subsequent legislative negotiations, President
Clinton signed the Deceptive Mail Prevention and Enforcement Act (“DMPE Act”), 39 U.S.C. §
3001, into law on December 13, 1999. The DMPE Act mandates that sweepstakes mailers must
clearly and conspicuously disclose “on the order or entry form, that no purchase is necessary to
enter [the] sweepstakes[,]” and “that a purchase will not improve an individual’s chances of
winning” a sweepstakes. 39 U.S.C. § 3001(k)(3)(A)(i1)). The DMPE Act also strengthened

protections around deception related to government look-alike documents sent via mail. See id.

§ 3001(h)(1) (barring “solicitation by a nongovernmental entity . . . which could reasonably be
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interpreted or construed as implying any Federal Government connection[.]”).

30. As the congressional inquiry and legislative process that resulted in the DMPE
Act unfolded, PCH launched its first website. Although the Company continues to send direct
mailers, its online presence has increased dramatically since 1999.

31.  Inthe same year, PCH resolved a nationwide class-action lawsuit related to its
deceptive marketing practices. See Vollmer v. Publishers Clearing House, No. 99-cv-434 (S.D.
I11.). The plaintiffs alleged that PCH duped consumers into believing that purchasing items from
PCH would increase their chances of winning cash or other prizes. See Second Amended Class
Action Compl., Vollmer v. Publishers Clearing House, No. 99-cv-434 (S.D. Ill. June 21, 1999),
ECF No. 4 at 1-4. PCH reached a $10 million settlement with the class less than three months
after the filing of the complaint. See Order Approving Settlement, Vollmer v. Publishers
Clearing House, No. 99-cv-434 (S.D. Ill. Aug. 3, 1999), ECF No. 32 at 1-5. The Company
pledged to revise its business practices to ensure that consumers understood its promotions and,
in particular, that ordering is not necessary to win a sweepstakes prize. Id. at 10.

32. In 2000, 23 states sued PCH for sending mailers that misled consumers into
believing that they were close to winning a prize and that ordering magazines and other
merchandise would increase their odds of winning. The Company reached a settlement in which
PCH agreed to pay over $18 million, including over $15 million in restitution to consumers.

33. In 2001, 26 states sued PCH for sending mailers that misled consumers into
believing they were close to winning a prize and that ordering magazines and other merchandise
would increase their odds of winning, allegations that were nearly identical to the lawsuit from

the prior year. The allegations resulted in a second settlement that required PCH to pay $34
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million, including $1 million in civil penalties, and to apologize for the injury it caused

consumers.

34. The 2001 consent decree between PCH and 26 states included provisions like the

following:

“PCH shall not Represent that a purchase is necessary to enter or win a Sweepstakes or
that ordering improves the Recipient’s likelihood of winning.” Consent Judgment,
Colorado v. Publishers Clearing House, No. 00-CV-326 (Aug. 1, 2001).

“PCH shall not Represent that a Recipient’s failure to respond to a communication will or
may result in the forfeiture or other loss of any previous valid entry or loss of any Prize to
which the Recipient is or may be entitled, or Misrepresent that failure to timely return an
entry will or may result in a loss of opportunity to enter the same Sweepstakes by
response to another mailing or by an alternative method of entry.” Id. at 16.

PCH shall “at a minimum, Clearly and Conspicuously disclose in all Sweepstakes
Communications including opportunities to enter and Order messages to the effect that no
purchase is necessary to enter and that a purchase will not improve a person’s chances of
winning. ...” Id. at 21.

PCH shall not use “any term that Misrepresents that the Recipient has an enhanced status
or position within a Sweepstakes superior to other timely entrants to describe any such
status or position.” /d. at 10.

“PCH shall not Misrepresent . . . the deadline for any entry or action regarding an entry in
a sweepstakes or the need for promptness in responding to an offer of a sweepstakes
entry opportunity.” Id. at 25.

35. In 2010, 33 states and the District of Columbia filed another lawsuit, arguing that

PCH’s allegedly deceptive marketing practices and false promises of sweepstakes winnings

violated prior consent judgments. PCH agreed to resolve this action by paying $3.5 million and

entering into additional consent judgments that included an expanded list of prohibited marketing

practices and affirmative obligations.

10
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36.  Inasupplemental consent judgment with the 26 settling states from the 2001
multistate action, PCH agreed to several provisions related to so-called “Order-Entry” forms, or
forms that allowed consumers to both order a product and enter the sweepstakes, requiring PCH
to clearly divide the provisions relating to ordering and entering, and to exclude any order-
related information from the entry section.

37.  In 2013, the United States Senate Special Committee on Aging conducted an
analysis of PCH’s sweepstakes marketing practices online, which culminated in a 259-page
report, Pushing the Envelope: Publishers Clearing House in the New Era of Direct Marketing, S.
Rep. No. 113-153 (2014) (“Special Committee Report”), highlighting “ways in which it appears
PCH may be communicating in a manner prohibited by the Deceptive Mail Prevention and
Enforcement Act and/or the agreements with state Attorneys General.” Special Committee
Report at 4. By this time, PCH’s “online program [was] ... many times larger than offline in
terms of outgoing solicitations.” /d. at 3.

38. Unlike the prior congressional inquiry into sweepstakes promotions as a general
matter, this inquiry focused specifically on PCH’s marketing practices, whether PCH was
violating the DMPE Act, and whether PCH was violating any of its consent decrees with the
states.

39. The Special Committee Report drew attention to numerous online pop-up
messages that consumers who wished to enter a PCH sweepstakes saw at the time, such as:
“Order History Review: No Order Ever Placed” and “WAIT! We See That You ARE NOT
PLACING AN ORDER!” Id. at 11. The report concluded by expressing concern that such

representations may mislead or confuse a consumer about the relationship between purchasing

11
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and winning a prize. Id. at 24.

40. The Special Committee Report also noted that, despite provisions in the state
Consent Decrees, PCH communications “contain[ed] messages that may mislead reasonable
consumers into believing that their previous, valid entries [were] at risk of forfeiture if the
consumers [did] not respond to additional PCH solicitations.” Id. at 5.

41.  Despite this extensive history of law enforcement actions, litigation, and scrutiny
from Congress, PCH continues to employ many of the very same techniques and messaging that
it has used for decades to deceive consumers into believing that there is a relationship between
ordering a product and entering or winning a PCH sweepstakes. PCH reinforces this deception
by driving consumers to its e-commerce website through email solicitations referencing
fictitious, official-sounding documents and threats that failure to respond to such solicitations
will result in a loss of eligibility to win a sweepstakes.

PCH’S EMAILS AND E-COMMERCE WEBSITE

PCH’s Official Entry Registration Form

42. When consumers visit PCH.com, PCH displays an “Official Entry Form” or
“Official Entry Registration Form™ (collectively “Official Entry Form™), examples of which are

shown in Figures 1 and 2, below:

12
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WINNER IS GUARANTEED TO BE ANNOUNCED 2/28 ON NBC! &l&

It's FREE - Enter Now
Complale this Ofcial Enlry Regisaiion foem by e
deading posbed i Te DMicial Bules and Submil below

Tithe:
WIN .
First Hame: Last Name:
|

Street Address:

I
$5,000.00 2

I

—— aweek ————

“FOREVER”

You'd get 55,000.00 a week for life, then after that,
someone you choose gets $5,000.00 a week for their life!

r Submit Entry!

Figure 1: “Official Entry Registration Form” captured on January 13, 2020.

13
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Event Winner Announced August 31st on aw /i B

It's FREE - Enter Now
Complete this Official Entry form then click the
WIN IT bution below to continuel

Title:
WI N Se IECt 5
Last Name:

First Name:

I
Street Address:

*hkhhk g WEECK *xxn Zp Code:

Date of Birth:
Maonth ~| | Day ~| | Year
® Email:

“Special Early Look Prize Event”
You and your family could become Confirm Email:
SET FOR LIFE!

Remember Me

WINIT! »

P

Figure 2: “Official Entry Form” captured on July 21, 2021.

43.  In numerous instances, the screen prominently states: “It’s Free — Enter Now!”
The page then typically states: “Complete this Official Entry Registration Form by the deadline
posted in the Official Rules and submit below” or “Complete this Official Entry Form then click
the WIN IT button below to continue!”

44.  After the consumer completes the form, the consumer is presented with a call-to-
action button that typically states “Submit Entry!,” “WIN IT!,” or “Win for Life!,” indicating
that the consumer is entering the sweepstakes when they click on the button.

45.  Intruth and in fact, PCH does not process consumers’ sweepstakes entries when
consumers complete and submit the “Official Entry Form.” PCH falsely represents that

consumers’ sweepstakes entries will be submitted when they complete the “Official Entry Form”

14
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and click on the call-to-action button.

46. Instead, in numerous instances, when consumers click on the “Submit Entry!,”
“WIN IT!,” or “Win for Life!” call-to-action button, PCH determines whether consumers are “e-
commerce qualified” based on an algorithmic model and any prior interaction consumers have
had with PCH.

47. If consumers who click on the call-to-action button are not “e-commerce
qualified,” PCH does not display e-commerce pages to those consumers. Instead, PCH sends
them to webpages where consumers can play online games and/or view numerous third-party
advertisements prior to allowing consumers to enter the sweepstakes.

48.  If consumers are “e-commerce qualified,” PCH directs them to its e-commerce
website path, where consumers must click through several shopping pages featuring products for
sale, including magazine subscriptions. Between 60 and 70 percent of individuals who submit
their information on PCH’s website for the first time are deemed “e-commerce qualified.”

49. After they scroll through pages of product advertisements, “e-commerce
qualified” consumers are presented with another call-to-action button that states “ENTER
NOW!”

50. In numerous instances, when they click on the “ENTER NOW!” call-to-action
button, consumers must still scroll through magazine advertisements before PCH allows
consumers to enter the sweepstakes. It is at this point where the consumer is finally entered into

the sweepstakes.

15
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Please Watch This Message From Our Sponsor
While Your Entry is Processed!

Figure 3: “Processing” Entry page captured on September 20, 2021.

51.  These individuals are subsequently sent through a recurring deceptive loop of
emails and product advertisement webpages, all of which dangle the prospect of winning a
sweepstakes as they prod consumers to purchase PCH products.

Welcome Emails

52. Shortly after “e-commerce qualified” consumers complete the “Official Entry
Form,” go through several webpages of advertisements for products, and then submit a
sweepstakes entry, PCH sends the consumer a “welcome” email.

53.  In numerous instances, the “welcome” emails lead consumers to a webpage that
represents that, to be eligible to win the sweepstakes, consumers must complete an additional,
“final” step.

54.  For example, between July 2018 and until at least September 2021, consumers
who previously registered, entered the sweepstakes, and then clicked on the “welcome” email

were shown the following webpage:

16
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STATUS REVIEW | CURRENT COMPLIANCE: INCOMPLETE

Wy
W

uw
uy

v
e

v

Mandamry Comgliance for
Imminent Winner Selection
$5,000.00 A WEEK
FOR LIFE PRIZE

REA[YY TO BE ATPARDEL JUNE H0TH

Eacuptant of thiz Metice i2 just OMS STEP AWAY from becomimg fully sligible
o be melected the big wirmer with nueber o be Taswed bare: See belews

STEP10F4
Step One: Selected to recefve this Motice
B e omsvecs veer A
STEPIOFa
Step Two: Prize number to be issuved is eligible
for Gliveaway TLEOGG
y . E= m
STEPIOFa
Step Three: prize number approved for upcoming
winner selection process for Jume 2&th
prize event LE‘[E
- ARy
STER4OF4

FINAL 5TEP: Timely enter to complete all
compliance requirements for full

‘NG eligibility to win from this Hotice.
PEHD Bt |
e

Prepared for UNI0TH PRITE EVENT

Figure 4: Sweepstakes Landing Page for Welcome Emails, PCH 459914.

55. As shown in the image above, the “welcome” emails lead consumers to a landing

page that indicates that the consumer must take a “final step” to complete all compliance

requirements for full eligibility to win the sweepstakes.

56. In truth and in fact, consumers who submitted a timely entry when they registered

are fully eligible to win and do not need to complete another step to be eligible to win the

sweepstakes.
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57.  According to PCH’s Official Rules, “[u]pon timely entry, your assigned Prize
Number(s) will be fully eligible to win.”

58. The welcome emails, however, indicate that another step must be taken to be
eligible to win the sweepstakes.

59. Once consumers click on the “Act Now” call-to-action button on the webpage,
they are taken through several shopping pages containing products for sale after which they are
presented with another opportunity to enter the sweepstakes. This is one example of how
consumers enter PCH’s online marketing loop, which creates an impression that product
purchases are necessary to enter, or will increase one’s chances of winning, a sweepstakes.

PCH’s Deceptive Loop

60. The deceptive loop is composed of emails and a series of webpages that prod
consumers to buy PCH products. These webpage sequences are replete with references to
entering the sweepstakes, references to the “rewards” and “benefits” of ordering PCH products,
and language that conflates ordering a product with entering the sweepstakes.

61. As described in greater detail below, the deceptive loop includes: (1) emails; (2) a
sweepstakes landing webpage; (3) a product landing webpage; (4) a series of webpages featuring
product advertisements; and (5) an “order-entry” webpage.

62. In numerous cases, after consumers navigate through several pages of product
advertisements, they reach the “Official Order-Entry Form™ or “Official Entry-Order Form”
(collectively “Official Order-Entry Form”). By calling this webpage an “Official Order-Entry
Form,” PCH explicitly conflates the processes of ordering a product and entering a

sweepstakes—a conflation that is consistently reinforced throughout the deceptive loop. The net

18
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impression from PCH’s design of its advertisements and website is that ordering a product and
entering a sweepstakes are inextricably linked.

63.  In numerous instances, if consumers reach the “Official Order-Entry Form”
without adding a product to their shopping cart, PCH displays a message directing the consumer
back to the shopping pages. In other cases, PCH initially hinders consumers from entering the
sweepstakes after they click on the “Enter Now” button by making additional, urgent, and
confusing product offers, which consumers must scroll through before reaching another “submit
entry” call-to-action button.

64.  In numerous instances, consumers continue to engage with PCH’s deceptive loop
of emails, sequences of webpages that advertise its merchandise, and “Official Order-Entry
Form(s)” due to the uncertainty created by the PCH emails that often indicate that the consumer
must complete another step to be eligible to win the sweepstakes.

Step One - Emails

65. After consumers submit a sweepstakes entry and receive the “welcome” email,
they start to receive a series of emails consistently over the course of approximately six to eight
weeks that typically represent that they must complete a “final” or an additional step to secure a
prize number on the “winner selection list” or be eligible to win the sweepstakes. In some
instances, the emails warn that if they do not act in response to the email, consumers will either
forfeit their prize numbers or be disqualified from the opportunity to win the sweepstakes.

66. For example, between December 2018 and June 2021, PCH sent all “e-commerce
qualified” consumers who had already submitted at least one timely sweepstakes entry the

following emails:

19
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It’s waiting for you — a Prize Number on the Winner Selection List! Don’t let
it be forfeited. Act Now to Claim a Prize Number That’s Already On the
Winner Selection List. This is important: Failure to Enter will result in your
forthcoming number being forfeited, never to become fully eligible for you to
win a $25,000.00 a month for life... Winner Selection List: The official list of
all timely entries eligible to be selected a prize number on 6/30. Only people
with numbers on the winner selection list can win.

Final Step Pending re: $5,000.00 a week “Forever” Prize Number Transfer . . .
Immediate Action Requested . . . Important: [Consumer’s Name], your record
shows that ONE FINAL STEP REMAINS here for you to secure a prize
number on the Winner Selection List — the one and only list from which our
$5,000.00 a week “forever” prize winner will be selected, in the last of a
series of drawings for [Giveaway] No. 11000.

Official Proof of Completion . . . Great News! There’s One Final Step left
here! . .. You see, all prize numbers must go through specific steps before
they can be in a position eligible to win a prize. From deciding which
recipients will receive a notice to the timely return of an entry, these steps
cover important processes before we select a winner . . . Our file shows 2 out
of 3 steps successfully completed . . .

Authorized Advisory . .. Winning Number Verification Scheduled
Immediately after selection of winning number on Tuesday, Feb. 26" . . .

Respond by Entering immediately. Just 1 Step Left WNV — 52 Notice . . . BE
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ADVISED THAT failure to follow entry instructions enclosed will
automatically preclude you from any opportunity to be verified as the
$5,000.00 a week “forever” winner with our forthcoming prize number.

e ... Your decision is requested immediately! . . . CERTIFICATE OF
TITLE REGARDING FORTHCOMING PRIZE NUMBER . . .
IMPORTANT — TITLE ENCLOSED . .. OFFICIAL PRIZE
COMMUNICATION . .. Please examine the enclosed Certificate of Title
issued for [Consumer’s Name]. Your Title is proof that the Prize Number to
be issued to [Consumer’s Name] upon timely response will be LOCKED,
along with all other eligible numbers . . . the ONLY place from which the
winning number for our Lifetime Prize will be selected.

e ... Actnow to avoid cancellation of this prize opportunity... IMPORTANT
NOTICE... [Consumer’s Name]: Timely respond to avoid cancellation RE:
$5,000.00 a week for life prize opportunity herein... [Consumer’s Name]: we
have attempted to contact you multiple times, and you haven’t responded to
any of our notices... If you still do want to win... it’s so important you
respond here... Avoid Cancellation...

67.  Between January 2019 and June 2020, PCH sent all “e-commerce qualified”
consumers who had already submitted at least one timely sweepstakes entry the following
emails:

e Asof now, your Contest File is “incomplete”. Fix this with 1 simple

STEP!...CONTEST FILE: INCOMPLETE... ONE CRITICAL STEP,
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[consumer’s name]: By completing your contest file for this notice and
claiming your personal number, you will have met ALL eligibility
requirements for this chance to win $7,000.00 A Week For Life... But,
[consumer’s first name], there’s one open issue — as of now, your Contest
Eligibility File is “incomplete”, which will automatically prevent you from
having any chance of winning... The choice is yours, but just know, others
have made the mistake of leaving their Contest File “incomplete” and
ultimately forfeited all rights to prize number...

e ... avoid disqualification of your forthcoming “forever” prize number!
Winner Selection Disqualification Notice. Final & Only Call!
Disqualification Warning... [Consumer’s name], if your claim to the
forthcoming Prize Number is received after the entry deadline indicated in the
Official Rule passes, said Number will be disqualified. It will not be added to
the Winner Selection List for you and you cannot win... Your “Forever” Prize
Number is in danger of DISQUALIFICATION! ... Provided you respond as
directed, the Prize Number to be assigned solely to you will be added to the
Winner Selection List... It is extremely important that your Prize Number
does not end up on the List of Disqualified Numbers.

68. In truth and in fact, a consumer does not need to take a “final” or “additional” step
to claim a prize number on the “winner selection list” or be eligible to win the sweepstakes if
they have already submitted a timely entry. As previously stated in Paragraph 57, PCH’s

Official Rules state that all timely entries are fully eligible to win the sweepstakes.
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69. The links in PCH’s emails generally do not send consumers to a true “final” step
of some kind but directly to its e-commerce website. In numerous instances, PCH’s emails
include no “disclosure” at all, that a purchase is not necessary to enter the sweepstakes or that a
purchase does not increase the chances of winning the sweepstakes. Nor does PCH otherwise
attempt to correct for the misleading nature of the emails.

Steps Two & Three - Sweepstakes Landing Page and Product Landing Page

70.  When consumers click, for example, the “Act Now” or “Complete Final Step”
button (“call-to-action button™) in these emails, PCH takes them to a webpage that PCH refers to
as the “sweepstakes landing page.”

71. The “sweepstakes landing page” contains instructions regarding the sweepstakes.
It often instructs consumers to “continue” on to enter the sweepstakes.

72.  PCH then leads consumers from the “sweepstakes landing page” to a webpage
that PCH refers to as the “product landing page,” which contains instructions to order
merchandise. The product landing webpage typically states that “one order is all it takes™ or
refers to the consumer’s “order status.”

73.  Innumerous instances, PCH uses images and design elements such as arrows that
point from the sweepstakes landing page to the product landing page, that imply that entering the
sweepstakes is associated with ordering merchandise.

74. For example, PCH showed consumers the following sweepstakes landing and
product landing pages that link entering the sweepstakes and ordering products between

December 2018 and June 2021:
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e Example One of Sweepstakes Landing Page to Product Landing Page:

T S S
DON'T MISS OUT ON THIS NUMBER!

REMEMBER, THERE'S JVST
) criTicAL PECISION MUIQED.,- _—
CONTINVE Ol TO ENTER AND CLAIM YOUR PRIZE WUMEE

$1,000.00 A Day For Life At Stake!

T ]

JOHNNYEXTRAMAN MAXIMUMLENGTH

CUSTOMER REWARDS
WAITING TO BE ACTIVATED!

JUST ONE ORDER IS ALL IT TAKES
TO ACTIVATE THESE CUSTOMER REWARDS

Johnnyextraman, with all the great values we've presented in the past, we're surprised 1o see you've
never ever ordered with us. We've pul together some of our favorite values to make it easy
for you to find something to try here. Please don't miss out on all these great deals!

vvYORDER TODAY ¥~

Figure 5: Sweepstakes Landing Page and Product Landing Page for Critical Decision
Required Email Campaign, PCH 459851 —52.
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e Example Two of a Sweepstakes Landing Page pointing to the Product

Landing Page:

T,

E’GGNTINHE oN Now TO ENTER

AND COMPLETE THE J_Pf:‘j'i"Ei!_/

v w

e (e Recond Information SIRTnMIEMLME  Jobroyectreman Maxisenlength
ADER TR Ho drder Bver

Cisbamer Order Records fie Reviewed Weskly

>> Heakly cuatoraxr flla roaviews halp us doternizs tha typas of itemas ordared from
Pablishors Cleoring House, aod bow ofbon, = wo can mahe your shopping osporbonoe
bt tar.

3 A review of your fils this weak revesls you Bave oever sver placed an ocder with
ws. That s why we've gons the axtes mils o make sure this worics 1s Fillsd &

fantastic sslaction of macchandiss with great valusa!

33 Jobsagestraman, Juat one oeder is all It takes to spdate yous fils snd lab we oo

ws wars right, i
O MIRRARNI FOFT

Thamk Tou WEEKLY
R iR RO
Cigh Bt
FRINCE. P08 CHIEF MARFETIHD (FFICER

Figure 6: Sweepstakes Landing Page and Product Landing Page for Winning Number
Verification Refresh Email Campaign, PCH 459709 — 10.
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o Example Three of Sweepstakes Landing Page pointing to the Product Landing

Page:

MAXIMUMLENGTH NOTICE OF COMPLETION

RE: ELLEGIBIEITY T O WIN

= ’000.00 A: V"': = ' ;
NTEED FOR AWARD IN JUST WEEKS

PROCESSING STEPS - PROCESSING STEPS - PROCESSING STEPS - PROCESSING STEPS - PROCESSIP

GREAT JOB,
JOHNNYEXTRAMAN!

Now continue to comelete step 3
Your emg.) by the deadiine, and we
could” be see\nﬁ You soon!

WL T T

MAXIMUMLENGTH CUSTOMER FILE UPDATE

NO ORDERS EVER REWARDS APPROVED:
PLACED: Great Values and 100%

File shows J. Maximumlength Satisfaction Guarantee

has never placed an order

with us.

WILL YOU ORDER

FROM THIS NOTICE?
Johnnyextraman -- our customers mean
everything to us!

we hope to update Your fie with uour first order
S0 You can enjoy being & PCH Customer!

v v v v v v v v v v

Figure 7: Sweepstakes Landing Page and Product Landing Page for Proof of Completion
Email Campaign, PCH 459696 — 97.
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Step Four — Merchandise Pages
75.  After directing consumers from the Sweepstakes Landing Page to the Product
Landing Page, and instead of immediately allowing the consumers to enter the sweepstakes,
PCH leads consumers through several webpages of advertisements for products.
76. In numerous cases, consumers who have not added merchandise to their cart
while clicking through the pages of advertisements are bombarded with pop-up messages

alerting consumers that they have not placed an order and/or conflating ordering with entering.

mp [ vou made the right decision. Continue on to claim your entry.

“% ORDER ACTIVITY UPDATE!

-"".‘ FILE ACTIVITY ALERT
NO ORDER PLACED EVER

with an order. This

ve packed this

Figure 8: Lightbox pop-up captured on July 30, 2018.
Step Five — Order-Entry Form
77.  Until 2020, PCH presented consumers with an “Official Order-Entry Form” after
scrolling through several pages of advertisements. These pages presented consumers with the
option to “submit entry and order” or “submit entry,” depending on whether they had any items

in their carts. As described in Paragraphs 114-123, below, after PCH introduced a checkout
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process that included a credit card payment option, they presented consumers with the option to
“submit an order and continue” if they had items in their shopping cart.

78. In numerous cases, consumers who click on the call-to-action button to enter the
sweepstakes without any items in their carts are not immediately entered into the sweepstakes.
Instead, a message appears on the screen notifying them that “YOUR CART’S STILL EMPTY”

along with another screen of product advertisements.

= P PROSPECT'S ORDER-ENTRY FORM

PLEASE DON'T SAY® dﬂm @DD

HOLD UP! PROSPECTUS, YOUR CART'S STILL EMPTY!

We hope to change that. Take a look at these incredible deals and give one a try — we'd appreciate it

Kissing Moose Salt Exquisite Spun Support Belt With

and Pepper Shaker Glass Elephant Titanium Coating
Set SAVE 25%! SAVE 20%!

Sarredar

For §$79 99 AESRP Of §24 &8

SAVE OVER 35%

Sievilar Raey 54

Figure 9: “EO Form™ lightbox for Cancellation Notice Email Campaign sent to consumers
between January 2017 and December 2019, PCH 453816.

79. If the consumer scrolls through additional pages of merchandise, in numerous
instances, PCH presents the consumer with another Official Order-Entry Form.

80. At the end of each long page of merchandise or magazine subscription offers,
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PCH states in small, light-colored typeface the following: “No purchase or fee necessary to enter.
A purchase won’t increase an individual’s chance of winning.” This message appears in an area
referred to as “below the frame” of the webpage, meaning that consumers must scroll down to
see it, which they are unlikely to do. The message is also below the main “continue” button,

which is prominently displayed in large font, an example of which is shown below:

r
Add To Cart  +

70 PCH Price: 31165 Mow Onhy: 55.83"

Be Fabulous! Find Your Essence!

Essence

Save an EXTRA 50% OFF!

PCH Price Was $12.00 Now Only $6.00!

| 6 issueal1YR.

What's Fab, Fierce & Fullilleng For African-Amaerncan
Womean!

Finally® & celebration of life, beauty and fashion
wreppsad into one emMpawering magazine — for
Afncan-Amencan wormen! You'll find all the
naperation you want for & healthier lifestyle, career
choices, relationships and more. Plus you won't.
Read More

SPATUENTS 5 20
EACH DAY

|
Add To Cart +

R IR ERTHE,
i, GOFF

% Shopping Cart o P i Cart

SHOPPING CART EMPTY

Bo order, drmply chick thw ADD TO CART Bnrtion for the em 5] you wish oo puschags

Pray Morthing Mow o Crescl it Card Required - Satbsfsction Guarsnteed
Fage 1

Continue [ ]

Pt Mershanciue Dfiers wes detalls on splicaiis sl b sbping s Reedling, s ot Sasges by Slicing e
or agarine D applicae sales b wl e aioed I WA, CA. s LAT

R0 FURCHASE O FEC HECE SRARY TOCHTOR
A& FURCHS 3 VIIHT IFRIVE AH HROSS0SLS CHARCE OF VAN

LT IASSIONCINE HDEM SO ATIVE I 300UT 210 4 wessn
For nonyamon MsIEng 10 Bming 3na Defver; 0f Magaines DIDC NETE

Al GRATTE 7 WERGRINGG, 0 T D0V DN, ST A T Tkl

i S ) AT e N e i Dy Wl RS S T A P e A
THITUT retE el set

Py Clsariyg Foome ressrme gt G NEct BT GITET LPOET DU SCTRCRROR Sries e mo oo
Il o i oy bt Infasraion

“PLEASE NOTE WE G357 0Ny S00ET EFry & Q90 om The: (e St and Pueno R

For o an our o anaan GO O T LD I Tl ROOr
S VIS e, DO DTN
Dou ot Sl Bty B
BCrs Tarte Of Las A Sowlstsnces

12 300 Punimnety Chepring mouss WO

Figure 10: “No purchase or fee necessary to enter. A purchase won’t improve an individual’s
chance of winning” notice displayed underneath the “continue” button, captured on July 13,
2021.
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81.  PCH includes the same message above the “submit entry and order” or “submit

entry” button on the “Official Order-Entry Form.”

OFFICIAL ORDER-ENTRY FORM

issred ro; CHANDRASEKARAN SUNDARESAN

Order Confirmation

|, Chandrasekaran Sundamsan, undarstand that my shopgng cart is ermpsy and i § memans 5o, | am FORFEITING
my cussiomern banafis fom this nobos. ke the Risk-Free Shopping and 100% Satstackon Guaranisa

W SHOPPING CART: EMFTY 0 mems in Cart

Chandraselaran, we see your can s emplyl WonT you 9o back and frd someling o iy boday?

there's still time - Won't youw Reconsider and try an ifem today?

CART EMPTY

( You are missing out on incredible savings and customer benefits! But,

Prize Acknowledgement

I, Chandeasekanan Sundaressn wih & Imely eriry 55 Ferety ©Rarmng Ll dgbily it & my urgue pos
rRabens ) o be s o (hs Molce | would IR B win the prime(s) Isied beiow

i WVALUED AT OVER
SUPERPRIZE
SUPERPRIZE BOMNLUS $57.555.00

o Warchaedine Offecs, saa deisls on azcicstie sk o, sbgeng 0sd basding asd citr chargas by cichng Sy
Tor Mugkries DO, sppicabis naie e will e Sddec in WA, CA, e BT

HO PURCHASE OF FEE MECESSARY TOENTER
B PURICHASE WOUFT IMPHOVE AN BIDIVIOUAL'S CHENCE OF WIHRNG

SubmitEntry P

Vesr Marchandiss order shewt! mies i skost 2 4o 4 Wi
Fior indormanen reiing 18 b el sbsdery o B es Chgh FTe

Al g £ Magaoe Bb 01 O BOGH SaCHS WhENE oiera e Bided

Figure 11: Official Order-Entry Form, PCH 27531.

82.  While the message appears around the “submit entry” or “submit entry and order”
button, it does not cure the deceptive net impression that a purchase is necessary to enter or that a
purchase will increase one’s chance of winning the sweepstakes because a consumer is not likely
to see it. If a consumer happens to see the disclosure, the deceptive loop is designed, as shown

below, to persuade them that they have not, in fact, submitted a valid sweepstakes entry unless
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they purchase.

Back to Step One - Emails

83.  In numerous instances, PCH bombards consumers with emails soon after they go
through the loop and enter the sweepstakes that indicate, once again, that the consumer must
complete “one final step” or “one critical step,” or that there is “just [one] step left,” to claim a
prize number on the winner selection list and be eligible to win the sweepstakes, or else be
disqualified from the opportunity to win the sweepstakes. These emails draw consumers back
into the deceptive loop.

84.  In numerous instances, PCH purports to award consumers who purchase products
some kind of special status on the product landing pages, which further reinforces to consumers
the impression that ordering more products increases their chances of winning.

85. Those who order are awarded “Preferred Customer,” “Preferred Plus,” or
“Presidential Preferred Customer” status depending on how many orders they have placed with
PCH. An example of a product landing page that reveals different levels of status depending on

the consumer’s order history is as follows:

I — WE'RE HOPING FOR AN ORDER!
For. AR JOHNNYEXTEAMAN MANXNTAMLENCTH
MRE. MAXIMUMLENGTH Bt
- Freskdeatiul Preferred A NO ORDER
ON FILE

Wi see you've mever placed an arder! With
all the fantastic deals we have for you here

imcluding FREE OFFERS & UP TO 50%

OFF SAVINGS, we hope you'll place vour first = Advanee tn Freferred:
peder today, se you can advance to Prefemed /?n.u ?h‘:ﬂ Just ONE
Customer Status and enjoy rewards ke Pay Order Away!
Maothing Now and Try Before You Buy benefats, z

and enetomer-only private sales

Preforred ustumer Motk

2 ONLINE CUSTOMER STATUS &

Figure 12: Product Landing Page of Prize Coupons V2 Email Campaign, PCH 459838
(emphasis in original).
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Emails with Deceptive Subject Headings

86. Since at least 2016, PCH has sent millions of emails with subject lines that
referred to fictitious forms, documents, or actions to provoke consumers into opening and
reading the emails. These subject lines featured references to a “W” followed by a hyphen and a
number or a “W” followed by a number.

87.  Examples of such subject lines include: “High Priority Doc. W-2 Issued”; “High
Priority Doc. W-10 Enclosed”; “W-19 Notice — Step 3 of 3 INCOMPLETE”; “Enclosed Doc.
W8 CERTIFIED. OPEN NOW!”; and “CONFIRMED & BINDING Contents Re. Doc W11.”

88. These subject lines mislead recipients about a material fact regarding the contents
or subject matter of the email message by conveying the sense that recipients urgently need to
review an important document, fill out an official form, or otherwise act to comply with an
official requirement. Yet there are no such documents, forms, or other compliance requirements
to be found in the body of these emails or on the PCH webpages to which these emails direct
consumers.

89. For example, between December 27, 2018 and February 25, 2019, PCH sent the
email reproduced below to over 593,000 consumers. The subject line of this email was: “High
Priority Doc. W-52 Enclosed.” However, no “High Priority Document” or “Document W-52"
actually existed, nor was any such document “enclosed” or even referenced in the body of the
email. Instead, the email instructed consumers to “Complete [a] Critical Step” to be eligible for

the $5,000-a-week sweepstakes prize.
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$5.000.00 A WEEK “FOREVER” PRIZE The ChCCE i YouTs, DUl [Ls! know, ollers Rave Maok 1he mistake of

GUARANTEED FOR AWARD B JUST WEEXS! leavirg Tie "noompiele” and ulimalely forfelted al

monéy that could have been won wiln therr personal
CONTEST FILE: INCOMPLETE ) o o

Complets Critical Step

ONE CRITICAL STEP,
[[FN_UC)j:

By complating pour coslest

Sl for this natica mnd elsiming
your persanal number, you wil
hase ek A1 sEghlty
requiseraene for his chancs o
i 55 000 00 A Wesk Foogwer”
o Fabuasy 28N

IMFORTANT, 511, ey deadine inicaled in e CICIEl Rukes erfoiced
e el select our "Tosever™ Prize winned in the 1as! of 8 senes of diaaings for
- PURLIIRERS CLEARING FROATSE XNERS CTRLE. ~ JERIHE, MY o5+ Gy #11000,

[ o oot [ v eonaia

For Life, Tan Jher nat, 3 benedcory
would Cortinue on 0 recENe those same

Sat, (FN_FC), hire's one open issua — a5 of now, yeur Comast
Slighiliy Fia i * plata”, which wil srmaant
fram having ey chmnce of mirning this “Fareeer” Frize with yaur
rarmizar hars | urga peu to watiefy this oms criticsl wap now by
#11ieing 10 make sUre pour file i3 "Completsd” in Sime

Figure 13: “High Priority Doc. W-52 Enclosed” Subject Line Email, PCH 458215 — 16.

90.  In another example, PCH sent the email reproduced below to over 738,000
consumers on May 3, 2019. The subject line of this email was: “Enc. Doc. W30 APPROVED.
OPEN NOW!” However, no document “W30” actually existed, nor was any such document
“enclosed” or even referenced in the body of the email. Instead, the email, titled a “Winner
Selection List Commitment,” touted a prize of “$50,000 A Month For Life,” and “urged”
consumers to “Respond Now” or “Act Now” “before [their] number [was] permanently

forfeited!”
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= publishers Clearing House

The ChoaCe & yours, DUl just Know, OINers Rave Mace Ihe mistake of

W- S l - E- |eaving thelr Cordest Flie *ncompiele® and ulimately forfeited
iner or Pﬂlﬂlﬁl Iﬁt nights % prize money that could have Boen won wih ther perscnal
Can you Imagine ks oul

Commitment

RE: PRIZE NUMBER ISSUANCE ___ Dot nek KNG that happen 1o you — COMPLETE THIS NOW

2 3OSl ATITIT]] f/ 2% o

103 0N, B WD IBEtmEs worh of

$5; DOO. OO ‘?\ ; @ < } ,d:unxi' r,';-ﬂ‘./ ol P ——
Month For Life RSSS satitos

IMPORTANT, Slic1, enilly deadine inacaled in e OMclal Fukss enfoiced
-l Respond Now e Ll Selec! cur "Forever” Prize winimer in Ihe 1851 of & Series of diamings for
Gy #1000,

{[FN_PC}}, this docurment is our confirmed & binding commitment that
your forthcoming prize number will have a permanent place on the VWirmar
Selection List, making i iully elgible to win an upgraded ameunt of | L » L Bl
£50,000.00 A Monith Far Life this June!

Tha Winnar Esiaeties Lisk iz the ofcial list o1 anines algibo 4o B coiactad o L
WANNET oM Gy $13000 on B30, AIBMEl soines 202 on this k=t Only peaple with
numbars on tho Winnar Scioction LSk c=n win.

THIS IS TO CERTIFY:

1. Wa, the undersignad, upen recaipt of recipiant's timely responss herein,
will imsue 3 truz and valid prize number on the Winner Selection List o

{(FH EC)} {(LM PC)}

2. s akso trus that f amy number issued fram thes nofice matches tha
winning numbier drawn for this special early ook event, the owner of
said number would receive $25.000.00 an_ upgraded
monthly payout amount of $50,000.00inbe

paid each and every month for the remainder of the winner's le

3. Letitbe undarstoad that if you FAIL TO SUBIMIT your entry by the
standard aocelerated deadine of the Sth day of May, i the
year 201 9 bete midnight, EST, thiz commitme nt will be null and vaid
and 3l nghts to your forthcoming pize number will be immediately and
imeversbly forfeited without further notice

You are urged to act fast before your
number is permanently forfeited!

Figure 14: “Enc. Doc. W30 APPROVED. OPEN NOW!” Subject Line Email, PCH 459440-43.

91. These subject lines were likely to mislead consumers about a material fact
regarding the contents or subject matter of the emails because such forms were a complete
fiction.

92. Much like the examples above, in numerous instances, not only was the document
or form mentioned in the subject line of the email a sham, but the body of the emails contained
no further reference to any such documents, forms, or other supposedly pressing requirements.

93. The inclusion of “W-#" language in these subject lines compounds the deception

inherent in referring to fabricated documents or forms to induce consumers to open emails and
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view PCH marketing materials.

94.  Numerous forms used by the Internal Revenue Service (“IRS”) employ the same
naming convention that PCH uses in its deceptive subject lines: a capital W followed by a
hyphen and a number. For example, IRS Form W-2 is a widely known wage and tax statement
form. There are many other IRS “W-#" forms that taxpayers receive or must complete to
comply with federal income tax laws.

95. The use of the same or similar naming convention that the IRS uses on federal tax
forms paired with a forceful demand that consumers comply with some pressing requirement
when no such requirement exists increases the likelihood that consumers will be misled by these
subject lines. Subject lines such as “High Priority Doc. W-34 Issued” create the impression that
consumers have a tax form, tax obligation, or tax-related requirement that they must fulfill.

96.  Even if consumers do not believe they have a tax obligation when they see these
subject lines, the use of a letter and a number in association with a form or a document
misleadingly suggests that there is a definite and official requirement to which a consumer must
attend. For example, the inclusion of “W-#" language in the subject line “W-19 Notice — Step 3
of 3 INCOMPLETE” lends specificity and formality to PCH’s appeal.

97. For these reasons, the use of “W-#" language exacerbates the deception inherent
in tricking consumers with urgent solicitations to review forms and documents that do not exist.

98. Finally, PCH has actual knowledge, or knowledge can be fairly imputed to it
under the circumstances, that these subject lines are likely to mislead a recipient. Despite
frequently blasting emails to hundreds of thousands of consumers touting fictional forms and

documents, PCH knows that no such forms and documents actually exist and that promoting
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illusory forms and documents is likely to mislead consumers.

99.  PCH has come under repeated fire by Congress, federal and state regulators, and
consumer advocates for its deceptive use of government lookalike forms in connection with its
sweepstakes promotions. Given this extensive history of public criticism for referencing or using
bogus government forms, PCH knows, or knowledge can be fairly imputed to it, that using a
well-known naming convention that is uniquely associated with IRS forms in the subject lines of
its emails is likely to mislead its customers.

100. Numerous consumers clicked on the violative emails. In many cases, consumers
who clicked on ecommerce emails proceeded to place orders. Even those consumers who visited
the ecommerce website and did not place orders spent valuable time on the website. In addition,
numerous consumers who clicked on emails that led them to other websites operated by PCH
spent valuable time on those other websites.

Consumers’ Order and Checkout Experience

Prior to August 2019
101.  Until approximately August 2019, PCH did not offer consumers the option to pay
for merchandise when they placed an order. Consumers would instead receive an invoice along
with the merchandise in the mail.

102.  When consumers added an item to their cart while scrolling through the
merchandise pages, the item would first appear in the cart at the bottom of the merchandise page.
103.  After consumers scrolled and clicked through the merchandise pages, they

reached a combined “Official Order-Entry Form” page, which displayed consumers’ shopping

carts. The shopping carts displayed the “PCH Price,” which was the price of the product, and the
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amount of each installment payment if the consumer chose to pay in installments.
104.  The shopping carts did not display a statement of total costs, including shipping
and handling charges or applicable taxes. An example of PCH’s shopping cart, which displayed

the “PCH Price” and installment payment, is below:

Order Confirmation
I

I S 2m accebling my cusiomer benafts - 100% Salisiaction Guarantee. No Credil Card
equired and Pay Nothing Now priiege. My order is placed below.

w Shopping Cart

Jalapefio Pepper Corer Plus 1 o a2
FREE!

pU PCH Price: $6.96" 4 Payments Each Only: $1.74"
pané !
\ § Continue Shopping »
[(D'( \\Du
A

oY QY-

Submit

Your Entry & Order

Figure 15: Order Page captured on July 30, 2018.

105.  Under the shopping cart, PCH added the following small-print disclosure: “*For
Merchandise Offers, see details on applicable sales tax, shipping and handling, and other charges
by clicking here.” Only those consumers who clicked on the link would see a table of shipping
and handling costs based on order value.

106.  Although consumers did not enter payment information at the time they submitted
the order, PCH’s position has been that they assumed the obligation to pay for any merchandise
at the time they placed the order, and in fact, were being extended “free credit.” In numerous
cases, consumers were unaware that they had assumed such an obligation by clicking on the

“Submit Your Entry & Order” button.
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107.  Shortly after consumers clicked on this button, PCH would send them “order
confirmation” emails with the “order details.” The “details” in the order confirmation email did
not include the total costs of the consumers’ orders nor did they mention or set forth any
shipping and handling charges or taxes associated with the order.

108. Several days later, PCH sent consumers “order processed” emails, which
contained the price of the merchandise, shipping and handling charges, and applicable taxes.
This email was the first communication that consumers received from PCH that contained a
statement of the total costs to be paid by the consumer.

109. In addition to displaying the total costs of the order for the first time, the “order
processed” emails also notified consumers that the order “has been Processed and is being
scheduled for shipment.” The “order processed” emails did not include any information on how
to cancel the order.

110. PCH’s policy on order cancellations, which is found in the “Frequently Asked
Questions” page of the Company’s website, states as follows:

Due to our automated processing system|[,] there is a very limited
window in which we are able to cancel your merchandise order.
We process orders very quickly and, like many other companies,
once an order enters our fulfillment process we are unable to
cancel it and stop the shipment.

111.  In numerous cases, by the time consumers received the “order processed” email
that included the total costs of their order, it was too late for them to cancel and stop shipment of
their order.

112.  In such cases, consumers had to wait until after they received the merchandise in

order to return the product. In numerous instances, consumers were required to pay the shipping
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costs associated with returning their merchandise.

113.  Numerous consumers have complained that PCH never disclosed the shipping and
handling costs when they placed the order. They were surprised to learn of the high shipping and
handling costs when they read the order processed email or received the products in the mail.

August 2019 to the Present

114.  Beginning in approximately August 2019, PCH introduced a new checkout
process.

115.  As shown below, in some cases, the consumer would be presented with an Order-
Entry form that was similar to that depicted in Figure 15, above, except that the call-to-action

button would state “PLACE ORDER & continue” and make no reference to submitting an entry:

TO PLACE YOUR ORDER: Simply click the button below.

To see the products again, use the Page Tabs below.

Order with Confidence: Pay Nothing Now ¢ No Credit Card Required * 100%
Satisfaction Guaranteed!

\W Shopping Cart

Granitestone Diamond™ Grill Pan QUANTITY:
PCH Price: 5 Payments Each Only: 1 |-
$14.95% $2.99*

4 Previous

*For Merchandise Offers, see details on applicable sales tax, shipping and
handling, and other charges by clicking here.
For Magazine Offers, applicable sales tax will be added in WA, CA, and
ME.

NO PURCHASE OR FEE NECESSARY TO ENTER.
A PURCHASE WON'T IMPROVE AN INDIVIDUAL'S CHANCE OF
WINNING.

PLACE ORDER

& continue >

‘Your Merchandise order should arrive in about 2 to 4 weeks.
For information relating to timing and delivery of Magazines click here.

Figure 16: Image contained in “Marketing Update June 2020,” PCH 229672.
116. PCH then inserted a checkout “option page” after consumers had submitted an
order, which invited consumers to choose either to (1) pay by credit card; or (2) pay or be billed

later. An example of such an option page is below:
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&W(Iﬂnﬁqm

Hey Farid!
WANT TO SAVE A FEW BUCKS?

PAY NOW AND SAVE

Don't wait! SAVE 5% off the total price now when you pay with a credit card!

$73.02 $67.17

Save $585

Figure 17: Image contained in “Marketing Update 2020,” PCH 229670.

117.  Consumers who chose the “pay later” option would not be provided with a
statement of total costs, including shipping and handling and applicable taxes, until they received
an “order processed” email, at which point, consistent with PCH’s policy as stated in Paragraph
110, above, it was generally too late to cancel an order and stop shipment.

118.  If consumers opted instead to “pay now” by credit card, they would be led to a
payment page, which included a summary of total costs, including shipping and handling charges
and applicable taxes.

119.  PCH’s own records reveal that their shipping and handling charges average 41%
of the costs of the merchandise and could be as high as or higher than 100% of the merchandise
costs. Numerous PCH executives and employees, including a Senior Vice President, Assistant
Vice President, the Associate Director of the E-commerce, and Senior Director of Creative, have
acknowledged that consumers experience “sticker shock” when they see shipping and handling
charges.

120. In fact, PCH’s records show that approximately 50% of consumers who initially
selected the pay by credit card option ultimately declined to enter their credit card information

after seeing the shipping and handling charges associated with their orders, a fall-off that was
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widely ascribed by PCH management to the disclosure of shipping and handling charges on the
payment page.

121.  PCH took various steps to mitigate the “sticker shock™ of shipping and handling
charges and the enduring issue of the 50% falloff in credit card payments. These measures
included offering free shipping.

122.  After PCH tested free shipping as a means of incentivizing credit card payments,
the Company’s Vice President and Chief Analytics Officer acknowledged in an email to other
key executives that “there was a high sensitivity to shipping costs” among its consumers.

123.  Inearly 2020, PCH designed a new credit card payment page. The new design,
depicted in Figure 18, below, resulted from a deliberate effort to make information about
shipping and handling and other costs less conspicuous. As PCH’s Senior Director of the
Creative Department explained in a June 1, 2020, email to executives, they had redesigned the
payment page by “flush[ing] [the cost information] left instead of right, and us[ing] color to
bring [the consumer’s] eye down past [the cost section] to the actions [PCH wanted] them to

take,” that is, entering their credit card information.
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Publishers Clearing House

You're ALMOST set, Johnnyextraman!

JUST 1 CLICK

TO COMPLETE YOUR CHECKOUT NOW!

SHIPPING ADDRESS
Name Here

Address Line 1
Address Line 2

ORDER SUMMARY

Product Name o 1 $0.00

< $0.00
e S0.00
$0.00

$0.00

SAVED PAYMENT DETAILS

Expiration
P Date

il

Security
Code

BILLING ADDRESS v

6259 Monroe Street

Bakersfield Ca -~ 93306

WE'VE MADE IT SO FAST AND EASY FOR YOU - CLICK NOW!

}> | Complete Checkout <<
THANKS, BILL ME INSTEAD

NOTHANKS, BILL

Figure 18: PCH 164522.

PCH’s “Risk-Free” Guarantee

124. PCH repeatedly promises consumers that ordering is “risk free.” Examples of

PCH’s “risk-free” guarantees are shown below:
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100% SATISFACTION
GUARANTEED WHEN YOU ORDER!

Johnnyextraman, did you know that Publisher Clearing
House offers a 100% Satisfaction Guarantee on
every product we sell? It's true! Now that we've given
you a great reason to give us a try, we hope you will
place your first order today - risk free!

Johnnyextraman, Please Place Your First Order Today!

AN ORDER IS REQUIRED

TO ACTIVATE CUSTOMER REWARDS BELOW

Johnnyexiraman. Your Customer Rewards Start
INSTANTLY With Our Special SEND NO MONEY NOW
BENEFIT, se your Order Is COMPLETELY RISK FREE!

MRS Sk e

INSTANT CUSTOMERN%E‘UBU:EDS
APPROVED FOR THIS
THE TOTAL PCH SHOPPING ADVANTAGE

(

SN PRI PIPRLL AL 1) L

V/ LOWESTPCH PRICES ON ITEMS IN THIS NOTICE \/FAST ORDER PROCESSING
e ————— A S e,

/ LIMITED INVENTORY SELECTIONS \/NO-HASSLE RETURN POLICY
e ——— S

/ NOT AVAILABLE TO THE GENERAL PUBLIC /'100% SATISFACTION GUARANTEE
———— -

ST

Johnnyextraman, the TOTAL PCH SHOPPING ADVANTAGE is yours TODAY with any order!

Figure 19: PCH 304075, PCH 448244.

125.  PCH’s risk-free guarantee is false and misleading. PCH’s policy is that
consumers must bear the burden of returning merchandise at their own expense.

126. No mention of the consumer’s obligation to return merchandise at their own
expense, or PCH’s policy not to reimburse consumers for return postage, appears on PCH’s e-
commerce webpages or Order-Entry page.

127.  PCH’s policy about returning merchandise is, in fact, only located in the

Frequently Asked Questions section of the Company’s website in a section entitled: “How do I
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return my Publishers Clearing House order?”

128.  If consumers proactively visit this page and click on the question, they are led to a
lengthy statement that reiterates that ordering from PCH is “Risk-Free.” Yet at the end of the
page, the Company reveals the following: “our company policy does not include reimbursement
for postal expenses, which may be incurred with the return of merchandise to our returns
processing facility.”

129.  In numerous cases, the costs of returning merchandise by USPS or other means
are substantial in relation to the cost of the product.

130. PCH’s own records show that numerous consumers have requested that PCH
provide pre-paid return shipping labels and have been dismayed to discover that PCH does not
cover the cost of return postage.

PCH’s Deceptive Representation in its Privacy Policy

131.  Until on or about January 2019, PCH had conflicting representations in its privacy
policy. It had a statement in the middle of its privacy policy stating it did “not rent, license, or
sell” consumers’ information to third parties

132.  Other sections of its privacy policy stated that it did share information with third
parties in aggregate form. Indeed, PCH has shared consumers’ personal information with third
parties including marketing cooperatives, advertisers, and publishing companies to target
advertisements on PCH consumers.

133.  On or about January 2019, PCH removed the statement that PCH “do[es] not rent,

license, or sell personal data to third parties” from its privacy policy.
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134.  Based on the facts and violations of law alleged in this Complaint, the FTC has
reason to believe that Defendant is violating or is about to violate laws enforced by the
Commission.

VIOLATIONS OF THE FTC ACT

135.  Section 5(a) of the FTC Act, 15 U.S.C. § 45(a), prohibits “unfair or deceptive acts
or practices in or affecting commerce.”

136. Misrepresentations or deceptive omissions of material fact constitute deceptive
acts or practices prohibited by Section 5(a) of the FTC Act.

Count I
Misrepresentation Regarding Sweepstakes Offers

137. In numerous instances, in connection with the advertising, marketing, or
promotion of sweepstakes offers, Defendant has represented, directly or indirectly, expressly or
by implication, that a purchase is necessary to enter the sweepstakes or that a purchase would
increase one’s chances of winning the sweepstakes.

138. In truth and in fact, in numerous instances in which Defendant has made the
representation set forth in Paragraph 137, a purchase is not necessary to enter the sweepstakes
and does not increase one’s chances of winning the sweepstakes.

139. Therefore, Defendant’s representation as set forth in Paragraph 137 is false and
misleading and constitutes a deceptive act or practice in violation of Section 5(a) of the FTC Act,

15 U.S.C. § 45(a).
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Count II
Misrepresentation Regarding Entering the Sweepstakes

140. In numerous instances, in connection with the advertising, marketing, or
promotion of sweepstakes offers, Defendant has represented, directly or indirectly, expressly or
by implication, that consumers who complete and submit the “Official Entry Form” or “Official
Entry Registration Form” on PCH’s website are in fact entering a sweepstakes at the time they
submit the online form.

141. In truth and in fact, in numerous instances in which Defendant has made the
representation set forth in Paragraph 140, consumers are not entering a sweepstakes—and cannot
submit a sweepstakes entry—at the time they submit the online form.

142.  Therefore, Defendant’s representation as set forth in Paragraph 141 is false and
misleading and constitutes a deceptive act or practice in violation of Section 5(a) of the FTC Act,
15 U.S.C. § 45(a).

Count I1I
Deception Regarding Entering the Sweepstakes

143.  In numerous instances, in connection with the advertising, marketing, or
promotion of sweepstakes offers, Defendant has represented, directly or indirectly, expressly or
by implication, that consumers are completing the “Official Entry Form” or “Official Entry
Registration Form” on PCH’s website for the purpose of submitting an official sweepstakes
entry.

144.  In numerous instances in which Defendant has made the representation set forth

in Paragraph 143, Defendant has failed to disclose or disclose adequately to consumers that
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PCH does not in fact enter consumers into the sweepstakes at the time they complete and submit
the “Official Entry Form” or “Official Entry Registration Form” on PCH’s website.

145.  In light of the representation described in Paragraph 143, Defendant’s failure to
disclose or disclose adequately the material information described in Paragraph 144 constitutes a
deceptive act or practice in violation of Section 5(a) of the FTC Act, 15 U.S.C. § 45(a).

Count IV
Misrepresentation Regarding Eligibility to Win Sweepstakes

146. In numerous instances, in connection with the advertising, marketing, or
promotion of sweepstakes offers, Defendant has represented, directly or indirectly, expressly or
by implication, that consumers must complete another step even after they have previously
entered the same sweepstakes:

e To remain eligible to win the sweepstakes;

e To claim a place on a list from which the winner of the sweepstakes will be
selected; or

e To avoid disqualification, forfeiture, or cancellation of the opportunity to win
the sweepstakes.

147. In truth and in fact, in numerous instances in which Defendant has made the
representations set forth in Paragraph 146, consumers who have previously submitted a timely
sweepstakes entry do not need to take an additional step to remain eligible to win the
sweepstakes, do not need to claim a place on a list from which the winner of the sweepstakes
will be selected, and do not need to complete another step to avoid disqualification, forfeiture, or

cancellation of the opportunity to win the sweepstakes.
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148.  Therefore, the representations set forth in Paragraph 146 are false and misleading
and constitute deceptive acts or practices in violation of Section 5(a) of the FTC Act, 15 U.S.C. §
45(a).

Count V
Misrepresentation Regarding Total Costs of Orders

149.  In numerous instances, in connection with the advertising, marketing, promotion,
offering for sale, or sale of products, Defendant has represented, directly or indirectly, expressly
or by implication, the total costs of an order to be those set forth on the order-entry page.

150. In truth and in fact, in numerous instances in which Defendant has made the
representation set forth in Paragraph 149, the total costs of an order are not set forth on the order-
entry page, which does not include substantial shipping and handling fees, among other costs.

151. Therefore, Defendant’s representation as set forth in Paragraph 149 is false and
misleading and constitutes a deceptive act or practice in violation of Section 5(a) of the FTC Act,
15 U.S.C. § 45(a).

Count VI
Deception Regarding Additional Charges Associated with Consumers’ Orders

152. In numerous instances, in connection with the advertising, marketing, promotion,
offering for sale, or sale of products, Defendant has represented, directly or indirectly, expressly
or by implication, that the price of an order is as stated on the order-entry page.

153. In numerous instances in which Defendant has made the representation set forth
in Paragraph 152, Defendant has failed to disclose or disclose adequately before a consumer

incurs a financial obligation, material costs associated with consumer orders including taxes and
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substantial shipping and handling fees.

154. In light of the representation described in Paragraph 152, Defendant’s failure to
disclose or disclose adequately the material information described in Paragraph 153 constitutes a
deceptive act or practice in violation of Section 5(a) of the FTC Act, 15 U.S.C. § 45(a).

Count VII
Misrepresentation Regarding “Risk-Free” Order Guarantee

155. In numerous instances, in connection with the advertising, marketing, promotion,
offering for sale, or sale of Defendant’s products, Defendant has represented, directly or
indirectly, expressly or by implication, that ordering is risk free.

156. In truth and in fact, in numerous instances in which Defendant has made the
representation set forth in Paragraph 155 of this Complaint, ordering is not risk free, as
consumers are required to pay substantial shipping costs to return products.

157.  Therefore, Defendant’s representation as set forth in Paragraph 155 is false and
misleading and constitutes a deceptive act or practice in violation of Section 5(a) of the FTC Act,
15 U.S.C. § 45(a).

Count VIII
Misrepresentation Regarding the Sharing of Consumers’ Personal Information

158.  Until on or about January 2019, Defendant has represented, directly or indirectly,
expressly or by implication, that it does “not rent, license, or sell personal data to third parties.”

159. In truth and in fact, before January 2019, Defendant did rent, license, or sell
consumers’ personal data to third parties including, but not limited to, other marketing and

advertising partners and media intermediaries who used the information to target consumers with
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third-party advertising on PCH’s websites and other third-party platforms.

160. Therefore, Defendant’s representation set forth in Paragraph 159 is false and
misleading and constitutes deceptive acts or practices in violation of Section 5(a) of the FTC Act,
15 U.S.C. § 45(a).

VIOLATION OF THE CAN-SPAM ACT

161. The CAN-SPAM Act, 15 U.S.C. § 7701 et seq., became effective on January 1,
2004, and has since remained in full force and effect.

162.  Section 3(2)(A) of the CAN-SPAM Act, 15 U.S.C. § 7702 (2)(a) states that “[t]he
term ‘commercial electronic mail message’ means any electronic mail message the primary
purpose of which is the commercial advertisement or promotion of a commercial product or
service (including content on an Internet website operated for a commercial purpose).”

163.  Section 3(5) of the CAN-SPAM Act, 15 U.S.C. § 7702 (5) states, in pertinent
part, that “[t]he term ‘electronic mail address’ means a destination, commonly expressed as a
string of characters, consisting of a unique user name or mailbox ... and a reference to an
Internet domain,... whether or not displayed, to which an electronic mail message can be sent or
delivered.”

164. Section 3(6) of the CAN-SPAM Act, 15 U.S.C. § 7702 (6), states that “[t]he term
‘electronic mail message’ means a message sent to a unique electronic mail address.”

165. Section 3(9) of the CAN-SPAM Act, 15 U.S.C. § 7702 (9), states, in pertinent
part, that “[t]he term ‘initiate,” when used with respect to a commercial electronic mail message,
means to originate or transmit such message or to procure the origination or transmission of such

b

message ... .
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166.

Section 3(13) of the CAN-SPAM Act, 15 U.S.C. § 7702 (13), states that “[t]he

term ‘protected computer’ has the meaning given that term in section 1030 (e)(2)(B) of title 18.

Section 1030 (e)(2)(B) of Title 18 states that: “[t]he term ‘protected computer’ means a

computer ... which is used in or affecting interstate or foreign commerce or communication,

including a computer located outside the United States that is used in a manner that affects

interstate or foreign commerce or communication of the United States.” 18 U.S.C. § 1030

()(2)(B).

167.

168.

Section 5(a)(2) of the CAN-SPAM Act, 15 U.S.C. § 7704 (a)(2), states:

It is unlawful for any person to initiate the transmission to a
protected computer of a commercial electronic mail message if
such person has actual knowledge, or knowledge fairly implied on
the basis of objective circumstances, that a subject heading of the
of the message would be likely to mislead a recipient, acting
reasonably under the circumstances, about a material fact
regarding the contents or subject matter of the message (consistent
with the criteria used in enforcement of section 45 of this title).

Section 7(e) of the CAN-SPAM Act, 15 U.S.C. § 7706 (e), states that in any

action to enforce compliance through an injunction with Section 5 (a)(2) and other specified

sections of CAN-SPAM, the FTC need not allege or prove the state of mind required by such

sections.

169.

Section 7 (a) of the CAN-SPAM Act, 15 U.S.C. § 7706 (a), states:

[TThis chapter shall be enforced by the [FTC] as if the violation of
this chapter were an unfair or deceptive act or practice proscribe
under section 18(a)(1)(B) of the [FTC Act] (15 U.S.C. §

57a(a)(1)(B)).
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Count IX
Misleading Subject Headings

170.  In numerous instances, as described in Paragraphs 86-100, Defendant initiated the
transmission, to protected computers, of commercial email messages that contained subject
headings that would be likely to mislead a recipient, acting reasonably under the circumstances,
about a material fact regarding the contents or subject matter of the message.

171. Defendant’s acts or practices, as described in Paragraph 170, violate Section
5(a)(2) of the CAN-SPAM Act, 15 U.S.C. § 7704(a)(2).

CONSUMER INJURY

172.  Consumers have suffered and will continue to suffer substantial injury as a result
of Defendant’s violations of the FTC Act and the CAN-SPAM Act. Absent injunctive relief by

this Court, Defendant is likely to continue to injure consumers and harm the public interest.

PRAYER FOR RELIEF

Wherefore, Plaintiff requests that the Court:

A. Enter a permanent injunction to prevent future violations of the FTC Act and the
CAN-SPAM Act by Defendant.

B. Award monetary relief against PCH and in favor of Plaintiff for violations of the
CAN-SPAM Act.

C. Award such relief as the Court finds necessary including rescission or reformation
of contracts, the refund of money, or other relief necessary to redress injury to consumers.

D. Award other relief within the Court’s power to grant.

E. Award any additional relief as the Court determines to be just and proper.
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Respectiully submitted,

Dated: _6/26/-23
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