S efetslA] A25¢ Al1s
Korean J Clin Pharm, Vol. 25, No. 1, 2015

Original Article

0||:||-0|I_}g| O|Al

L. %¢C»  Korean Journal of Clinical Pharmacy

= = Official Journal of
wam( A\ amw Korean College of Clinical Pharmacy
Y 4 Available online at http://www.kccp.or.kr
pISSN: 1226-6051

Hlw ™

-

| |

lo)tol At S R AT, S deistan AR5l gt SfSiehe, ‘olstelAicheta SkstRst et

[s)
(20144 8 259 A= - 2015 22 7 54 - 20154 2€ 26 52)

Comparisons of Perception on Direct-to-Consumer Advertisements of Prescription
Drugs between Healthcare Providers and Consumers

Jiwun Oh'!, Kitai Kim?, Sook Hee An®** and Hye Sun Gwak'**

!Graduate School of Clinical Health Sciences, Ewha Womans University, Seoul, Korea

2Department of Communication, Honam University, Gwangju, South Korea

3College of Pharmacy, Wonkwang University, Iksan, South Korea

4College of Pharmacy and Division of Life & Pharmaceutical Sciences, Ewha Womans University, Seoul, South Korea
(Received August 25, 2014 - Revised February 7, 2015 - Accepted February 26, 2015)

ABSTRACT

Objective: The aim of this study was to investigate the difference of perception on direct—to—consumer advertisement (DTCA) of
prescription drugs between healthcare providers and consumers, Methods: The online and offline survey was conducted from May
26th to June 5th, 2013, The questionnaire was composed of 15 items about perception on DTCA of prescription drugs, Results: A
total of 215 healthcare providers and 202 consumers responded to the questionnaire, Consumers had an overall positive attitude on
permitting DTCA of prescription drugs and carried favorable views about the influence of the DTCA of prescription drugs on
providing drug information, promoting communications between healthcare providers and consumers, and improving images of
healthcare providers, Healthcare providers displayed negative perception for the needs of permitting the DTCA of prescription drugs
compared to consumers, They showed somewhat skeptical perception about the influence of the DTCA of prescription drugs on
necessities and efficiencies of delivering drug information, promoting communications between healthcare providers and
consumers, and improving images of healthcare providers, Both healthcare providers and consumers were concerned about the
increase of drug prices following the increase in advertisement expenses of pharmaceutical products, Conclusion: This study
identified the perception differences on direct—to—consumer advertisements of prescription drugs between healthcare providers
and consumers, This study could be of much help in the process of review on permitting DTCA of prescription drugs in Korea,
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p PN E',HL" Table 1. Baseline characteristics of study population.
B MEZALY] A EA1L SPSS version 18.02 A5 Healthcare Providers Consumers

(n=215) Numbers (%)  (n = 202) Numbers (%)
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Table 2. Perception of DTCA of prescription drugs in terms of necessities and efficiencies of providing information.

Healthcare providers (n=215)  Consumers (n = 202)

Numbers (%) Numbers (%) p-value
DTCA willimprove patients’ understanding of drug information.
Mean = SD 3.00+£0.98 3.48+0.93 <0.001
Score <3 71(33.2) 27 (13.4) <0.001
Score >3 143 (66.8) 174 (86.6)
DTCA will provide information of medication efficiency.
Mean = SD 3.14+£0.96 3.56+0.88 <0.001
Score <3 56 (26.2) 20(9.9) <0.001
Score >3 158 (73.8) 182 (90.1)
DTCA will satisfy patients’ needs to drug information.
Mean = SD 3.10+£0.93 3.41+£0.88 <0.001
Score <3 61 (28.6) 29 (14.4) <0.001
Score >3 152 (71.4) 173 (85.6)
DTCA will promotes patients’ over-reliance on medications.
Mean = SD 2.35+0.07 2.84+0.08 <0.001
Score <3 144 (67.3) 90 (44.6) <0.001
Score >3 70 (32.7) 112 (55.4)
DTCA will provide wrong drug information.
Mean = SD 2.71+£1.02 3.13+£1.02 <0.001
Score <3 102 (47.7) 59 (29.2) <0.001
Score >3 112 (52.3) 143 (70.8)
Total (Mean + SD) 2.86+0.72 3.28+0.70 <0.001

DTCA (direct-to-consumer advertisement); Lower score indicate unfavorable responses to DTCA regardless of whether question is positive or
negative.



Table 3. Perception of DTCA of prescription drugs in terms of communication enhancement between healthcare providers and

consumers.
Healthcare providers (n =215) Consumers (n = 202) value
Numbers (%) Numbers (%) e
DTCA willincrease contacts between healthcare providers
and consumers.
Mean = SD 3.26 £0.97 3.30£0.95 0.633
Score <3 52 (24.3) 47 (23.3) 0819
Score >3 162 (75.7) 155(76.7) ’
DTCA will help consumers to ask more questions about
medication to healthcare providers.
Mean + SD 4,00+0.76 3.80+£0.79 0.007
Score <3 14 (6.6) 16 (8.0) 0.705
Score>3 199 (93.4) 185 (92.0) ’
DTCA will help consumers to understand the directions from
healthcare providers.
Mean + SD 2.82+0.93 3.39 £0.90 <0.001
Score<3 84 (39.4) 34 (16.8) <0.001
Score >3 129 (60.6) 168 (83.2) ’
DTCA willincrease disagreement between healthcare providers
and consumers.
Mean = SD 2.64+£0.97 3.21£0.96 <0.001
Score <3 111 (52.1) 49 (24.4)
Score >3 102 (47.9) 152 (75.6) <0001
DTCA will play a supplementary role for patient education.
Mean = SD 2.57 £0.91 3.28 £0.97 <0.001
Score <3 108 (50.5) 41 (20.5) <0.001
Score >3 106 (49.5) 159 (79.5) ’
Total (Mean + SD) 3.06 £0.59 3.40£0.61 <0.001

DTCA (direct-to-consumer advertisement); Lower score indicate unfavorable responses to DTCA regardless of whether question is positive or

negative.
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Table 4. Perception of DTCA of prescription drugs in terms of economic efficiencies.

Healthcare providers (n=215) Consumers (n = 202)

Numbers (%) Numbers (%) p-value
Increases in advertising costs due to DTCA will be passed
on to consumers through higher prices.
Mean + SD 2.05+0.90 2.06+£0.93 0.885
Score <3 171 (79.9) 148 (73.3) 0.13]
Score>3 43 (20.1) 54 (26.7) ’
Increased market competition due to DTCA will result in
lowering of drug prices.
Mean + SD 2.42+0.87 2.76+0.96 <0.001
Score<3 122 (57.0) 88 (43.8) 0.008
Score=3 92 (43.0) 113 (56.2) ’
Total (Mean + SD) 2.24+0.70 2.41+0.77 0.014

DTCA (direct-to-consumer advertisement); Lower score indicate unfavorable responses to DTCA regardless of whether question is positive or
negative.

Table 5. Perception of DTCA of prescription drugs in terms of images or healthcare providers.

Healthcare providers Consumers value
(n=215) Numbers (%) (n=202) Numbers (%) P
DTCA will affect healthcare providers’ images negatively
Mean = SD 3.14+£0.90 3.39£0.90 0.005
Score <3 53 (24.8) 27 (13.4) 0.004
Score >3 161 (75.2) 175 (86.6) ’
DTCA will lower the reliability of healthcare providers.
Mean = SD 2.94+0.97 3.46 £0.92 <0.001
Score <3 78 (36.6) 31(15.3) <0.001
Score >3 135 (63.4) 171 (84.7) '
DTCA willincrease healthcare providers' roles.
Mean = SD 2.80+0.97 3.25+£0.90 <0.001
Score <3 85(39.7) 40 (19.9) <0.00]
Score >3 129 (60.3) 161 (80.1) '
Total (Mean + SD) 2.69 £0.77 3.37 £0.68 <0.001

DTCA (direct-to-consumer advertisement); Lower score indicate unfavorable responses to DTCA regardless of whether question is positive or
negative.
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