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ABSTRACT

This study aimed to find out the appropriate warning information content in drug
advertising, a case study of paracetamol printed advertising. The study was divided into 2 phases.
The first was a descriptive study to survey consumer’s opinions about warning information
content and needs in drug advertising in Chiangmai, Khonkaen and Nonthaburi provinces,
focused on a comparison between a general warning information content and a specific warning
information content. Accidental sampling technique was used for sample selection. Structural
interview was used for collecting consumer’s opinions. The paracetamol printed advertisings
were designed in 3 formats with different in warning information content as a general warning, a
brief specific warning, and specific warning information content. All formats of warning

information content were presented to studied participants. Data were analyzed by descriptive



statistics, and repeated measure ANOVA was used for testing consistency in consumer’s

opinions. The second phase was a focus group of stakeholders in drug advertising as adverting



media productions, drug advertising regulators and academicians. The issues in focus group were
about an appropriate of present warning information content and an appropriate format of
warning information content in drug advertising. The data were analyzed by content analysis.

The results showed that when consumers considered each warning information content
one by one, they mentioned that specific warning information content with complete statement of
warning was the most appropriate (91.0%). When consumers compared all formats of warning
information content altogether, 73.6% of consumers mentioned that warning information content
in drug advertising should be in specific format with complete statements. Moreover, the repeated
measured ANOVA showed that specific warning information content with complete warning
statements was significantly more appropriated in terms of advantage, benefit, disadvantage,
harmful, adverse effect, rational drug used, and awareness, comparing with other formats (p-value
< 0.05). The opinions from the focus group and consumers showed that general warning
information content was inappropriate. Warning information content in drug advertising should
be in specific format with explicit important statement and specific for each drug for the most

usefulness of consumers.



