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Content

Meet the Editor

Karl E. Strom is chief editor and a founding editor of The Hearing Review. Over 

the last 23 years, he has reported on hearing healthcare’s most important issues 

and worked with many of the influential thought leaders, clinicians, executives, 

and researchers in the field. As a self-confessed “science nerd” and a former 

marketing manager, Strom has unique insights into hearing industry trends, and 

is known for his wide network of industry contacts and in-depth analyses of the 

increasingly dynamic and segmented hearing healthcare market. 

The Hearing Review remains the only trade media resource in the North American 

market to have updated offerings in all three media channels—print, digital, and 

social media—and has a history of publishing landmark articles, surveys, and breaking 

news stories. For example, in 2016, HR published industry-changing articles about 

hearing loss and its link to diabetes and other co-morbidities, the Institute of Medicine 

(IoM) and President’s Council of Advisors on Science and Technology’s (PCAST) 

recommendations on affordable and accessible hearing care, an in-depth analysis of 

European reimbursement systems, as well as technical reviews of many of the most 

important products and technologies launched this year. Our website,  

hearingreview.com, incorporates an interactive digital format and features many 

Karl Strom | Chief Editor
 218.525.5558 

 kstrom@allied360.com

new webinars and blogs about the strategies used by successful practitioners to improve 

their businesses, increase efficiency and customer satisfaction, and grow revenues in an 

era of increased competition and disruption—often drawing commentary from the most 

influential professionals in the field. 

The Editorial Advisory Board (EAB) of The Hearing Review includes some of our field’s 

most distinguished audiologists and hearing instrument specialists from private practice, 

academia, and hearing-related institutions. EAB members—many of whom have been 

honored by or have led key hearing-related organizations—regularly recommend and 

review for publication articles and potential topics, while providing insights and advice 

about HR’s content management. 

“The Hearing Review has served as a central point of exchange for the worldwide 

community of hearing care clinicians, researchers, executives, and other key opinion 

leaders,” says Strom. “We’re known for our reliable, timely, independent, and engaging 

content. Ultimately, our focus is to help professionals help more consumers who have 

hearing loss—and help them succeed in this fast-paced market. To do that, they need 

pragmatic information on the latest technologies and techniques, as well as ideas about 

how to build and grow thriving, modern practices. 

“As a leading voice in a changing marketplace,” continues Strom, “we’re working hard to 

remain the #1 media choice in all the varied product and service distribution channels—

and in all media channels. In addition to our print and digital editions, HearingReview.

com has expanded its multi-media capabilities to include a scalable tablet edition and 

community websites, as well as new blogs, webinars, podcasts, and other digital offerings. 

Our goal is to be wherever our readers are, including a strong social media presence. Also, 

with about one-third of our website visitors hailing from outside North America, we are 

now an even more central forum and opinion exchange for the international hearing care 

community. Our experienced team has a very exciting and engaging role in this industry.”
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Audience
Boasting the most highly qualified and engaged audience in the hearing 

health market, The Hearing Review seamlessly blends print, online, and 

e-Newsletter content to reach our audience.

Print
Our audience engagement begins with print. 100% of The Hearing Review’s 

audience has personally requested their subscription ensuring an audience of 

hearing professionals who consume every issue.

Online
HearingReview.com is our industry’s leading online resource averaging more 

than 60,000 unique visitors per month.

Email Newsletters
Delivered to more than 15,000 recipients with an average open rate of 20% 

the eNewsletter program delivers a consistent level of engagement for our 

advertisers, week after week.

Audience By Distribution

Audience

Purchasing Audience

Year Avg. Visits Avg. Uniques Avg. Page Views
2015 77,507/MO 57,037/MO 109,008/MO

Audience by Occupation

AUDIENCE ANALYSIS FOR 6 MONTH PERIOD JAN 2015 – AUG 2015

18.49%

24.71% 24.69%

.62%

4.91%
7.32%

4.91%

13.82%

.52%

Other Audiologists

Manufacturer/Supplier

Otorhinolaryngologist, Otologist

Hearing Educator

Hearing Instrument Specialist

Other than above

36.15%

16.27%'

42.66%

4.91% Owner

Manager

Employee

Other

Web Statistics (Monthly)

E-NEWS

MAGAZINE

UNIQUE WEBSITE
VISITORS

21,064 15,796

57,037
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2017 Content Calendar

Webinars/Podcasts
Tinnitus Remediation 
Protocols

Insider Weekly Newsletter 
5.4.17
5.11.17
5.18.17
5.25.17

Product Emails
TBD

HR Top-10 Can’t-Miss News
TBD

Cover/Feature
Tinnitus Solutions for the Busy 
Hearing Care Practice

Fitting & Diagnostics
Advanced Masking for the 
Dispensing Professional

Practice Marketing 
& Management
Marketing Tinnitus 
Remediation to Current and 
New Patients

Tech Topics
Tinnitus Devices and Solutions

Webinars/Podcasts
Teens and Hearing Aids

Insider Weekly Newsletter 
6.1.17
6.8.17
6.15.17
6.22.17
6.29.17

Product Emails
TBD

HR Top-10 Can’t-Miss News
TBD

Cover/Feature
School-Age Children and 
Hearing Aids

Fitting & Diagnostics
Students (and Adults) in 
Bands and Choirs

Practice Marketing 
& Management
Battery Clubs and Battery 
Marketing

Tech Topics
10 Rules for Classroom 
Amplification

Ad Close Date: 11.30.16
Ad Materials Due: 12.7.16
Mail Date: 1.13.16

Ad Close Date: 1.4.17
Ad Materials Due: 1.11.17
Mail Date: 2.10.17

Ad Close Date: 2.1.17
Ad Materials Due: 2.8.17
Mail Date: 3.10.17

Ad Close Date: 2.22.17
Ad Materials Due: 3.1.17
Mail Date: 3.31.17

Ad Close Date: 4.5.17
Ad Materials Due: 4.12.17
Mail Date: 5.16.17

Ad Close Date: 5.3.17
Ad Materials Due: 5.10.17
Mail Date: 6.12.17

MARCH
AAA Preview*

JANUARY FEBRUARY APRIL
AAA Issue (Apr 5-8) 
Indianapolis

JUNEMAY

Webinars/Podcasts
Benefits and Limitations of 
Open Fittings

Insider Weekly Newsletter 
1.5.17
1.12.17
1.19.17
1.26.17

Product Emails
TBD

HR Readers’ Forum 
TBD

HR Top-10 Can’t-Miss News
TBD

Cover/Feature
Telephones, TVs, and Hearing 
Aids: Can They All Get Along?

Fitting & Diagnostics
Fitting the Person with Mild 
Hearing Loss

Practice Marketing 
& Management
SEO and Your Practice

Tech Topics
Connectivity and Hearing Care 
in 2017

Webinars/Podcasts
100 Years of Recorded Jazz: 
An Audiological Perspective

Insider Weekly Newsletter 
2.2.17
2.9.17
2.16.17
2.23.17

Product Emails
TBD

HR Readers’ Forum 
TBD

HR Top-10 Can’t-Miss News
TBD

Cover/Feature
Special Issue: 100 Years of 
Music and Hearing Protection

Fitting & Diagnostics
The Audiometer and Post 
WWII Studies on Hearing Loss 

Practice Marketing 
& Management
Hearing Conservation Then 
and Now

Tech Topics
Hearing Protection

Webinars/Podcasts
Survival Guide for Competing 
with Big Box Retail

Insider Weekly Newsletter 
3.2.17
3.9.17
3.16.17
3.23.17
3.30.17

Product Emails
TBD

HR Top-10 Can’t-Miss News
TBD

AAA Preview

Cover/Feature
Retail and Commoditization: 
An Independents’ Survival 
Guide

Fitting & Diagnostics
Remote Mics and Their 
Applications

Practice Marketing 
& Management
Offering Basic-level Hearing 
Aids

Tech Topics
Customized Earmolds in the 
Era of the Dome 

Advertiser Bonus
AAA Preview and Walking 
Guide to Exhibit*

Webinars/Podcasts
AAA Highlights

Insider Weekly Newsletter 
4.6.17
4.13.17
4.20.17
4.27.17

Product Emails
TBD

HR Top-10 Can’t-Miss News
TBD

AAA Issue (Apr 5-8, 
Indianapolis)

Cover/Feature
Monaural Fittings

Fitting & Diagnostics
CROS and Bi-CROS Solutions

Practice Marketing 
& Management
Hearing Aid Financing

Tech Topics
Unilateral Hearing Loss

Advertiser Bonus
AAA Issue*

PR
IN

T
O

N
LI

N
E

*Distribution at Convention
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2017 Content Calendar

Webinars/Podcasts
10 Cool Hearing-related Apps

Insider Weekly Newsletter 
7.6.17
7.13.17
7.20.17
7.27.17

Product Emails
TBD

HR Readers’ Forum 
TBD

HR Top-10 Can’t-Miss News
TBD

Cover/Feature
Comprehensive Care: Aural 
Rehab 

Fitting & Diagnostics
Considerations for Special 
Patient Populations

Practice Marketing 
& Management
Beyond You: Succession and 
Exit Planning Strategies

Tech Topics
How to Integrate Assistive 
Technologies Into Your 
Product Offerings

Webinars/Podcasts
New Developments in Noise 
Reduction for Hearing Aids

Insider Weekly Newsletter 
8.2.17
8.9.17
8.16.17
8.23.17

Product Emails
TBD

HR Readers’ Forum 
TBD

HR Top-10 Can’t-Miss News
TBD

IHS & ADA Convention 
Preview*
Cover/Feature
Maximizing Hearing in Noise

Fitting & Diagnostics
Speech in Noise Testing

Practice Marketing 
& Management
3 Hearing Aid Repairs Made 
Easy

Tech Topics
Alerting Systems

Webinars/Podcasts
Facts and Myths in Hearing 
Aid Marketing

Insider Weekly Newsletter 
9.1.16
9.8.16
9.15.16
9.22.16
9.29.16

Product E-mails
9.30.16

Reader Forum
9.5.16
9.12.16
9.19.16
9.26.16

Cover/Feature
The Ear and the Brain

Fitting & Diagnostics
Tympanometry for Today’s 
Dispenser

Practice Marketing 
& Management
KPIs: Establishing a 
Dashboard for Your Practice

Tech Topics
Vestibular Testing and 
Treatment

Webinars/Podcasts
Health and Hearing: Hearing 
Loss and Co-morbidities

Insider Weekly Newsletter 
10.5.17
10.12.17
10.19.17
10.26.17

Product Emails
TBD

HR Readers’ Forum 
TBD

HR Top-10 Can’t-Miss News
TBD

EUHA Issue

Cover/Feature
Expanding the Market by 
Appealing to the Younger 
User

Fitting & Diagnostics
The First-time User: Practical 
Fitting Tips

Practice Marketing 
& Management
Do’s and Don’ts of Marketing 
Wellness and Hearing 
Healthcare

Tech Topics
Cool Solutions for the Hard-
of-Hearing Techy Crowd

Webinars/Podcasts
EUHA Recap

Insider Weekly Newsletter 
11.2.17
11.9.17
11.16.17
11.23.17
11.30.17

Product Emails
TBD

HR Readers’ Forum 
TBD

HR Top-10 Can’t-Miss News
TBD

ASHA Convention Issue

Cover/Feature
Best Practices in 2017

Fitting & Diagnostics
Verification and Validation 
Measures: What Works?

Practice Marketing 
& Management
Office Management Software

Tech Topics
Verifying the Performance of 
Hearing Aids and Features

Webinars/Podcasts
2017: The Year in Review

Insider Weekly Newsletter 
12.7.17
12.14.17
12.21.17
12.28.17

Product Emails
TBD

HR Readers’ Forum 
TBD

HR Top-10 Can’t-Miss News
TBD

2017 Buyers’ Guide/
Registry Supplement
Cover/Feature
2017  Market Review and 
2018 Business Forecast

Fitting & Diagnostics
Tele-Practice

Practice Marketing
5 Great Filing Tips for 
Your 2017 Tax Return

Tech Topics
Hearing-related Gift Ideas

Ad Close Date: 5.31.17
Ad Materials Due: 6.7.17
Mail Date: 7.10.17

Ad Close Date: 7.5.17
Ad Materials Due: 7.12.17
Mail Date: 8.11.17

Ad Close Date: 8.2.17
Ad Materials Due: 8.9.17
Mail Date: 9.11.17

Ad Close Date: 8.29.17
Ad Materials Due: 9.6.17
Mail Date: 10.6.17

Ad Close Date: 10.4.17
Ad Materials Due: 10.11.17
Mail Date: 11.10.17

Ad Close Date: 11.1.17
Ad Materials Due: 11.8.17
Mail Date: 12.13.17

JULY AUGUST
IHS & ADA Convention 
Preview*

SEPTEMBER
IHS & ADA Issue* 
IHS: Sept 14-16, Atlanta
ADA: Sept 25-27, 
Mohegan Sun, CT

OCTOBER
EUHA Issue, Oct 18-
20, Nuremberg

DECEMBERNovember
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High-Impact Print Opportunities

Overview
You have the need to have your printed collateral, brochures and sales materials 

to get into as many audiologists’ hands as possible.  The Hearing Review can 

distribute your high-impact brochures to our entire print audience of 22,000 

subscribers!

We do all the heavy lifting!  Just sent us your PDF and we print it for you in the 

issue that works for you!

PAGES 2 4 6 8 16 24

Rate $3,500 $5,200 $7,250 $8,200 $9,400 $11,700

Rates include all production and space!

We can also accomodate your large scale projects!  For requests that exceed 32 pages 

contact us and receive a pricing quote.

The possibilities are endless!  We have even published a 108-page catalog 

with The Hearing Review so if you have a printed piece that needs high 

visibility, we can do it for you!
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Overview
Take advantage of trackable results by advertising on hearingreview.com! Be 

in front of The Hearing Review’s online audience when they are actively online 

consuming our content. The Hearing Review’s online audience is engaged!

 

40,500 average unique visitors per month
97,000 average page views per month

 

Whether visiting our site via search engines or by clicking through on a specific 

story they’ve seen in one of our e-mail newsletters, our online audience is 

proven to be engaged with our content as you can see by the numbers.  You 

also benefit from Run-of-Site advertising campaigns.  Since site visitors are 

coming in through literally hundreds and thousands of links in any given 

month from search engines and specific articles, a Run-of-Site delivery of your 

campaign ensures that your ads are running on as many pages as possible for 

visibility, branding or driving traffic to a specific area of your own site.

 

Inventory is limited so make sure to reserve your ad positions early!

Web Site Advertising Opportunities

Leaderboard

Medium
Rectangle

Medium
Rectangle
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E-Newsletter

Overview
Recipients of The Hearing Review’s Editorial and Product E-Newsletters are 

hungry for timely industry and product information. With open rates that 

average 20%, your advertising message will be in front of the most elite 

group of audiologists and hearing instrument specialists who want to stay 

on top of their game! 

You benefit from reaching an audience that engages with our content monthly, 

weekly and with Breaking News.

The Insider Weekly E-Newsletter
Full of news and information about trends, research, industry movers and 

shakers and upcoming events, The Insider’s content is engaging and keeps 

audiologists and hearing instrument specialists up to date. We’re going through 

a time of change in our market so staying current on a weekly basis is critical. 

So having your advertising message in front of The Hearing Review’s audience as 

they try to stay on top of an ever-changing business climate ensures visibility 

and associating yourself with The Hearing Review’s industry-leading content.

Breaking News E-Newsletter
When something big happens in our industry, The Hearing Review feels a 

responsibility to break that news first. Sponsoring the Breaking News e-newsletter 

associates your brand with thought leadership and with breaking news that could 

impact our industry.

The Hearing Review Products Monthly E-Newsletter
The Hearing Review Products e-newsletter is 100% product placements. Product 

offerings are constantly changing so this is an opportunity that regardless of when 

you need to have an extra push for new or existing products, we’ve got a solution. 

An $800 per placement is extremely affordable for the ability to have constant 

visibility in front of The Hearing Review’s purchasing audience. Custom opportunities 

are also available. Purchase every ad placement for your own product line and we 

can schedule a custom mailing date just for you.
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E-Newsletter

Program Features
Daily E-Newsletter
•  Leaderboard - Zone 1........................................................................$3,275 month
•  Leaderboard - Zone 2........................................................................$2,950 month
•  Leaderboard - Zone 3........................................................................$2,650 month

Weekly E-Newsletter
•  Leaderboard - Zone 1........................................................................$3,000 month
•  Leaderboard - Zone 2........................................................................$2,000 month
•  Leaderboard - Zone 3........................................................................$1,000 month
•  Leaderboard - Zone 4........................................................................   $750 month
•  Leaderboard - Zone 5........................................................................   $750 month

Breaking News
•  Leaderboard - Zone 1........................................................................$3,000 month

Top 10
•  Leaderboard - Zone 1........................................................................$2,000 month
•  Leaderboard - Zone 2........................................................................$1,500 month
•  Leaderboard - Zone 3........................................................................$1,000 month

Leaderboard: 728 x 90, gif, jpg, 45kb

Specs
Leaderboard

Leaderboard

Leaderboard

Leaderboard

Leaderboard

Leaderboard

Leaderboard

Leaderboard

Leaderboard
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E-Blast

Overview
Driving traffic for a particular product or special offer by renting The Hearing 

Review’s e-mail list gives you the opportunity to own the message and not share 

that e-mail with anyone else. It’s 100% yours timed to meet your specific needs 

for product launches or special offers that have expiration dates. So renting 

our list delivers that sense of urgency for recipients to click on your offer driving 

traffic to your product or coupon page. Available dates are limited so please 

contact Dana McLain at dmclain@allied360.com

for open inventory.

Program Features
Multisponsor.................... $400 per listing | $100 production charge
•  Client Logo and URL link
•  Client-provided materials
•  Sent to editorial preference list
•  300 to 500 words from editorial must be included 

(highlighting pertinent information to e-blast)

Third Party...................................$300/CPM | $200 production charge
•  Client-provided materials (fully coded HTML or static image)
•  3rd-party preference list

Specs

Additional Materials Needed
•  Click-through URLs
•  E-mail append list for test and final distribution
•  Please identify who is responsible for final approval
•  .ZIP file with HTML, images, back-up test and distribution list
    and preferred method of asset provision

Dimensions File Size Format

Image 800x600 200k max Static jpg or gif

HTML 800x600 200k max Incline CSS only

SPECIAL INSTRUCTIONS: Full URL for all links and image source files
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Digital Edition

Overview
As the Digital Edition sponsor you gain high visibility and high impact around 

reader engagement with the digital replica of our print edition. You’re the 

first thing the reader sees! So you benefit from the first moment the reader 

opens the issue. This positions you as a leader in the industry and ahead of 

your competition. With promotional mailings each month driving readers to 

the digital edition, which is also archived on our site, you’re gaining consistent 

exposure. 

Full Page: See rates & specs page

Leaderboard: 728 x 90, gif or jpg, 45kb

Banner Ad: 940 x 60, gif or jpg, 45kb

Specs

Program Features
Primary Sponsorship............................................$2,500 issue/edition
•  Single or multiple issue sponsorship or digital edition
•  Left-hand page facing the digital edition front cover
•  Leaderboard (728x90) on two separate e-blasts for each edition
•  Traffic driver promotional items
•  Sponsorship recognition on digital edition promotion ad in print

Digital Ad Link..........................................................$150/$100 additional
•  Live link on ad and in Ad Index

Banner Ad..................................................................................$350/per unit
•  Rotating Banner Ad that will appear above the digital edition (max 3)

Enhanced Digital Ad
•  Substitute the print ad with one designed with the digital format in mind
•  Place unique buttons and calls for action that will drive interaction with your ad
•  Your ad can be linked to any URL (max 4) 

Enhanced Digital Ad Extras
•  Basic Enhancement Link................................................ $150 | $100/additional
•  Digital Call for Action Ad (7.875x10.75 PDF)..................................................$500
•  Digital Call for Action Spread (15.75x10.75 PDF)......................................$1,000
•  Multimedia Add On (YouTube or Vimeo formats only):

-  Audio................................................................................... $175 | 2 minutes
-  Video.................................................................................... $200 | 2 minutes

Leaderboard
Full Page
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Overview
Your Content, Our Reach

We can host your content on our website to help you gain exposure and 

provide you with valuable lead data. By letting us host your Whitepaper, Case 

Study, Product Catalogs, Webinars, Podcast and many other types of files, 

you are added to a vast medical library that focuses on your industry. We can 

leverage our multi-level platform to drive exposure to your content and —in 

return—  deliver quality leads to help your ROI. 

Program Features
•  Hosting of multiple documents or files over the life of the program
•  Ongoing promotion of content and visitor data capture until the program 
    leads are met
•  Specialized website sections dedicated to specific content types with lead capture
•  Lead data capture will provide you with name, company and contact point 
    (address, phone, e-mail)* 
    *min requirement of one valid contact point
•  Lead data report delivered to advertiser weekly
•  Specialized marketing campaign that leverages multiple products to 
    drive traffic to your content and identify the highest value leads
•  Prepayment of program prior to live date  

Pay Per Lead

Specs

Advertiser Rate $25/per lead* 
*100 lead purchase minimum

Text based documents: Preferred: max size 8.5 (w) x 11 (h) – print quality pdf

Document Title: 100-150 characters

Document Overview: 200 words or less

Contact E-mail: e-mail for report delivery

Multimedia files: please contact us for specs

Don’t have a whitepaper, featured report or specs data charts? 
Allied 360 can help you develop multiple types of documents for hosting 

starting at $700/page (2 page min.)
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Sponsored Content

Overview
Content marketing has quickly become an extremely effective form of 

marketing.  As you know, content marketing is the strategic marketing 

approach of creating and distributing relevant content to attract and 

acquire customers.  In short, you are delivering information that makes your 

buyer more intelligent. The essence of this content strategy is the belief 

that if we, as businesses, deliver consistent, ongoing valuable information 

to buyers, they ultimately reward us with their business and loyalty.

The Hearing Review is now offering marketers sponsored content to better tell 

your story to our audience of buyers.  To that end, you can leverage our print 

or digital channels, and you can work directly with our publishing management 

and content team to craft a message that is sure to attract attention.

Recommendations

Brief bio of doctor or service provider with top 10 list of products, habits,  

services they ”can’t work without.” 

Interview 

Presented in Q&A format of doctor, service providers, or testimonial.

Product Features

Highlight a single product or a suite of products.

	 Provided	 Created	 Digital	 	
	 Content	 Content	 Distribution	

Single Page	 $2,200	 $3,000	 $1,050

Double Page	 $4,100	 $5,600	 $1,950

Program Features
•  Only available as part of a comprehensive marketing program with 
    The Hearing Review
•  Distributed through all channels: print, digital, social media.
•  Archived without end
•  Limited availability in print

Groupon has become the generic term to describe daily deal sites—and there are now a slew of them. The con-

sumer appeal is obvious. It’s a chance to try a product or service at a deeply discounted price. But is Groupon right 

for your aesthetic practice? 

It seems like a win-win. You can potentially attract hordes of new clients without investing in paid advertising or 

PR. But it comes at a steep price after Groupon takes its 50% cut. Still, many are willing to go along with it based on 

the theory that once you attract new clients into your skin spa or dermatology practice, those clients will stay loyal. 

But that’s not how things are playing out. 

Instead of building loyalty, Groupon and other deal aggregators have created a new kind of consumer: the bar-

gain basement shopper. Essentially, they want everything for nothing. They shop for price over quality. They make 

purchasing decisions on the fly so as not to lose out on a great deal. They may have laser hair removal at one clinic, 

but will be on the hunt for the next bigger, better deal at another clinic. In short, they’re not looking for a long-term 

relationship. Is that the kind of patient you want to attract? 

Then there is the question as to whether or not anyone really makes money on Groupon. Practices may actually 

be losing money on every client who takes advantage of the deal, especially if they sell a lot of packages. Groupon 

makes out, but service providers can get killed. With a filler, toxin, laser, or facial treatment, there are numerous 

costs to recoup—staff time, salaries, office wear and tear, and consumables and supplies. Meanwhile, the room and 

staff you tie up to do a budget treatment could be used for a full-priced profitable treatment. 

The idea that while the $50 facial Groupon client is in your aesthetician’s chair, she can upsell her to a series of 

IPLs or body shaping, just doesn’t work most of the time. The nature of the Groupon-practice relationship is a short-

lived one. Typically, these clients are tire kickers and price shoppers; not the big spenders you are hoping to pull in. 

Instead of falling into the Groupon trap, create your own deals and discounts. Implement a variation of special 

offers every month on select products and treatments. Offer a discount on a second or third syringe of filler. Create 

packages for services, such as a series of five IPLs and get a sixth one at no charge. Or, combination treatments like 

a fat-dissolving injection session with an energy-based device for skin tightening. 

The patients who truly deserve the “deal” are the loyal ones who keep coming back and refer their family and 

friends. Create a VIP program for them, and your practice will flourish. l

Wendy Lewis is president of Wendy Lewis & Co Ltd, Global Aesthetics Consultancy, www.wendylewisco.com, 

founder/editor in chief of beautyinthebag.com, and a contributing editor to Plastic Surgery Practice. She can be 

reached at wl@wlbeauty.com.

INTERVIEW
HEADLINE

AUTHOR NAME  |  PHOTOGRAPHY CREDIT

TEN TAKE-AWAYS

 First thing. Ti beate sunt, 

eumenim perchic tem cporect.

 Second thing. Ti beate sunt.

 Third thing. Ti beate sunt.

 Fourth thing. Ti beate sunt.

 Fifth thing. Ti beate sunt, 

eumenim perchic tem cporect.

 Sixth thing. Ti beate sunt, 

eumenim perchic tem cporect.

 Seventh thing. Ti beate sunt.

 Eight thing. Ti beate sunt, 

eumenim perchic tem cporect.

 Ninth thing. Ti beate sunt.

 Tenth thing. Ti beate sunt.

Magazine Name        19

One in five Americans will develop some form of skin cancer in the course of a lifetime. 

Moreover, an estimated 76,380 new cases of invasive melanoma will be diagnosed in the US in 

2016. While biopsy remains the gold standard in diagnosing skin cancer, digital imaging tools 

are slowly but surely becoming important aids as adjuncts to detection. 

“There are so many technologies out there, that I really believe in 5 to 10 years we will 

look back at the way we diagnose skin cancer now and we will say, ‘That was archaic,’ ” says 

Darrell Rigel, MD, FAAD, of Manhattan-based Rigel Dermatology Group and clinical professor, 

Department of Dermatology, NYU School of Medicine. 

TRADITIONAL TOOLS

Dermoscopy, which has been around for approximately 15 years, is the precursor to advanced 

imaging. The dermoscope uses a magnifier and polarized light for the examination of skin 

lesions, allowing clinicians to see features they can’t see with the naked eye and helping dis-

tinguish benign from malignant lesions.  Mara Weinstein Velez, MD, a board-certified derma-

tologist at SkinCare Physicians, located in the greater Boston area, says the dermoscope is still 

the most practical adjunctive tool. “If you’re running a general derm clinic and doing a lot of 

mole screening, it’s worthwhile to spend time learning what to look for with the dermoscope,” 

Weinstein Velez says. “A lot of physicians brush it off as not being helpful or terribly diagnostic, 

but it can be.” 

She points out that the technology has improved in recent years and today’s dermoscopes 

offer a dual advantage. Newer-generation models attach to a camera or an iPhone, so clinicians 

can capture dermoscopic images in real-time and save them in a patient’s electronic medical 

record. So they allow the clinician to not only see more, but also to document lesions.

“If you’re worried about a patient who has a family or personal history of melanoma and you 

want to follow something, taking dermoscopic images can be very helpful if you want to assess 

change,” says Shilpi Khetarpal, MD, a board-certified dermatologist with SkinCare Physicians. 

Initially, adoption of the dermoscope was slow-going. A recent survey looked at practice 
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trends among US dermatologists and showed that over a 14-year period, 

the use of dermoscopy for evaluating atypical moles increased 56%—from 

just 23% in 2001 to 79% in 2015.1 

“The same thing is going to happen with imaging,” Rigel says. 

“Overwhelmingly, the most interest in imaging in dermatology right 

now is noninvasive imaging of melanomas and trying to avoid having 

to do cutting.”

TO BIOPSY OR NOT TO BIOPSY 

It was around the year 2000 when sophisticated digital imaging really 

arrived in the field of dermatology. Today, a number of technologies are in 

use, and several are still in development. 

Multispectral digital skin lesion analysis (MSDSLA) is one technique that 

was rolled out in the market in recent years. MelaFind is an FDA-approved 

imaging and data analysis device that provides dermatologists with addi-

tional information when they are unsure about whether or not to biopsy 

irregular moles. 

Rigel has been using the MelaFind device for the past 3 years to ana-

lyze pigmented irregular moles noninvasively. The data it delivers is 

then factored into his biopsy decision. “There were about half a dozen 

cases when I was on the fence about doing a biopsy,” Rigel says. “I may 

have asked the patient to come back in 3 months, but MelaFind put me 

over the edge. I opted for biopsies, and it was the right thing to do as 

they turned out to be melanomas.”

Pid eat minctur, abo. Et et venisitae pa que quam ati utem-

porpora quunto quatis in nonesti soluptatquam netur? Qui 

doluptiis qui re pellacest, cus. Ratempore velesse caepudi 

reperia evel et facima doluptatus consequi dolo offictur 

aliquae optatiae ni imolo bla dolore mi, ut odi odionsequam, 

velitin ctendem vendam, quam abo.
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One in five Americans will develop some form of skin 

cancer in the course of a lifetime. Moreover, an estimated 

76,380 new cases of invasive melanoma will be diagnosed in 

the US in 2016. While biopsy remains the gold standard in 

diagnosing skin cancer, digital imaging tools are slowly but 

surely becoming important aids as adjuncts to detection. 

“There are so many technologies out there, that I really 

believe in 5 to 10 years we will look back at the way we 

diagnose skin cancer now and we will say, ‘That was 

archaic,’ ” says Darrell Rigel, MD, FAAD, of Manhattan-

based Rigel Dermatology Group and clinical professor, 

Department of Dermatology, NYU School of Medicine. 

Dermoscopy, which has been around for approxi-

mately  15 years, is the precursor to advanced imaging. 

The dermoscope uses a magnifier and polarized light for 

the examination of skin lesions, allowing clinicians to see 

features they can’t see with the naked eye and helping 
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Pid eat minctur, abo. Et et venisitae pa que quam ati  

utemporpora quunto quatis in nonesti soluptatquam netur? 

Qui doluptiis qui re pellacest, cus. 

distinguish benign from malignant lesions.  Mara Weinstein Velez, MD, a board-certified derma-

tologist at SkinCare Physicians, located in the greater Boston area, says the dermoscope is still 

the most practical adjunctive tool. “If you’re running a general derm clinic and doing a lot of mole 

screening, it’s worthwhile to spend time learning what to look for with the dermoscope,” Weinstein 

Velez says. “A lot of physicians brush it off as not being helpful or terribly diagnostic, but it can be.” 

She points out that the technology has improved in recent years and today’s dermoscopes offer 

a dual advantage. Newer-generation models attach to a camera or an iPhone, so clinicians can 

capture dermoscopic images in real-time and save them in a patient’s electronic medical record. 

So they allow the clinician to not only see more, but also to document lesions.

“If you’re worried about a patient who has a family or personal history of melanoma and you 

want to follow something, taking dermoscopic images can be very helpful if you want to assess 

change,” says Shilpi Khetarpal, MD, a board-certified dermatologist with SkinCare Physicians. 

Initially, adoption of the dermoscope was slow-going. A recent survey looked at practice trends 

among US dermatologists and showed that over a 14-year period, the use of dermoscopy for evaluat-

ing atypical moles increased 56%—from just 23% in 2001 to 79% in 2015.1 “The same thing is going 

to happen with imaging,” Rigel says. “Overwhelmingly, the most interest in imaging in dermatology 

right now is noninvasive imaging of melanomas and trying to avoid having to do cutting.”
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Instead of falling into the Groupon trap, create your own deals and discounts. Implement a variation of special 

offers every month on select products and treatments. Offer a discount on a second or third syringe of filler. Create 

packages for services, such as a series of five IPLs and get a sixth one at no charge. Or, combination treatments like 

a fat-dissolving injection session with an energy-based device for skin tightening. 

The patients who truly deserve the “deal” are the loyal ones who keep coming back and refer their family and 

friends. Create a VIP program for them, and your practice will flourish. l

Wendy Lewis is president of Wendy Lewis & Co Ltd, Global Aesthetics Consultancy, www.wendylewisco.com, 

founder/editor in chief of beautyinthebag.com, and a contributing editor to Plastic Surgery Practice. She can be 

reached at wl@wlbeauty.com.
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Programmatic Advertising

Overview
Through our programmatic advertising packages online readers continue 

to see your ad as they browse the web, keeping your message top of mind. 

Additional customers are reached through keyword and category retargeting. 

Program tiers guarantee a minimum number of impressions each month.

•  Access to over 4.7 billion daily impression

•  Available inventory on over 285,000 websites and mobile devices

•  Exclusive access to our qualified audience

•  Real time bidding environment with multiple ad exchanges

•  Retargeting and conversion tracking capabilities

•  Built in multi-level fraud protection Specs

Program Features
Option 1.................................................................................................. $1,875 
•  Minimum Reach: 150K impressions per month

Option 2.................................................................................................. $3,750

•  Minimum Reach: 300K impressions per month

Option 3.................................................................................................. $6,250
•  Minimum Reach: 500K impressions per month

Additional impression packages available

Targeting Tactics

Geo-TargetingSearch 
Retargeting

Site 
Retargeting

Contextual 
Targeting

Banner Type Dimensions File Size Format

Leaderboard 728x90 200k max Static jpg or gif

Medium Rectangle 300x250 200k max Static jpg or gif

Wide Skyscraper 160x600 200k max Static jpg or gif

Mobile Leaderboard 320x50 200k max Static jpg or gif

Half-page ad 300x600 200k max Static jpg or gif

SPECIAL INSTRUCTIONS: Full URL for all sizes
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Webinar

Overview
Publishing business information and tips hearing professionals can apply 

immediately is the core of our success. Webinars are the perfect way for your 

brand to reach our audience in the same way.  

With an average of 176 registrants we’ll be able to provide you a large lead list 

for each webinar. And with attendance of 75% your follow up marketing will 

reach a receptive audience.

Webinar sponsors The Hearing Review, position their brands as thought leaders 

who bring real business solutions to busy hearing professionals.

Specs

60 minutes | $5,000 total | promoted 4 months
30 minutes | $4,000 total | promoted 4 months
15 minutes | $3,000 total | promoted 4 months

Program Features
•  Live or recorded audio, plus PowerPoint presentation
•  Custom-developed webinar will be moderated by Chief Editor
•  Customized registration page
•  Marketing traffic driving campaign
•  Lead retrieval options include daily, weekly, or monthly reporting
•  Archived for 3 months

Advertiser Logo:
300 dpi, eps, jpg

Webinar programs require minimum of 3 months lead time for development, 

marketing, and registration. Event date will not be set earlier than 90 days 

from receiving the signed contract.

Logo
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Feature Report

Overview
When you have the need to capture full lead information, a Feature Report 

can meet this goal! In addition to lead generation a Feature Report is 

also a thought leadership opportunity that positions your brand around 

solving an industry challenge or issue. Feature reports are written by The 

Hearing Review. This ensures that the content won’t be perceived as an 

“advertisement” written by the sponsor. Co-branded content written by 

our editors creates more credibility, therefore is more successful in lead-

generation and positioning the sponsor as a thought leader in the industry.

We execute a full marketing campaign to driving traffic to our gated 

Resource Center pages where your report is hosted. We then provide the 

full contact information records turning all registrations into leads. 

Sponsorship benefits from a Feature Report are numerous. Feature Reports are 

exceptional programs for branding, promoting the sponsor as a subject matter 

expert, generating leads, and provide great leave-behinds for your sales team 

or for use at trade shows.

Page Count: 8 min.

Size: 8.5 (w) x 11 (h) - high res pdf or original art

Images: 6-8 - 4 (w) x 6 (h), 300 dpi or 2000 px (w)

Advertiser Logo: 300 dpi, eps, jpg

Specs

$17,000 total | promoted for 6 months

Program Features
Production time frame – 12 weeks from signed insertion date
•  Promotional traffic drivers across platforms
•  Accessible on the website for 3 months
•  Customized registration page
•  Sponsorship recognition on report cover
•  One full-page, 4-color ad within the report
•  Lead retrieval options include daily, weekly, or monthly reporting

Additional Materials Needed

•  Logo with URL link

•  Up to three custom registration questions (optional)

•  Title suggestion – we will review with editorial and refine as needed to optimize for SEO

•  Three to five key bullet point themes that are relevant to the title

•  Point of contact for interview (name, phone, and e-mail)

•  Charts, figures, analyst reports, photos, etc to provide context (optional)
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Content development We facilitate the creation of a community where all content 

is consumer-oriented and industry specific. This could include The Hearing Review 

editorial content, Q&As with industry experts, government and regulators content, 

branded content, and blogs.

Analytics Reports containing the community ranking with the other sections of the 

website and daily site traffic for the community.

Program Features
Production time frame - 4 weeks from signed insertion date
•  Link from site homepage
•  Interactive link/ad with the monthly digital edition
•  Promotional traffic drivers across platforms

Dedicated Communities

Overview
As marketers, you are constantly challenged to drive more new customers 

to your sites. Your audience needs to consistently expand as you are tasked 

with both increasing your reach and your revenue. Yes, you have your existing 

returning customer base that faithfully visits your site; but how do you 

aggressively grow your site’s audience beyond that base? What more can you 

do besides banner campaigns on multiple sites? How about a partnership with 

Hearing Review, a leading brand in the industry, to consolidate your efforts into 

a Dedicated Community. 

What a community on our site accomplishes for you:

Focused effort A community takes your multiple banner campaigns across 

multiple sites and focuses your efforts in one place. Efficiency.

Content marketing As publishers, we’ve been in the content marketing 

business for the audiology market for over 20 years. We leverage this expertise 

for your audience engagement and your community! Expert content.

We leverage all of our platforms to drive traffic and engagement Our content 

is published in e-mail, social media and other dedicated marketing channels 

that you don’t have time to maintain, we do it for you! You have more time to 

do the rest of your job!

Linking back to your site increases your audience and reach By having literally 

hundreds of ways of linking back to your site, we create a constant funnel of 

traffic to your corporate site. Your goal is accomplished!

Advertiser Logo:
150x140 with URL

300 dpi, eps, jpg

Leaderboard:
728 x 90,

gif or jpg, 45kb

Specs

$5,000 month (min. 6 months) | $5,000 setup fee

Leaderboard
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Video Showcase

Overview
Video has become a popular and compelling way to tell the story of your 

brand or product. Our video showcase program uses e-mail and web 

promotions to drive traffic to your video ensuring your message is seen. 

Keep your video showcase open to the public for higher traffic or require 

registration for a more niche audience.

Video: YouTube or Vimeo formats only

Short Description: 200 words max

Specs

$2,000 per video | posted for 1 year
$1,000 setup fee for editorial involvement

Program Features
Production time frame - 4 weeks from signed insertion date

•  Video URL link or embedded YouTube link hosted in Resource Center

•  Promotional traffic drivers across platforms

•  Average of 300 views per video
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White Paper

Overview
Our white paper download program offers a direct channel to place your 

abstracts and white papers in the hands of hearing care professionals. We 

provide you with the complete contact registration leads for those professionals 

who download your paper, giving you the perfect opportunity to initiate follow-

up conversations.

Program Features
Production time frame - 2.5 weeks from signed insertion date
•  Link from homepage
•  Promotional traffic drivers across platforms
•  Registration page with two custom questions
•  Lead-retrieval options include daily, weekly, or monthly reporting

Specs
Page Count: not required but recommend 6-10 pages

Size: 8.5 (w) x 11 (h) - high res pdf

Short Description: 200 words or less

Additional Materials Needed

•  Advertiser Logo (150x140) with URL 300 dpi, eps, jpg 

•  Completed whitepaper in PDF format

•  Customized registration page

Specs

$6,000 total | $700 per page for content creation
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Rates & Specs

Full Color Ad Size Live Area Trim Size Bleed Size 1x 3x 6x 12x 24x

Spread 15.5 x 10.25 15.75 x 10.75 16 x 11 $11,590 $11,350 $11,190 $9,100 $8,030

Full Page 7.375 x 10.25 7.875 x 10.75 8.125 x 11 $6,145 $6,025 $5,945 $4,900 $4,365

1⁄2 Page Horizontal 7 x 4.875 - - $4,240 $4,055 $3,970 $3,255 $2,990

1⁄3 Page Vertical 2.375 x 10 - - $3,500 $3,325 $3,230 $2,625 $2,450

1⁄4 Page Vertical 3.375 x 4.875 - - $3,135 $3,035 $2,940 $2,440 $2,285

Desktop/Tablet
Dimensions

Mobile
Dimensions Supported File Types Max. File Size Animation Gif.

Max. Length
Max. Number 

of Frames Rates

Leaderboard 728 x 90 320 x 50 jpg, gif 45 kb 30 sec 3 $2,000/mo

Medium Rectangle 300 x 250 300 x 100 jpg, gif 45 kb 30 sec 3 $2,000/mo

Bottom Banner 940 x 60 300 x 50 jpg, gif 45 kb 30 sec 3 $2,000/mo

Interstitial 640 x 480 - jpg, gif 45 kb - - $2,000/mo

DESIGN GUIDELINES: For high resolution devices, please provide double-sized ad units with your standard ad creatives. Ad unit content must be clearly distinguishable from normal web-
page content (i.e. ad unit must have clearly defined borders and not be confused with normal page content). Materials must be submitted 10 days prior to campaign start.

Print

Online

SPREAD

1/
3 

VE
RT

.

1/4 PAGE

FULL PAGE

1/2 PAGE
HORIZONTAL

PREFERRED POSITIONS	
Premium:
Premium Placement................................ $625

Color Rates:
Spot Color............................................... $450-900
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Contact

Corporate Headquarters

The Hearing Review
4303 W 119th St, Leawood, KS 66209

 913.894.6923 | 913.894.6932

 hearingreview.com

Roy Felts
Publisher (Sales)
 rfelts@medqor.com

 937.550.4413

Tess Skillings
Sr. Account Manager
 tskilling@medqor.com

 913.955.2609

Business & Sales 

Karl Strom
Chief Editor
 kstrom@medqor.com

 218.525.5558

Stefani Kim
Associate Editor
 skim@medqor.com

 702.781.0538

Editorial

Eli Patterson
Digital Products Manager (digital)
 epatterson@medqor.com

 913.955.2728

Tonya Manning
Production Manager (print)
 tmanning@medqor.com

 816.651.5380

Ashley Miller
Art Director
 amiller@medqor.com

 913.955.2715

Production


