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A Study of the Regulation of Pharmaceutical
Advertising using the Approach of the
Political Economy of Communication:

A New Perspective for Interdisciplinary
Regulations

Cheng-Yu LIN

Abstract

It is the constitutional and legal respensibility of the State to protect
people’s health and achieve “the right to health” via, among others, the
provision of safe medicines. The vast amounts of advertising have challenged
the State to providing safety access to medicines. This study focuses on the
advertising of “virtual pharmacies,” and attempts to investigate how they
stimulate consumer behaviors. Legally, the State controls pharmaceutical
advertising by means “of various different legislative and administrative
measures. Nonetheless; this “top-down” process has had only limited effects
due to rapid social change and the evolution of the protection of commercial
speech. This study argues that, to fill the gap, the promotion and development
of “bottom-up” way (i.e. “health literacy”), could be the answer to a meaningful
control of pharmaceutical advertising. Also by example of medicine for colds
advertising, this study conducts empirical analysis and applies them to various
theories of political economy of communication regarding pharmaceutical
advertising to explore “bottom-up way” suitable or not.
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