
                  Pharma’s turn to specialty drugs hasn’t  
been good for print. Ad pages in medical/surgical 
journals fell steeply in 2012, despite the pickup 
in FDA approvals. Larry Dobrow reports the full- 
year numbers by advertisers and brands
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see a host of explanatory—if not exactly exculpatory—factors.
Calling 2012 “a bad year,” Compas Inc. VP/media Steve Selinger 

notes how hundreds of ad pages flew off the patent cliff and that 
most of the launches that spewed forth from the pipeline were niche 
products. “Since they require a great deal of explanation, that’s going 
to hurt the print side, because it’s expensive to do that.”

Stephanie Hanaway, VP of the Association of Medical Media for 
2013, also points to the patent cliff but, like Selinger, she notes the 
continued proliferation of ad and marketing channels. 

“Since no corporation increases its promotional budget every time 
a new channel emerges, then the budgets get spread around more 
broadly,” says Hanaway, who is also director of publications and pub-
lisher for the American Academy of Family Physicians (AAFP).

Publishers
The top five medical/surgical journals from 2011 (via ad dollars) held 
onto the top five slots in 2012, albeit reshuffled. The New England 
Journal of Medicine reclaimed the top spot from the Journal of the 
American Medical Association, which slipped to fourth. American 

Family Physician rose from fourth to second, while Monthly Prescrib-
ing Reference and Medical Economics remained at three and five, 
respectively. All saw backslides in revenue and ad pages versus 2011, 
however, the losses were as follows: 35.2% revenue/37.3% pages for 
NEJM, 18.6%/22% for AFP, 30.9%/35.7% for MPR, 45.1%/48.7% 

Medical/surgical journal ad revenue, 2007-2012

Source: Kantar Media
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TOP 25 ADVERTISED COMPANIES, 2012
  
Rank Rank $ ad spending % change
2012  2011 Company 2012 2011 2012 vs 2011 

1 1 Forest Laboratories $33,680 $61,199 -45.0%

2 4 Pfizer  $18,699 $19,966 -6.3%

3 5 Johnson & Johnson  $15,494 $15,684 -1.2%

4 12 Purdue $11,246 $8,989 25.1%

5 18 GlaxoSmithKline $10,072 $6,681 50.8%

6 11 Novo Nordisk $9,789 $10,089 -3.0%

7 3 Novartis  $9,744 $21,268 -54.2%

8 10 Abbott  $9,337 $10,772 -13.3%

9 9 Roche  $8,800 $10,870 -19.0%

10 2 Eli Lilly  $7,439 $31,443 -76.3%

11 26 Janssen Biotech $7,220 $3,962 82.2%

12 17 AstraZeneca $5,941 $6,855 -13.3%

13 25 Boehringer Ingelheim/Eli Lilly $5,558 $4,024 38.1%

14 8 Takeda  $5,391 $10,954 -50.8%

15 14 Bayer  $5,161 $7,144 -27.7%

16 7 Merck  $4,988 $10,985 -54.6%

17 15 Bristol-Myers Squibb $4,853 $6,973 -30.4%

18 13 Boehringer Ingelheim  $4,774 $7,242 -34.1%

19 16 Amgen $4,595 $6,905 -33.4%

20 28 Teva  $4,552 $3,164 43.9%

21 24 Sunovion $4,440 $4,189 6.0%

22 20 Allergan  $4,048 $5,098 -20.6%

23 6 Sanofi  $3,848 $12,057 -68.1%

24 19 Otsuka America $3,847 $5,666 -32.1%

25 42 Amylin/Eli Lilly $3,489 $1,815 92.2%
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MOST ADVERTISED 
COMPANy

It spent considerably less in 
2012 than it did in 2011—45% 
less—but Forest ranked as the 
top advertiser for the second 
year in a row. Eight of the top 
10 companies cut ad spend in 
2012, by margins small (1.2% 
for Johnson & Johnson, 3% for 
Novo Nordisk) and large (54.2% 
and 76.3%, for Novartis and 
Lilly). Of the top 25 companies, 
GlaxoSmithKline (50.8%), Jans-
sen Biotech (82.2%) and new 
arrival Amylin/Eli Lilly & Co. 
(92.2%, before splitting) upped 
their spending by the most.


