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The resolution referred to in the first line should be amended to read WHA20.35. 
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PHARMACEUTICAL ADVERTISING 

Progress report by the Director-General 

1. In resolution WHA20.34 the Twentieth World Health Assembly requested the Director-
General to study the ethical and scientific criteria that, from the medical point of view, 
should govern the advertising of drugs, and report thereon to the forty-firsx session of 
the Executive Board and to the Twenty-first World Health Assembly. 

2. When formulating such criteria it is necessary to give due consideration to existing 
national legislation on the subject. A survey of the legislation governing pharma-
ceutical advertising in 22 countries was published by WHO in 1961.1 A revision of this 
survey has been rendered necessary by new legislation enacted since in many countries. 
The material is being collected and analysed and an up-to-date edition of the survey will 
be available later in the year. This will make it possible to better identify the 
criteria applied by Member States to the regulation of pharmaceutical advertising and to 
formulate conclusions and recommendations for general acceptance, 

3. The following considerations are presented as a means to facilitate the discussion. 
Two types of advertising should be distinguished, i • в• that intended for the public and 
that addressed to the medical and allied professions. The ethical standards which govern 
these two types of advertising are different. Until a few years ago "technical" or 
medical advertising was virtually unrestricted whereas many countries had already 
introduced more or less strict legislation governing the advertising of drugs to the 
general public. Moreover, the methods used to reach the public differ from those 
employed in the case of the medical and related professions• 

4. The media used by the pharmaceutical industry to reach the public include daily 
newspapers and periodicals, radio, cinema and television; advertisements in pharmacies 
or on public thoroughfares belong to the same category. Advertising to the medical 
profession is generally effected through the medical or professional press, medical 
congresses, through personal contacts by the producers1 representatives, as well as by 
special leaflets, literature and drug samples sent directly to individual members of the 
medical profession. Information on the package or insert leaflets of a drug or a 
pharmaceutical speciality must likewise be considered as falling under the category of 
advertising to the medical profession and the public, to the extent that a medical 
practitioner prescribes the speciality and the member of the public for whom it is 
intended takes note of the information supplied. 

5. A draft outline, annexed to this report, has been prepared on the basis of a 
preliminary study of the ethical and scientific criteria that from the medical point of 
view should govern the advertising of drugs. 
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Int* Dig, Hlth Legis., 1961, 12, 4*^53. (For easy reference, a reprint of this 
survey is attached to the copies of the present report addressed to Members of the Board.) 
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This outline will be developed for presentation to the Twenty-first World Health 
Assembly, taking into account the data to be obtained from the review of current nationaJ 
legislation which is being carried out (see paragraph 2), as well as the comments and 
advice which the Board may wish to formulate at the present session. 
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ANNEX 

DRAFT OUTLINE OF PRINCIPLES FOR PHARMACEUTICAL ADVERTISING 

1• Advertising to the public 

1.1 All advertising on drugs should be truthful and reliable. It should not include 
incorrect information or half-truths which are apt to give an erroneous impression about 
contents, effects (therapeutic as well as toxic), or indications of the drug or 
pharmaceutical speciality• 

1.2 It should include all data necessary for the use of the drug and any warnings that 
may be needed. 

1.3 Advertisements should not be permitted for prescription drugs, for the treatment of 
certain diseases and conditions which can be treated only by a medical practitioner, or 
in a form which brings about fear or distress, or which declares specific remedies to be 
infallible, or suggests that they are recommended by medical practitioners or medical 
faculties. 

2. Advertising to the medical and related professions 

2.1 In describing the properties of a drug and its use stress should be laid on 
rendering facts and data, whereas general statements should be avoided. Statements 
should be supported by adequate and acceptable scientific evidence. Ambiguity must be 
avoided. Promotional material should not be exaggerated or misleading. 

2.2 A full description, based on current scientific knowledge should include information 
on the producer and sponsor of the product advertised; full designation (using generic 
or non-proprietary names) of the nature and content of active ingredient(s) per dose； 

action and uses； dosage, form of administration, and mode of application; side effects 
and adverse reactions; and precautions and contra-indications• 

2.3 A fair balance should be maintained in presenting information on effectiveness on 
the one hand and adverse reactions and contra-indicàtions on the other. 


