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publishers with faint praise, they’re not. In fact, both stress their 
belief in print as a marketing venue.

“It may be slowly dipping, but print is still the lifeblood” of most 
publishers’ content arsenals, Woodland-De Van says. “Lots of pub-

lishers are leveraging brand recognition that was built from journal 
circulation to establish credibility across other platforms… Our data 
still shows that physicians prefer to get information from journals. 
Those properties are not being ignored; they’re not being pushed 
aside for other new emerging platforms that seem to be hot at the 
moment.”

Insert a loud, “See? I’ve been telling you that all along!” here on 
behalf of the larger community of medical/surgical journal pub-
lishers. Of the top 20 publications as ranked by ad pages, 18 saw a 
year-on-year jump in pages; 18 of those 20 titles similarly enjoyed a 
first-half-2014 jump in ad revenue against the year-ago period, most 
in double-digit percentages.

To a person, publishers and editors of journals that flourished 
page- and revenue-wise during the first six months of 2014 spout 
some version of Woodland-De Van’s print-as-lifeblood comment. 
Knowing that so many factors are out of their control—and that the 
always-evolving media landscape isn’t likely to pause for a breather 
anytime soon—they’ve doubled-down on quality.

“Each year there appears to be more spend going outside of print, 
but nevertheless print is still there. It’s still the enduring product,” 

MOST ADVERTISED BRAND

Janssen SGLT2 drug Invokana had 
$11.3 million in first-half journal 
spending, about $4.5 million ahead of 
any other brand. Two new-to-market 
depression drugs, Takeda’s Brintellix 
($6.7 million) and Forest’s Fetzima 
($4.6 million) trailed it. The most 
advertised brand in first-half 2013, 
Janssen OAC Xarelto, cut spend to 
$4.5 million from $9 million. The big-
gest jumper: Arena’s Belviq for weight 
loss, up from $230,000 in 2013’s first 
half to $3.65 million in first-half 2014.

JOURNAL AD REVIEW

TOP 25 ADVERTISED BRANDS, JAN-JUNE 2014   
  
Rank Rank  $ ad spending in thousands % change 
2014 2013 Product Company 2014 2013 2012  2014 vs 2013 2013 vs 2012
 
1 3 Invokana Janssen $11,294 $4,764 $0 137.1% N/A

2 - Brintellix tablets Takeda $6,704 $0 $0 N/A N/A

3 - Fetzima Forest $4,574 $0 $0 N/A N/A

4 1 Xarelto tablets Janssen $4,450 $8,896 6,731 -50.0% 32.2%

5 150 Belviq (lorcaserin HCI) Arena $3,652 $230 $0 1,486.8% N/A

6 - Breo Ellipta inhaler GlaxoSmithKline $2,733 $0 $0 N/A N/A

7 12 Latuda Sunovion $2,380 $1,607 $1,301 48.1% 23.6%

8 10 Eliquis tablets BMS/Pfizer $2,327 $1,854 $5 25.5% 35,481.8%

9 24 Abilify Maintena injection Otsuka $2,160 $1,132 $0 90.8% N/A

10 - Sovaldi tablets Gilead $1,974 $0 $0 N/A N/A

11 139 Symbicort AstraZeneca $1,798 $257 $0 598.6% N/A

12 6 Lyrica capsules Pfizer $1,766 $2,403 $2,063 -26.5% 16.5%

13 7 Xeljanz Pfizer $1,738 $2,277 $0 -23.7% N/A

14 - Onglyza BMS/AstraZeneca $1,517 $0 $673 N/A -100.0%

15 313 Exelon patch Novartis $1,503 $76 $33 1,880.7% 132.6%

16 8 Humira AbbVie $1,496 $2,176 $1,628 -31.3% 33.6%

17 13 Pradaxa Boehringer Ingelheim $1,482 $1,596 $1,497 -7.1% 6.6%

18 52 Votrient GlaxoSmithKline $1,385 $695 $652 99.3% 6.6%

19 9 Brilinta Ticagrelor tablets Novartis $1,380 $2,134 $1,936 -35.3% 10.2%

20 - Anoro Ellipta GlaxoSmithKline $1,363 $0 $0 N/A N/A

21 21 Afinitor tablets Novartis $1,350 $1,195 $438 12.9% 172.8%

22 61 Aleve Bayer $1,303 $652 $455 100.0% 43.2%

23 - Granix injection Teva $1,272 $0 $0 N/A N/A

24 - Brisdelle capsules Noven Therapeutics $1,216 $0 $0 N/A N/A

25 - Gazyva Obinutuzumab inject Genentech $1,176 $0 $0 N/A N/A
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