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I N T R O D U C T I O N

 T H E  W E B M D  H E A L T H  C A R E  
 M E D I A  B R A N D

WebMD’s mission is 
to improve health and 
wellness by empowering 
decision-making and 
motivating positive action.

As the #1 most trusted 
consumer brand in the 
U.S. and the #1 read 
magazine at the doctor’s 
office, we bring readers 
the most objective, 
trustworthy, and accurate 
health information.
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THROUGH THESE WEBMD POINT OF CARE (POC) PUBLICATIONS AND 
PROGRAMS, WE SUCCESSFULLY TRANSLATE A DIGITAL BRAND INTO A 
POWERFUL OFFLINE PLATFORM. These products are an extension of the #1 
most trusted consumer brand of health information in the U.S.

 W E B M D  M A G A Z I N E 
•	 Our flagship publication

•	 The #1 magazine read in 
physicians’ offices

•	 1.4 million copies of the 
national WebMD Magazine 
distributed to 175,000 
physician offices, reaching an 
audience of 9.3 million*

W E B M D  P U B L I C A T I O N S

 D I A B E T E S  A T  W A L G R E E N S 
•	 Focused on living well with 

diabetes

•	 1.5 million copies distributed 
summer and fall at 8,000 
Walgreens Pharmacy 
locations and 50,000 
endocrinologists/high 
prescribing PCP offices

*Office subscription count updated monthly
SOURCES: MARS Spring 2018, MRI Spring 2018 Doublebase
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Fitness
10%

MAGAZINE 
READ  IN 
PHYSICIANS’ 
OFFICES

DISTRIBUTION: 
DOCTOR’S OFFICE 
WAITING ROOMS 
ACROSS THE U.S.175,000

15
TARGETED AUDIENCE 
OPPORTUNITIES: AVAILABLE AT

#1 

SOURCES: MARS Spring 2018, MRI Spring 2018 Doublebase

 F A C T S 

CORE
SPECIALTIESANNUALLY

8x 
 D E M O G R A P H I C 

Female. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  

Male. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .

Median Age . .  .  .  .  .  .  .  .  .  .  .

5 9 %

4 1 %

4 3

W E B M D  M A G A Z I N E  S N A P S H O T

PUBLISHED

MEASURED 
ON  GFK 
MRI, MARS, 
MPA 360 & 
AAM AUDIT

 C O M P O S I T I O N 

Conditions &  
General Health

30%

Family & Pets
20%

Beauty
20%

Food
20%

AUDIENCE
M I L L I O N9.3

RATE BASE
M I L L I O N1.4

Median Household Income . .  .  .  .  .  .  

Employed. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  

Married . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  

Have Children in HH. .  .  .  .  .  .  .  .  .  .  .  .  .  

$ 5 7, 1 8 4

5 5 %

4 6 %

4 4 %

* For more rate base information please reach out to your WebMD contact

 A W A R D S  &  R E C O G N I T I O N 
Min’s 30 Best Launches of the Past 30 Years  
(print magazine)

FOLIO: Eddie & Ozzie Awards

•	 2018 WINS:
-- Best Photography – Consumer: WebMD 
Diabetes at Walgreens Magazine, Savor 
Summer Photoshoot

-- Overall Design Excellence – Consumer: 
WebMD Magazine

•	 2017 WINS:
-- Series of articles (Feature Well), Men’s Health 
column, Family and Parenting section, and 
Campus Life magazine

-- Design: March/April 2016 Food Section 

MM&M 2016

•	 2018 Finalist for Best Healthcare Consumer Brand

•	 2017 Finalist for Best Healthcare Consumer Brand

•	 2016 Finalist for Redesign Consumer Magazine

Digiday:

•	 2017 Finalist for Content Marketing Award

-- Category: Best Brand Publication

*
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 C I R C U L A T I O N  &  R E A C H 
•	 1.4 million copies of the national WebMD 

Magazine to all physician offices, reaching 
over 300,000 physicians*

•	 Audience: 9.3 million

 P H Y S I C I A N  O F F I C E  N E T W O R K 
•	 175,000 offices *

•	 Top specialties:

-- Family practice, general practice, and  
internal medicine

-- Pediatrics

-- OB/GYN

-- HemOnc/Oncology

-- Cardiology 

-- Gastroenterology

-- Dermatology

* WebMD Point of Care Network is updated monthly for address 
change, physician-requested changes, etc. and verified. Estimated 
variance: 5% month to month.

 D I D  Y O U  K N O W ? 
WebMD Magazine’s 
readership continues to 
grow year over year:

•	 WebMD Magazine’s 
readership has 
grown +15% year over 
year as measured in 
Kantar Media’s MARS 
Healthcare Survey (2017).

A B O U T  W E B M D  M A G A Z I N E
 C O N T E N T  D I F F E R E N T I A T I O N 
1.	 We tap into audience data to tell real-time  

health stories

2.	 We can pivot from a wide audience and multiple topics 
to targeted content

3.	 We can empower, explain, and inspire action

4.	 Our staff medical team is engaged and involved

5.	 Our celebrity stories inform, inspire, and contribute to 
health conversations

6.	 We celebrate real-people health heroes of today

SOURCES: MARS Spring 2018, MRI Spring 2018 Doublebase
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FIGHT 

I T ’ S  P L A G U E D  H U M A N S  F O R  T H O U S A N D S  O F  Y E A R S ,  B U T  N O W  S C I E N T I S T S  M AY  
                            B E  O N  T H E  V E R G E  O F  N E W  T R E AT M E N T S  F O R  T H I S  D E A D LY  D I S E A S E 

THE

SEPSIS
AGAINST

BY MATT SMITH 
REVIEWED BY HANSA BHARGAVA, MD  
WEBMD SENIOR MEDICAL DIRECTOR

The possibility of curing sepsis 
with a common vitamin has put 
one of history's greatest killers 
back in the spotlight.

Sepsis  has been in the medical  books since 
Hippocrates. Sometimes, the body’s immune system 
responds to an infection—most commonly a respi-
ratory illness like pneumonia—with overwhelming 
force. That triggers widespread inflammation that 
can cause blood pressure to collapse or blood clots 
to develop so less blood flow goes to vital organs like 
the kidneys or liver, starving them of nutrients and 
oxygen. The drop in blood pressure and decreased 
blood flow, known as septic shock, can lead to organ 
failure and death. 
 Sepsis “sets a cascade in motion where the body 
sets up a self-sustaining feedback loop, where it 
keeps worsening itself. That damages organs, which 
leads to more altered inflammation and altered 
organ function,” says Craig Coopersmith, MD, a 
professor of surgery and critical care specialist at the 
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Number of times parents need to 
introduce a new vegetable or other 
food before their kids start liking it.

How much more 
likely families were 
to meet their daily 
fitness goals and 
walk an extra mile a 
day when they used 
activity trackers that 
awarded points for 
achievements.

Percentage of teens who eat 
dinner with their families at 
least five times a week. Kids 
who often eat dinner with 
their families have better 
relationships with their 
parents and less stress than 
those who don’t.

Kids who go to bed early 
are healthier—and their 
parents are happier—than 
those who stay up late.

Good habits start at home. 
Kids mimic their parents’ 
behaviors—whether positive 
or negative. Modeling 
healthy nutrition, sleep, and 
exercise habits while your 
kids are still young will 
set them on the right path 
and improve their odds of 
becoming healthy adults.

 FA C T S  &  S TAT S

Family 
Dynamics

6 to 1557%
8:30p.m.

27%
11
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N E W S  YO U  C A N  U S ET I M E LY  T O P I C S Upfront

JulyAug_LBB_to robert.indb   11 5/15/18   6:03 PM
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M E A N I N G F U L  C H A N G EH E A LT H Y  H A B I T S Living

 W E A R  I T  W E L L  

Keep Track 
Millions of people use fitness trackers to 
monitor their steps, running speed, and 
calories burned during workouts. But do 
they improve your health?

VISIT A GYM, AND YOU’LL PROBABLY SEE A ROOMFUL 
of people staring at their wrists. That’s because 
sales of fitness trackers have exploded in recent 
years. Wearables do more than get you off the 
couch and tell you how far you’ve walked. Some 
also monitor health measures like heart rate, 
blood sugar, and sleep. Do they work? Research 
shows fitness trackers make accurate heart rate 
monitors, and they may accelerate weight loss. 
Yet no device will improve your health if you 
don’t share the results with your doctor or stick 
with the program. So, help your tracker help you. 
—STEPHANIE WATSON

 S K I N  C A R E  
Pedi Cures 
Come summer, sandals eclipse 
boots in your closet and toes 
take center stage. Here’s how to 
put your best foot forward.

YOU DON’T HAVE TO BE AN EXPERT 
to create a pedicure that lasts the 
better part of a week (at least). 
Just borrow a few pro techniques. 
For starters, use cuticle oil daily 
to keep toes moisturized and 
your nail polish from chipping, 
says Skyy Hadley, manicurist and 
owner of As “U” Wish Nail Spa 
in Hoboken, New Jersey. Before 
applying nail color, use a base 
coat, which helps to give the color 
something to sink into besides 
your nails. If you want your nails 
to maintain high shine and luster, 
apply a top coat. You can always 
keep reapplying a top coat to add 
strength and shine. After your 
pedi is done, avoid too much heat, 
which can melt your polish. “If 
you stick your nails in cold water 
for a few minutes, it will actually 
help harden your nail polish 
faster,” says Hadley. Little-known 
fact: Skip scented lotions around 
your pedicure. Use unscented 
ones; synthetic fragrances can 
cause your nail polish to crack.
—AYREN JACKSON-CANNADY
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I N S I D E  O U TB E H I N D  T H E  S C I E N C E Beauty
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04_Beauty_WebMD_JulyAug18.indd   31 5/15/18   6:31 PM
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S M A R T E R  L I V I N GH E A LT H Y  T O G E T H E R Family

 F O C U S E D  PA R E N T I N G  

Father-Baby 
Bonding 
Dads, your presence and  
participation right from the start  
may boost your baby’s brain power.

RESEARCHERS RECRUITED 128 BRITISH DADS AND 
their newborn boys and girls to take part in a 
study. At three months, the researchers assessed 
the ways the father and child interacted—just dad 
talking and playing with baby, no toys allowed. 
After two years, they watched dad play with and 
read to his child. Then, the toddler took a stan-
dardized test that measures social and language 
skills as well as problem-solving and the ability 
to pay attention. Girls and boys both did better 
on the tests if their fathers encouraged them 
to explore their surroundings during play and 
reading time while he stayed engaged, encourag-
ing, and positive. The takeaway for new fathers: 
Quality time with your new baby brings out her 
or his best, so make play a priority from day one. 
—MATT McMILLEN

June Legal Brand Book.indb   41 4/25/18   5:16 PM
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M E A L S  M A D E  E A SYD E L I C I O U S  B I T E S Food
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THE SWEET, CREAMY BANANA IS A SIMPLE SOLUTION FOR CHAOTIC 
mornings. Easy to eat and available in its own convenient yellow 
wrapper, one banana provides several nutrients, including 22% 
of an adult’s daily value of vitamin B6 (which might help prevent 
depression in older adults), 12% of potassium (key for healthy 
blood pressure), and 12% of fiber (which benefits digestion and 
heart health). Scientists also believe underripe, green bananas 
contain resistant starch, a type of fiber that quashes hunger and 
fuels beneficial gut bacteria. Eat bananas sundae-style with plain 
yogurt, a sprinkle of granola, and a drizzle of honey. Place slices on 
top of peanut butter toast. Or whir frozen bananas in the blender 
to make silky vegan ice cream. Go bananas! —ERIN O’DONNELL

 G O O D  F O R  Y O U 

Best of  
the Bunch
Bananas are one of the world’s most 
popular fruits for good reason. Easy, 
inexpensive, and kid-friendly, these 
tropical gems may also play a role in 
healthy digestion and weight loss. 

WebMD_MarchApril18_LegalBrandBook.indb   75 1/24/18   2:37 PM
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SCIENTISTS AT THE UNIVERSITY OF 
Iowa believe a protein called CDK8—
which is part of the larger complex 
protein responsible for switching genes 
in the heart muscle on and off—might 
activate crucial genes early in the 
disease process. Targeted medications 
could one day modify gene activity and 
prevent heart failure from developing.  

INFLAMMATION AND SCARRING OF 
heart tissue are key factors in the heart’s 
decline from functioning to failing. 
Researchers at the University of Califor-
nia San Francisco are testing on mice 
and human heart cells an experimental 
cancer drug that blocks the protein that 
triggers scarring and inflammation. 

MANY PEOPLE MANAGE THE CON-
dition with medications and lifestyle 
changes. But a recent study found that 
while doctors classified nearly 70% of 
their heart failure patients as high risk, 
only 14% of those patients recognized 
themselves that way. The study illustrates 
a need for better education about the 
severity and risks of the condition. 

—SONYA COLLINS

  C U T T I N G  E D G E  

Heart failure 
doesn’t mean the 
heart just stops.  
Heart failure occurs when the heart muscle 
weakens over time and fails to pump enough 
blood for cells to receive the oxygen and 
nutrients they need. New research zeros in on 
proteins that might influence the condition and 
medications that could block them.  

75
W EB M D.C O M

TA K E  AC T I O NE X P L O R E  H E A LT H Checkup

WebMD_Core_JanFeb18_Legal_Brand.indb   75 11/20/17   2:34 PM

LIVING HEALTHY
Healthy habits
•	 Women’s/men’s health
•	 Fitness and mind matters
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“My work on this 
issue is probably 

one of the greatest 
things I’ve done in 
my life. It’s been the 

greatest journey for 
me to be able to give 

this gift to kids who 
are like I was.

WebMD_Core_JanFeb18_Legal_Brand.indb   53 11/20/17   2:32 PM

UPFRONT
Timely topics—  
news you can use
•	 Quick-read stats and facts

BEAUTY
Behind the science—  
inside out
•	 Expert picks and  

beauty smarts

FAMILY
Healthy together—  
smarter living
•	 Baby, parenting, kid’s 

health, teens, pets

FOOD
Delicious bites—  
nutrition facts
•	 Recipe ideas, menu 

options, entertaining

CHECKUP
Explore health—take action
•	 Preventing, treating  

and living with ailments  
and conditions

FEATURES
The latest research and  
thought-provoking discoveries

CELEBRITY
Celebrity health stories
•	 Celebrity cover story, plus 

celebrity Q&A

E D I T O R I A L  C O M P O S I T I O N S
WEBMD MAGAZINE DELIVERS HEALTH AND WELLNESS CONTENT 
for every aspect of a consumer’s life in sections such as:
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ISSUE
IN-BOOK  

CONDITION GUIDE  
COMMITMENT DATE

SPECIAL ISSUE CLOSE  
(for In-Book Native Content)

AD CLOSE/COVERWRAP 
COMMITMENT DUE

AD AND COVERWRAP 
MATERIALS DUE IN-OFFICE

JAN/FEB ‘19 9/25/18 10/4/18 11/5/18 11/9/18 12/31/18

MAR/APR ‘19 11/21/18 11/30/18 1/8/19 1/14/19 3/4/19

MAY ‘19 1/23/19 1/30/19 3/6/19 3/12/19 4/29/19

JUNE ‘19 2/28/19 3/7/19 4/10/19 4/16/19 6/3/19

JUL/AUG ‘19 3/20/19 3/27/19 4/30/19 5/6/19 6/24/19

SEP ‘19 5/29/19 6/5/19 7/10/19 7/16/19 9/3/19

OCT ‘19 6/25/19 7/2/19 8/6/19 8/12/19 9/30/19

NOV/DEC ‘19 7/31/19 8/7/19 9/11/19 9/17/19 11/4/19

STANDARD DEVELOPMENT TIME FRAME FOR AN IN-OFFICE POSTER: 12 WEEKS

C
LO

SE
 D

A
TE

S

UNIT SIZE TRIM BLEED  
(.125” outside trim/all sides)

LIVE AREA/NON-BLEED 
(.25” inside trim/all sides)

SPREAD 16” x 10.5” 16.25” x 10.75” 15.5” x 10”

FULL PAGE 8” x 10.5” 8.25” x 10.75” 7.5” x 10”

2/3 PAGE VERTICAL 5.25” x 10.5” 5.5” x 10.75” 4.75” x 10” 

1/2 PAGE HORIZONTAL 8” x 5” 8.25” x 5.25”  7.5” x 4.5” (.25” inside trim/face, gutter, foot)

1/2 PAGE VERTICAL 3.875” x 10.5” 4.125” x 10.75” 3.375” x 10” (.25” inside trim/all sides) 

1/3 PAGE VERTICAL 2.5” x 10.5” 2.75” x 10.75” 2” x 10” (.25” inside trim/all sides) 

 S
PE

C
S

W E B M D  M A G A Z I N E :  D A T E S ,  S P E C S  &  R A T E S
 R

A
TE

S

UNIT SIZE FULL-COLOR GROSS RATES BLACK & WHITE GROSS RATES

FULL PAGE $133,365 $116,358 

2/3 PAGE $104,245 $87,238 

1/2 PAGE $85,892 $75,736 

1/3 PAGE $66,071 $58,240 

SPREAD $266,729 $232,715 

COVER 2 $158,569 -

COVER 3 $148,781 -

COVER 4 $171,784 -

SUPPLIED BRC  $100,207 -

WE-PRINT BRC $136,056 -

 A D  P O R T A L  U P L O A D  I N F O R M A T I O N 
Please submit files for WebMD Magazine via 
MEREDITH AD EXPRESS powered by SENDMYAD.

To join, go to: https://meredith.sendmyad.com
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2 0 1 9  E D I T O R I A L  C A L E N D A R

 J A N / F E B 
2018 Health Heroes:
Focus on Cancer & “Kick Off” to Better Health
Checklists and to-dos for all year long; special section on 
health to-dos for kids and teens

 M A R / A P R I L 
Focus on Fitness
Exercise motivators for every age and stage, plus what the 
newest science says about fitness and health

 M A Y 
The Science of Skin Health
What’s behind the science? The latest trends, products, 
and techniques to achieve healthy skin

 J U N E 
Mental Health & Wellness
A healthy brain and mental wellness are as important as a 
healthy body

 J U LY / A U G 
Healthy Summer & Transition to Fall
Outdoor fun & safety guide for families, plus back-to-school 
tips and checklists

 S E P T E M B E R 
Healthy Routines Refresh
The summer ends, the weather cools—new routines for the 
whole family

 O C T O B E R 
New Hope: Cutting-Edge Research 
An update on science’s greatest hits, from cancer to  
aging diseases

 N O V / D E C 
Giving Back
Healthy ways to care for yourself, your family, and  
your community
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W E B M D  D I A B E T E S  A T  W A L G R E E N S

 D E M O G R A P H I C 
Female. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  

Male. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .

Average Age. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .

Median 
Household Income. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .

Employed. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .

Married . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .

Have Children in Household. .  .  .  .  .  .  .  .  .  .  .

5 5 %

4 5 %

5 2 

$ 4 3 , 5 2 0

5 7 %

6 1 %

4 9 %

 D I S T R I B U T I O N 
•	 Distributed summer and fall at 8,000 

Walgreens Pharmacy locations 
and 50,000 endocrinologists/high 
prescribing PCP offices.

•	 Winter edition distributed in Spanish, 
200,000 copies at select Walgreen 
Pharmacy locations. 

 R A T E  B A S E 
1.5 million

ISSUE AD CLOSE AD MATERIALS DUE IN-STORE

SUMMER ‘19 4/1/19 4/5/19 6/9/19

WINTER ‘19 8/23/19 8/29/19 11/15/19 C
LO

SE
 D

A
TE

S

UNIT SIZE TRIM BLEED  
(.125” outside trim/all sides)

LIVE AREA/NON-BLEED 
(.25” inside trim/all sides)

SPREAD 16” x 10.5” 16.25” x 10.75” 15.5” x 10”

FULL PAGE 8” x 10.5” 8.25” x 10.75” 7.5” x 10”

2/3 PAGE  
VERTICAL 5.25” x 10.5” 5.5” x 10.75” 4.75” x 10” 

1/2 PAGE  
HORIZONTAL 8” x 5” 8.25” x 5.25”  7.5” x 4.5”  

(.25” inside trim/face, gutter, foot)

1/2 PAGE  
VERTICAL 3.875” x 10.5” 4.125” x 10.75” 3.375” x 10”  

(.25” inside trim/all sides) 

1/3 PAGE  
VERTICAL 2.5” x 10.5” 2.75” x 10.75” 2” x 10” (.25” inside trim/all sides) 

SP
EC

S
R

A
TE

S

UNIT SIZE FULL-COLOR GROSS RATES BLACK & WHITE GROSS RATES

FULL PAGE $93,000 $75,090

2/3 PAGE $72,450

1/2 PAGE $60,530

1/3 PAGE $45,940

SPREAD $119,740

THE MAGAZINE CONTENT DELIVERS SMART, PRACTICAL WELLNESS TIPS AND 
INFORMATION FOR PEOPLE WITH DIABETES (i.e., weight management, nutrition/ 
recipes, exercise/fitness, sleep, stress, managing blood glucose levels, and leading 
healthy, active lives).

 A D  P O R T A L  U P L O A D  I N F O R M A T I O N 
Please submit files for Diabetes at Walgreens via 
MEREDITH AD EXPRESS powered by SENDMYAD. 

To join, go to: https://meredith.sendmyad.com
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Editorial E-newsletters

•	 Delivering the content that matters most to over a 
quarter-million opt-in subscribers

Exam Room Posters
•	 Facilitate a productive dialogue between patient and 

physician on a specific topic or condition; posters offer 
customizations such as tear-off pads for coupons and 
lead generation, as well as a pocket or tray to hold 
brochures and patient information

•	 Distribution:

-- Only delivered on demand; available for sponsorship 
with quarterly/annual contracts 

-- Specialty and list-match targeting available 

Condition Guides
•	 An 8–12 page custom guide for the patient at POC being 

treated for, living with, and coping with a condition

•	 Distribution:

-- Only delivered on demand; available for sponsorship 
with quarterly/annual contracts 

-- Specialty and list-match targeting available 

°° (NEW) “Your Visit” patient workbook

-- A WebMD workbook laser-focused on the patient’s  
doctor visit

°° Caregiver Guides

-- Designed for the primary caregiver of the patient 
and filled with useful information and helpful tips

Coverwraps
•	 Branded consumer and HCP wraps around select copies 

of WebMD Magazine, targeted to consumers in chosen 
specialty offices or geographic regions

•	 Distribution:

-- Only delivered on demand; available for sponsorship 
with quarterly/annual contracts 

•	 Specialty and list-match targeting available

 B O O K  O F  R E C O R D  E L I G I B I L I T Y 
•	 WebMD Magazine offers pharmaceutical brands a book 

of record partner solution

•	 WebMD Magazine public outlets

-- 175,000 doctors’ offices nationwide* 

-- 14,000 public libraries 

-- PDF of magazine posted on WebMD.com

For more information and a custom proposal, contact  
Vanessa Cognard, VP, Publisher at vcognard@webmd.net 
or 212-624-3905.

*Office subscription count updated monthly

P O I N T  O F  C A R E  O P P O R T U N I T I E S 
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powerful reach

In 175,000 physicians’ 
offices nationwide

a captive audience

20- to 40-minute average wait time 
for a doctor or specialist  

 D I D  Y O U  K N O W ? 

In a recent survey of 
consumers who had been 
at the physician’s office in 
the past 60 days, WebMD 
content proved to have the 
greatest awareness and 
engagement among patients 
as well as actions taken  (e.g., 
doctor discussions, share, 
word of mouth). 

•	 202 million U.S. adults have seen an HCP 
at least once in the past year

•	 65% say waiting room materials are the 
most credible source of information

•	 2/3 of patients say relevant communication 
enhances their waiting room experience

•	 98.6 million people report* seeing health 
care advertising in their doctor’s office

Source: WebMD POC Engagement Survey, 2017.

the gateway to retail

65% of consumers go to retail and 
make purchases after a doctor’s visit

T H E  V A L U E  O F  P O I N T  O F  C A R E

W H Y 
W E B MD 

P O C ? 

READERS PICK UP WEBMD MAGAZINE AT THE VERY MOMENT HEALTH AND 
WELLNESS IS TOP-OF-MIND: in the doctor’s waiting room.
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M E A S U R E M E N T  &  P E R F O R M A N C E
TAP INTO INDUSTRY-LEADING RESEARCH AND ANALYTICS to better understand 
your consumer.

 W E B M D  P O I N T  O F  C A R E  O F F E R S 
•	 HCP Surveys

•	 Brand Lift Studies

•	 Third-Party Measurement

-- IQVIA, Crossix, Symphony

•	 Pre/post Awareness 
Measurement

•	 ROI Guarantees

All measurement and performance 
programs are based upon a 
minimum six-month contract and 
deal terms negotiated on a case-by-
case basis. WebMD will determine 
the viability of each program with 
a thorough pre-sale evaluation and 
work with the client’s preferred 
third-party vendor.
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W E B M D  P O I N T  O F  C A R E  
C O N T R A C T S  &  E X C L U S I V I T Y

WebMD Point of Care is a free 
editorial subscription service to 
the physicians receiving WebMD 
educational materials. WebMD 
provides AAM audits and postal 
receipts for exam room posters and 
condition guides to confirm delivery. 
WebMD Magazine provides a 
monthly rapid circulation report and 
biannual audit through AAM to verify 
circulation and distribution.

WebMD offers POC contracts  
by specialty for six-month and 
annual time frames. Exclusivity is  
not guaranteed in the national  
WebMD Magazine. 

First right of refusal: For contracted 
specialty offices and Point of Care 
products, WebMD offers first right 
of refusal to advertisers based upon 
the contract start and end date. 
Specialty office inventory contracts 
are subject to short rates if a Point 
of Care product is canceled/delayed 
by the advertiser.

All Point of Care programs are 
subject to short rate fees if delayed 
to launch in office pending the 
inventory, timing of the delay, and 
the WebMD investment in paper, 
editorial and design production.
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SOURCES: Sources are a compilation of multiple brands and studies including Crossix, Symphony, 
and WebMD HCP Survey, as well as client-reported and client agency third-party studies.

WEBMD POC PROGRAMS CASE STUDY RESULTS

In-Book Paging 70% more likely to reach a qualified audience

Posters
CPG POSTER: Almost 2x the brand’s redemption rate of their national FSI coupon

PHARMA POSTER: 30% drive in prescriptions as a direct result

Condition Guide & Poster +67,458 new prescriptions as a direct result

HCP Coverwrap •	97% lift in brand awareness •	55% of physicians intend to recommend

SU
C
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VP, PUBLISHER
VANESSA COGNARD 
vcognard@webmd.net 
212-624-3905

NEW YORK
CLAUDIA FERN 
cfern@webmd.net 
212-624-3728

PATRIA RODRIGUEZ 
prodriguez@webmd.net  
212-417-9542

WEST COAST
NICOLE JONES 
njones@webmd.net  
213-718-5550 

CHICAGO
TRACY KENNEDY 
tkennedy@webmd.net 
312-416-9275

ANNA NOVINGER 
anovinger@webmd.net 
312-416-9278  A D  P O R T A L  U P L O A D  I N F O R M A T I O N 

Please submit files for WebMD Magazine and 
Diabetes at Walgreens via MEREDITH AD EXPRESS 
powered by SENDMYAD.

To join, go to: https://meredith.sendmyad.com

You can find this Media Kit Online: 
https://www.webmd.com/mediakit

G E T  I N  T O U C H

For more in-depth case studies relevant to your 
brand, please contact VP, Publisher Vanessa Cognard 
vcognard@webmd.net or your local sales director.

W E B M D  P O I N T  O F  C A R E  
P R O G R A M S  D R I V E  S U C C E S S


