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CONSUMPTIO.N OF GVER-THE-COUNTER DRUGS AND ATTITUDES
TOWARD OVER-THE-COUNTER DRUG ADVERTISING: A COMPARISON
BETWEEN THE UNITED STATES AND HONG KONG

Kara K. Chan, Hong Kong Baptist University, Hong Kong
Louisa Ha, University of Oklahoma, Norman, Oklahoma

Abstract

A survey of 547 adults from the United States and
Hong Kong was conducted to compare their perceptions
about functions and consequences of OTC drug advertising
and medical decisions when encountering health probiems.
Resuits indicate that American and Hong Kong consumers
were very similar in their overall perception of functions
and consequences of OTC drug advertising, but they differ
greatly in consumption of OTC drugs. A large majority of
American consumers relied heavily on OTC drugs for ali
five types of selected health problems in this study. In
contrast, Hong Kong consumers tock OTC drugs only for
specific illness,

Introduction

Over-the-counter drugs (OTC drugs) are one of the
most controversial advertising product categories around
the world {Shao and Hil 1994; Fahy et al. 19953, Al-
though the concept of OTC drugs assumes consumers have
the ability to self-diagnose correctly their own health con-
ditions (Johnson 1986}, researchers and policy-makers
afike are very concern about the potential misuse or abuse
of OTC drugs by consumers, especially among the children
and the elderly (Butter et al. 1991; Hoy 1994). OTC drugs
are the third most frequently regulated advertising product
category in a recent study of 15 countries (Shao and Hill
1994), just behind cigarettes and alcohol. In the United
States, the proliferation of OTC drugs by the switching of
prescribed drugs (Rx) to OTC drugs increases the risks of
drug abuse because consumers can take a “switched” medi-
cation by themselves without professional supervision,

Although there are many sources from which con-
sumers can obtain information about over-the-counter
drugs, Lumpkin and hisg colleagues {1991) identified three
major information sources of elderly consumers. The phy-
sician’s or pharmacist’s recommendation, and friend’s rec-
ommendation were cited as the most important and credible
sources. But equally important is the brand name recogni-
tion. Because of the existence of self-immunity or third
person effect in attitudinal research (O’Donchoe .1995;
Reid and Soley 1982), although these consumers.did not
say expiicitly that advertising is an important source, brand

name recognition is indeed an implicit recognition of the
influence of advertising. The brand name recognition of
OTC drugs can largely be atiributed to advertising to which
consumers can easily be exposed and passively learn about
an OTC drug brand.

To consumers who seldom consult physicians either
because of budget constraints or time constraints, OTC
drug advertising can play a major role in influencing the
brand choice and the perceived capability of the OTC drugs
in relieving their symptoms. Consumers make litte effort
in extending information search about OTC drugs beyond
advertising because of general low consumer involvement
in OTC drug purchase (Gore et al. 1994), Advertising, as a
readily available source of information, can meet the in-
formational needs of low involvement consumers. Indeed,
the experiment of Perri and Nelson {1987} on consumer
response to direct-to-consumer prescribed drug advertise-
ments found that consumers recognized OTC drugs much
better than prescribed drugs.

Purpdse of Study

This study attempts to uncover the relationship be-
tween attitudes toward OTC drug advertising and the con-
sumption of OTC drugs from a cross-national perspective,
The rapid international market expansion of pharmaceutical
companies, such as Johnson & Johnson, calls for more
studies of international markets for OTC drugs. The im-
portance of OTC drugs as an advertising product category
in many countries also mandates a sysiematic investigation
of the consumers’ attitudes toward OTC drug advertising
and whether such attitudes influence their usage of OTC
drugs. In the United States, OTC drugs are one of the top
ten advertising categories. Their sales volume is expected
to be $17.6 billion in 1996. Increasing competition by the
influx of switch drugs into the OTC market will further
stimulate sales volume to $19 billion by the vear 2000 (44-
vertising Age 1990),

Despite the mmportance of OTC drugs as an adver-
tising product category and the possible negative physical
and social consequences, few have examined the actual
consumers’ usage of OTC drugs in specific applications.
This study can provide empirical evidence of the extent of
OTC drug usage across countries. If a positive relationship
is found between attitudes toward OTC drug advertising



and OTC drug consumption, policy-makers and marketers
have to take appropriate measures to guide consumers the
proper use of OTC drugs. In this study, Hong Kong and
the United States were chosen for comparison because of
they differ in health care system and medical practice, but
are similar in that both have an open market system and a
similar level of economic development.

Health Care Systems in the
United States and Hong Kong

The United States is an exemplary example of a pri-
vate health care system. Government only subsidizes the
poor or the elderly through Medicaid and Medicare. Most
people have to buy health insurance to pay for the high cost
of health care. Hong Kong is an example of a dual system
that offers both public and private health care services. In
Hong Kong, every individual, regardless of age or income
level, has the right to public health care facilities such as
government hospitals and clinics. The 80 government and
public out-patient clinics provide inexpensive medical con-
sultation services to the general public. For example, treat-
ment at a government clinic costs HK334 (equivalent to
US$4.50) a visit, which includes medicine as well as X-ray
examinations, laboratory tests, etc. If a patient requires a
specialist’s opinion, he or she will be referred to a spe-
cialist for consultation, which costs him or her HK$40
(equivalent to US$5). Although there is no restriction on
the use of the service, consumers using public health care
services have to queue at the clinics for a few hours before
they can receive the treatment. Patients have no choice on
which doctor to consult and follow-up care is minimal. In
1994, the total number of attendance at government out-
patient clinics were about 15.7 million (more than twice of
Hong Kong’s population). Charity organizations such as
the Tung Wah Hospital Group also provide low-cost health
care services. Private health care is an aiternative for con-
sumers who can afford better service and demand for
choice.

The medical practice in the United States is pre-
dominantly the Western medicine in which physicians are
required to have a medical college degree to practice medi-
cine. In Hong Kong, Western medicine practice coexists
with Chinese herbal medicine. Because of the Chinese cul-
tural heritage, consumers in Hong Kong can. choose be-
tween the two practices for treatment. Typicaily, older
Chinese consumers in Hong Kong prefer Chinese herbal
medicine because the cost is generally lower than western
medicine and the patient’s physical reaction to herbal

- medicine is usually much milder.

Under two different health care systems, the two
markets also differ in the regulations of pharmaceutical
advertising. In the United States, prescribed drug adver-
tising is allowed and is regulated by the Food and Drug
Administration. Over-the-counter drug advertising is regu-
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lated by the Federal Trade Commission who also has juris-
diction of advertising for other commercial products. Cur-
rently, the major provisions in the regulations of OTC
drugs in the U.S. are the labeling of the drugs and possible
side effects. Under the Federal Food, Drug and Cosmetic
Act, U.S. OTC drug advertisers are prohibited from making
unsubstantiated claims (Reichertz 1995).

In Hong Kong, prescribed drugs are not atlowed to
advertise. All regulations on advertising (including OTC
drug advertising) are enforced by the Broadcasting
Authority. Under the Undesirable Medical Advertising
Ordinance, no comparative advertising is allowed and oTC
drug advertisements cannot mislead consumers by omitting
essential facts (Broadcasting Authority 1993).

Literature Review

Research on Pharmaceutical Advertising :

Research on pharmaceutical advertising has focused
on three areas: 1) identifying the effect of OTC drug ad-
vertising on specific consumer segments such as the chil-
dren and elderly consumers (Butter et al. 1591; Lumpkin et
al. 1991), 2) the labeling of prescribed drugs and QOTC
drugs (Bachrach 1990; Hoy 1994; Johnson 1986), and 3)
direct-to-consumer prescribed drug (Alperstein and Peyrot
1993; Hoy 1994; James and Hensel 1995; Perri and Nel-
son Jr. 1987). Very little recent research has been pub-
lished on over-the-counter drug advertising.

Nevertheless, the paucity of such research should not
undermine the importance of over-the-counter-drug adver-
tising, especially when the category is still growing and the
wrend toward self-medication is increasing among consum- -
ers. The convenience in purchasing OTC drugs without
professional consultation may create many .undesirable
consequences {o consumers. Apart from drug abuse, reli-
ance on OTC drugs may cause patients to underestimate the
seriousness of their illness, lower their alertness to potential
dangerous illness, delay necessary physician consultation,
and overlook the side-effects of taking the OTC drugs.
Researchers have not explored the relationship between
attitudes toward over-the-counter drug advertising and the
consumption of OTC drugs. As Hoy (1994) pointed out,
more outcome studies are necessary to justify for further
regulation of OTC drug advertising.

Consumers’ Attitudes toward Advertising

Studies on consumers’ attitudes toward advertising
found that these attitudes are product-specific. For exam-
ple, Mittal (1994), in his study of 300 consumer panel
members, found that consumers liked the advertising of
some products such as anti-drunk driving and sale adver-
tisements of supermarkets, but hated advertising for spe-
cific products such as political advertising, beer, feminine
hygiene and cars. In another survey conducted by Adver-



tising Age (1991), cold remedies, one of the OTC drugs,
were on the hated product list of the consumers.

In her review of attitudes toward advertising re-
search in the United States and the United Kingdom,
O'Donohoe (1995) found that most of them are descriptive
in nature. - The structure of consumers’ attitudes toward
advertising is proposed to consist of two levels: 1) personal
experience of advertising, 2) beliefs about the social conse-
quences of advertising. Personal experience refers to ad-
vertising’s entertainment and information value to consum-
ers. Such experience varies by products and media. For
example, users of a product category are more likely to find
the advertising relevant and more enjoyable. In essence,
these two levels are very similar to the instrumental and
institutional dimensions of attitudes toward advertising
discussed by Sandage and Leckenby (1980).

Research Methodology

This study explores the United States and Hong
Kong consumers’ attitudes toward OTC drug advertising;
and whether these attitudes are related to their medical de-
cisions in encountering various heaith problems. The study
was conducted using a structured questionnaire in English
for the U.S. sample and in Chinese for the Hong Kong
sample. The questionnaire was originally written in Chi-
nese and translated to English by the second author. The
questions were pre-tested 1o equivalent samples to ensure
the appropriateness of wording.

In light of the exploratory nature of this study and
the possible perceived privacy on health care problems, a
non-random door-to-door sampling method was used. Sev-
enty students at a public university in mid-western United
States and twenty-nine students at a public university in
Hong Kong volunteered to distribute the questionnaires to
non-students over the age of 18. Quota was set on gender,
They could either conduct personal interviews or deliver
the questionnaire to the appropriate target for self-
administration. Data were collected during the period No-
vember 11 to 25 1995 in Hong Kong; and November 23 to
November 28 during the Thanksgiving holiday in the
United States when students went back to their home towns
to conduct the study.

The questionnaire started with four questions on
overall attitudes toward television advertising and OTC
drug advertising, followed by statements on functions and
perceived consequences of OTC drug advertising to lap
respondents’ opinions on regulating OTC drug advertising.
Most of these statements were used in Mittal’s (1994)
study. Respondents were asked to rate these statements on
a 5-point Likert scale (5=strongly agree, l=strongly dis-
agree). Then they were asked to indicate their choice of”
action when encountering five common health problems:
fever, diarrhea, flu, stomach ache and constipation. The
actions taken ranged from ne action, taking OTC drugs, 0
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consulting Western/traditional doctors or friends with
medical knowledge. The questionnaire closed with usual
demographics questions.

A total of 547 responses were collected, among
which 212 were from the States and 335 were from Hong
Kong. Although most of U.S. respondents resided in
Ohio, residents from nine states were represented (Ohio,
Michigan, Georgia, Illinois, Indiana, Massachusetts, New

“York, New Jersey, and Maryland). Most of them live in

medium-size cities and suburbs, only 20 percent live in big
cities such as Cleveland. The demographic profile of the
sample is shown in Table 1. Close to forty percent of the
U.S. sample were aged between 40 and 49, and over three
quarters had college or above education. Nearly half of the
sample considered themselves quite conservative. For the
Hong Kong sample, forty-five percent were aged under 39
and nearly twenty percent had college or above education.
Close to forty percent were full-time housewives or retired
or unemployed. Fifty-one percent considered themselves
fiberal. The U.S. sample were older, more educated and
contained a higher proportion of high income group than
the Hong Kong sample.

Results

Overall Perceptions of Advertising and
OTC Drug advertising

The current study found that both the U.S. and
Hong Kong consumers had positive overall attitudes to-
ward television advertising in general and OTC drug ad-
vertising (Table 2). All the mean scores of items in the
attitude scales were between three and four on a {ive-point
scale on liking and evaluation of these ads. Though con-
sumers from the United States and Hong Kong were similar
in their overall attitudes toward advertising in general,
American respondents held a more favorable attitude to-
ward OTC drug advertising than their Hong Kong counter-
parts. The overall perception of OTC drug advertising was
less favorable than the overall perception of advertising in
general for both samples.

OTC Drug Consumption When
Encountering Health Problems

The medical decisions that consumers took when
encountering health problems are summarized in Table 3.
Results of chi-square tests indicated that American and
Hong Kong consumers acted very differenty. A large
majority of American consumers relied heavily on QTC
drugs. Over sixty percent of the respondents reported tak-
ing QTC drugs as their immediate action when faced with
the five selected health problems. This tendency toward
self-medication was independent of the type of health
problem the respondent faced. In contrast, Hong Kong
respondents took OTC drugs for some of the common
health problems oniy: They were more likely to consult



doctors or people with medical knowledge when they suf-
fered from fever, but would take OTC drugs when suffered
from diarthea, flu, and siomach ache. Most of them took
no action when suffered from constipation. '

Perceived Functions and .
Consequences of OTC Drug Advertising

The mean scores and standard deviations of con-
sumers' perceived functions and consequences of OTC
drug advertising are summarized in Table 4. Both Ameri-
can and Hong Kong consumers were well aware of adver-
tising’s basic function in offering market information about
goods and services. A majority of the sample said OTC
drug advertising keeps them update about new medicine as
well as provides information about the function of individ-
ual brands. They also acknowledged that OTC drug adver-
tising is an important source of information. Hong Kong
respondents agreed slightly more than American respon-
dents on the role of OTC drug advertising in providing
information about function of specific brands (t = 2.36,p <
0.035).

Despite their acknowledgment of the knowledge
function of OTC drug advertising, consumers are rather
neutral about its function in increasing their buying confi-
dence. American consumers were skeptical about the
trustworthiness of OTC drug advertising. They were more
likely to disagree to the statement that more frequently ad-
vertised brands are more trustworthy. A higher proportion
of Hong Kong respondents agreed that OTC drug adver-
tising helped them to get the best buy. There were roughly
equal numbers of people who agreed and disagreed on
whether consumers would have more difficulty making
purchase decisions if there was no OTC drug advertising.
The entertainment function of OTC drug advertising was
more readily recognized by American respondents. More
American respondents found some of the OTC drug com-
mercials enjoyable and worth-remembering than Hong
Kong respondents (t = 6.70, p < 0.0001).

Respondents from the States and Hong Kong were
equally aware of the economic cost of OTC drug advertis-
ing on consumers, They generally believed that OTC drug
advertising increased the cost of products and that some
advertising money should be reserved for product im-
provements, Nevertheless, respondents did not favor the
complete elimination of OTC drug advertising. American
consumers opposed more strongly to the exclusion of all
OTC drug adverusing than Hong Kong consumers. A
higher proportion of Hong Kong consumers favored the use
of advertising budget for product improvement (t=351,p
< 0.005).

American and Hong Kong consumers held similar

opinions on the economic contribution of OTC drug adver=-.. -

tising. They both agreed that OTC drug advertising facili-.
tates competition among brands. Nevertheless, American

respondents were less likely to agree to the siatement that

-

OTC drug advertising supports free programming and
placed a stronger doubt on the statement that OTC drug
advertising improves the standard of public health.

Respondents from both the States and Hong Kong
disagreed that OTC drug advertising manipulated people’s
medical decision. American and Hong Kong consumers
were equaily likely to disagree that OTC drug advertising
encourages people to buy what they do not need. More
American consurmers disagreed that OTC drug advertising
encourages people 1o try new medicine (t = 2.20, p < 0.03).
Both American and Hong Kong respondents strongly be-
lieved that most OTC drug advertising contains similar
exaggerated claims that are confusing to consumers. How-
ever, American consumers were more confident in them-
selves in distinguishing which brands to trust than Hong
Kong consumers {(t = 8.18, p < 0.0001D).

Prediction analysis

Demographic characteristics, value orientation,
country of study, and overall attitudes toward advertising
were predicted to influence respondents’ overall attitude
toward OTC drug advertising and actions taken for solving
health problems. For the prediction of overall attitude to-
ward OTC drug advertising, the R? value was 0.27. This
indicates that 27% of the total variation of the overall atti-
tude toward OTC drug advertising could be explained by
the overall attitude toward advertising and value-
orientation. Only two out of eight predictors were signifi-
cant. The most significant predictor of a positive attitude
toward OTC drug advertising is a favorable attitude toward
advertising in general. Value orientation is the second
strongest predictor, Conservative consumers held more
favorable attitudes toward OTC drug advertising than lib-
eral consumers in both places. All demograpbic variables
were found insignificant in the regression analysis.

The choice of medical decision when encountering
the five selected heaith problems were averaged to form a
three-point scale. A higher score means a higher tendency
to consult medical profession personnel and a lower score
means a higher tendency to take no treatment. The R® value
of the regression model was 0.02. This indicates that only
2 percent of the total variation of the medical decision
could be explained by overall attitude toward OTC drug
advertising and demographics. Only one out of the eight
predictive variables were significant at 0.05 level. Conser-
vative respondents were more likely to take no action when
encountering with health problems.

Conclusions

This study reveals the use of OTC drugs and atti-
wdes toward OTC drug advertising in two different cul-
rures and medical systems. Both American and Hong Kong.
consumers held . positive attitudes toward advertising in
general, and to 2 lesser extent, OTC drug advertising. This



contradicts to many research findings that consistently re-
ported for the dislike of television advertising in the United
States such as the surveys conducted by Mittal (1994).
May be our broader operationalization of advertising atti-
tudes and ordering the positive and negative items in jum-
ble allow a more positive response to advertising in gen-
eral.
Even though the demographic composition of the
U.S. and Hong Kong sample is quite different from each
other, it seems to have little effect on the findings of this
stucdy because none of the demographic variables can pre-
dict attitudes towards OTC drug advertising and OTC drug
usage behavior. Both American and Hong Kong consum-
_ers - were well aware of the knowledge function of OTC
drug adveriising. Yet OTC drug advertising in the States
and in Hong Kong has not been very successful in enhanc-
ing buying confidence. American respondents were more
likely to appreciate the entertainment value of OTC drug
advertising, but they did not agree that advertising in-
creases their buying confidence. Hong Kong respondents
were neutral about the entertainment value and the buying
confidence function of OTC drug advertising. This sug-
gests that consumers in both samples are very rational and
mature. On the one hand, they utilized OTC drug adver-
tising to gain information about new brands and their fea-
tures. On the other hand, they held a healthy skeptical at-
titude to the advertising claims and they did not put more
trust on frequently advertised brands.
The consequences of OTC drug advertising, the per-
ceived economic benefits, such as free television program-
ming and enhancement of competition, were marginally

received by respondents. The major criticisms were its
economic cost and perceived confusing messages. To our
surprise, the common criticism about advertising’s ma-
nipulation of consumers was not strongly supported. This
indicates that respondents were rather pragmatic. Their
concerns were about the economic costs of advertising to
them. They realized the necessity of advertising in encour-
aging competition in a free market environment.

Overall speaking, American and Hong Kong con-
sumers were quite similar in their overall perception of
functions and consequences of OTC drug advertising, For
sixteen out of nineteen statements, American and Hong
Kong consumers were found in same direction. They only
differed in their degree of agreement or disagreement to the
selected statements, but they acted very differently when
encountering health problems.

Self-medication was extremely popular in the United
States. High tendency to take OTC drugs was found in a
variety of health problems. This may be due to a lack of
difference in their perceived seriousness among the five
sympioms tested in this study. In Hong Kong, taking of
OTC drugs was illness-specific. Some illnesses, such as

‘fever, are considered as more serious and warrant profes-

sional attention or actions than others, such as constipation.
When marketing overseas, OTC drug marketers should
selectively market products that consumers would take
OTC drugs as the immediate action in that country. For
example, marketers should avoid selling OTC constipation
remedies in Hong Kong because constipation is a health
problem that people would ignore and take no action.



TABLE 1

Sample profile
_ - us HK
Demographic - (N=212) (N=1335)
No. % No. %
Gender
Males 94 44 163 49
Females 118 56 172 51
| Age
under 29 51 24 33 1}
30-39 34 16 114 § 34
40-49 g1 38 64 19
50-59 40 19 62 19
60+ 6 ERE 57 17
Education
Primary or below 1 1 80 27
Secondary or high School 49 23 186 56
College or university 161 76 59 18
Occupation
Professionals and sub-professionals 31 15 44 13
Managers and executives 74 35 38 11
Clerical and service workers 59 28 100 30
Production and construction workers 11 5 24 7
Housewives/retired/unemployed 37 18 129 39
Annual personal income (HK/US)
None 12 6 110 34
15$9,200 ot below/under US$10,000 13 7 25 8
US$9200-12,999/US$10,000-29,999 63 3 164 51
US$13,000+/US$30,000 or more 113 56 23 -7
Value Orientation
very liberal 25 12 16 3
quite liberal 70 33 153 46
- quite conservative 102 48 147 44
very conservative 14 7 18 3
TABLE 2
Attitudes toward Advertising in General and OTC drug advertising
Mean Mean of Sign.
of US" HK*® t-value level"
Item
Overall, is advertising a good thing or a bad thing? 1.61 3.70 1,13 N.S.
Overall, do you like or hate advertising? 3.52 3.52 0.06 N.S.
Overall, is OTC drug advertising a good thing or a bad thing? 3.39 3.23 2.08 <0.05
Qverall, do you like or hate OTC drug advertising? . 3.21 3111~ 1.52 N.S.

*The greater the mean value, the more favorable attitude toward advertising

" N.S.= not significant at .05 level

209




TABLE 3

Health Problems and Medical Decisions

Consult
Take | doctors/ friends
No action OTC with medical
drug knowledge chi-square Sign.
Health problem value Level
Fever US(%) 5 65 30 31.1 <0.0001
. HK.(%) 7 43 50
Diarrhea US(%) 13 70 17 13.6 <0.0061
HK(%) 13 57 30
Flu US(%) 9 61 29 33 N.S.
HK(%) 11 53 36
Stomach Ache US(%) 18 65 17 5.6 N.S.
HK(%) . 19 56 25
Constipation US(%) 20 61 19 44,8 <(.0001
HK(%) 40 32 28
TABLE 4
Perceptions about OTC Drug Advertising™
Mean { Mean of t-test Sign,
Functions and consequences of US HK value level”
Market information (0.71) (0.54)
OTC drug advertising is an important source of informa- 3.17 3.34 2.13 N.S.
tion on medicine.
OTC drug advertising makes me know which brand has 336 3.55 2.36 <0.05
the function I need.
OTC drug advertising let me know what new OTC dmgs 3.81 3.75 0.95 N.S
are available in the market.
Buying confidence {0.50) (0.60)
Those OTC drugs that advertise frequently are more 2.28 2.84 448 <0.0001
trustworthy than those that do not.
~OTC drug advertising helps consumers to select the best 292 311 2.15 <0.05
brand.
If there is no OTC drug advertising, to decide which one 3.06 3.14 0.90 N.S.
to buy will be difficult.
Entertainment value (0.46) {0.62)
Sometimes I'll retrospect on some of the OTC drug ad- 2.98 2.1 2.56 <0.05
vertising.
I appreciate some of the OTC drug advertising. 3.68 3.20 6,70 - <0.0001
Economic costs (0.32) (0.36) .
OTC drug advertising increases the cost of the product 3.80 3.84 0.67 N.S.
If the spending on OTC drug advertising is spent on im- 3.46 3.74 3.51 <(.005
proving the product, the money spent will be much more
worthwhile.
Tt is more beneficial to consumers if there is no OTC drug | 2.30 263177 5.00 <0.0001
advertising, T T

: F!gures in bracket indicate the Cronbach alpha coefficients of mtemai consistency.

® N.S.= not significant at 0.05 level
¢ Ttems were in jumbied order in the questionnaire.
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Table 4 Difference in perceptions about OTC drug advertising {Con'd)

Mean | Mean of t-value Sign.
Functions and conseguences of US HEX level
Economic benefits (0.53) (0.49)
OTC drug advertising improves the standard of public 2.88 2,70 - 2,19 <0.05
health.
OTC drug advertising facilitates healthy competition be- 3.39 327 1.56 N.S.
tween products, which brings more benefits to consumers,
We need the advertising revenue from OTC drugs to sub- 2N 3.01 4.01 <0.0001
sidize the production cost of mass media content. _
Manipulation (0.72) (0.40)
OTC drug advertising encourages people 10 buy unneces- 2.98 2.83 1.73 N.S.
sary medicine :
OTC drug advertising encourages people to recklessly try 2.7 2.89 2.20 <0.05
new medicine. :
Evaluation : (0.31) (0.50)
Most OTC drug advertising exaggerates the product’s 348 375 3.54 <0.0003
therapeutic functions,
Most OTC drug advertisements are very similar and peo- 3.55 3.58 0.49 N.S.
ple can easily get confused.
OTC drug advertising makes me confused. 1 don't know 275 3.45 8.18 <0.0001
which one to trust.

*Figures in bracket indicate the Cronbach alpha coefficients of inter-item reliability.

® N.S.= not significant at 0.05 level
® Items were in jumbled order in the questionnaire.
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