


@ Thieme

“Medical Publishers

i = MANY WAY
it

TO DELIVER YOUR

@Qmmmsmgm Weelk

Robotic patients attract new students
neen s B0

A pair of Harvard researchers found doctors are better equipped to deal with a variety
of patients when they train with a diverse group of physicians. Harvard Medical School
is now using robotic patients to attract a new generation of students from under-
represented areas of the Greater Boston region. The school has found a way to entice
the video game generation into growing excited about a career in medicine and
science—the attraction is a robotic mannequin named Stan. MORE
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7 changes for medical schools to train doctors for reform era care
Health Leaders Media <rae [ - ([

The U.S. must aggressively reform the way it trains its physicians if they are to
competently provide care to meet the mandates, hopes and expectations of health
reform, according to a report from The Carnegie Foundation for the Advancement of
Teaching. MORE

Stanford Medical School to offer course that gives students option
of studying their own genotype data

Medical News Today snere ] © [ =

In a step toward preparing physicians and biomedical researchers for a future where
genomic testing increasingly becomes part of medical care, the Stanford University
School of Medicine is offering a new course in which medical and graduate students
will be given the option of studying their personal genotype data. The students will
learn how to analyze, evaluate and interpret the genetic data, the limitations of the
existing technologies, and the legal and ethical issues raised by personal genotyping.
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Big gains for young people in health law hance i A This premier position provides your company with top expo-

The New York Times  Share. € fﬂ’;"&"lg every ) .
Almost one-third of the 46 milli red in the United States are 19 to 29 — th d | ﬁ:
age aroup hat s the mostlikely t be without coverage, since so many work n 12 sure and quality traftic.

part-time or entry-level jobs. This group stands to reap substantial benefits from the
health care act's expansion of coverage. MORE

Fictional stars, real problems
‘The Wall Street Journal  snee B3 © [

The case of two troubled teens captivated psychiatrists at the University of South
Carolina School of Medicine for months. Eleven residents and four attending

R e o B/1 SKYSCRAPER/HALF SKYSCRAPER
development. MORE . . .

’ A skyscraper is a large format ad with prime real estate to sell
f B e o oty your company's products or services to decision-makers.

‘earned. Quality consistent with the intended image of your
practice...all conveyed by your lab coat. MORE

vt e BB C/1 TOP/BOTTOM BANNER

“The room's soft white lighting illuminates a wall of etched glass and blond wood.

There's hand-laid tile in the shower and the couch unfolds, letting family members .
. he sh of this he | /, with walls that hide d

Sireg o ik s ehe e span il eee s5e th ety et t e Banner ads allow your company to combine text, colors, and

windows. It's peaceful, perhaps practical, and it could be the hospital patient room of

e uture. noe graphics into a unique sales message for committed buyers.

Student debt and a push for fairness
The New York Times snore B [ &1

If you run up big credit card bills buying a new home theater system and can't pay it

off after a few years, bankruptcy judges can get rid of the debt. They may even erase
loans from a casino. But if you borrow money to get an education and can't afford the
loan payments after a few years of underemployment, that's another matter entirely.
It's nearly impossible to get rid of the debt in bankruptcy court, even if it's a private

:;:E from for-profit lenders like Citibank or the student loan specialist Sallie Mae. D P R O D U CT S H O W C A S E

et serue W A morten catfoms. Showcase your latest product with this placement and in-
Learning (ISL) Medical Students Residency Programs

clude a photo, 50-word description and link to your site.

§
\\!K
A&
The diagnestic eauipment
il be crtcl

the skill that are fundamental 1947 Our goal is to tran the

o E CALLOUT TEXT AD
e ol Dl g oy e Integrated into the feel of the brief, a callout ad targets your

o e e e buying audience with an image and 25-word description.

health care organizations and
associations.

F TRADITIONAL TEXT AD

Sample provided is representative of ad specifications only and does Leve_rage the power of words with a 15-word text ad to drive
not necessarily depict placement within the brief. traffic to your website.

SEE PRICING NEXT > > >



AD RATES @& e
5000
& S P E C S Image Dimensions File Format Max File Size

728x90 JPEG, GIF 120k
Prices are for participation in 13 emails to
36,100 medical students
(one 90 day cycle)

] Top/Bottom Banner
$4000/$3500

Image Dimensions File Format Max File Size
468x60 JPEG, GIF 50k

Skyscraper/Half Skyscraper
$4000/$3000

Image Dimensions File Format Max File Size
120x600 JPEG, GIF 150k
120x300 75k

- Product Showcase
$3950

Lorem ipsum dolor

Text five word headline, fifty word description
Image Dimensions 175x125 File Format JPEG, GIF

Callout Text Ad
| $3000

Text five word headline, twenty-five word description
Image Dimensions 125x100 File Format JPEG, GIF

CONTACT US

CcoLBY HORTON
DIRECTOR OF MEDIA AND CONTENT

DR
chorton@multibriefs.com

Traditional Text Ad
DIRECTOR OF ADVERTISING SALES $1500

972.402.7025 ncidunt ot abore & More Text five word headline, fifteen word description
bmaitland@multibriefs.com Image Dimensions 120x50 File Format JPEG, GIF

BEN MAITLAND
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The news tackles today’s most relevant issues, gathered from sources like The Associated Press, The New

York Times, Financial Times and the leading industry publications and is delivered to the inboxes of

medical students and pre-med students - the future top-tier people in the industry.
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TOP TEN REASONS TO ADVERTISE IN
AMSA WEEKLY CONSULT:

CREDIBLE SOURCE
For over 50 years, our members have turned to the association as

the informational authority of the industry. Advertising in AMSA
Weekly Consult solidifies your place among weekly information
provided to AMSA members.

Advertising in AMSA Weekly Consult allows your company to
reach industry decision-makers. Your message will be in front
of pre-qualified buyers who are looking for your products
specifically for their business.

n TARGETED DISTRIBUTION

Subscribers to AMSA Weekly Consult have asked to receive this
information. Your ad will no longer be mixed with junk mail and
spam. Our enhanced technology ensures that your ad will
make it through spam filters.

RELEVANT CONTENT
\ Our editorial philosophy is driven by current events and relevant

industry issues and trends that affect our subscribers the most.

FREQUENCY
Frequency builds awareness. As a weekly publication, AMSA Weekly

Consult ensures your ad will be every week by our 36,100 subscribers.

E OPT-IN SUBSCRIBER LIST

AFFORDABLE
) Advertising in AMSA Weekly Consult is much cheaper than many other In-

ternet advertising options, and much more affordable than television and
radio promotion. Have you priced pay-per-click campaigns lately?

Each issue of AMSA Weekly Consult has a limited number of ad spaces, allowing your

n YOUR AD WILL GET THE ATTENTION IT DESERVES
ad to get maximum exposure. A limited number of ads equals higher visibility.

The electronic format makes it more convenient for a reader to
respond to your ad. Your product is just a click away!

p IMMEDIATE RESPONSE TO YOUR AD
Q
)

Our talented graphics team is continually raising the bar by creating
sophisticated Web ads for our clients. These services are offered at
no charge to advertisers in AMSA Weekly Consult.

E EXCEPTIONAL CREATIVE SERVICES

As an advertiser, you'll have the ability to track reader response
your campaign, immediately quantifying your ROI.

m TRACK CAMPAIGN EFFECTIVENESS
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