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LIFESTYLE DRUGS THROUGH MASS MEDIA. THESIS ADVISOR: SUPAPORN PHOKAEW,
310pp. ISBN 974-53-2487-6.

This qualitative research aims to study communicator’s purposes in designing the strategies for disseminating the
information on lifestyle drugs through mass media. It also attempts to analyzing the contents and the presentation such of
information. Two lifestyle drugs to be studied are Viagram' and Xenical” .The relevant mass media in this study are
magazines, television, and internet. In-depth interview is utilized in gathering the information such individuals as those in the
drug companies who are involved in designing the strategies, mass media textual producers, scholars in the field of
consumerprotection and receivers. Textual analysis is used to analyzing the document.

The research finds that the purposed of Pfizer International (Thailand) Limited (“Pfizer”) in designing the
strategies to inform the public are 1)To position itself as an innovator and proprietor of the new knowledge in erectile
dysfunction and the treatment .2)To educate the public that sexual health is the important issue that can be openly talked
avout and counseled. 3)To urge the public to become aware of erectile dysfunction and seek treatmant. 4) To create
perception and understanding that Viagra is curative medicine and safe for consumption. The purpose of Roche Thailand
Limited (“Roche”) in designing the strategies are 1)To launch a new weight —foss drug “Xenical ” and to create the
awareness about the produci's differentiation.2)To educate the public that obesity is the cause of disease, health problems,
and impediment to everyday life ; and seek treatment .

Strategies employed by Pfizer are 1) Publicizing the innovaiion in the form of “Educational Programs”. 2) Setting
up sexual healih information center for men in order to identify the {arget consurner.3) Iintegrated marketing communication
that is uiilized in implementing the campaign.4)7o form alliance with partners to solve counterfeit drugs problems more
effectively. Roche makes use of 1)integrated marketing communication for disseminating the knowledge on obesity that is
caused by fat, and on the fact that absorption of the fat can be reduced by a certain medicine.2)The setiing up of the
“Xenicare™ weight controlling consulting center s2.2s to infroduce and promote the sales of the drug , Xenical”.

In summary, both drug companies use lifestyle drugs’ infcrmation disseminating strategies for aitering knowledge

bases, beliefs, and traditional lifestyles of the people for benefit marketing.





