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Content

Meet the Editor

With more than a decade of experience in allied healthcare publishing, 

Frank Long has sent more than 90 issues to press as editorial director for 

two of the leading titles in physical therapy and long-term rehabilitation. 

Beginning in 2011 Frank took the helm of Physical Therapy Products and 

increased the amount of therapist-authored content while continuing 

to profile the features and functions that clinicians care about most in 

evaluating the products and technologies in their scope of practice. The 

input of thought leaders, influencers, and leading clinicians is woven into 

Physical Therapy Products to assure its is wrapped in the latest thinking, 

whether published online or in print.

Frank continues to cultivate a network of physical rehabilitation technology 

manufacturing professionals that help him remain abreast of developments in 

the vital technologies that help PTs practice at the top of their game.

In 2017 Physical Therapy Products will continue to be a leader in 

providing dynamic online content that includes podcasts focused on 

Frank Long | Editorial Director
 714.434.4883 

 flong@allied360.com

practice management, regulatory issues, and clinical care technologies. The 

ptproductsonline.com website offers news content refreshed daily and encourages 

readers to sound off about what they read via interactive comments enabled 

for each article. The weekly SOAP Notes newsletter will deliver fresh content 

concentrated on the physical therapy profession as well as developments in 

healthcare policy, industry news, learning events and, of course, product-related 

news.

The editorial DNA of Physical Therapy Products is strengthened by the guidance of an 

exceptional editorial advisory board. This group of industry veterans is composed 

of clinic owners, administrators, educators, and practicing clinicians whose 

expertise and perspective help shape the brand’s editorial mission. Working closely 

with the editorial staff, this esteemed group assures all content published under 

the Physical Therapy Products brand is relevant to the profession, and embedded 

with the high value information that practicing therapists need to succeed.
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Audience
Physical Therapy Products allows innovative marketers to leverage print, online, 

e-newsletter, and interactive opportunities that maximize marketing dollars 

and create results-oriented programs. Physical Therapy Products delivers 

complete coverage of critical technological advancements, applied products 

intelligence, and diagnostics.

Audience By Distribution

Audience

Purchasing Audience

E-News Breakdown

Audience by Occupation

Web stats: Google Analytics February - April 2015

8,883

5,050

27,580

E-NEWS
MAGAZINE
UNIQUE WEBSITE
VISITORS

Web Statistics
YEAR AVG. VISITS AVG. UNIQUES AVG. PAGE VIEWS
2016 6,434/MO 5,,050/MO 9,052/MO

SOAP NOTES

EDITORIAL

3RD PARTY

7,724

7,408

8,532

23.02%

54.56%

.64%

16.27%

1.55% 3.95%

HOSPITAL

PRIVATE PRACTICE

LONG-TERM CARE FACILITY

OTHER

HOME-BASED CARE

TEACHING INSTITUTION

32.04%

22.67%

1.04%

21.56%

15.14% 6.85%
.71%

PHYSICAL THERAPIST (PP)

PHYSICAL THERAPIST (INS)

ATHLETIC TRAINER

PT DIRECTOR/MANAGER

FACILITY OWNER

PT/LOC UNKNOWN

OTHER
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2017 Editorial Calendar

Features
Back to Work

 Gait & Balance

Billing Software
Solutions

Pain Treatment
and Technology

Sports Medicine

Vestibular Rehab

Features
Cloud Computing

Pool-based Therapy

Capital Equipment
for PT Practice

Pain Management

Fitness for the
Older Adult

Performance Data
Technologies

Bonus Distribution
APTA Private 
Practice Section,
Chicago, Ill. Nov 1-4

Features
Buyer’s Guide

Bonus Distribution 
at all shows

Ad Close Date: 12.19.16
Ad Materials Due: 1.2.17
Mail Date: 1.31.17

Ad Close Date: 2.1.17
Ad Materials Due: 2.8.17
Mail Date: 3.9.17

Ad Close Date: 3.15.17
Ad Materials Due: 3.22.17
Mail Date: 4.21.17

Ad Close Date: 5.10.17
Ad Materials Due: 5.17.17
Mail Date: 6.6.17

Ad Close Date: 7.12.17
Ad Materials Due: 7.19.17
Mail Date: 8.17.17

Ad Close Date: 9.13.17
Ad Materials Due: 9.20.17
Mail Date: 10.19.17

Ad Close Date: 11.10.17
Ad Materials Due: 11.17.17
Mail Date: 12.21.17

APRIL/MAYJANUARY FEB/MAR JUNE/JULY OCT/NOV DECEMBERAUGUST/SEPT

Features
Aquatic Rehab

Software for
Practice Management

Treatment for
Stroke & Neuro

Therapeutic Exercise

Injury and the
Workplace

Pain Management
Product Showcase

Bonus Distribution
APTA Combined 
Sections Meeting
San Antonio, Texas
Feb 15-18

Features
Survey: Facility-based
Equipment

Functional Measurement
& Assessment

Modalities for
Managing Pain

Integrated Software

Lower Extremity
Impairment

Strength & Endurance
Training

Features
Product Guide

Bonus Distribution 
at all shows

Features
Pain Treatment
Innovations

Preventing Falls

Cash-based
Programs

Performance and
Prevention for Athletes

Orthoses & Braces
for Lower Extremities

Documentation
Software

Bonus Distribution 
APTA NEXT, Boston, 
Mass.  June 21-24
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Overview
Take advantage of trackable results by advertising on ptproductsonline.com! Be 

in front of Physical Therapy Products’ online audience when they are actively online 

consuming our content. Physical Therapy Products’ online audience is engaged!

 

5,976 average unique visitors per month
16,523 average page views per month

 

Coming into our site either through 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 Physical Therapy Products’ 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 physical therapists 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.

SOAP Notes Weekly E-Newsletter
The SOAP Notes weekly e-newsletter is built for physical therapy professionals 

in both private practice outpatient clinics and hospital-based rehab 

departments. Use SOAP Notes to keep pace with the latest coverage of 

products, regulatory issues, industry news, new technology, and more.

The Top 10 Monthly E-Newsletter
Site analytics give us the added capability to see the 10 most popular 

stories of the last month and we publish these Top 10 stories in its own 

dedicated enewsletter. You benefit from being associated with the most 

important stories of the last month. And since we already have the stats, 

open rates can go above 20% ensuring high visibility of your brand.

Breaking News E-Newsletter
When something big happens in our industry, Physical Therapy Products

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.

Leaderboard

Leaderboard

Leaderboard

Leaderboard
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E-Newsletter

Program Features
Daily E-Newsletter
• Leaderboard - Zone 1..................................................................... $2,550 month
• Leaderboard - Zone 2..................................................................... $2,300 month
• Leaderboard - Zone 3..................................................................... $2,075 month

Weekly E-Newsletter
• Leaderboard - Zone 1..................................................................... $1,500 month
• Leaderboard - Zone 2..................................................................... $1,200 month
• Leaderboard - Zone 3..................................................................... $1,000 month
• Leaderboard - Zone 4........................................................................ $900 month
• Leaderboard - Zone 5........................................................................ $750 month

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

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

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

Specs

Leaderboard
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E-Blast

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

Therapy Products’ 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 Jody Rich at jrich@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
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PREFERRED POSITIONS	
Premium:
Premium Placement................................ $550

Color Rates:
CMYK - Spread............................................$1,250
CMYK.............................................................$850
Spot Color....................................................$550-1,100

Full Color Ad Size Live Area Trim Size Bleed Size 1x 3x 6x 12x 18x 24x 30x

Spread 15.5 x 10.25 15.75 x 10.75 16 x 11 $6,650 $6,420 $6,210 $5,920 $5,310 $5,160 $4,900

Full Page 7.375 x 10.25 7.875 x 10.75 8.125 x 11 $3,325 $3,210 $3,105 $2,960 $2,655 $2,580 $2,450

1⁄2 Page Horizontal 7 x 4.875 - - $2,205 $2,155 $2,080 $1,990 $1,785 $1,730 $1,645

1⁄3 Page Vertical 2.375 x 10 - - $1,705 $1,645 $1,620 $1,535 $1,380 $1,335 $1,265

1⁄4 Page Vertical 3.375 x 4.875 - - $1,440 $1,390 $1,370 $1,290 $1,175 $1,135 $1,080

Rates & Specs

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 $1,500/mo

Medium Rectangle 300 x 250 300 x 100 jpg, gif 45 kb 30 sec 3 $1,000-$1,500/mo

Bottom Banner 940 x 60 300 x 50 jpg, gif 45 kb 30 sec 3 $1,000/mo

Interstitial 640 x 480 - jpg, gif 45 kb - - $3,000/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

SEND AD MATERIALS TO: SARAH WALL 913.955.2776, FAX 913.647.6108, SWALL@ALLIED360.COM
FILE UPLOAD LINK: anthemcloud.egnyte.com/ul/FbcUW3JXy9



P
11PTPRODUCTSONLINE.COM

Buyer’s Guide

Overview
Our Buyer’s Guide summarizes and highlights the companies serving the 

market. The guide is published every year and hosted throughout the year on 

our website. This is a resource that purchasing decision makers will refer to 

throughout the year.

Program Features
•  Company logo and display ad call out, plus one of the following:
•  Featured Listing - Enhanced...................................................... $450/per listing

-  Short company profile
•  Advertorial Profile - 1/4 Page...................................................... $635/per listing

-  Expanded company profile and one image
•  Advertorial Profile - 1/2 Page.................................................. $1,140/per listing

-  Expanded company profile and one image
•  Advertorial Profile - Full Page..................................................$2,564/per listing

-  Extended company profile and two images

Specs
Short Description: 50 words max

Expanded Description:
-  1/4 Page: 115 words max

-  1/2 Page: 225 words max

Extended Description: 525 words max

Advertiser Logo: 300 dpi, eps, jpg
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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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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 impressions daily

•  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 
•  Audience Reach: 150K impressions per month

Option 2.................................................................................................. $3,125

•  Audience Reach: 250K impressions per month

Option 3.................................................................................................. $4,375
•  Audience Reach: 350K 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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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.

Physical Therapy Products 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 therapist or service provider with top 10 list of products, habits,  

services they ”can’t work without.” 

Interview 

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

Product Features

Highlight a single product or a suite of products.

	 Provided	 Created	 Digital	 	
	 Content	 Content	 Distribution	

Single Page	 $1,350	 $2,150	 $800

Double Page	 $2,700	 $4,200	 $1,475

Program Features
•  Only available as part of a comprehensive marketing program with  

     Physical Therapy Products

•  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.
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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.
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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. 

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 

MAJOR
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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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Webinar

Overview
Webinars are highly engaging platforms that allow attendees to interact with 

the moderator and panel visually with educational slides as well as interact 

directly through chat and Q&A. This higher level of interactivity gives the 

sponsor elevated benefits of branding and direct contact with the attendees.  

Sponsors also benefit from the multiple marketing efforts we put in place with 

e-mail and web promotions to drive registrations and attendees to the live 

event as well as attendees to the archived event with all of the registration and 

attendee contact information given to you as leads.

Webinars can be multi-sponsored, single-sponsored or a custom arrangement. 

Regardless, sponsors benefit from months of lead generation and branding 

to the archived event to keep your lead nurturing efforts supported for an 

extended period of time.

Specs

60 minutes | $13,000 total | promoted 4 months
30 minutes | $7,500 total | promoted 4 months
15 minutes | $4,500 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.
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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 Physical 

Therapy Products. 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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White Paper

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

abstracts and white papers in the hands of physical therapy 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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Content development We facilitate the creation of a community where all content 

is consumer-oriented and industry specific. This could include Physical Therapy 

Products 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 

Physical Therapy Products, 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 physical therapy 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
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Video Showcase

Overview
Telling your story with short videos is a highly engaging way to draw an 

audience into your message. So you’ve created a video, now what? You need 

to drive traffic to it and we’ve got your audience!

For videos already in the public domain, we will keep the video with open 

access on our site. For videos that are not available in the public domain, 

we gate the video for registration making the video a lead-generation 

platform for you.

In either case, we create multiple e-mail and web promotions to drive traffic 

to your video so you gain that added visibility from our 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

*Artwork supplied from our sister company, The Hearing Review.
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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 biomedical equipment and clinical 

engineering 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
•  Inclusion in monthly promotional e-blast

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 white paper in PDF format

•  Customized registration page

Specs

$6,000 total | $700 per page for content creation
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Contact

Corporate Headquarters

Physical Therapy Products
4303 W 119th St, Leawood, KS 66209

  913.894.6923  f.  913.894.6932

  ptproductsonline.com

Jody Rich
Publisher
  jrich@allied360.com

  310.435.6305

Business & Sales 

Frank Long
Editorial Director
  flong@allied360.com

  714.434.4883

Deborah Overman
Associate Editor
  doverman@allied360.com

  661.367.6582

Editorial

Tonya Manning
Production Manager
  tmanning@allied360.com

 913.955.2728

Ashley Miller
Art Director
  amiller@allied360.com

  913.955.2715
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