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DTC Benefits Consumers All Along the “"Treatment Path”
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Positive Impact of Consumer Communication Extensions and Convergence of Evidence

64% of consumers agree DTC ads provide a valuable service in
educating the public

60% of consumers agree that DTC ads alert them to symptoms that
may be serious. ?

64% of consumers agree DTC ads increases awareness of new
treatment options.

Consumers agree that DTC ads provide the information they need to
ask their doctors about product risks (62%) and benefits (68%)*

42% of consumers who see a DTC ad search for more information
about a condition or treatment due to the ad. 20% of consumers who
see of a DTC ad (38 million people) consult a web-site, print ad or toll
free number as a result of seeing the DTC ad 3

60 Million consumers speak to a doctor each year because of a DTC ad,
of which 25 Miltion to speak to a doctor about a condition for the first
time. ¢

79% of patients who have spoken to a doctor about an advertised
medicine report that their doctor was “very willing” to discuss it.”

60% of consumers who ask about a drug because of DTC receive
information about non-drug therapy. While half typically receive the
drug that they asked about, 27% receive no drug at all. 8

Physicians report positive impacts of DTC based on actual patient
interactions?®
~ 85% of physicians repoit that patients inquire about products that were
appropriate for them
~ 61% of physicians report that DTC has a beneficial effect on their
interactions with patients, compared to 12% who report negative effects,
— The vast majority of physicians report a positive reaction to patient
requests. Further, nearly 70% of physicians who receive a request report
feeling little or no pressure to prescribe.

Consumers who request a drug because of DTC rernain significantly
more compliant than those who do not make drug requests. *°
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