




TARI F K 

SEEKING INFORMATION ABOUT ADVERTISED Rx MEDICINES 
FROM SOURCES OTHER THAN THE DOCTOR 

Based on consumers who have seen a DTC advertisement 

Sought Information 
from Source 
OtherThan Doctor 

Yes 
No 
Total 
IntervIews 

Total 
% 
22 
78 

100 
1084 

Talked With Doctor After Seeing Ad 

Yes No 
% % 
38 14 
72 86 

100 100 
359 712 

HOW MUCH OFTHE “BRIEF SUMMARY” INFORMATION 
CONSUMERS READ IN DTC PRINT ADVERTISEMENTS 

FOR MEDICINES THAT INTERESTTHEM 

Based on consumers who have seen DTC print advertisements 

Amount Of InformatIon Read 
Almost 

All 
% 

Total 45 
Hypertension 

Yes 53 
No 43 

Arthritis 
Yes 52 
No 43 

Depression 
Yes 55 
No 44 

Ostf2oporosls 
Yes 67 
No 44 

Hypercholesterolemla 
Yes 41 
No 46 

Allergies 
Yes 49 
No 43 

Migraine Headaches 
Yes 49 
No 44 

Asthma 
Yes 49 
No 45 

Some 
% 

22 

Very 
Little 
% 
16 

None 
% 
14 

21 14 9 
22 17 16 

21 10 14 
22 18 15 

22 
22 

11 
17 

11 
15 

16 5 8 
22 17 15 

27 18 13 
21 15 16 

19 
24 

17 
15 

13 
17 

19 
15 

13 
16 

21 
22 

14 
15 

23 
22 

8 
16 

Don’t 
Knoa 

% 
3 

3 
2 

3 
2 

1 
2 

4 
2 

1 
2 

2 
2 

3 
2 

1 
2 

Total Interviews 
% # 

100 768 

100 
100 

100 
100 

100 
100 

100 
100 

100 
100 

100 
100 

100 
100 

100 
100 

19 

350 
418 

367 
401 

171 
597 

125 
643 

294 
474 

387 
381 

189 
579 

147 
621 

Prepping 
for the Doctor 

Although few consumers refer LO 
sources other than their doctor, these 
references may st111 play 3n Important role 
In preparing pxients for a dialog wlrh 
rhelr physIcIan. One m i;ve consumers 
(12%, or ds many ds ij.9~j.rt20 people) 
who have seen A DTC advertisement 
sought Informarlon about t-he adverrlsed 
product from A source other than a doctor 
However, consumers who talked wlrh 
rhelr doctor are Jmost three [lmes more 
likely than those who haven’t talked with 
t-heir doctor Llbou[ An Jdverrlsed medlcme 
to have soughr Informarlon from x least 
one other source menrloned In rhe ad, 1.e 
prlnc Jds, rhe Inrrrnet or toll-free telephone 
numbers Thlrr!--right percent of con- 
sumers who r~lkrd with their doctor 
sought IntL)rmatlon from dt least one other 
source, compared to onlv 14 percent of 
those who SJW .I& and chdn’t talk with 
the:r doctor 

Checking the fine Print: 
Do Consumers Read 
Contra Pages? 

Consumers xe readmg the brief 
summary Information Included In print 
advertisements for prescrlptlon medlcmes 
of Interest to them, despite the technical 
language and ultra-fme prmt. Forty-five 
percent of consumers who have seen a 
print udvertlsement say they read aimosr 
all of rhls mformatlon, and an addItIona 
22 percent say they read ;It least some 
of I[. In fact. only ii percent of these 
consumers say rhey don’t read any of 
the brief summa-v InformatIon. 

The brief summa? mformatlon m print 
advertlsmg IS also a widely used source of 
InformatIon for consumers who have or 
who are at risk of developmg specific health 
problems. Consumers who are at risk or 
who have hypertension (53% vs. 43%,), 
arthntls (i3Q vs. 43%), depressIon (55% 
vs. 44%) or osteoporosis (:67% vs. 44%) are 
slgmficantly more likely than others to say 
they read almost all of this mformatlon. 


