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ONLINE SURVEY Methodology
Fifteen-minute online surveys were fielded among n=500 medical providers and n=800 patients, using Nielsen respondent panels.

AUDIENCEs Sample SIZE Margin of Error Timing 

Medical providers
Physicians, physician assistants and nurse practitioners who currently 
practice in cardiology, endocrinology, family practice, hematology,
internal medicine, nephrology, psychiatry or vascular surgery.

n=500 ±4.4%

Survey fielded from August 17 –

September 6, 2018

Cardiology N=110

Endocrinology N=100

Psychiatry N=104

Patients
U.S. adults ages 18+ who have been officially diagnosed with, or told by a 
doctor that they have, any of the following conditions: Atrial fibrillation not 
caused by a heart valve problem, bipolar disorder, deep vein thrombosis 
(DVT), depression, diabetes, pulmonary embolism or schizophrenia.

n=800 ±3.5%

Atrial Fibrillation (A-fib) N=171

Deep Vein Thrombosis (DVT) N=156

Pulmonary Embolism (PE) N=86*

Diabetes N=269

Depression N=338

Bipolar Disorder N=162

Schizophrenia N=103
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*Small base size. Directional findings only.
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Four in five medical providers (78%) have seen an ad 
for medication they prescribe – 61% more than one.

More than a third of providers (37%) say their 
patients frequently mention ads they see. 
Cardiologists and endocrinologists are more likely to 
experience this.

More than half of medical providers (56%) are very 
unfavorable toward attorney advertising, and 
cardiologists (67%) are more likely to feel this way.

Half of providers (51%) say their patients support 
changing their treatment after discussing attorney 
advertising with them.

More than half of providers (58%) report that a 
patient has stopped taking a medication after seeing 
advertising without consulting them.

One in four providers (22%) have changed a 
prescribing recommendation for a medication due to 
attorney advertising for it.

Nearly all providers (90%) believe there should be 
rules for it – and 61% feel there definitely should be.

One-third of patients (34%) view their medications 
less favorably specifically because of the attorney 
advertising that they’ve seen for it.

Most patients (77%) believe attorney advertising 
should have rules.

A quarter of patients who have seen attorney 
advertising for their medication stopped taking it 
entirely as a result.



MEDICAL PROVIDERS 
SUMMARY
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Attorney advertising is pervasive — Most medical 
providers have heard attorney advertising related 
to the conditions or medications they specialize in 

Seen advertising from attorneys seeking 
to file medical lawsuits

[Shown: Percent selected response; n=500]

Medical Providers Q1: Have you read, seen or heard any advertisements from attorneys seeking to file lawsuits or claims related to conditions that you treat or medications you prescribe?

Total
(n=500)

Cardiology
(n=110)

Endocrinology
(n=100)

Psychiatry
(n=104)

No 14% 11% 17% 15%

Yes 78%
(61% more than one)

83%
(67% more than one)

77%
(54% more than one)

76%
(51% more than one)

Don’t 
remember

8% 6% 6% 9%
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Three in five providers (61%) recall more than one treatment, and cardiologists are more likely to recall multiple ads.

Medical providers in the 
South (85%) are more 

likely to have heard such 
advertising compared to 

those in other regions.



51%
45%

26%

Cardiology Endocrinology Psychiatry

Attorney advertising is gaining traction, as almost 
two in five providers report that patients frequently 
mention ads they saw related to their medication

FREQUENCY with which medical providers say their patients mention attorney advertising

Among target specialties, cardiology (51%) and endocrinology (45%) providers are more likely to report that patients raise attorney advertising with them frequently.

[Shown: Percent selected response; Top 2 Box (sum somewhat/very frequently); n=500]

Medical Providers Q10: How frequently do your patients mention to you that they have seen this type of attorney advertising related to a condition they have or a medication they take? 

5%

32%

47%

16%

Very frequently Somewhat frequently

Not very frequently Not at all

37% 
of medical providers say their 
patients frequentlymention 
seeing attorney advertising

TOP 2 BOX BY SPECIALTY

n=110 n=100 n=104
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Medical providers are unfavorable toward attorney 
advertising, with a majority saying they are very
unfavorable toward it

FAVORABILITY TOWARD ATTORNEY ADVERTISING

Those specializing in cardiology are significantly more likely to react very unfavorably toward this type of advertising. Physicians (66%) are significantly more likely than nurse 
practitioners (52%) and physician assistants (38%) to have a very unfavorable impression of this advertising.

[Shown: Percent selected response; n=500]

Medical Providers Q5: Overall, do you have a favorable or unfavorable impression of this type of attorney advertising?
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56%

67%

49%

47%

22%

13%

25%

24%

Total

Cardiology

Psychiatry

Endocrinology

Very unfavorable Somewhat unfavorable

n=500

n=110

n=100

n=104

78% 12%

80% 11%

74% 14%

71% 11%

Unfavorable
Neither Favorable 
Nor unfavorable ∑ 



Medical providers feel attorney advertising is misleading, 
ignores the benefits of medication and makes the doctor-
patient relationship more challenging to navigate

Medical Providers Q6: (asked among those who have an unfavorable impression of attorney advertising) Why do you have an unfavorable impression of this type of attorney 
advertising?  [n=390]

“Potential [side effects] are 
limited and the benefits of the 
medication outweigh the risk. 

Attorneys do not understand the 
issues that they are basing the 

problems on.” – Endocrinology

“[The ads are] preying upon 
people who might not know 
better. It makes it difficult to 

prescribe those medications to 
patients who have seen those 

ads.” – Psychiatry

“When this kind of advertising 
hits the airwaves, there is a big 

chance that people will start 
looking for everything that could 

go wrong with the drug.” 
– Cardiology

“It comes across as disrespectful 
towards the profession. What if 

there were advertisements to sue 
lawyers who do a poor job?” 

– Cardiology

“These lawsuits point out the 
bad without mentioning the 

benefits of medications, and they 
end up causing the patient 

harm.” – Endocrinology

“The lawyers entice patients to 
make a case out of nothing or 

little. It makes for the practice of 
expensive, defensive medicine.” 

– Psychiatry
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Main concerns 
with attorney advertising

• Misleading
• Adds to patient stress
• Showcases selective information –

highlighting the bad and ignoring 
the good

• Demonstrates lack of attorney 
understanding 

• Disrespectful toward the medical 
community



A patient has stopped taking a medication after seeing 
attorney advertising without consulting me

[Shown: Percent selected response; Top 2 Box (sum yes); n=500]

Medical Providers Q15: Has a patient ever stopped taking one of their medications after seeing this type of attorney advertising without first speaking to you about it? 

More than half report a patient has stopped a medication 
without consulting them after seeing attorney advertising

69%
60% 56%

Endocrinology Cardiology Psychiatry

43%

15%

30%

13%

Yes, more than one Yes, one No Don't know

58% 
of medical providers say at 

least one of their patients has 
stopped a medication without 
consulting them after seeing 
attorney advertising about it

TOP 2 BOX BY SPECIALTY

n=110n=100 n=104
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some medical providers have even changed prescribing 
recommendations based on attorney advertising
Physician assistants (28%) are more likely to have changed their recommendations.

[Shown: Percent selected response; Top 2 Box (sum yes); n=500]

Medical Providers Q16: Have you ever decided on your own to change your prescribing recommendations for a specific medication based on this type of attorney advertising?

I have changed my prescribing recommendations 
for a medication based on attorney advertising

36%
25%

20%

Endocrinology Cardiology Psychiatry

8%

15%

78%

Yes, for more than one Yes, for one No

22% 
of medical providers have 
changed their prescribing 

recommendations for at least 
one medication due to 

attorney advertising

TOP 2 BOX BY SPECIALTY

n=110n=100 n=104
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Regardless of specialty, medical providers are 
united in the belief that rules for attorney 
advertising are needed
Across all specialties, physicians (68%) are significantly more likely than nurse practitioners (57%) or physician assistants (48%) to believe there definitely should be rules.

SHOULD THERE BE RULES ON ATTORNEY ADVERTISING?
[Shown: Percent selected response; n=500]

Medical Providers Q19: Do you believe attorneys should be able to continue this type of advertising without rules, or do you believe there should be some rules on this type of advertising? 

29%
24%

30% 27%

61%
66%

61%
61%

Total Cardiology Psychiatry Endocrinology

Definitely should have rules

Probably should have rules

n=500 n=110 n=100n=104
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90% 90% 88%90% ∑ 



PATIENTS SUMMARY
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half of patients say attorney advertising had no impact on 
feelings toward their medication, but one-third reacted 
more negatively to their medication as a direct result of 
seeing an ad

Impact of Attorney Advertising on patient sentiment toward their medication 

[Shown: Percent selected response, among those who have seen attorney advertising; n=257]

Patients Q17: ((asked among those who have seen attorney advertising) Overall, what impact did this attorney advertising have on your feelings toward the medication you were taking? 

12%

22%

49%

8%

9%

Much more favorable

Somewhat more favorable

No impact

Somewhat less favorable

Much less favorable
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17% 34%

More favorable Less favorable∑ 



Most patients took no action regarding their 
medication after seeing attorney advertising, but 
alarmingly one in four stopped taking it entirely as a 
result

Patients’ medication actions after seeing attorney advertising

[Shown: Percent selected response, among those who have seen attorney advertising; n=257]

Patients Q18: (asked among those who have seen attorney advertising) Which of the following best describes what you did after seeing this attorney advertising?

69%

7%

24%

Kept taking it as

prescribed

Took less of it, or took it

less frequently

Stopped taking it entirely

69% 
of patients who saw attorney 

advertising about a medication 
they were taking took no action

after seeing it
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94% of patients believe it is very 
important to take medication as 

directed, yet 24% of patients still stop 
taking medications entirely. This 
behavior continues despite 78%

saying they trust their doctors a great 
deal, with mental health patients being 

the most at risk. 



34%
41%

36% 32% 33% 34% 33%
27%

43%

44%
49%

51%
43% 40%

35%

36%

Total DVT Pulmonary

embolism

A-fib Diabetes Depression Bipolar disorder Schizophrenia

Definitely should have rules

Probably should have rules

PATIENTS LIKEWISE BELIEVE THERE SHOULD BE RESTRICTIONS ON 
ATTORNEY ADVERTISING, BUT ARE LESS LIKELY THAN MEDICAL 
PROVIDERS TO CALL FOR DEFINITIVE REGULATIONS
Three in five medical providers overall (61%) believe there definitely should be rules, compared to just 43% of patients. Patients with mental health conditions including depression, 
bipolar disorder and schizophrenia are less likely to hold definitive views on the issue. Boomers (51%) are significantly more likely to believe that there definitely should be rules, 
compared to just 34% of Gen Xers and 31% of Millennials.

Patients Q28: Do you believe attorneys should be able to continue this type of advertising without rules, or do you believe there should be some rules on this type of advertising?
*Small base size; directional finding only.

SHOULD THERE BE RULES ON ATTORNEY ADVERTISING?

[Shown: Percent selected response, among patients; n=800]

n=800 n=156 n=269 n=338
n=86*

n=171 n=162 n=103
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Patients with 
depression (12%), 

bipolar disorder (15%) 
and schizophrenia 

(20%) are more likely to 
say they don’t know if 
attorney advertising 

should continue 
unregulated. 

63% ∑ 67%74%76%83%85%85%77%
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