
Make no mistake about it. The current course of medical 
journal advertising is continuing on a downward spiral. The 
chronic economic downturn has taken its toll on the medical 

publishing industry. However, in the medical/surgical sector, there 
are some signs that there is light 
at the end of the tunnel.

But first, the stark facts. 
According to PERQ/HCI’s 
2009 Journal Advertising Review 
[Jan.-June 2009] med/surg ad 
dollars declined 32% to $155 
million, down from $228 mil-
lion in 2008 and $258 million in 2007. Medical/surgical advertising 
pages declined 34%.

In the total healthcare publication universe, ad spending dropped 
28% to $291 million dollars down from $403 million in 2008, while 
total healthcare pub ad pages declined 31%.

Among the changes in the top five medical journals; the Jour-
nal of Clinical Oncology replaced American Medical News in the 
fourth-place slot. The New England Journal of Medicine held on 
to the top spot followed by the Journal of the American Medical 
Association and American Family Physician. Family Practice News 
rounded out the top five.

The Leading Advertisers
Forest Pharmaceuticals knocked Pfizer out of the top spot as the 
leading advertiser in medical/surgical journals. Despite the good 
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New England 
Journal of 
Medicine 
— ad pages 
down 31% 
vs. first-half 
2008

Journal of 
the American 

Medical  
Association 
—ad pages 
down 44% 

vs. first-half 
2008

Journal 
of Clinical 
Oncology 

— ad pages 
down 17% 

vs. first-half 
2008

American 
Family 
Physician 
— ad pages 
down 36% 
vs. first-half 
2008

Family  
Practice News
— ad pages 
down 22% 
vs. first-half 
2008

TOP 5 MEDICAL/SURGICAL JOURNALS 
RANKED BY AD REVENUE, JAN-JUNE 2009 

JOURNAL AD
REVIEW 2009
MEDICAL/SURGICAL
MID-YEAR

Medical/surgical journals have seen better days but 
there is a silver lining in the sector that has been 
hit hard the past few years. Anthony Vecchione 
reports on some of the industry’s bright spots  
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Addiction Medicine
Gains Momentum 

The newly formed Amer-
ican Board of Addiction
Medicine has certified

more than 1,600 physicians as
specialists in addiction medicine
so far this year, including sever-
al family physicians. Doctors
from multiple disciplines who
meet expertise criteria are tak-
ing advantage of the opportu-
nity to be “grandfathered in” to
the nascent specialty by taking
a special 6-hour certifying ex-
amination.

Certification efforts so far
have been “very successful,” Dr.
Kevin B. Kunz, president of the
American Board of Addiction
Medicine (ABAM), said in an in-
terview. “There has been an ex-
traordinary response.” 

The 15 doctors on the ABAM
board of directors will create a
new examination to certify
physicians after the grandfa-
thering option ends in Decem-
ber 2009. Previously, only psy-
chiatrists could claim

addiction-related board certifi-
cation. Official recognition of
addiction expertise is being ex-
panded to include family physi-
cians, internists, emergency
physicians, obstetricians and gy-
necologists, surgeons, pediatri-
cians, preventive medicine
physicians, and neurologists.
“We need a cadre of physicians
in each specialty,” said Dr. Kunz,
an addiction specialist in Kailua
Kona, Hawaii.

Dr. Christopher Linden, a
family physician based on Hilo,
Hawaii, said that he pursued
certification in addiction medi-
cine because so many of his pa-
tients had complications of
nicotine, alcohol, and other
drug problems, and he wanted
to treat and prevent the prima-
ry disease of addiction, as well
as preventing and treating the
sequelae.

The ABAM certification re-
flects the hard-won recognition
of the enormous advancements
in the ability to treat addiction,

Efforts to test the safety and
efficacy of candidate vac-

cines against novel influenza A
(H1N1) are well underway.

An independent safety moni-
toring committee has recom-
mended that trials of a candi-
date vaccine against the novel
influenza A (H1N1) virus begin
in children, according to the Na-
tional Institute of Allergy and
Infectious Diseases. 

At press time, vaccinations
were scheduled to begin short-
ly in two trials being conducted

through the agency’s Vaccine
and Treatment Evaluation Unit
(VTEU) network. The safety
monitoring committee re-
viewed data from more than
500 healthy adult and elderly
volunteers enrolled in three
VTEU trials of candidate novel
H1N1 vaccines that began Aug.
7 and found no safety concerns
in those trials that would pre-
clude the start of pediatric trials,
the NIAID said in a statement.

Once the candidate vaccines
get the green light on safety and
efficacy, a federal committee has

House, Senate plans differ substantially.

Hardest Work Lies
Ahead on Health
Care Reform

Five Groups Targeted for
Novel H1N1 Vaccination

The hard work of health
reform lies in front of
Congress as it heads

back to work after its 5-week
summer recess.

Over the next 2 months, De-
mocrats and Republicans will
have to figure out what to pare
off the long wish lists put to-
gether by House and Senate
committees, and, more impor-
tantly, take on the politically dis-
tasteful task of determining
how to pay for what remains.

That job is the province pri-
marily of the Senate Finance
Committee, which at press time
had yet to weigh in with a re-

form proposal. Reportedly, the
committee set a Sept. 15 dead-
line to complete its work. 

The funding issue is thorny
enough; achieving a bipartisan
consensus is another hurdle, and
Finance Committee Chairman
Max Baucus (D-Mont.) seems
more wedded to achieving that
than the other committees with
jurisdiction over health care.

Joe Antos, a scholar with the
Washington-based American
Enterprise Institute, said he ex-
pected Sen. Baucus to go to the
mat to win a bipartisan agree-
ment, largely because of his en-
during friendship with the com-
mittee’s ranking minority

For many years, “addiction was the neglected step child of
modern medical practice,” Dr. Christopher Linden said.
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Bariatric
Challenge

Surgery’s benefits for
nonobese lead some to

question NIH guidelines.

Darkness Rises
Darkness should replace

diameter in ABCDE criteria
for melanoma, according to

one expert.
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The real procedure found no

better than a sham one.
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in this new column.

I N S I D E



44  MM&M x OCTOBER 2009 x mmm-online.com

THE HIT parade: Journal Ad Review

news, Forest’s journal advertising spending dropped 32% while 
Pfizer’s ad spend declined 61%. Wyeth moved from the number 
nine spot in 2008 to the number three position with a 15% increase 
in journal ad spending. Abbott, ranked number four, realized a 2% 
increase in its ad spending. Fifth-place Lilly journal advertising 
spending dropped 63%. Genetech/BioOncology, made a substantial 
jump from number 17 in 2008 to number 10 with a 15% increase 
in ad expenditures. Merck, which saw ad expenditures decline by 
58%, dropped from 7th place in 2008 to number 13.  

The Top Products
Forest also garnered the top two most advertised products with its 
antidepressant  offering Lexapro and Bystolic, an antihypertensive. 
Wyeth’s antidepressant Pristiq, which wasn’t in the top 25 last year, 
took the number three position while Pfizer’s cholesterol-lowering 
agent Lipitor (scheduled to come off patent in 2010) dropped from 
the number three slot to number four. Forest’s Alzheimer’s drug 
Namenda, Amylin/Lilly’s, type 2 diabetes drug Byetta and Genentech/
Biogen Idec’s Rituxan, used to treat non-Hodgkin’s lymphoma and 
rheumatoid arthritis, moved into the top 10. 

The Top Therapeutic Categories
Cytostatic Drugs-Other, took the number one slot supplanting SSRI/
SNRI, which now holds the number two spot, as the leading drug 
class. Rounding out the top 5 most advertised therapeutic catego-
ries: ethical drugs misc- other; diabetes insulin and cancer therapy 
products. The diabetes insulin class moved up from number eight 

TOP 25 ADVERTISED COMPANIES, JAN-JUNE 2009
		
Rank	 Rank		  $ ad spending		  % change	
2009 	 2008	 Company	 2009	 2008	 2007	 2009 vs 2008	 2008 vs 2007

1	 1	 Forest Pharmaceuticals	 12,906	 18,970	 8,243	 - 32.0	 130.1

2	 3	 Pfizer Laboratories	 6,144	 15,628	 33,105	 - 60.7	 - 52.0

3	 9	 Wyeth	 5,970	  5,168	  11,833	 15.5	 -56.0

4	 7	 Abbott	 5,923	 5,789	 4,864	 2.3	 19.0

5	 2	 Eli Lilly	 5,719	 15,648	 9,024	 - 63.5	 73.4

6	 12	 Novo Nordisk	 5,368	 4,581	 8,342	 17.2	 - 45.1

7	 51	 Takeda	 3,867	 1,107	 1,348	 249.3	 - 17.9

8	 8	 Novartis	 3,245	 5,766	 5,217	 - 43.7	 10.5

9	 13	 Shire US	 3,157	 4,214	 4,042	 - 25.1	 4.2

10	 19	 Genentech	 3,021	 2,615	 5,009	 15.5	 - 47.8

11	 4	 AstraZeneca	 2,616	 7,041	 7,089	 - 62.8	 - 0.7

12	 25	 Bristol-Myers Squibb	 2,453	 2,282	 4,227	 7.5	 - 46.0

13	 6	 Merck	 2,428	 5,819	 9,619	 - 58.3	 - 39.5

14	 34	 Galderma	 2,397	 1,633	 1,214	 46.8	 34.5

15	 20	 Bayer HealthCare	 2,150	 2,563	 2,713	 16.1	 - 5.5

16	 35	 GlaxoSmithKline	 2,106	 1,603	 4,428	 31.4	 - 63.8

17	 33	 Endo	 2,049	 1,757	 1,186	 16.6	 48.2

18	 55	 Celgene	 2,022	 1,019	 905	 98.5	 12.5

19	 18	 Cephalon	 1,991	 2,716	 3,422	 - 26.7	 - 20.6

20	 10	 Janssen Pharmaceuticals	 1,924	 5,039	 5,834	 - 61.8	 - 13.6

21	 14	 Alcon	 1,857	 4,131	 3,885	 - 55.0	 6.3

22	 26	 Genentech Biogen/IDEC	 1,695	 2,269	 1,009	 - 25.3	 124.9

23	 29	 Amylin/Lilly	 1,670	 2,109	 1,853	 - 20.8	 13.8

24	 46	 Amgen	 1,641	 1,275	 2,562	 28.7	 - 50.2

25	 23	 Pfizer	 1,511	      2,521	 1,713	 - 40.1	 47.2

Source: PERQ/HCI Journal Ad Review							     

most advertised 
company

Forest Pharmaceuticals held 
onto the top spot, even with 
a 32% drop in ad spend vs. 
January-June 2008, with 
Lexapro and Bystolic being 
the top two advertised brands, 
respectively. Pfizer held onto the 
number two position even with 
spend slashed by 60.7%, due 
in part to a decrease for Lipitor 
as it prepares to go off-patent. 
Wyeth climbed up six spots 
to take the third spot, with a 
15.5% increase in spend vs. a 
year ago. Abbott increased its 
ad expenditures, by 2.3%, and 
advanced three positions to the 
fourth spot. Eli Lilly fell three 
spots as it cut spend by 63.5%  

Readership and exposures for top 10 publications 

Source: PERQ/HCI FOCUS Studies, June 2005-2009 (for primary care publications)
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to the number four position while antipsychotics dropped from the 
third place slot in 2008, to number 13 while beta blockers fell from 
number five to number nine.     

	
Bright Spot
Industry insiders say that despite a rough year, there are some signs 
that things might be turning around. “I think maybe we hit the bot-
tom of the trough. But in the last couple of months, July, August, 
September, anecdotally, things seem to be picking up, especially in 
primary care,” says Dave Emery, VP, sales/client services, healthcare 
media, at PERQ/HCI. 

Putting the 2009 data into perspective, Emery notes that there 
may be an incorrect perception in the market—among advertisers 
and others—that journals have become less relevant, less widely 
used and that readership is declining. “The data doesn’t support this 
position. Over the past five years, a period in which pharma’s invest-
ment in journal advertising has declined, there’s been no discernable 
change in reading frequency and thoroughness for the top primary 
care publications. The story is similar across various specialties,” says 
Emery. He notes that there is a compelling argument that journals 

are underutilized by many marketers.
Further assessing the state of the industry, Emery points out 

that consolidation and cost trimming has increased among pharma 
companies. In addition, the total amount of money being spent on 
advertising promotion has decreased and the percentage of that 
that’s going into print journals has gone down. “Some of that has 
shifted over to online but I think that’s still very much a nebulous 
area,” said Emery, who added, “you’ve got people putting money 
into their own websites and you’ve got people buying ads on Google 
and people sponsoring things on Medscape that don’t necessarily 
show-up as advertising per say.” Emery asserted that money is still 
being spent to reach the physician, but it’s not necessarily going into 
the traditional print publishers pockets. Emery added that oncology 
continues to be a really strong market.

Responding to the current PERQ/HCI scores, Jennifer Day, 
president, Association of Medical Media (AMM), says that she does 
not regard the drop in ad dollars and pages to be a phenomenon 
unique to the healthcare space. She notes that the current decline 
is impacting the entire B-to-B space, down 26.5% in dollars and 
30.2% in pages. 

TOP 25 ADVERTISED CATEGORIES, JAN-JUNE 2009
		
Rank	 Rank		  $ ad spending		  % change	
2009 	 2008	 Category	 2009	 2008	 2007	 2009 vs 2008	 2008 vs 2007

1	 2	 Cytostatic	 12,409	 14,352	 15,574	 - 13.5	 - 7.8

2	 1	 SSRI/SNRI	 11,051	 17,320	 19,799	 - 36.2	 - 12.5

3	 3	 Ethical Drugs Misc.	 9,654	 11,470	 7,859	 - 15.8	 46

4	 6	 Diabetes Insulin	 8,896	 8,335	 15,519	 6.7	 -46.3

5	 7	 Cancer Therapy	 7,549	 7,862	 6,301	 - 4.0	 24.8

6	 8	 Chol Red Rx Statins	 5,996	 7,510	 7,208	 - 20.2	 4.2 

7	 9	 Alzheimer	 4,383	 5,913	 6,342	 - 25.9	 - 6.8

8	 12	 Chol Red Rx—Other	 4,255	 4,105	 3,040	 3.7	 35.0

9	 5	 Beta Blocking Agents	 4,066	 11,423	 1,344	 - 64.4	 749.8

10	 25	 Proton Pump Inhibitors	 2,987	 2,210	 4,215	 35.2	 - 47.6

11	 17	 Non-Specific Promo Advert	 2,860	 3,222	 2,556	 - 11.2	 26.1

12	 11	 Dermatologica—Other	 2,686	 4,568	 3,929	 -41.2	 16.3

13	 4	 Antipsychotics—Other	 2,523	 11,461	 7,107	 - 78.0	 - 33.0

14	 16	 Morphine& Opium Non-Inject	 2,193	 3,257	 3,582	 - 32.7	 - 9.1

15	 23	 Beta Agon, Aerosol	 2,021	 2,673	 1,564	 - 24.4	 70.9

16	 30	 UT Antispasmodics	 2,018	 1,742	 3,756	 15.8	 - 53.6

17	 26	 Interferon	 1,928	 2,192	 2,263	 - 12.0	 - 3.2

18	 35	 Diabetes Oral	 1,859	 1,576	 2,872	 18.0	 - 45.1

19	 37	 Derm Acne Therapy	 1,699	 1,438	 1,606	 18.2	 - 10.5

20	 27	 Antiviral—Other	 1,577	 1,999	 3,339	 - 21.1	 - 40.1

21	 54	 Toothpaste—OTC	 1,575	 905	 1,289	 74.1	 - 29.8

22	 104	 Anesth—Other Local & Top	 1,431	 364	 495	 293.7	 - 26.5

23	 15	 Ext Spec Macrolide	 1,397	 3,269	 3,203	 - 57.3	 2.0

24	 28	 Biological Response Modifier	 1,365	 1,987	 4,015	 - 31.3	 - 50.5

25	 79	 Hematology Iron Alone	 1,355	 640	 463	 111.6	 38.2

Source: PERQ/HCI Journal Ad Review							     

most advertised 
CATEGORY

SSRI/SNRI have long dominated 
the top therapeutic category, 
in part, to Wyeth’s Pristiq and 
Effexor. In the first six months 
of 2009, however, it was a 
different story as Cytostatics 
like Bayer/Onyx’s Nexavar 
came out on top, even with a 
13.5% decrease in ad spend vs. 
January-June 2008. SSRI/SNRIs 
slipped to the second spot, 
posting a 36.2% decrease in 
ad expenditures. Ethical Drugs 
Misc. held onto the third spot 
with a decrease in ad spend of 
15.8%. Antipsychotics-Other 
dropped nine spots from fourth 
to 13th. Diabetes Insulin inched 
up two to claim the fourth spot  
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“I think what we’re seeing is a strong proliferation of new chan-
nels—online, audio/video, mobile and social networking. And, all 
of these segments are adding to the array of options—in addition 
to print.  Having said that, it is the print channel that delivers the 
largest audience for the least amount of dollars,” says Day.  

Alan Imhoff, president and publisher of International Medical 
News Group says that the 32% decline year over year is nothing to 
laugh at. “But I think we need to keep it in context. In the past, health-
care, particularly professional promotion of pharmaceuticals, was 
not really impacted by the ups and downs of the larger economy—it 
certainly is now.” Imhoff notes that those same big declines in pro-
motional dollars are being seen in all kinds of industries, including 
consumer goods, and not just in print. But TV and even web-based 
promotion have been deeply impacted by what Imhoff referred to 
as a near depression. “So, that’s a big part of it,” says Imhoff. “You 
add in a long dry spell for new products and the growing focus on 
online promotion and you get a year like 2009.”

And how much growth will the industry see in emerging media, 
social networking and e-detailing going into 2010? “We are already 
seeing a major uptick in the second half of this year—and I see this 
growing exponentially across all channels within the marketing/

advertising space, educational programs and events,” says Day. 
“When it comes to which channel we deliver it in, my answer is 

simple, who cares, print, online, live events, mobile channels, you 
name it. We need to deliver it however our readers and customers 
want it,” says Trevor Deal, publisher, Mayo Clinic Proceedings and 
The Journal of Family Practice.

Despite the dismal numbers, Lee Maniscalco, CEO of Haymarket 
Medical, is optimistic that ad spending will increase. “Physicians still 
rely on magazines as their primary source for clinical information 
and while PDA usage among physicians has increased for CME, 
drug look-up and script writing, the only viable advertising model 
seems to be for messaging, not general product advertising,” he notes. 
“Conversely, web-based advertising simply works better given its 
size, clarity and ease of use; however, the hectic nature of a physi-
cian’s practice is not conducive to regular daily usage, particularly 
for clinical practice.” Maniscalco says that print will come back as 
part of an integrated approach to reaching clinicians and that it 
has a unique place in the media mix, because it allows pharma to 
deliver significant amounts of clinical information in the ad itself, 
without making clinicians “click” or take some other action, to get 
more information. n

TOP 25 ADVERTISED BRANDS, JAN-JUNE 2009
		
Rank	 Rank	  $ ad spending (Jan-June)	 % change (Jan-June)	
2009	 2008	 Product	 Company	 2009	 2008	 2007		 2009 vs 2008	 2008 vs 2007
	
1	 4	 Lexapro	 Forest	 5,505	 4,410	 5,023	 24.8	 - 12.2

2	 1	 Bystolic	 Forest	 3,976	 11,314	 0	 - 64.9	 NA

3	 54	 Pristiq	 Wyeth	 3,443	 943	 0	 265.0	 NA

4	 3	 Lipitor 	 Pfizer	 3,320	 4,523	 6,116	 - 26.6	 - 26.0

5	 117	 Trilipix	 Abbott	 3,151	 436	 0	 622.9	 NA

6	 11	 Namenda	 Forest	 2,470	 2,579	 3,220	 - 4.2	 - 19.9

7	 9	 Levemir Injection	 Novo Nordisk	 2,344	 2,772	 3,865	 - 15.4	 - 28.3

8	 14	 Rituxan	 GenbioId	 1,695	 2,264	 1,009	 - 25.1	 124.4

9	 18	 Byetta	 Amylin/Lilly	 1,670	 2,109	 1,853	 - 20.8	 13.8

10	 42	 Avastin	 Genentech BioOncology	 1,619	 1,140	 1,731	 42.1	 - 34.1 

11	 0	 Kapidex Capsules	 Takeda Pharmaceuticals	 1,477	 0	 0	 NA	 NA

12	 32	 Januvia	 Merck	 1,465	 1,417	 2,411	 3.4	 - 41.2

13	 0	 Toviaz	 Pfizer	 1,428	 0	 0	 NA	 NA

14	 183	 Vidaza Injection	 Celgene	 1,415	 267	 345	 428.9	 - 22.4

15	 847	 Niaspan Tablets	 Abbott	 1,383	 16	 35	 8,708.20	 - 55.6

16	 12	 Symbicort	 AstraZeneca	 1,332	 2,374	 212	 - 43.9	 1,020.10

17	 21	 Aricept	 Pfizer/Eisai	 1,305	 1,994	 1,736	 - 34.5	 14.8

18	 50	 NovoLog Flex Pen	 Novo Nordisk	 1,298	 981	 908	 32.4	 8.0

19	 0	 Uloric	 Takeda Pharmaceuticals	 1,266	 0	 0	 NA	 NA

20	 0	 Moxatag	 MiddleBrook	 1,240	 0	 0	 NA	 NA

21	 474	 Novo Nordisk Diabetes 	 Novo Nordisk	 1,880	 64	 131	 1,744.10	 - 51.2        

22	 1083	 Liddoerm Lidocain Patch	 Endo Pharmaceuticals	 1,152	 6	 0	 17,968.00	 NA

23	 0	 Humalog Insulin	 Lilly	 1,151	 0	 0	 NA	 NA

24	 67	 Enbrel	 Wyeth/Amgen	 1,150	 718	 1,086	 60.3	 - 33.9

25	 36	 Flector Patch	 King Pharmaceuticals	 1,130	 1,278	 0	 - 11.6	 NA

Source: PERQ/HCI Journal Ad Review							     


