
Supplementary File 1: Scoring System Used to Assess Advertisements 

 

Information included in advertisement 

1. Is generic name mentioned every time brand name mentioned:  

Scoring: Percent yes, no 

 

2. Are there claims in the ads of clinical benefit or harm: 

Scoring: Percent yes, no 

 

3. Number of claims per ad with quantitative information about benefit: 

Scoring: Median number of claims per ad with quantitative information 

 

4. a. Is RRR reported: 

Scoring: Percent yes, no 

 

b. Are ARR or NNT reported or can they be calculated: 

Scoring: Percent yes, no  

(Country ranking based on number of ads where ARR or NNT reported or can be 

calculated) 

 

5. Does the advertising copy provide information on one or more adverse effects, warnings 

or contra-indications within the advertising copy?   

Scoring: Percent yes, no 

 

6. If safety information is provided, is this information given the same prominence as 

benefit information, as measured by font size: 

Scoring: Percent (of ads providing information on one or more adverse effects, warnings 

or contra-indications) yes, no  

 

7. Is the main claim, based on font size, to a clinically relevant issue (if more than one 

statement is in same font size then each statement is evaluated separately on same 

criterion):  

Scoring: 0 = other, no claim; 1 = cost/coverage/convenience/listed in 

guideline/indication; 2 = surrogate outcome; 3= clinically relevant claim. Score for claim 

is a fraction out of 3, e.g., if the main claim is to cost/coverage then score is 0.33 (1/3). 

Score for ad is median score for all claims. 

 

 

References to scientific evidence 

1. Methodologic quality of references: 

Scoring: 4 = systematic review/meta-analysis; 3 = randomized controlled trial; 2 = 

observational study (any type)/guidelines/textbooks/review paper; 1 = package 

insert/product monograph (or equivalent)/listing in formulary or publicly subsidized /in 

vitro study/government publication 0 = data on file, no references. Each reference is 

scored separately as a fraction out of 4, e.g., if reference is to observational study then 

score is 0.5 (2/4). Score for ad is median of scores for all references in ad. 

 

 

Advertising appeals and portrayals 

Type of appeal  Present (yes/no) 

Rational  

Positive emotional  

Negative emotional  

Humor  

Fantasy  

Sex   

Nostalgia  

Lifestyle portrayal  

Condition interferes with healthy or recreational activities  

Product enables healthy or recreational activities  

Lifestyle change is alternative to product use  

Lifestyle change is insufficient  
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Lifestyle change is adjunct to product use  

Condition portrayals  

Loss of control caused by condition  

Distress caused by condition  

Portrayal of effects of product use  

Regaining control as a result of product use  

Social approval as a result of product use  

Endurance increased as a result of product use  

Protection as a result of product use  

Product portrayal  

Breakthrough drug  

Mechanism of action  

Image of product   

Other   

Please explain:   

Adapted from: Frosch DL, Krueger PM, Hornick RC, Barg FK. Creating demand for 

prescription drugs: a content analysis of television direct-to-consumer advertising. Annals of 

Family Medicine 2007; 5: 6-13 
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