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Abstract

Identified branded medications or curative effects are not permitted to
appeal directly to customers in those countries where prescription medication
advertising was prohibited. The medical firms used the appeals like “we cared
about you” or “see your doctor” to reach customers. Dose these kinds of
advertisements can attract customers? The purpose of this research is to examine
the influence of product knowledge and involvement on the effect of
prescription medication advertisement. Participants were undergraduate students
who were selected form 4 medical and 4 traditional universities around Taichung.
449 valid samples were collected. The results show that both knowledge and
involvement have positive effect on the awareness of prescription medication
advertising. Regarding the attitude toward the prescription medication
advertisement, the more highly participants involve, the more positive their
attitude are. The effect of knowledge on the participants’ attitude of prescription

medication advertisement is not significant.

Keywords: Product Knowledge, Involvement, Advertising Effect, Prescription

Medication Advertisement
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