
that door. It’s like when you open a closet and everything falls out.”
So there’s data, and then there’s what Matt McNally, president, 

Publicis Health Media, calls “the collective orchestration of chan-
nels.” While McNally pays close attention to the Kantar numbers, 
he cautions that they provide only part of the story.

“At this point, print is just one stop along a lot of different stops,” 
he explains. “There’s still a heavy reliance on print in certain areas, 
like oncology. But we’re not taking the ‘let’s look at print holisti-
cally’ approach anymore. We’re looking at it specialty by specialty. 
We’re looking at it in the context of how it gets integrated with 
other channels.” 

And yet the most recent print numbers from Kantar look okay, at 
least when pitted against the year-ago period. Publishers of medical/
surgical journals booked 28,197 ad pages in the first six months of 
2014, up 3.1% over the same span in 2013. They saw an 8.7% jump 
in revenue, from $151.8 million in the first half of 2013 to $165.0 
million in the first half of 2014. Do the 2014 numbers pale against 
the ones from the same period in 2012 (30,426 pages/$170.1 million 
revenue)? They do. But they’re headed in the right direction…for now.

“We’re feeling a positive story overall,” McNally says. Woodland-
De Van agrees, sort of: “It’s pretty much the same. Everybody’s still 
doing okay.”

If it sounds like McNally and Woodland-De Van are damning 

Journal ad revenue, first half 2010-2014

Source: Kantar Media
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MOST ADVERTISED 
CATEGORY

As in the first half of 2012 and 
2013, antineoplastic agents 
were the most advertised 
category in the first half of 
2014, despite a 7% drop in 
spending vs. the same period 
last year, to $21.9 million. 
Oral diabetes drugs ranked 
second, with spend up almost 
81%, to $12.5 million, over 
first-half 2013. Antidepres-
sants didn’t rank in the top 
60 during 2013 but entered 
the 2014 list at number four, 
with spend of $6.7 million. 

TOP 25 ADVERTISED CATEGORIES, JAN-JUNE 2014
 
Rank	 Rank		  $ ad spending in thousands	 % change	
2014 	 2013	 Category	 2014	 2013	 2012	 2014 vs 2013	 2013 vs 2012

1	 1	 Antineoplastic agents	 $21,881	 $23,516	 $19,250	 -7.0%	 22.22%

2	 3	 Diabetes oral	 $12,489	 $6,912	 $2,755	 80.7%	 150.9%

3	 2	 Anticoagulants oral	 $10,292	 $15,183	 $12,224	 -32.2%	 24.2%

4	 -	 Antidepressants	 $6,704	 $0	 $0	 N/A	 N/A

5	 7	 Seizure disorders	 $5,141	 $3,723	 $4,878	 38.1%	 -23.7%

6	 8	 Antipsychotics - other	 $5,125	 $3,519	 $2,179	 45.6%	 61.4%

7	 25	 Antivirals - other	 $5,113	 $1,276	 $1,909	 300.6%	 -33.1%

8	 18	 SSRI/SNRI	 $5,051	 $1,802	 $12,485	 180.3%	 -85.6%

9	 68	 Steroids, inhaled bronch	 $4,384	 $453	 $0	 867.9%	 N/A%

10	 4	 Diabetes insulin	 $4,374	 $5,697	 $10,392	 -23.2%	 -45.2%

11	 12	 NS promotion institutional advert	 $3,988	 $2,587	 $2,922	 54.1%	 -11.5%

12	 9	 Biological response modifier	 $3,882	 $3,051	 $2,468	 27.2%	 23.6%

13	 100	 Anti-obesity systemic	 $3,652	 $230	 $0	 1,486.8%	 N/A

14	 11	 Interferon	 $3,165	 $2,749	 $2,014	 15.1%	 36.5%

15	 10	 Immunologic agent	 $3,080	 $2,861	 $1,212	 7.7%	 136.0%

16	 38	 Beta agon, aerosol	 $2,817	 $897	 $1,238	 214.2%	 -27.6%

17	 14	 Alzheimer-type dementia	 $2,570	 $2,009	 $1,635	 27.9%	 22.9%

18	 52	 Influenza vaccine	 $2,309	 $629	 $1,480	 267.1%	 -57.5%

19	 16	 Dermatological other	 $2,228	 $1,866	 $2,701	 19.4%	 -30.9%

20	 241	 Estrogens	 $2,145	 $5	 $4	 44,824%	 13.1%

21	 19	 Codeine & comb non-inject	 $2,084	 $1,798	 $2,439	 16.0%	 -26.3%

22	 22	 HIV-reverse transcriptase inhibitor	 $2,069	 $1,437	 $1,335	 44.1%	 7.6%

23	 106	 Immune system adjuncts	 $1,975	 $204	 $411	 866.7%	 -50.3%

24	 13	 Corticoids plain other	 $1,738	 $2,277	 $0	 -23.7%	 N/A

25	 39	 Diabetes therapy	 $1,714	 $889	 $1,670	 92.7%	 -46.7%
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