Direct-to-Consumer
Advertising of
Prescription Drugs

Advertising by its very nature is designed to
“sell” a product, and adverts therefore need to
talk up the benefits and play down the risks.
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In a 10 year analysis of advertising
in US magazines, 91% of advertisements
omitted information about the likelihood
of treatment success and 71% failed to
mention any other possible treatments.

In 2001, the top dru§
companies generated $1
in sales from each dollar
spent on marketing.
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