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The Top 10 Online Brands, 2014
by frequency of ad occurences

While print is still important, it 
is now only one way in which 
information is consumed. Acknowl-

edging this change has lead to the realization
that a balanced, integrated media mix —
which includes print — is the best approach
to reaching an audience. 

According to Fabien Savenay, Vice-President,
Sales, at Wolters Kluwer and President of the 
Association of Medical Media, combining
print plus digital yields greater value to 
customers. 

“The role of the publisher is to produce the
best possible content and deliver it to each
part of the audience in the way they want to
receive it. If they want to read print, they
should have print; if they want digital, they
should get digital,” says Savenay. 

Tom Easley, Senior Vice-President and 
Publisher, Periodic Publications, American
Medical Association, shares the same view:
“Physicians want to get their information
across multiple platforms, so we’ve focused
on making content available — reliable and
highly usable — whether it’s in print, on the
website, or in mobile applications.”

Deciding to evolve the business according to
these changes is the easy part; developing the
right media mix remains a difficult challenge
facing health care marketers.   

That being said, take a look at the top
10 online brands, ranked by frequency
of ad occurrences. These brands seem
to be doing something right!  
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1 8.0

2 3.0

3 2.9

4 2.2

5 2.1



Wall Street View

* Adapted from: “Back in the Mix.” Reporting by James Chase. Medical Marketing & Media 2015; March 50:13.
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Rank Brand/Manufacturer % of All Occurences
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6 2.0

7 1.9

8 1.6

9 1.5

10 1.4


