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advertisers, advertising agencies, and the media. AAF also represents 50,000 

develop DTC advertising, and media that sells time and space for DTC advertising. 

Although we believe that it is unnecessary, the AAF does not object to the FDA’s 

proposed survey. We are confident that it will show, as have previous surveys by 



the FDA and others, that consumers receive numerous benefits from DTC 

advertising. 

There can be no doub s benefit from advertising. In the historic case, 
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medical condition or illness for the first time. Thus, DTC advertising contributed to 

the earlier diagnosis of previously undetected illnesses. It seems logical to infer that 

DTC advertising also results in more visits to physicians by consumers, which 

would result in greater detection of medical conditions. 



DTC advertising stimulated more discussions of treatment options. A 2001 

Prevention Magazine survey found that 32% of consumers who have seen a DTC 

advertisement have talked,,,~iijli-r doctor about an advertised medicine. Slightly 
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Contrary to the concerns of some skeptics of DTC advertising, consumers pay 

attention to both the risk and benefit information in the pharmaceutical ads. It is no 

surprise that the earlier FDA study revealed that 87% of respondents heard claims 

about the benefits of the advertised drug. However, 82% said they heard 

information about risks or side effects, and 81% information about who should not 



take the drug. Prevention Magazine found that over 80% of consumers thought 

DTC advertising did an excellent or good job of providing information about both 

serious and non-serious risks of the products. Thus, consumers are receiving a 
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iil, options they had not previously considered. We believe the results would be similar 

questions in the survey. 

Many critics of DTC advertising are concerned that physicians will be pressured 

into prescribing pharmaceuticals against their will. However, according to the FDA 

survey, only 50% of patients were given a prescription for the drug that they asked 



about. It may in fact be surprising that this figure is not higher, given the fact that 

the patients are visiting their physician because of a condition similar to that 

described in the advertisement. 
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