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PRINT ADVERTISING RATES

GENERAL DESCRIPTION

1. General Editorial Direction

T F P ,apeer-reviewed and indexed journal, publishes evi-
dence-based clinical information supplemented by expert commentary on timely topics
relevant to family physicians. Each issue includes review articles, key ndings from new
research (POEMsf), and other brief features that keep practitioners up to date on the
most current recommendations for diagnosis and treatment of common problems.

RATES & SPECIAL PROGRAMS

2. Discounts

AGENCY COMMISSION AND TERMS: Fifteen percent of gross billings on space, color,
cover, and preferred position charges to recognized agencies, contingent on payment
within 30 days of invoice date.

3. Special Programs

A. EARNED FREQUENCY: Rate is determined by number of units within a 12-month pe-
riod. Aunitis a page or fraction. A spread is two units. Each page of an insert counts as a unit.

B. Insertions of parent companies and subsidiaries are combined to determine earned
rate. Co-marketed products may select the earned frequency discount of one company.

c. Publisher guarantees uniform rates to all advertisers using same amount and kind of
space.

D. Rates subject to change with 90 days notice. Contracts are accepted and guaranteed
three months from last issue closed. In the event of a rate increase, contracts may be
terminated without penalty or short rate.

E. FREQUENCY DISCOUNT PROGRAM: Use the highest earned frequency from any
one Dowden Health Media journal to determine frequency for all journals.
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F. COMBINATION RATE: Any desired combination rate is avail-
able withM C P ,OBGM ,C -

P ,andC S . Use the highest
corporate frequency from any one publication to determine your
combined frequency. Insertions must run in the same month for
combination rates to apply. No charge for bleed. See PERQ/HCI AIM
or MARS online systems or visit our website for combination rates.

G.CORPORATE INCENTIVE PROGRAM: Clients earn discounts
based on total gross spending by a parent company and its subsid-
iaries for advertising, reprints, and promotional programs with the
Dowden Health Media Professional Division in 2008. CME-funded
programs cannot be included. If spending in 2009 exceeds 2008, use

the higher dollar amount.

H. CONTINUITY PROGRAM: Buy 5 ads, get the 6th at half price; OR
buy 11 ads, get the 12th ad FREE, OR 8.3% 0 each insertion. If sizes
of insertions vary, use net average page rate to calculate discount.

I. LAUNCH INCENTIVE PROGRAM: (Applies to new products

and new indications for existing products.) Advertise in 3 months
consecutively and earn the 4th ad FREE (same size or smaller).
Prelaunch units do notapply. e launch program supersedes the
Dowden Health Media Continuity Program. All launch ads count
toward the calculation of earned frequency, but free ads do not
count toward Dowden Health Media s Corporate Discount Program.

4. Classi ed Ads: Seeclassi edrate card or call Karon Hunley,
Marketplace Classi ed Sales at: 800-336-9396.

Corporate 5. Reprints
Spending $200K $350K $500K $1.0M $1.5M $2.0M $3.0M Article reprints are available. Contact Dina Conway, Reprints
Savings  1.0% 2.0% 3.0% 4.0% @ 50% 6.0% 7.0% Manager at 201-740-6238 or dina.conway@dowdenhealth.com.
6. Run-of-Book Rates
FOUR COLOR BLACK-AND-WHITE RATES
Frequency Full page Full page 2/3 page 1/2 page 1/3 page 1/4 page
1x $ 7,070 $6,015 $4,315 $3,995 $3,585
3x 6,830 5,805 4,130 3,840 3,445
6Xx 6,585 5,625 4,020 3,690 3,330
12x 6,325 5,310 3,810 3,535 3,215
24x 6,060 5,115 3,640 3,395 3,070
36X 5,815 4,900 3,500 3,265 2,920
48x 5,595 4,705 3,350 3,120 2,785
60x 5,505 4,600 3,295 3,055 2,755
72x 5,380 4,530 3,235 3,010 2,695
96x 5,270 4,440 3,160 2,965 2,655
120x 5,210 4,380 3,120 2,920 2,615
144x 5,145 4,340 3,095 2,885 2,565
192x 5,085 4,295 3,055 2,855 2,535
7. Color : In addition to earned black-and-white rates. Charge per color per page or fraction.
Standard S.W.O.P. Color Matched Color Matched Color Metallic Three and Four Color Five Color
$1,145 $1,345 $2,205 $2,675 $3,850
8. Insert Rates
Frequency 2 page 4 page 6 page 8 page 10 page
1x $14,520 N/A N/A N/A N/A
3x 14,040 $27,670 N/A N/A N/A
6Xx 13,565 26,715 $39,820 $52,960 $66,090
12x 13,025 25,645 38,265 50,865 63,440
24x 12,500 24,590 36,700 48,790 60,805
36x 12,000 23,585 35,180 46,795 58,270
48x 11,565 22,715 33,850 44,980 56,110
60x 11,395 22,380 33,335 44,325 55,280
72X 11,155 21,925 32,670 43,395 54,070
96X 10,935 21,475 31,995 42,525 52,990
120x 10,800 21,170 31,550 41,930 52,295
144x 10,670 20,930 31,180 41,440 51,665
192x 10,555 20,690 30,855 40,975 51,090
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9. Demographic Rates

A. List match and other demographic editions also available. Please
use the following formula: % of circulation (minimum is 30%) x
full-page, black-and white rate or appropriate insert rate at applied
frequency x the number of pages (if run-of-book) + color charges (if
run-of-book) + mechanical charge (commissionable, per insertion:
$2,830 for run-of-book, $1,960 for preprinted inserts).

B. Full-page ads only for demographic, list match and special editions.
c. Splitruns are not available on covers or in positions.

D. Any regional or demographic selection that generates additional
versions of the journal will be considered a split run. Demographic
splitruns are available at the discretion of the publisher.

E. Gross charges include mechanical charges but do not include charges
from list service for record tags, which are mandatory for all split-run
projects. For price quotes and list requirements, contact Aaron Gale,
Direct Medical Data Sales Representative, at 847-813-1170, ext. 12.

10. Bleed: Nocharge.

11. Covers, Positions: Sold annually on a contract basis to
individual advertisers. Space premiums are charged on the black-
and-white earned rate (color charges are then added).

Covers

Second cover

35% premium, ad must run 4-color

Third cover

10% space premium

Fourth cover

Facing table of contents, page one

50% premium, ad must run 4-color

Positions: Cancellation of preferred positions must be received in
writing 60 days in advance to avoid penalty.

15% space premium, ad is
preferred 4-color

Facing table of contents, page two

5% space premium, ad is
preferred 4-color

Facing rst reading

10% space premium, ad is
preferred 4-color

Other preferred positions

10% space premium

12. The Perfect Pair Combination Rates

A. Ifunitsizesdi eror preferred position premiums apply, discount
each unit as follows after premium is applied:

JFP + MCP: 35% per publication rate card J

B. Combination rates with M C P
Circulation: 220,000.

I. Run-of-Book Rates

FOUR COLOR BLACK-AND-WHITE RATES

Frequency Full page Full page 2/3 page 1/2 page 1/3 page 1/4 page
1x $9,095 $7,660 $5,730 $5,090 $4,550
3x 8,810 7,445 5,585 4,925 4,415
6X 8,560 7,250 5,500 4,785 4,290
12x 8,285 6,945 5,345 4,630 4,175
24x 8,005 6,740 5,145 4,485 4,030
36x 7,725 6,515 4,935 4,340 3,875
48x 7,480 6,300 4,805 4,185 3,730
60x 7,335 6,180 4,730 4,100 3,680
72x 7,180 6,070 4,650 4,025 3,600
96x 7,035 5,950 4,505 3,945 3,535
120X 6,915 5,855 4,405 3,870 3,470
144X 6,795 5,755 4,275 3,805 3,400
192X 6,675 5,660 4,200 3,745 3,340

11. Color: Inaddition to earned black-and-white rates. Charge per color per page or fraction.

Standard S.W.O.P. Color Matched Color Matched Color Metallic Three and Four Color Five Color

$1,455 $1,765 $2,780 $3,390 $4,975
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1. Insert Rates

Frequency 2 page 4 page 6 page 8 page 10 page

1x $18,660 N/A N/A N/A N/A

3x 18,110 $35,680 N/A N/A N/A
6Xx 17,600 34,680 $51,735 $68,785 $85,840
12x 17,060 33,575 50,130 66,600 83,125
24x 16,485 32,450 48,435 64,380 80,295
36x 15,935 31,335 46,770 62,145 77,500
48x 15,430 30,330 45,225 60,090 74,980
60x 15,165 29,790 44,425 59,015 73,635
72x 14,855 29,200 43,540 57,845 72,115
96x 14,565 28,615 42,650 56,680 70,675
120X 14,325 28,095 41,910 55,645 69,450
144X 14,075 27,620 41,170 54,695 68,220
192X 13,830 27,145 40,490 53,770 67,065

INSERT INFORMATION T F P . Questions regarding deliveries:

13. Availability and Acceptance

A. AVAILABILITY: Allinserts are subject to publisher s approval.
Provide samples of specialty inserts to ensure compatibility with
printer s equipment.

B. ACCEPTANCE: Full-size stock samples must be submitted for
approval prior to publication.

C. SPECIAL INSERT FEATURES: Gatefolds, shortcuts, and other
nonstandard features (eg., paper stock weight over maximum
micrometer reading) are subject to publisher s approval and may
incur a premium charge.

14. BRCs

Accepted if they accompany afull-pagead. ey are charged at the

full-page, black-and-white page rate, and must meet postal regulations.

15. Charges
See Insert Rates (#8). All insert rates are commissionable.

16. Standard Sizes and Speci cations

PAPER STOCK MAX MICROMETER
Maximum Minimum Reading
2-page (one leaf) = 80# coated 70# coated 0.005”
4-6-8-page 80# coated 60# coated 0.004”
17. Trimming

Insert delivered size should be 8 ” x11”. Trimming of oversize
inserts will be charged at cost. Keep live matter ” from trimmed
edges; allow ” head, foot, gutter, and right side trim. Book is jogged
to head, perfect bound. Publication trimsizeis7 7 x10

18. Insert Quantity
103,500. For demographic runs fewer than 95,000, add 5%.

19. Shipping

Inserts should be clearly marked with publication name, issue date,
and quantity. Ship to: RR Donnelly Insert Warehouse, Route 251 South
and 4099 (Eljan Road), Mendota, IL 61342. Attn: Bonnie House,

Cli Smith at 815-538-2738.

All printed inserts should be full size, supplied untrimmed, folded
except single leaf, and ready for binding. Varnished inserts are
accepted at the publisher s discretion.

ISSUANCE AND CLOSING
20. First Issue: 1974.

21. Frequency: Monthly.

22. Issue Date: First of each month.

23. Mailing Date & Class
Within rst two weeks of month. Periodicals class.

24. Dates (subject to change):

Issue Mail Date Reservation Due Inserts Due
Jan 1/6 12/3 12/10 12/12
Feb 2/6 1/7 1/13 1/16
Mar 3/4 2/4 2/10 2/13
Apr 4/2 3/4 3/10 3/13
May 5/5 4/6 4/13 4/16
Jun 6/4 5/6 5/12 5/15
Jul 712 6/3 6/9 6/12
Aug 8/3 716 7/10 7/16
Sep 9/1 8/4 8/11 8/14
Oct 10/2 9/3 9/10 9/15
Nov 11/2 10/6 10/9 10/15
Dec 12/4 11/4 11/10 11/13
EDITORIAL

25. Special Focus Issues: None

26. Average Issue Information

A. PURLSs™: Priority Updates from the Research Literature: How to
put new scienti cdiscoveries into real-life practice.
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B. PURLSs™ Instant Poll: Online survey of family physicians
preferences and opinions.

c. Clinical Review articles, 6 8 pages each.

D. (Info POEMSf) Key Findings from New Research, 4 pages.
E. Clinical Inquiries, 8 13 pages.

F. Editorial, 1 2 pages.

G. Special departments per issue (eg, Photo Rounds, Practice Alert,
Guideline Update).

27. Origin of Editorial
A.SOLICITED: 30%.
B. UNSOLICITED: 70%.

C.ARTICLES OR ABSTRACTS FROM MEETINGS OR OTHER
PUBLICATIONS: None.

D. REJECTION RATE: 70%.

E. PEER REVIEW: All articles are reviewed by expertsinthe eld
under discussion.

GENERAL INFORMATION
28. Requirements for Advertising Acceptance

Advertising must be consistent with the publisher s policy of service
to the medical profession and within published AMP guidelines at
publisher s discretion.

29. New Product Releases: No.

30. Editorial Research
Conducted on a routine basis. Consult publisher for details.

31. Ad Format and Placement Policy
A. Advertising is interspersed among editorial.
B. Ads are rotated.

c. Run-of-book cancellations are accepted in writing up to 3 days past
theo cial date for space without penalty. Cancellation of preferred
positions must be received in writing 60 days in advance to avoid
penalty. Penalty is applied in all other situations and is assessed as
administrative and production charges incurred by publisher.

32. Ad/Edit Information

AD/EDIT A\Y/cH AVG. # AVG. #
Ratio : Folio Size | Ad Pgs. Edit Pgs.
August 2007 to July 2008 . 45/55 88 40 48

CIRCULATION
33. Description of Circulation Parameters

A.O ce-based MDs and DOs in Family Medicine, Family Practice
and General Practice.

B. Hospital-based MDs and DOs in Family Medicine, Family
Practice and General Practice, plus residents in the last 2 years of
residency. First-year residents by request.

c. Other professional activity: Teaching (inquire for counts).
D. Osteopathic physicians in Cardiology and Internal Medicine.

e. Demographic: Available to all or portion of specialties listed
(See 36. Coverage).

34. Demographic Selection Criteria
A. CIRCULATION DISTRIBUTION: Controlled: 98.9%, Paid: 1.1%.

B. SUBSCRIPTION RATES: U.S. individual $154 per year, U.S. insti-
tutions $270, International individual $205, International institu-
tions $355.

35. Circulation Veri cation: Audit: BPA.

36. Coverage: (See below)
A. Have any specialties been combined in the grid below? No.

B. Date and source of breakdown: July 2008 BPA Circulation
Statement.

2008 CIRCULATION ANALYSIS

Of ce Hospital* Other? Osteopaths® . TOTAL

Family Practice 4,458 4,458
Family Medicine 60,533 3,762 = 1,308 17,295 82,898
General Practice 6,324 664 76 195 7,259
Cardiology 36 36
Internal Medicine 368 368
Total 66,857 8,884 1,384 17,894 95,019

1. Hospital category is a combination of full time hospital-based staff and residents
2. Other category is a combination of medical teaching and other types of practice
3. Osteopaths category is a combination of of ce-based and hospital-based practices

MECHANICAL REQUIREMENTS
37. Ad Sizes and Bleed Sizes

Width Depth Width Depth
1 page 7 X 10” 81'g” X 117
23 page (vertical) 45g” X 10” 51g” X 117
% page (horizontal) 7" X 47" 8 /g” X 5%
% page (vertical) 33" X 10” 4 X 117
/3 page (vertical) 2 %" X 10”7 2 g” X 117
... page 33" X 47" 4 X 5%

A. Hold all live matter in 3/s” from all sides.
B. Trim size of journals: 77/s” x 103/.”.

38. Paper Stock
A. Inside pages: 40# No. 5 coated groundwood.
B. Covers: 80# No. 3 coated groundwood.

39. Type of Binding: Perfect-bound.

40. Half-Tone Screen Recommendations
A. Covers: 150 line.

B. Inside: 133 line.

c. 4-color: 133 line.

D. Density of tone: 4-color cover 320%, 4-color inside 300%,
2-color inside 180%.
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41. Reproduction Requirements

T F P isprinted web 0 set using com-
puter-to-plate technology. S.W.O.P. standards apply.

MATERIAL REQUIREMENTS: T ] F P
acceptsdigital lesonly. All digital lesshould be accompanied by
a SW.O.P. proof. Files will be accepted on CD-ROM, DVD-R, or Zip.
Disks may be IBM or MAC formatted.

GRAPHICS FILE FORMATS: PDF/X-1a no ICCpro les,embed

all high-resolution graphics and fonts (Type 1 preferred). Photoshop
(EPSorTIFF) nolCCpro les,embedall fonts, attenall layers.
Illustrator (EPS only; no Al les) outline all fonts, attenall layers,
no spot colors in gradient blends. For 5-color jobs, only PDF/X-1a or
Illustrator EPS leswill be accepted; no DCS les. Files should be
accompanied by a S.\W.O.P. proof. Publisher will not accept responsi-
bility for color reproduction if a S.W.O.P. proof is not furnished.

APPLICATION FILE FORMATS: InDesign, QuarkXpress (6.5 only),
Photoshop, and Illustrator. All required image trapping should be
included inthe le. All printer and screen fonts must be included.
Allimages must be CMYK or Grayscale, EPS or TIFF at 300 dpi;

no RGB or JPEG images. Do notembed ICC pro les. Line art should
be 1,200 2,400 dpi, EPS or TIFF. Files should be accompanied by a

S.W.O.P. proof. Publisher will not accept responsibility for color
reproduction if a SW.O.P. proof is not furnished.

PRINTING PROCESS: Color rotation sequence is black, cyan,
magenta, and yellow.

42. Disposition of Material

Display ad materials will be held 1 year from date of last insertion
and then destroyed unless speci cally requested otherwise.

43. Addresses

A. For contacts, insertion orders, reproduction materials, color
proofs, other instructions, publication-set copy: T ]

F p , 110 Summit Avenue, Montvale, NJ 07645;
Attn: Production Department. Fax 201-740-6226.
E-Fax 866-388-1933.

B. FOR ALL INSERTS: RR Donnelly Insert Warehouse, Route 251
South and 4099 (Eljan Road), Mendota, IL 61342. Attn: Bonnie
House, T J F P . Questions regarding
deliveries: Cli Smith at 815-538-2738.

c. MAILING HOUSE: Direct Medical Data, 2340 River Road,
Suite 408, Des Plaines, IL 60018, Attn: Aaron Gale.

ONLINE ADVERTISING RATES

Reach family medicine physicians with advertising on one or more of THeE JourRNAL oF FamiLy PracTice’s three online offerings:
jfponline.com, af liated e-newsletters, and our new vertical search portal, JFPFindit.com. Take advantage of one or all
vehicles to create a customized advertising campaign that will reach an actively engaged audience.

* Banners will be seen by thousands of readers of current and past issues when choosing the Web site option.

* Advertising messages will be pushed out to physicians who have registered for regular communications via e-newsletters.

* Associate your advertisement with keywords typed by physicians who are conducting highly targeted searches for infor-

mation relevant to this specialty with JFPFindit.com.

A combination of print and online advertising ensures brand recognition by the reader. Details of each delivery format follow.

44. Web Site Advertising features

A. Supportforawide range ofad le typesincluding FLASH and
DoubleClick.

B. Supportfor large le sizes, which guarantees high-quality text
and animation inyour ads.

c. Full-service reporting features including automatic e-mail reports.

D. Capability to deploy multiple ads in a single campaign to keep
advertising fresh.

E. Embed links to client site.

45. Web Site Rates / non-commissionable (See gure below)

WEB RATES
Ad Type Pricing Ad Type Pricing
Banner 1 $1,500 Banner 4 $1,100
Banner 2 and 3 $900 Run of site $1,000

46. E-Newsletter Advertising

E-mail sent to registered usersfromT ] F

P ensures immediate recognition and acceptance by fam-
ily practice physicians of your promotional message. Delivers your
brand message to their inbox and helps drive tra ¢ to your mes-
sage or Web site. In addition to content and images, the e-newslet-
ter features links to pages on our Web site or other locations.
Pricing:

Leader board: $1,500

Button ad: $1,000

47. Online Ad Positions (See gure on page 7)

A. Ads may rotate with up to 4 other ads in a position.

B. Ads may be weighted to appear more frequently in rotation.
C. Run of site ads will be run in positions as available.

D. Each position runs on pages throughout the Web site.
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POSITIONS AND DIMENSIONS

BANNER 1
Leader board: 728 x 90 pixels (rich media position).
Horizontal ad at top of page on Home Page and on all inside pages.

BANNER 2 AND 3
Square ads: 125 x 125 pixels.
Left-hand navigation bar, inside page; left column.

BANNER 4
Vertical banner: 160 x 600 pixels.
Right-hand column, inside page; right column.

Banner image sizes depicted in diagram are for representational
purposes only.

Exact speci cations are described above under positions and
dimensions.

Speci cations conform to the Interactive Advertising Bureau s (IAB)
advertising standards and guidelines.

Increased weighting is available, ask your sales manager.

48. JFPFindit Search Portal JFPEINDIT PRICING®
‘]FPFde_Lt’ L vertical Package Type Size Keywords . Pricing
search portal, puts your mes- 1 Leader board = 728 x 90 pixels 12 $21,600
sage in front of the right 2 Banner 468 x 60 pixels 8 19,200
audience at the time they are 3 Button 120 x 90 pixels 4 14,400
most engaged. JFPFinditis a “Pricing for annual package

tool that launches focused,

relevant Web site searches. With

JFPFindit your ads are associ-
ated with the user s results which brings attention to your message
in arelevant editorial context. Your advertisements will not get lost
in the clutter, as can happen with general search engines.

ROTATING LEADER BOARD AD 728 X 90 PIXELS
Located at the top of Web site page, offers high visibility.

KEYWORD SEARCH LISTING

Keyword-generated text ad identi ed as a sponsored link
brings your message to the attention of users when they
are analyzing their quali ed options.

—— ROTATING BUTTON AD 120 X 90 PIXELS
Located directly to the right of keyword listing, associates
your message with keyword results.

™~ ROTATING BANNER AD 468 X 60 PIXELS
Positioned below keyword search results, associates your
message with the user s search results.
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H INTEGRATED PRINT & ONLINE
prin+PLUS / 0 SR e maTts
prin+PLUS integrates print and online advertising, optimizing the impact of your message. This multi-channel approach

adds synergy to your campaign, gains exposure across markets, and maximizes your budget. Reap the bene ts of cam-
paign continuity + frequency by combining print and Web in our brand new multimedia prin+PLUS program.

49. General Description within a 12-month period including all online ads that are part of

T F P o ersspecial rates for our adver- the prin+PLUS program.

tisers who use both printand online ad campaigns. s section B. CORPORATE INCENTIVE PROGRAM: All advertising counts

re ects combination rates for print plus online advertising: toward corporate incentive program.

A. prin+PLUS on jfponline.com. C. CONTINUITY: Printand online ads do not need to runin the

B. prin+PLUS on the JFPFindit portal. same month, but must run in both formats to take advantage of
the program.

50. Discounts D. AGENCY COMMISSION: Fifteen percent of gross billings

A. EARNED FREQUENCY: Rate is determined by number of units on space, color, cover, preferred position charges and online
advertising.

51. prin+PLUS Rates for jfponline.com

Combine rates for print and online ads to get gross amount, then take agency commission. Specify prin+PLUS program on
insertion order.

Examples:
Frequency Print Ad Unit Full Rate 1 Web Ad = Gross Net
36x 1P4C / 1PBW $14,305 + Square: $900 = $15,205 $12,924
24x 2P insert 12,500 +  Vertical Banner: 1,100 = 13,600 11,560
12x 1P4C 9,000 + Leader board: 1,500 = 10,500 8,925

52. prin+PLUS Rates for JFPFindit PORTAL

Combine rates for print ads and JFPFindit ads to get gross amount, then take agency commission. Specify prin+PLUS program
on insertion order.

Examples:
Frequency Print Ad Unit Full Rate + Web Ad* = Gross Net
36x% 1P4C / 1PBW $14,305 + Package 1 Leader board: $1,800 = $16,105 $13,689
24x 2P insert 12,500 + Package 2 Banner Ad: 1,600 = 14,100 11,985
12x 1P4C 9,000 + Package 3 Button: 1,200 = 10,200 8,670

*Pricing based on monthly calculation of annual rate

NOTES:




