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Direct-to-consumer pharmaceutical advertising is a strategy that pharmaceutical companies use in marketing. The company creates awareness of the products to their customers using this advertisement. One of the advantages associated with DTCPA is preventive care. The company argues that this advertisement gives people the motivation of going to doctors to seek preventative treatment. another advantage is that the public positively responds to the advertisement. A study shows that many people positively respond to increased advertisements of prescription drugs. Lastly, many physicians argue that through direct watching of advertisements, consumers ask logical and better questions. 
	On the other hand, DTCPA has several disadvantages that are linked to it. One such disadvantage is that there is the possibility of misinformation. The advertisement omits essential information such as prevalence and the risk factors. The advertisement reportedly lacks messaging and language clarity. Additionally, the DTCPA leads to an increase in medical costs incurred by patients. The advertisement wrongly convinces patients that the more expensive drugs may be more beneficial than the cheaper ones. Also, the DTCPA strains how the patients relate with the healthcare providers. Some providers claim that convincing patients about the inappropriateness of drugs waste the time meant for appointment (Rentmeester, 2020).
	According to the AMA Code of Ethics, one of the possible ethical violations is honesty. The American Market Association seeks to be straightforward in its dealings with customers and other stakeholders. The association seeks to strive in being truthful in the situations that come their way all the time. The second ethical value of this association is responsibility. The association accepts the outcomes of the decisions they make concerning their marketing. They do this by enhancing such actions as striving to serve the needs of their clients, avoiding the usage of coercion with stakeholders, and acknowledging their social responsibilities to the stakeholders. Another ethical issue that the association holds is fairness. They require that there should balance between the buyers' needs and the interests of the seller. Through fairness, they seek to ensure that people should avoid sales tactics and manipulations that are likely to harm the trust of the customer.  Also under the fairness ethic, people should protect the information of the partners, employees, and customers (Chelouche & Wynia, 2021). 
Another code of ethics in this category is citizenship. The association seeks to fulfill societal, philanthropic, legal, and economic responsibilities. To enhance this, this code of ethics serves the community through charitable donations and volunteerism; contributing towards the improvement of marketing and promoting its reputation (Vox, 2016). Lastly, we have respect as another code of ethics. It seeks to promote the stakeholders' human dignity. This is achieved through valuing individual differences. Also, it is achieved by treating all people as they would wish to be treated. This should also include the competitors, who should be treated with dignity and not as enemies (Chelouche & Wynia, 2021). 
I think these regulations should be tightened rather than being banned. Provision of care should not entirely be guided by the search for money. Other more important considerations need to be accounted for. Stakeholders such as regulators, channel members, peers, investors, employees, and customers are an essential part of society. marketers need to realize that their success is highly influenced by these stakeholders. Since they are also human beings that ought to be treated with dignity, the AMA Codes of ethics should be tightened to enhance their dignity. Competitors should not be excluded in this case. The AMA Codes of ethics protect their wellbeing and they mean no harm to anyone. 
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