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Survey on Evaluation of Medicine Television Advertisement Among Medicine Consumers
LIU Dan-dan,ZHENG Wei(Fujian Health College, Fuzhou 350101, China)

ABSTRACT OBIJECTIVE: To understand the evaluation of medicine television advertisement among medicine consumers.
METHODS: By questionnaire survey, the readership rate, memory degree, favor degree, trust degree and purchase rate of medi-
cine television advertisement in 300 samples from 5 districts in Fuzhou city were analyzed. RESULTS & CONCLUSIONS: 260 val-
id questionnaires are collected. 96.2% of consumers have focused on medicine television advertisements; 78.9% had memory of
medicine television advertisement; favor degree and trust degree are lower than 7% ; purchase rate reaches 24.6% ; 11.5% of con-
sumers consider that medicine television advertisement can guide the consuming behavior; 57.7% of consumers consider that there
are advantages and disadvantages of medicine television advertisement. The operators can perfect the compaign of medicine televi-
sion advertisement by raising the favor degree of medicine television advertisement, changing stand of neutral consumers, increas-
ing self-discipline of pharmaceutical industry, and enhancing supervising.
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Tab 1 Statistics of sample characters
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Fig 1 Statistics of readership rate of medicine television

advertisement
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Fig 2 Statistics of memory degree of medicine television

advertisement
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Fig 3 Statistics of favor degree of medicine television
advertisement
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Fig 4 Statistics of trust degree of medicine television
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Fig 5 Statistics of purchase rate of medicine television
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Fig 6 Statistics of the evaluation of medicine television

advertisement
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