
so with less vigor than they did even 18 months ago. It’s official: 
the Kantar Media data no longer makes a majority of publishers 
lose their minds.

Publishers
Which isn’t to say that they’re pleased with or accepting of the 
downward trend. They stress the myriad studies which show that 
print trumps all other channels in the all-important measure of 
perceived credibility. Too, they note the irony that one of print’s 
greatest strengths—the vigor with which it’s monitored and mea-
sured—ultimately leads to so many print-is-dead-for-real-this-time 
headlines.

Several of the largest multispecialty publications had good news 
to report. Tom Easley, SVP/publisher, periodic publications for the 
AMA, says that’s due to their “blend of research and clinical practice 
content”and, on the business side, “the ability to generate subscrip-
tion revenue from either individual physicians or institutions.” 
JAMA, the title which netted the greatest amount of ad revenue 
($7.57 million) in the first half of 2013, enjoyed a 16% bump in ad 

pages (from 556 to 646) over the year-ago period. Two of the other 
four top-five publications in revenue, the NEJM and the Journal 
of Clinical Oncology, also experienced ad-page gains—25.7% and 
4.8%, respectively.

Journal ad revenue, first half 2009-2013

Source: Kantar Media
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most advertised 
CateGorY

Just as they were during the 
first half of 2012, antineo-
plastic agents were the most 
advertised category in the 
first six months of 2013, with 
a 13.7% jump in spending, to 
$22.2 million, over the year-
ago period. Marketers of oral 
anticoagulants spent more 
than $7 million less than 
makers of the antineoplas-
tic agents, but still claimed 
the second spot on the list 
(spending of $15.1 million in 
the year’s first six months, up 
by 24.1% from 2012).

TOP 25 ADVERTISED CATEGORIES, JAN-JUNE 2013
 
rank rank  $ ad spending in thousands % change 
2013  2012 Product 2013 2012 2011 2013 vs 2012 2012 vs 2011

1 1 antineoplastic agents $22,278 $19,591 $22,306 13.7% -12.2%

2 3 anticoagulants oral $15,171 $12,224 $3,034 24.1% 303.0%

3 10 diabetes oral $6,723 $2,755 $3,066 144.0% -10.1%

4 4 diabetes insulin $5,638 $10,392 $14,273 -45.7% -27.2%

5 — select serotonin antag $5,487 $0 $0 N/a N/A

6 — anticholinergics $5,325 $0 $0 N/a N/A

7 6 seizure disorders $3,635 $4,853 $1,718 -25.1% 182.5%

8 16 antipsychotics—other $3,519 $2,179 $3,487 61.4% -37.5%

9 13 Biological response modifier $3,051 $2,468 $2,695 23.6% -8.4%

10 32 immunologic agent $2,861 $1,212 $1,959 136.0% -38.1%

11 17 interferon $2,749 $2,014 $2,604 36.5% -22.7%

12 8 Non-specific promo advert $2,532 $2,922 $3,114 -13.4% -6.1%

13 — Corticoids plain other $2,277 $0 $0 N/a N/A

14 23 alzheimer-type dementia $1,966 $1,635 $2,889 20.2% -43.4%

15 45 anti-platelet $1,929 $951 $3,112 102.9% -69.5%

16 11 dermatological other $1,832 $2,669 $2,642 -31.4% 1.0%

17 2 ssri/sNri $1,802 $12,485 $22,505 -85.6% -44.5%

18 14 Codeine & comb non-inject $1,798 $2,439 $1,229 -26.3% 98.5%

19 12 Chol red rX statins $1,683 $2,520 $3,171 -33.2% -20.5%

20 18 diuretics non-injectable $1,568 $1,988 $2,937 -21.1% -32.3%

21 33 Psychotherapeutic drugs $1,505 $1,183 $818 27.3% 44.6%

22 — Choles reducers/rX $1,422 $0 $0 N/a N/A

23 28 Hiv-rev. transcriptase inhibitor $1,411 $1,335 $265 5.7% 404.3%

24 37 erythropoietin $1,296 $1,118 $86 16.0% 1206.9%

25 21 antivirals, other $1,276 $1,909 $1,651 -33.1% 15.6%
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