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SUMMARY

          Synopsis of Bill

HJM 20 requests that Congress review and restrict Federal Food and Drug Administration Guidelines
pertaining to direct consumer advertising for prescription drugs.  

Significant Issues

Direct-to-consumer advertising has coincided with a national rise in the number of prescriptions
written and overall spending on prescription drugs.  In 1999, drug manufacturers spent one billion
eight hundred million dollars ($1,800,000,000.) on mass media for direct-to-consumer advertising, a
thirty-eight percent (38%) increase from the previous year.  Many public health officials fear that this
type of advertising will undermine one’s willingness to make lifestyle changes necessary to promote
appropriate health status and disease prevention.  Many also fear that this type of advertising may
result in a push by consumers for newer, costlier drugs when less expensive drugs work just as well.  
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