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Advertising & Marketing Sponsorship Overview
MM&M recently celebrated its 46th year of providing fresh insights and perspectives to its readers – through its comprehensive  
portfolio of print, digital, thought leadership programs and events.

PRINT	 	
Display
Licensing & Reprints
Custom Publishing	
Sponsored Surveys	
Impact Advertising:	
	 • Cover Tips	
	 • Bellybands	
	 • Gatefolds	
	 • Mock Covers	
Skill Set	
2013 Game Changers	

Digital
Run of site ads on mmm-online	
MM&M News Briefs	
MM&M Weekly Digest	
The Splash by MM&M	
e-Books	
Agency Gallery	
Interactive Ad Unit
Mobile Site Sponsorship	
MM&M In-Depth Videos	
Microsites
Podcasts

EVENTS
MM&M Awards	
KOL Roundtables	
Virtual Events
Webinars	
Custom Events	
Live Workshops

 

Special Issues 
Career & Salary Survey	
Interactive Guide
Mobile Guide
Top 100 Agency Issue	
Ad Recall Issues (2) May & 	
December



MM&M Circulation*: Active, Engaged & Committed

Healthcare Manufacturers	 10,950

Advertising / Marketing Agency	 2,691

Media Companies	 397

Service/Support Companies  
(market research, Government agencices,  
trade associations, CRO’s)	 137

Others allied to the field	 314

TOTAL CIRCULATION:	 14,489

n 100% 1st year requestors – Only healthcare marketing journal in the industry

n 75% key decision-makers within pharma, biotech and medical device marketing 

*June 2012 BPA Statement



MM&M Reader Highlights

n MM&M has the most timely information 

n MM&M has the most relevant information 

n MM&M is the most credible 

n MM&M has the most prestigious Pharmaceutical Awards Program

n 80% of survey respondents read at least 3 out of 4 issues of MM&M. 

n 55% of survey respondents find MM&M the most useful publication for their job 

n 40% would only read only one publication – MM&M  

n 74% Save some or All issues of MM&M 

n The July issue of MM&M is the highest retained issue for subscribers 

#1



ISSUE DATE SECTION TOPIC SPACE CLOSE MATERIAL CLOSE
January	 Cover	Story	 MM&M	All	Stars	Report	 	 12/4	 	 12/10
	 Therapeutic	Focus	(with	Clinical	Corner)	 Cardiovascular
	 Partner	Forum	 Specialty	Pharma

February	 Cover	Story		 Patient	Education/Marketing	 	 1/7	 	 1/11
	 Special/Additional	Coverage	 Managed	Markets/Non	Personal	Promotion
	 Therapeutic	Focus	(with	Clinical	Corner)		 Orphan	Drugs/Rare	Diseases
	 Partner	Forum	 Data	Management
	 Bonus	Distribution		 ePharma	East

March	 Cover	Story		 Big	Data/Market	Research		 	 2/5	 	 2/11
	 Special/Additional	Coverage	 Professional	Ad	Report/Specialty	Pharma
	 Therapeutic	Focus	(with	Clinical	Corner)		 Metabolic	Products
	 Partner	Forum	 Non	-	Personal	Promotion
	 Bonus	Distribution		 PMRG	Annual	National	Conference

April	 Cover	Story		 The	DTC	Report	 	 3/6	 	 3/12
	 Special	/	Additional	Coverage	 Clinical	Trials	Management/Rare	Diseases
		 Therapeutic	Focus	(with	Clinical	Corner)		 Respiratory	Diseases
	 Partner	Forum	 Device	&	Diagnostics
	 Bonus	Distribution		 DTC	National

May	 Cover	Story		 The	Pharma	Report	 	 4/8	 	 4/12
	 Special	/	Additional	Coverage	 Loyalty	Programs/Co-Pay	Cards
	 	 Training	&	Education
	 Therapeutic	Focus	(with	Clinical	Corner)		 Rheumatology
	 Partner	Forum	 Social	Media
	 Bonus	Distribution		 HBA	Woman	of	the	Year	Luncheon
	 AD RECALL STUDy

June	 Cover	Story		 Devices	&	Diagnostics	 	 5/8	 	 5/14
	 Special/Additional	Coverage	 Mobile	Apps/Direct	Marketing
		 Therapeutic	Focus	(with	Clinical	Corner)		 Infectious	Diseases
	 Partner	Forum	 Patient	Trial	Recruitment

ISSUE DATE SECTION TOPIC SPACE CLOSE MATERIAL CLOSE
July Cover	Story		 Top	100	Agency	Profi	les	 	 6/7	 	 6/12
		 Special	/Additional	Coverage	 Agency	A	-	Z	Directory
	 Bonus	Distribution		 Digital	Pharma	West

August	 Cover	Story		 BioTech	Report	 	 7/8	 	 7/12
	 Special	/Additional	Coverage	 Big	Data/Managed	Markets
		 Therapeutic	Focus	(with	Clinical	Corner)		 Oncology
	 Partner	Forum	 Reaching	HCP’s

September	 Cover	Story		 Patient	Education/Marketing		 	 9/8	 	 9/14
	 Special	/Additional	Coverage	 Professional	Ad	Report/R&D	and	Marketing
	 Therapeutic	Focus	(with	Clinical	Corner)		 Women’s	Health
	 Partner	Forum	 Gamifi	cation

October	 Cover	Story		 Career	&	Salary	Survey	2013	 	 9/6	 	 9/12
	 Special	/Additional	Coverage	 Recruitment/Retention	&	Career	Paths
		 Therapeutic	Focus	(with	Clinical	Corner)		 Vaccines
		 Partner	Forum	 Managed	Markets
	 Bonus	Distribution		 Digital	Pharma	East

November	 Cover	Story		 Sales	Force	Report	 	 10/9	 	 10/15
	 Special	/Additional	Coverage	 Agency	-	Client	Relationships/CRM
	 Therapeutic	Focus	(with	Clinical	Corner)		 Neurology
		 Partner	Forum	 Cloud	Based	Marketing

December	 Cover	Story		 2014	Outlook		 	 11/5	 	 11/11
	 Special	/Additional	Coverage	 The	Pipeline	Report	2013/Data	Management
	 Partner	Forum	 Patient	Marketing/Education
	 AD RECALL STUDy

MM&M 2013 Editorial calendar

*Special 
Supplement: 
Interactive Guide 
2013

*Virtual Event: 
The Future of 
Pharma
*Special 
Supplement:
Game Changers

*Special 
Supplement: 
The Mobile Guide 
2013

*MM&M Awards 
Finalist 
Annouced 

*Special 
Supplement:
2014 MM&M Wall 
Calendar

* 10th Annual 
MM&M Awards 
Dinner & After 
Party 

*Special 
Supplement: 
MM&M Award 
Winners 
Book of the Night 

PMD 1 2 3
The world of pharma...any way you want it!

1  Use the Directory
2  Access our Website 3  Upload to your database

To learn more call 561-665-6022 or go to www.The PMD.com

The industry directory that 

means business.

 Everyday there are signifi cant 

changes in the healthcare indus-

try. PMD keeps track so you don’t 

have to. You can access PMD 

in print, online at ThePMD.com 

or import our data. We compile 

thousands of changes when they 

happen. PMD, the single resource 

that puts new business connec-

tions at your fi ngertips.

www.ThePMD.com

Quote of the Month: “The rung of a ladder was never meant 

to rest upon, but only to hold a man’s foot long enough to 

enable him to put the other somewhat higher.” —Thomas H. Huxley

In this month’s issue of MM&M, we turn the spotlight on our Sales Force Report
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20122012The
Mobile
Guide

Trends, data, insights and expert advice on the

challenges and opportunities of using mobile to 

reach healthcare professionals and consumers

Trends
The Future

Technology
Partners

2012

A SPECIAL SUPPLEMENT TO MM&M

The
Interactive
Guide

A compilation of trends, data, insights and advice to help medical  

marketers maximize opportunities in the digital landscape. Plus a  

showcase of partner companies offering essential skills and tools 



Thought Readership for 46 YEARS

MM&M: Power of Print
Readers can rely on MM&M to deliver information, trends and news each month in these regular Departments:

Monthly Departments
News
Professional Marketing
Med Ed Report
Professional Media
Digital Media
Consumer Marketing
Marketing Research
Agency Business
Washington Insider
Viewpoint
Headliner
Private View
People
Back Talk

Partner Forum	
A think tank of four (4) experts tackle industry 
specific issues in each monthly addition of 
MM&M. 2013 Partner Forums: 
n Specialty Pharma
n Data Management
n Non-Personal Promotion 
n Devices & Diagnostics
n Social Media 
n Patient Trail Recruitment 
n Reaching HCP’s
n Gamification
n Managed Markets
n Cloud Based Marketing 
n Patient Marketing / Education  
 
Leadership Exchange	
Pharma execs, agency partners and other experts 
discuss timely topics at a live roundtable session. 
2013 Leadership Exchange: 
n Loyalty Programs
n R&D, Clinical Trials & Marketing
n Social Media 
n Big Data/Market Research 

Boehringer Ingelheim contest seeks COPD songs

24  MM&M x MARCH 2011 x mmm-online.com

CONSUMER MARKETING

A print Ad for Genentech’s 
Boniva overstated the osteoporo-
sis drug’s efficacy, said the FdA’s 
ddMAC in an untitled letter.

the agency took issue with 
the claim in the ad, which fea-
tures Sally Field, that: “Studies 
show, after a year on Boniva, 9 
out of 10 women stopped and 
reversed their bone loss.” the 
claim, said ddMAC, “is not sup-
ported by substantial evidence or 
substantial clinical experience” 
but rather “a per-protocol post-
hoc responder analysis that the 
clinical study was not adequately 
designed to evaluate.” the ad 
that prompted the letter ran in 
Parade Magazine with the head-
line: “i wanted to stop my bone 
loss. But i did more. i reversed 
it with Boniva.” —MA

BoehrinGer ingelheim is 
partnering with the Country 
Music Association for a tune 
Up For Copd Songwriting 
Competition featuring country 
music stars Billy ray Cyrus and 
patty Loveless.

the contest is soliciting “songs 
with a motivational message 
that encourages people to be 
proactive in taking control of 
their lives and be healthy,” and 
the winner will perform it live 
at the CMA Music Festival in 
nashville in June. 

Contestants can upload their 
videos and lyrics sheets to tune-
up4copd.cmaworld.com, and a 
“fan favorite” will be determined 
by the highest number of online 
votes and showcased online. 

the overall winner will be 
selected by a panel of judges 
including Cyrus, Loveless, 
industry experts and members 
of participating organizations 
including the American Asso-

ciation for respiratory Care, 
Country Music Association, 
Copd Alliance, Copd Founda-
tion, nASCAr and US Copd 
Coalition.

Cyrus is the newest celeb-
rity addition to Boehringer 
ingelheim’s Copd awareness 
efforts, which have also featured 
Jim Belushi, nASCAr driver 
danica patrick and football 

star Michael Strahan. Cyrus’s 
grandfather eldon suffered from 
Copd. 

“i learned at an early age from 
my grandfather—who was a 
pastor—both the impact Copd 
symptoms have on one’s life and 
the power of a person’s voice. 
And i’ve taken those lessons 
with me throughout the years,” 
said Cyrus in a release. “i know 

music motivates people to take 
action, and that’s why i’m asking 
America to help us find the next 
great song to drive awareness 
of Copd.”

Loveless last year penned the 
song “drive” for the Boehringer 
ingelheim’s drive4Copd cam-
paign, honoring her sister dottie, 
who died of Copd at age 48.

Copd, which includes chron-
ic bronchitis and emphysema, 
affects an estimated 24 million 
Americans. 

Boehringer ingelheim’s 
C o p d  p r o d u c t s  i n c l u d e 
Spiriva, Combivent, Atrovent 
and Berodual/Bronchodual/
duovent.

Boehringer ingelheim’s part-
ners on the campaign include 
nASCAr, the Country Music 
Association, the American 
Association for respiratory 
Care, Copd Alliance, Copd 
Foundation and the US Copd 
Coalition. —Matthew Arnold

Boniva ad hyped 
efficacy: DDMAC DDR on DTC BY DEBORAH DICK-RATH

Vaniqa is an Rx dermatological 
cream that reduces “unwanted 
facial hair” in women. It’s a 
“cosmeceutical” brand that falls 
somewhere between the dermatolo-
gist’s office and your local Sephora, 
and its new DTC campaign is just 
as confused. We see many happy 
customers in 60 seconds — all in 
close-up, too. They may be smiling 
because they got a $50 rebate, 
which is prominently displayed a 
few times. 

The ad is very hard working. It 
uses a clinical tone so we know 
it’s a serious, not frivolous, beauty 
aid. We see a brief “little science” 
demo that shows how hair follicle 
growth is stunted by an enzyme 
blocker in Vaniqa. And the ad deliv-

ers an end-benefit that could apply 
to any number of personal care 
products: “the freedom to be close 
to people.” All in all, it’s basically 
a mini-infomercial, complete with 
testimonials and offers, but in a 
60-second format 

Unfortunately, even though 
a large amount of information 
is provided, the ad fails to build 

an emotional connection for the 
brand. And worse, the call-to-action 
is fumbled, so we are not sure 
what to do or where to go for this 
product. It’s too bad the advertising 
misses an opportunity for Vaniqa 
to be memorable and wanted by 
the millions and millions of women 
who have “unwanted facial hair.” 
Ouch. My guess is that this is a 
large female target audience — 
one that other DTC cosmeceuticals 
such as Latisse and Oracea have 
figured out with effective, branded 
ads that convey both emotion and 
information. 

Deborah Dick-Rath is SVP, health-
care practice leader, at FactorTG. 
deborah.dick-rath@factortg.com

The product claims the benefit: 
‘freedom to be close to people’

Cyrus is partnering with BI on a songwriting contest for COPD

CAHG establishes one ‘seamless’ shop Draftfcb Healthcare 
named Amber Edwards 
EVP, group management 
director, in charge of all 
DTC business, includ-
ing the Novartis, Merck 
and Amgen accounts. 
She joins from Allergan, 

where she 
led con-
sumer and 
CRM/digital 
initiatives 
for derm 

brands including Botox 
Cosmetic and Juvederm. 

HCB Health was 
named global agency of 
record for the surgical 
division of Alcon. The 
Austin-based firm will 
handle multiple launches 
for the account, including 
positioning and message 
development, branding, 
campaign planning, web 
development, print and 
digital comms, sales 
collateral and convention 
promotions.

Diccicco Battista 
Communications won 
business with Biogen Idec, 
Heraeus, Hand & Stone 
spa and Holy Redeemer 
Health System. The mar-
keting communications 
shop is based in Consho-
hocken, PA. 

Harrison and Star 
named Suzanne Segal 
VP, customer relation-
ship marketing. Segal, 
who will head strategic 
development of the 
agency’s CRM programs, 
joins from Digitas, where 
she was VP director 
of marketing, having 
launched patient CRM for 
Shire’s Lialda and worked 
on AstraZeneca’s global 
CRM programs out of 
London. 

Update

The OmnicOm company for-
merly known as corbett Accel 
healthcare Group has devolved 
from a network into an agency, 
folding all of its once-indepen-
dent agencies into one shop 
under the cAhG umbrella.

The shop said it was seeking 
to fulfill client expectations for a 
“seamless agency.” cAhG brands 
subsumed under the new iden-
tity include flagship full-service 
shop corbett, promotional med 
ed shop Accel, clinical trials 
enrollment firm iris, e-cRm and 
digital shop Kinect and launch 
agency Surge, as well as genomic 
science unit Potentia. LinQ will 
continue as an independent entity 
“to support cAhG and its clients 
through deployment of technolo-
gy-inspired studio solutions.”

As part of the reorganization, 
the network named seven part-
ners: chief talent officer Phila 
Broich; elaine eisen, president 
of corbett Worldwide health-
care communications; strategic 

planning and new ventures head 
Suri harris; cFO Dennis hoppe; 
Surge president carleen Kelly; 
LinQ managing director Tony 
morello; and chief creative offi-
cer Robin Shapiro. All will report 
to ceO Scott cotherman. 

“The new integrated structure 
takes advantage of the firm’s 
dominant presence in new 
York and chicago, the two most 
important markets for health-

care marketing communica-
tions talent in the US,” the firm 
said in a statement. “cAhG’s 
clients expect the agency to 
custom-configure teams from 
across geographies, assembling 
the best talent in service to their 
brands and customer markets. 
cAhG’s new, seamless agency 
approach makes this more of a 
reality than ever before.”

 —Matthew Arnold
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AGENCY BUSINESS

Seven execs were named partners, joining CEO Scott Cotherman

ON FEBRUARY 22ND, ABELSONTAYLOR employees held 
a surprise party to honor Dale Taylor, CEO and founder of 
the 30-year-old Chicago-based indie healthcare advertis-
ing agency. Taylor holds up a Chicago Blackhawks jersey 
while Jay Carter, SVP, director of strategy services, cheers 
him on. With a headcount of more than 400, AbelsonTaylor 
has managed to not only hang on but thrive in an era of 
agency and client consolidation, in large measure thanks 
to its reputation for sterling creative. —MA

AmGen nAmeD concentric 
Pharma Advertising professional 
advertising AOR on its enbrel 
rheumatology indication.

The concentric team consists 
of managing partner and director 
of client services michael Banner, 
SVP account director John Adel-
helm, SVP director of creative 
copy Jeff hughes and christa 
moeller, VP associate creative 
director of art. Partner and cOO 
Ken Begasse, Jr. said: “We see a 
huge opportunity for innovation 
in bridging the gap between the 
science of RA and the practice 
of rheumatology. Our knowledge 
of the nuances of specialty phar-
maceuticals allows us to identify 
the opportunities that are key for 
growth going forward.” —MA

Concentric lands 
Enbrel account

20  MM&M ❘ APRIL 2011 ❘ mmm-online.com

Intellisphere launches OncLive.comWiley-Blackwell, the 
publishing arm of John 
Wiley & Sons, announced 
plans to add over 40 
titles to its journal 
portfolio in 2011, includ-
ing 11 new launches. 
Thirty-fi ve of the titles will 
be published in collabora-
tion with societies and 
organizations. The deal 
includes Clinical Obesity, 
International Forum of 
Allergy and Rhinology, 
the Journal of Midwifery 
& Women’s Health, the 
Australian Journal of Psy-
chology, and 11 journals 
published by the British 
Psychology Society, 
among others. 

Prescribing Reference, 
Inc. (PRI) and Answers-

Media 
announced 
the launch of 
Patient Advi-

sor, an online drug, health 
and nutrition resource for 
consumers. The Patient 
Advisor site integrates 
PRI’s Monthly Prescribing 
Reference drug database 
with educational videos 
and articles about daily 
nutrition and healthcare 
regulations. PRI is a divi-
sion of Haymarket Media, 
publisher of MM&M. 

The COPD Foundation 
adopted the bi-monthly 
COPD: Journal of Chronic 
Obstructive Pulmonary 
Disease as its offi cial 
journal. The journal, which 
offers “an in-depth and 
easy to access array of 
research fi ndings…is an 
ideal partner for the Foun-
dation,” said COPD Foun-
dation president John 
Walsh, in a statement. 
The journal, published 
by Informa Healthcare, 
launched in 2004.  

Update

INTELLISPHERE launched an 
oncology news and information 
site—OncLive.com—on March 
15, and changed the title of its 
Oncology Net Guide print jour-
nal to OncLive. 

The move represents an inte-
gration of the website with the 
print journal, said Peter Ciszews-
ki, president, oncology specialty 
group, at Intellisphere. “Instead 
of having our writers write for 
the publication, they’re writing 
for the web...constantly,” said 
Ciszewski. “We’re going to use 
our website to see which articles 
the docs are reading most often, 
and then those articles will be 
expanded features within the 
publication.”

The March issue was mailed 
out as OncLive, and the journal 
will retain its net guide resource, 
which directs oncologists to 
cancer-related internet offer-
ings. Ciszewski said the journal 
was among the top 10 oncology 

journals, in terms of advertising 
pages, last year. The rebrand 
helps the journal “stay ahead of 
the curve,” said Ciszewski. The 
March issue was mailed to “over 
20,000 cancer professionals,” 
including medical oncologists 
and a core audience of hematol-
ogist-oncologists, plus radiology 
oncologists, surgical oncologists, 

and cancer-treating urologists, 
according to Ciszewski.

At OncLive.com, physicians 
can click on links for free CME 
offerings provided by Intelli-
sphere sister company ArcMesa, 
as well as other CME houses. 
The site will also feature short 
video interviews with oncol-
ogy thought leaders, about new 
data and studies in the field, 
said Ciszewski. “Oncologists 
want to see other oncologists 
talk about the data,” he said. 
Video interviews will be taped 
at medical conferences, and will 
be conducted with physicians 
at the Hackensack University 
Medical Clinic’s John Theurer 
Cancer Center. At press time, 
a beta version of the site fea-
tured interviews with professors, 
physicians, and industry (Peter 
Langmuir, executive director of 
medical science at AstraZeneca), 
done at last summer’s ASCO 
meeting. —Ben Comer

ALVARO ALONSO, A physi-
cian at UMass Memorial Medi-
cal Center, won $2,500 for his 
case video, titled Brainstem Res-
cue. In the video, Alonso walked 
viewers through the specifi c pro-
cedures needed to save a cardiac 
arrest patient, including hypo-
thermia protocol for brainstem 
injury protection, and the use of 
a left ventricular assist device, 
among other procedures.

Alonso’s submission was 
voted on by physicians as part 
of the National Case Challenge, 
a QuantiaMD and Journal Watch 
collaboration. QuantiaMD is an 
online physician-to-physician 
learning collaborative, where docs 
can earn “Q-points” (redeemable 
for gift cards) by participating on 
the website. —BC

Doctors submit 
cases online

PROFESSIONAL MEDIA

The retooled print journal and 
website have been integrated

Adil Mulla, MD,
Vice chairman of 
the department 
of anesthesia, 
director of 
anesthesiology 

residency, Danbury Hospital
   

Anesthesiology—the offi cial 
journal of the American Society 
of Anesthesiologists—produces 
a whole bunch of monthly 
articles that [have] primary, basic 
research, as well as clinical 
research. So, there’s a variety of 
different kinds of research repre-
sented. And, they have some ex-
cellent review articles which are 
written by some of the leading 
anesthesiologists. The articles 
are very high quality, not only 
in the sense that they are very 
well-written in this country, but 
even internationally. The format is 

very appealing; they have an 
abstract in the beginning, and 
when you go through the abstract 
you get a signifi cant amount 
of information about the study. 
When I get [the journal] the fi rst 
thing I will do is go through all the 
abstracts and see which ones 
pertain to my particular practice. 

MEDIA CHOICE

Publisher: Lippincott Williams 
& Wilkins



MM&M: Power of Print
 

Skill Sets 
This is a new monthly advertiser section allowing you to showcase your services and offerings plus contact 
details aligned with respective monthly editorial coverage. 2013 Skill Sets:

February 
n Managed Markets 
n Non-Personal Promotion

March 
n Specialty Pharma 
n Professional Media 

April 
n Clinical Trials Management 
n Rare Diseases

May 
n Loyalty Programs / Co-Pay Cards
n Training & Education 

June
n Mobile Apps 
n Direct Marketings

August 
n Big Data 
n Managed Markets

September
n Professional Ad Report 
n R&D and Marketing 

October
n Recruitment & Training 

November
n Agency / Client Relationships
n CRM

December
n CROs
n Data Management 



Roundtable Programs: Leadership Exchange

MM&M Roundtable program in 2013 will focus on* : 
n Loyalty Programs 
n Clinical Trial Solutions
n Navigating Social Media 
n Big Data/Market Research
*other topics will be considered 

MM&M brings together a minimum of 6 - 8 healthcare 
industry professionals to participate within each 
editorial roundtable discussion. Participants include 
healthcare manufacturers, agency executives, medical 
publishers, marketing research and other leading 
industry executives to discuss and analyze critical 
issues affecting our industry. 

This is an exceptional occasion to: 
n Showcase expertise 
n Provide insight 
n Deliver thought leadership 

Prior to the roundtable MM&M will host a networking 
hour breakfast or luncheon to allow sponsors to mingle 
and network with roundtable attendees. 

Each Roundtable can have exclusive or co-sponsored 
sponsorship.



Roundtable Programs: Leadership Exchange

Roundtable Sponsorship 
Continued

Before the event
Inclusion within promotional 
activities up to the event. Invites for 
attendance include mention of the 
sponsor(s). MM&M will supplement 
the invitation list with our 
subscriber base. Sponsor(s) can 
suggest prospective clients to invite 
to the event but the final decision 
rest with the editorial team. 

During the event
Sponsor(s) to attend and 
participate in roundtable with one 
seat (per sponsor) at the table 

After the event
MM&M will produce a 3 or 4 page 
editorial piece that will run within 
our monthly publication. The 
editorial will take the form of an 
analysis piece. The publication 
date of this editorial piece will be 
determined by MM&M’s editorial 
department. In addition to the 
editorial placement, sponsor(s) will 
receive a reprint PDF of the editorial 
piece to be used in their own 
marketing efforts. The reprint can 
include a full page advertisement of 
the sponsor’s message. 

between the pharmacy, between the payer…You 
need to make sure that all of those channels are 
aligned or that they all understand what the patient 
will ultimately need to have a better outcome. 

Janie Rodriguez (Boehringer Ingelheim): You 
should also look at the activists, because a lot of 
patients have become so active in different blogs or 
advocacy groups. There has to be a way to also get 
to those people because they really have an abil-
ity to disseminate a particular message. Diabetes 
patients are always looking for information. How-
ever, because the disease is so tied to lifestyle, many 
times they’re looking more at what can I do from 
a diet and exercise standpoint than at the product 
attributes that you bring. They’ll leave that to the 
doctor. “I’ve just got to get my act together in this 
other way.” How do we navigate that journey that 
they’re going through? We can go to where they 
are and talk to them in a way that’s going to make 
sense. But diabetes is an asymptomatic disease so 
they may not even care about what’s going on until 
they go to a doctor. Then all of a sudden, they start 
negotiating at that point. “Don’t put me on insulin, 
please. I’ll just…I’ll take anything.” They’ll start 
searching for other orals. So, you need to break 
up the patient journey, then target the emotions 
depending on where those patients are in that 
particular journey. 

James: What are some of the challenges of mul-
tichannel marketing? What difficulties are you 
seeing? 

Monique: It’s figuring out the technology (“the 
pipes”) as well as the touch points. Both of those 
axes are challenges at the moment. You’re getting 
more and more of each. We’re seeing this year a lot 
more awareness about the universe of the patient 
journey, and what are the different touch points. 
So, very simply said, am I going to Target to get my 
script refilled? Then, am I speaking to a diabetes 
educator who’s in the aisle or am I tuned to TV 
or do I have an iPhone—and am I using apps or 
search? Then am I still a heavy TV user or not, 
and what do I watch? We’ve had clients say to us, 
“We want to be on someone’s shoulder and see 
what happens to them.” You’ve got so many more 
options at every point now that it’s exploded. It’s 
so hard to figure out did they turn left or right? 
What’s the tendency? And to segment people in 
a meaningful way. Are they über-seekers where 
they’re always on the ball and they want to know? 
Or are they more passive and listen to what the 
doctor says? And then maybe your health insur-
ance is going to say to you: “Too bad, this is what 
we’re going to pay for. It’s great that you did three 
hours of research, but we can’t help you.” So we’re 
trying to figure it all out.

James Chase (MM&M): What does a multichan-
nel program look like to each of you and what are 
some of the key considerations?

Monique Levy (Manhattan Research): It’s a very 
perplexing topic. It’s something everybody would 
like to say that they do well, but they will sort of 
dabble in one piece and another piece but not get 
close. They will typically say, “I really want to under-
stand mobile. What should I do with my mobile 
strategy? And then I’ll fit in all the pieces.”

Debra D’Arpa (Novo Nordisk): The main goal 
is to make sure that all of the key stakeholders 
understand the value proposition that our portfolio 
brings. It’s important to speak to each individual 
audience appropriately, make sure that they under-
stand what advanced treatments are available and 
what they do for their patients. 

Karl Tiedemann (Rosetta): We’re really talk-
ing about all of the touch points and how we’re 
going to communicate with our audience. To be 
really good, like you said, Debra, it has to have its 
own value proposition. We’re all bombarded with 

information daily. You sign up for a Gap card and 
suddenly you’re getting Old Navy e-mails and all 
these other catalogs. For the healthcare providers, 
we really have to earn that right to continue com-
municating to them, so there has to be something 
in it for them. A good multichannel marketing 
program has to be very customer-centric. It has to 
be personalized to a point that they’re not feeling 
like they’re just getting the September e-mail or 
the September mailer that doesn’t acknowledge 
where they already are in the continuum with your 
brand. You need a program that is learning-based, 
that acknowledges the way you’ve interacted with 
them previously and shapes future communication 
so you don’t get drop-off over time. 

Debra: In diabetes, outcomes are inadequate right 
now. So we need to continue to inform patients, 
inform physicians of treatments. Having each audi-
ence understand the value proposition of your 
brands from their own perspective is so impor-
tant. But in healthcare, it’s not so simple because 
you have so many different blockades along the 
way. From a patient or a physician wanting to pre-
scribe a product to that script actually getting filled, 
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The ParTiciPanTs
Choosing your channels

and creating an effective
integrated campaign is 
no easy task. Luckily, a
panel of experts is here
to help. James Chase 
directs the discussion

Janie Rodriguez
Associate director, 
metabolics marketing, 
Boehringer Ingelheim

James Chase
Editor in Chief, 
MM&M  
(moderator)

Debra D’Arpa
Brand manager, 
diabetes marketing, 
Novo Nordisk

Karl Tiedermann
Partner, 
management 
supervisor, Rosetta

Monique Levy
VP research, 
Manhattan Research

Matthew Arnold
Senior editor, 
MM&M
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“i’m spending a lot 
of time finding the 
right vendors to 
align with all the 
things that i want 
to do” 
— Janie Rodriguez, 
Boehringer Ingelheim
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Print Supplement:  
February 2013 Interactive Guide 
A compilation of trends, data, insights and advice to help pharma and medical marketers maximize opportunities in the digital landscape.  
Plus a showcase of partner companies offering essential skills and tools.

2012

A SPECIAL SUPPLEMENT TO MM&M

The
Interactive
Guide
A compilation of trends, data, insights and advice to help medical  
marketers maximize opportunities in the digital landscape. Plus a  
showcase of partner companies offering essential skills and tools 
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MPR
Company Profile

MPR’s mission is to develop integrated, multi-
platform marketing communication programs 
for pharmaceutical companies by leveraging the 
MPR brand’s 26-year history of delivering con-
cise, up-to-date drug information to over 650,000 
clinicians. MPR delivers point-of-care messages 
to the health-care professional’s preferred media: 
web, mobile, and print. Every program delivered 
includes comprehensive metrics to measure Re-
turn-On-Investment.

Core Capabilities

In 2012, MPR continues to provide up-to-date 
drug information and clinical decision support 
tools to help the busy clinician make the right pre-
scribing decisions. Through print, web, and mobile 
channels, MPR offers a customized approach to 
marketing solutions, including: Sales Force Access 
Tools; REMS Solutions; Therapeutic Content Fo-
cus; Targeted Distribution; and Digital Programs 
at the point-of-care.

Print
n Reach PCPs, PA/NPs, OB/GYNs, PEDs, UROs, 

Hem-Oncs, LTCs, Residents, RPHs, and other 
specialists

n Used millions and millions of times

www.eMPR.com
n Average monthly page views – 480,000
n Average monthly unique visitors – 150,000
n 4,000 drugs, with new content, tools, and func-

tionality, including drug interaction checker
n Advertising Opportunities

•	 Banner	Ads
— ROS, Profession-Targeted,  

Specialty- Targeted,  List-Match
•	 Contextual	Opportunities

—Therapeutic subsection takeover
—Enhanced online monograph
—Keywords search – targeted to brand 

name, generic name, or disease
•	 MPR	Weekly	News	Brief	and	Seasonal	Spot-

light-sponsorship of our opted-in eNewsletter
•	 MPR	Prescribing	Alerts	–	posted	online,	

emailed, and via push notification to mobile 
devices 

MPR App: iOS, Android & Blackberry Platforms
n Average monthly page views of > 800,000
n Banner Ads: ROS, Profession- or Specialty-

Targeted, List-Match
n Contextual	Opportunities

•	 Therapeutic	subsection	takeover
•	 Enhanced	online	monograph
•	 Keywords	search

Case History

A pharmaceutical manufacturer faced a clear 
“compliance gap” among both patients and HCPs 
for a major product. MPR designed a customized 
clinical solution that aligned with marketing ob-
jectives and leveraged the trusted MPR brand 
and channels to:
n Educate target MDs, PAs, NPs and RPHs about 

this issue via advertorials and KOL webcasts
n Provide clinical support tools that empowered 

target HCPs to better counsel patients
n Integrate compliance information with rebates 

and copay assistance programs
n Engage field sales to deliver medically-relevant 

collateral to targets
n Engage	 motivated	 clinicians	 and	 maximize	

SOV through congress activities
The result was a 54% engagement rate, sustained 
increase in prescribing activity, and tracked utili-
zation of co-pay cards.

FasTFacts

address: 114 West 26th street, 4th Floor,
New York, NY 10001
Phone: 646-638-6000
Fax: 646-638-6119 
Website: www.eMPR.com 
New Business Contact: tammy chernin, VP,  
646-638-6024; tammy.chernin@haymarketmedia.com
Year Founded: 1985
Offices: several, with domestic and international 
 capabilities
Holding Company: Haymarket Media, UK
sample Clients: all Pharma
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Print Supplement:  
June 2013 Mobile Marketing Guide 
Trends, data, insights and expert advice on the challenges and opportunities of using mobile to reach healthcare professionals  
and consumers. Annual showcase of mobile marketing partner companies in this keepsake issue.

2012The
Mobile
Guide

Trends, data, insights and expert advice on the
challenges and opportunities of using mobile to 
reach healthcare professionals and consumers

Trends The Future Technology Partners

TheMobileGuide  25

The Oncologist
Company Profile

Published by AlphaMed Press, The Oncologist® 
is the premier independent oncology journal at 
the intersection of research and clinical practice. 
The Oncologist is designed specifically for the 
busy practitioner, focusing on medical and prac-
tice issues for physicians entrusted with cancer 
patient care. The Journal’s peer-accepted articles 
impact the practice of oncology and facilitate the 
introduction and application of new medical ad-
vances.  

AlphaMed Press and The Oncologist are fully 
committed to delivering the information that phy-
sicians need, in the most convenient and accessi-
ble formats possible.  Journal content is available 
via mobile applications for iPad, iPhone, Android, 
and Kindle Fire, featuring global expert on-de-
mand video presentations and CME activities de-
signed to change competence, performance, and 
ultimately patient outcomes 

The Oncologist App

The Oncologist HD App for the iPad allows us-
ers to browse digital journal pages — accessing an 
archive of critical articles in seconds. Additionally, 
with integrated rich media features, the journal’s 
clinical content is dramatically enhanced beyond 
what is possible in the traditional print edition. 
Physicians can download podcasts of journal ar-
ticles, as well as a library of content from con-
gresses, symposia and roundtables of respected 
oncology experts. By offering the best of The  
Oncologist on the iPad, physicians can now read 
or listen to clinical information on their own 
terms — between patients, during their commute, 
or at home. 
 
Also, this dynamic platform gives advertisers the 
ability to connect with audiences like never before. 
The Oncologist App offers an industry-exclusive, 
interactive advertising platform to educate physi-
cians on the complex ecosystem of oncology phar-
maceutical companies, disease states and brands. 

These microsites enable the user to navigate and 
interact with product-specific multimedia content 
including efficacy, study design, safety, dosing and 
MOD/MOA. It also allows marketers to deploy 
surveys, quizzes, games and event registration. 

Services and Offerings

AlphaMed Press partners with clients to build a
comprehensive, interactive marketing program
to optimize exposure and engagement.
 
n Brand and business unit interactive ads
n Opt-in product information directly emailed  
 from App to users
n Centralized distribution 
n Insightful analytics

FASTFacts

Address: 318 Blackwell street, suite 260,  
Durham, Nc 27701
Phone: 919-680-0011
Fax: 919-680-4411
Email: theOncologist@alphaMedPress.com
Website: www.theOncologist.com 
New Business Contact: Marty Murphy, 3rd,  
919-200-3727, marty3rd@alphamedpress.com
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Digital: Website/Advertising 
As the trusted media source serving the pharmaceutical marketing community, www.mmm-online.com is the “go to” destination  
for medical & pharma marketers. The site is kept up-to-date with latest industry news, features and real time analysis by our  
senior editorial team. 

Leaderboard 728 x 90 px

Navigation Banner 980 x 30 px

Large Box IMU 300 x 250 px

n Promote your company around www.mmm-online.com 
content, including daily news stories, contributed articles, 
and news archives. Advertising is delivered across all the 
main sections and pages of the MM&M website.   
n Average Unique Visitors: 51K / month 
n Average Page Views: 90K / month 
n Ad Units: Leaderboard (728 x 90) & IMU (300 x 250) 
 
Minimum Impressions: 25K 
*CPM: $65/month
Total Investment: $1,625
*CPM= Cost per thousand



Digital-Interactive Ad Units:  
Unique Branding Real Estate
Welcome Ad Prestitial
MM&M averages 51,000 unique page views on our comprehensive website www.mmm-online.
com. Exclusive sponsorship over this unit for a full month and “welcome” all MM&M readers to our 
site on a weekly basis.  Your will be the first image that MM&M readers see when going to our site 
from any portal including direct access, newsletter sponsorships, etc. 

Investment: $5,900 / month 

Pushdown 
The pushdown is also featured on the home page of the www.mmm-online.com. The Pushdown 
“pushes down” MM&M editorial content and opens to display the corporate messaging featured 
within the ad unit. This will be another touch point to continue reaching your core audience 
through various media outlets. MM&M will also be able to provide stats for the position allowing 
analyze the program’s success. 

Investment: $3,850 
 
Page Peel 
This position provides a unique opportunity to engage and pique the interest of the MM&M online 
reader. The page peel is present on the home page of www.mmm-online.com and includes two 
elements: a dog ear (teaser) and page peel (complete ad). The page peel is revealed when rolling 
over the teaser. Attract the attention of the reader, build brand awareness and make a distinct 
mark on the MM&M reader through this unit. 

Investment: $4,450 

Microsites
MM&M will create a new channel on mmm-online.com that will reflect the MM&M brand and 
contain a new editorial product (cobranded as an MM&M product offering) sponsored by your 
company.  

n Microsite will be a resource for information, opinion and advice in pharmaceutical marketing, 		
	 medical devices & diagnostics and biotech marketing.

n Microsite section is a perfect vehicle to enhance your thought leadership among pharma 	 	
	 marketers by providing an independent forum to deliver their insights, research and updates

n Display advertising within the microsite 



Digital eNewsletters: MM&M Newsbrief
The MM&M News brief is a trusted resource to keep the medical marketing community up-to-date with the latest news, articles,  
stories, and people moves from the healthcare and communications sector.   Delivered daily (Monday through Thursday), the  
MM&M Newsbrief is an effective media platform to communicate your marketing message to 9,000+ pharma and medical marketing  
professionals.  We’ve expanded our newsletter in 2012 to benefit our readers with the latest information from the industry. 

Leaderboard 728 x 90 px

Skyscraper 120 x 600 px

n Principle Sponsorship includes: Leaderboard (728 x 90) & Skyscraper 
(160 x 600) every Monday, Tuesday, Wednesday or Thursday for the full month
Investment: $3,500 / month 

n Text Sponsorship includes: 50 words of text, URL, company logo every 
Monday, Tuesday, Wednesday or Thursday for the full month
Investment: $1,500 / month

Averages by day	 OPEN RATE	 CTR
Monday	 22.70%	 21.70%
Tuesday	 23.50%	 17.30%
Wednesday	 22.50%	 19.80%
Thursday	 23.00%	 16.20%



Digital eNewsletters: Weekly Digest
New in 2012, the MM&M Weekly Digest is a weekly roundup of the week’s big stories and notable developments in healthcare  
marketing, delivered every Friday.	

Leaderboard 728 x 90 px

Skyscraper 120 x 600 px

n Principle Sponsorship includes: 	
Leaderboard (728 x 90) & IMU (300 x 250) 
Investment: $6,000 / month (4 Fridays) 



Digital eNewsletters: Splash
New in 2012, The Splash by MM&M highlights the lead feature of our monthly publication before it hits our subscribers’  
mailbox - making them aware that the issue is on its way and offering a sneak peek of the cover story online first. 	

Leaderboard 728 x 90 px

n Principle Sponsorship includes: 	
Leaderboard (728 x 90) 
Investment: $1,500 



Mobile Sponsorship: app:mmm-online.com
Reach a targeted, on-the-go audience through an exclusive sponsorship opportunity that enables you to attach your brand to MM&M’s 
popular mobile-optimized content service.

Mobile Ad Unit 216 x 36 px

Frequency
1 Month	 $1800
3 Months	 $1500
6 Months	 $1200
12 Months	 $1000



Education Programs: Webcasts

Editorial webcast

Content & Creation: 
n The editorial webcast is created by the MM&M 	
	 editorial team.  
n A senior MM&M editor moderates the discussion.  

Panel Participants:
n MM&M responsible for panel recruitment
n Sponsor not part of panel recruitment

Sponsor’s Speaking Opportunity:
n Recognition  as the webcast sponsor and included in 	
	 the Q&A.  
n Sponsor is allotted 10 minutes at the end of the 	
	 discussion to address the audience & demonstrate 	
	 thought leadership

Investment: $15,000 

Notes:
n Program guests and topics subject to change.  MM&M reserves the right 	
	 to select host
n Sponsor understands it has no control prior review over editorial content 	
	 presented in each webcast segment

Partner Webcast

Content & Creation: 
n The editorial webcast is shaped by both the MM&M 	
	 editorial team and Sponsor.  
n A senior MM&M editor moderates the discussion.  

Panel Participants:
n Sponsor responsible for panel recruitment

Sponsor’s Speaking Opportunity:
n Sponsor participates in panel discussion, enabling the 	
	 opportunity to demonstrate thought leadership
n MM&M editorial team also involved in the Q&A 	
	 session

Investment: $13,500 

Notes:
n Program guests and topics are a collaboration of MM&M and Sponsor. 
n Sponsor understands it has control of editorial content presented in 	
	 each webcast segment

Vendor Webcast

Content & Creation: 
n A senior MM&M editor will make the introduction and 	
	 oversee the webcast. 
n MM&M directs and hosts the webcast but will not 	
	 participate in the content discussion 

Panel Participants:
n Sponsor is responsible for panel recruitment

Sponsor’s Speaking Opportunity:
n The vendor webcast is an opportunity for you to 	
	 have creative control on the messaging, speakers, and 	
	 content.

Investment: $12,500 

Notes:
n Program guests and topics decided by sponsor. 
n Sponsor understands it has control of editorial content presented in	
	 webcast segment

MM&M Webcast: Editorial, Partner or Vendor
MM&M Webcasts are an authoritative and interactive marketing opportunity for advertisers, allowing you to 
demonstrate thought leadership to a captive audience. Webcasts deliver unique content directly to the desktops of 
qualified business leads.  MM&M webcasts can be developed, promoted and hosted within 6 weeks of booking.  All 
webcasts will come with a detailed promotional package and timeline.  



Education Programs: Thought Leadership 
Video Sponsorship

InDepth 
Video dialogue with a senior member of our editorial team to deliver insight, expertise 
and  demonstrate thought leadership .  The video would be promoted to our readership 
on mmm-online.com our site and a pre-roll video can be added for additional exposure. 
Sponsors of the MM&M In-Depth videos receive the 5-7 minute video for exclusive rights 
for its own marketing purposes. MM&M would hold all rights to the content. 

Investment: $6,000/video sponsorship 



Education Programs: KOL White Paper

Medical Marketing & Media Resource Center (Leads delivered weekly 
through targeted KOL email promotion) 

n List up to 3 white papers, research/analyst reports, case studies, webinar 	
	 links and update as needed directly within the White Paper section of the 	
	 MM&M website  

n $45 Cost Per Lead/download of your company’s White Paper/Asset 

n Lead report weekly by MM&M 

n Minimum lead start of 50 ($2,250) – All North American leads

n White Paper Library actively promoted throughout our website and via 	
	 weekly email distribution to 10,000 + recipients 

 
MM&M KOL White Paper (reach over 10K key management buyers 
through bespoke emails)

The KOL white paper is designed to share white papers and research with 
10,000+ key marketing professionals. It is a highly effective means of driving 
traffic back to your website, generating leads and drive awareness of your 
brand. 

n HTML mailer sent to 10,000 + qualified medical marketers 

n A URL link to the WP download registration page on your website 

Investment: $2,250 / insertion 



Education Programs: Podcasts

MM&M podcasts 
MM&M Podcasts provide the MM&M community with a short and concise presentation 
on a relevant topic as it relates to the healthcare community.  Sponsoring an MM&M 
podcast allows you to align your corporate messaging with a significant topic within 
the industry. Sponsors will be acknowledged within the webcast “This MM&M podcast 
brought to you by xyz”.

n 8- 10 minutes duration

n Exclusively sponsored

n Podcasts available for download on www.mmm-online.com. Clients can host the 	
	 pod	casts on their site

n Full promotional schedule included



MMM
2013

SAVE 
THE DATE:
October 2

Live Event: MM&M Awards 2013 

MM&M Awards Partners 
Package

n Table for 10 at the event 
n Category sponsor 
n Brand awareness leading up to the 	 	
	 invite via
	 • MM&M Newsletters 
	 • Exposure of MM&M Awards 	 	
	   	microsite with multimedia 	
	 	 components
	 • Ads highlighting the awards 
n And much more 

Investment: $14,500 

MM&M Awards Sponsors  
Package

n Table of 4 at the event 
n Category sponsor 
n Brand awareness leading up to the 	 	
	 event 
	 • MM&M Newsletters 
	 • Exposure on the MM&M Awards 	 	
	 	 microsite with multimedia 	
	 	 components
	 • Ads highlighting the awards

Investment: $7,500 
	 	

MM&M awards 
The 10th Annual MM&M Awards are judged with the utmost independence and 
authority, using an esteemed panel of leaders and thinkers representing a wide 
variety of disciplines and backgrounds within the healthcare marketing community. 
Each year, we strive to make this program better and more relevant. For 2012, we 
have expanded the number of categories to include two new Awards for mobile apps 
and we’ll be making updates for the 2013 awards as well. 

Partnership includes a full year of branding leading up to the event with inclusion 
in daily MM&M Newsletters, banners, a full table at the event as well as announcing 
the winner in your category sponsorship. 



Virtual Event: Future of Pharma
virtual events 
MM&M’s virtual conference events include cutting-edge leaders, thinkers and visionaries 
in healthcare marketing who come together to discuss and share strategies, observations 
and insights within this ever-changing industry.  It’s also a forum to foster live, interactive 
dialogue between delegates, speakers and sponsors.

Our purpose-built digital environment is designed to emulate the most valuable 
experiences of a physical conference, but allows speakers, delegates and sponsors to 
participate remotely, at their convenience – and for FREE. Presentations can also be 
streamed at a later date. The online space features an exhibit hall of virtual booths, where 
delegates can chat with exhibitors, download information and watch presentations.

2013 Date:  Spring 2013



Virtual Event: Future of Pharma Sponsorship

Platinum Sponsorship 
n Featured placement of sponsor 	 	
	 logo in all marketing materials: 	 	
	 invites, event microsite and reminder/	
	 announcement/post–show emails.
n 30 minute Vendor Webcast 	 	
	 moderated by a member of the 	 	
	 editorial team 
n Followed by a 10 minute Q&A
n Booth on the show floor
n Personalized booth on the show floor 	
	 with your company colors &	
	 customized design (4 options	
	 available)
n Video / animated greeting for all 		
	 visitors to your booth 
n Communicate directly with booth	
	 attendees through live chats & instant	
	 messaging
n Unlimited literature and thought	
	 leadership items within your booth 
n Following the event you will receive a	
	 lead report of all attendees plus a lead	
	 report of all booth attendees 

Gold Sponsorship 
n Featured placement of sponsor logo	
	 in all marketing materials: invites,	
	 event microsite and reminder	
	 announcement/post–show emails.
n Sponsor of 40 minute  MM&M 	 	
	 editorial webcast 
n Branding within the webcast 
n Sponsor introduction at the beginning 	
	 of the webcast 
n Participation in the 10 minute Q&A
n Booth on the show floor 
n Personalized booth on the show floor	
	 with your company colors &	
	 customized design (4 options	
	 available)
n Video/animated greeting for all 	 	
	 visitors to your booth 
n Communicate directly with booth	
	 attendees through live chats & instant	
	 messaging
n Unlimited literature and thought	
	 leadership items within your booth 
n Following the event you will receive a	
	 lead report of all attendees plus a lead	
	 report of all booth attendees 

Booth Sponsorship 
n Booth on the show floor 
n Personalized booth on the show floor	
	 with your company colors &	
	 customized design (4 options	
	 available)
n Video/animated greeting for all	
	 visitors to your booth 
n Communicate directly with booth	
	 attendees through live chats & instant	
	 messaging
n Unlimited literature and thought	
	 leadership items within your booth 
n Following the event you will receive a	
	 lead report of all booth attendees 
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Editor in Chief 
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