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Recent years have seen an upsurge in the number of advertisements for prescription drugs. The upsurge has led to an intensified debate on the pros and cons of these increased advertisements. To argue our understanding on this pivotal subject, this study will assess the impact of the direct-to-consumer advertising on the population that I serve in the nursing practice. The study will culminate with an assessment of the ethics of this practice regarding autonomy, beneficence, justice, and non-maleficence.
One of the positive impacts that I have observed in the population that I serve in the nursing practice is that it has resulted in increased awareness of an array of health issues.  The direct to consumer advertisements have motivated healthy discussions between the medical practitioners and patients on various prescription drugs. The discussions have consequently made the public to become more aware of their health, to learn about the different diagnostic options and the implications of those diagnoses. In addition, it has improved the knowledge of the community by enabling them to learn about the different prescriptions drugs that are available on various health conditions and thereby enabling them to sort the most accurate health interventions (Kravitz, 2000). 
One of the negative impacts that I have observed is that it has led to an increased self-diagnosis. Some patients make their diagnosis based on what they see from television advertisements and therefore demand specific treatments that they may have seen on an advertisement, which may not be accurate since the diagnosis has not been conducted by a physician. The increase in direct to consumer advertisements for prescription drugs may lead to increased wrong self-diagnosis, and there is a need to put effective measures in place to circumvent this (Kravitz, 2000).
The ethics of direct to consumer prescription drugs
Regarding autonomy, direct to consumer advertisements are regulated by the Federal Trade Commission and the division of drug marketing, advertising, and communication under the Food and Drug Administration. However, there is autonomy in the fact that when there are complaints, the FDA cannot impose fines except through administrative hearings and this can lead to abuse.  In terms of beneficence, the direct to consumer advertisements provides educational value, but there is maleficence in the fact that it provides little information about the cause of disease or who may be at risk. Also, they do also provide information on preventive measures such as lifestyle changes. The practice of direct to consumer advertising is fair since it does not contravene any legal law of the country (Ritter & Graham, 2017).
In conclusion, it is palpable from this study that direct to consumer prescription drugs have both positive and negative impacts. One of the positive impacts is the fact that it provides educational value to patients by raising their awareness of various medications. The negative impact as revealed in the study is borne out of the fact that it may lead to an increased self-diagnosis. The ethics of this practice is questionable as a result of the maleficence that has been mentioned above, and there is a need to correct this ethical gap.
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