Media ties with docs
as first info source

Patients rely on the media as their initial source of
information on new medicines almost as much as
on their GPs, according to a new survey.

In a study conducted by health communications
agency Ethical Strategies (ES), respondents in a
Galaxy poll rated doctors (69%) and the media
(66%) as their main avenues of information on new
medications.

Once aware of new treatments,
however, 69% of patients rated their
GP as their preferred source for
additional details, ES director
John Morton said.

“The doctor is
absolutely unchallenged
as the patient’s next
point of information,”
he said.

“Where [new
treatments] are relevant to
people, they will go and find
additional information. The good news
is that they are not going to the Internet, they are
not going to the pharmacist — they are seeking their
doctor’s advice.”

Respondents rated the Internet as a “relatively
unimportant” tool for treatment information, Mr
Morton added. Andrew Bracey
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Media a leading source of drug info

Posted 9 July 2007

Two thirds of consumers regard the media as their main source of information about new
medications, rating it only 2% behind doctors.

In the study conducted by health communications agency Ethical Strategies, respondents to a Galaxy poll
rated doctors (68%) and the media (66%) as their main sources of information about new medications.

Friends and family (45%) and pharmacists (42%) were also important sources of information about new
treatments but the internet was rated a main information source by only 20% of respondents.

Ethical Strategies Director, John Maorton, said: "Pharmaceutical companies need to recognise and
respond to this ‘influence shift. An article in the Daily Telegraph may have a far greater impactthan
hundreds of doctor calls.”

Maorton said the pharmaceutical industry should accept that it is getting harder for its representatives to
engage with GPs during routine rep calls and that simultaneously, patients are becoming increasingly
empowered in their decision making.

"To this effect” said Morton, "pharmaceuticals need to engage more heavily with the media and work with
patient advocacy groups to raise awareness of disease states and new treatment approaches™

However Sydney GP, Dr John Gullotta, was cautious about any a push for pharmacos to increase
promotion of medications and treatments. "l think it is okay to advertise certain products in order to
educate people, but it must be targeted atthe right people in the right way,” he said. "Sometimes
advertising can do maore harm than good such as was the case with Pfizer's advertising of Viagra. This
created much disappointment amongst certain groups of patients when they realised they were not able
to be prescribed the drug.”

Gullotta also drew attention to the strict rules that advertisers must adhere to. "The public is not always
aware that it could be pharmaceutical companies themselves generating these adverisements for their
own commercial interests, and that they are not always as a result of a particular health campaign,” he
said.
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