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	 Mission & Vision

WebMD the Magazine Delivers  
             the Power of the Waiting Room

We’ve all been there. The waiting room is 

where we prepare to see our doctor for what 

could be the most important conversation of 

the week, month, or year. The better informed we are, the 

better we can communicate with our physician during our 

all-too-brief time in the exam room. WebMD the Magazine 

transforms the waiting room experience by providing 

trusted information and cutting-edge interactive health 

tools. Its signature engaging, interactive, and educational 

approach to health and healthy living helps us have better 

conversations with our doctors that day and make better 

decisions for ourselves and our families when we walk out 

the door, back to the rest of our lives. 
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82
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The Waiting Room Companion Created for Your Doctor’s Office

women’s health
special issue

Make Your Brand Part of the 
Patient/Doctor Conversation
Filling the unmet need for solid information in the doc-
tor’s office, WebMD the Magazine is specifically 
designed for the waiting room. Its engaging, at-a-glance 
interactive format drives action and prompts patients to 
ask their doctors questions about specific medications, 
products, and treatments. 

“WebMD the 
Magazine 
extends 
WebMD’s  
value to the 
point-of-care 
audience.”
—Nan-Kirsten Forte, 
MS, Editor in Chief,  
WebMD the Magazine

Align with the Most Trusted  
Brand in Health Information
Trusted, highly credible, and objective, WebMD is the health brand 
U.S. physicians recommend most to their patients—and to their 
colleagues. WebMD the Magazine is based on the award-
winning information of WebMD.com, which reaches 82 million 
unique visitors every month. That’s one in every two U.S. adults. 
Source: Omniture January to March 2009; Manhattan Research Cybercitizen Health 2006; past 12 months
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	 Editorial

Leading Health Topics
In each issue, WebMD the Magazine spot-
lights the leading health issues and subjects of 
interest: allergies, beauty, cancer, depression, 
diabetes, heart care, nutrition and fitness, 
pain, parenting, sexual health, and sleep. On 
the cover and throughout the pages of the 
magazine, these topics are marked with signa-
ture colors for identification and easy reading.

diet

heart sleep

diabetes
cancer

PaIn

allergies
mind

parentingbeauty

sex

award-Winning 
Content
Like WebMD.com, WebMD 
the Magazine leverages its 
award-winning content created 
by a dedicated staff of physi-
cians, medical journalists, and 
health educators to provide news 
and analysis of the most impor-
tant health issues of our times. 

WebMD the Magazine, the  

second most read U.S. women’s  

health magazine, is published by 

WebMD.com—the most visited, trusted, and 

influential brand in health information. From expert 

analysis of medical breakthroughs to health news you 

can use, WebMD the Magazine helps you 

better inform yourself to make the best health and 

lifestyle decisions for yourself and your family.

52 WebMD the Magazine | March/April 2008 53WebMD the Magazine | March/April 2008

MARHAT
wellness

Senior care gets the Martha treatment, with the 
recent opening of the domestic doyenne’s visionary 
medical center for aging well. Stewart dishes about 
why she is playing doctor, her own health challenges, 
and the lessons learned while coping with the loss of 
the formidable woman who helped inspire it all: her 
mom, Big Martha
By Gina Shaw
WebMD Health Contributing Writer

It’s a 
 good,    
healthy  
 thing

Reviewed by Brunilda Nazario, MD
WebMD SENIOR MEDICAL EDITOR

TATA
Celebrity Health Coverage
Health is the great equalizer. No matter how 
much fame or wealth they have, celebrities 
worry about health and wellness issues and 
see their doctors—just like us. WebMD the 
Magazine is the only A-list celebrity health 
magazine, spotlighting three celebrities each 
issue. 

Each issue of WebMD the Magazine fea-
tures an informative, revealing health-focused 
cover story interview with an influential celebrity. 

Also in each issue: Medical File, reporting on a 
celebrity making medical news, and the signa-
ture back-page WebMD Checkup interview with 
a notable personality.

Health Content That Is  
       Engaging, Educational, and Actionable

42 WebMD the Magazine | July/August 2009

sleep

43WebMD the Magazine | July/August 2009

You take your shut-eye for granted. Until you find yourself staring at the bed-
room ceiling at 2:33 a.m. one predawn too many. And then—finally—it hits you: 
Could this be more than an off night? Could you have a sleep problem?

If you do, getting to the bottom of the problem is important. Not catching enough zzz’s regularly 
can leave you feeling drained, depressed, anxious, stressed, and generally miserable. And it’s a vicious 
circle:  The more stressed you are about being exhausted, the less likely you are to nod off. Over time, 
poor slumber has a dramatic impact on you and those around you, especially your family. 

Read on for the stories of three women who, for various reasons, just couldn’t sleep. We posed 
their situation to WebMD’s slumber expert, Michael Breus, PhD, a clinical psychologist with a spe-
cialty in sleep disorders and the author of Good Night: The Sleep Doctor’s 4-Week Program to Better Sleep and 
Better Health. Breus weighs in with advice for each about how to finally reach the land of sweet dreams 
tonight—and every night.

WebMD’s shut-eye expert tackles 
               the pillow-time problems 
      of three very tired women 

By Heather Hatfield, WebMD Contributing Writer

Illustrations by Susy Pilgrim Waters

 Reviewed by Brunilda Nazario, MD
 WebMD SENIOR MEDICAL EDITOR

snooze
solutions

38 WebMD the Magazine | March/April 2006

 
Head Off Pain

Examine your diet to help  
keep a migraine off the menu

Your head feels tight, the pressure builds, and pretty 

soon pain is all you can think about. Hello, headache. 

You’re having one of the recurring tension or cluster 

headaches that afflict 45 million Americans every year, 

according to the National Headache Foundation. Another 29 

million suffer from migraines.  

 Research shows that some headaches, primarily the severe 

migraine type, can be triggered by your diet. Keep a headache 

diary, say experts. Look for patterns. Do any foods or beverages 

consistently cause headaches? Once you’ve identified a potential 

trigger, cut it out of your diet and see if the result is fewer or 

less severe headaches. Start your hunt for triggers with 

these common pain-producing culprits: 

nutritionmatters
eating well for your health and bottom line

By Kathleen Zelman, MPH, RD/LD
WebMD Director of NutritioN

Recipe

Per serving: 65 calories, .2 g protein, 9.25 g carbohydrate, .5 g fiber, 0 fat, 
0 cholesterol, 5.4 mg sodium. Calories from fat: 0%.

Safe Substitution

For more relief tips, go to WebMD.com 
            and search “headache pain.”

Tyramine Formed naturally from the breakdown of pro-
tein as it ages, tyramine is found in red wine, overripe 
bananas, beer, ale, nuts, seeds, soy, chocolate, pickled or 
fermented foods, and aged cheeses like Camembert and 
Parmesan. For a trigger-free cheese plate, choose fresh 
cheeses, such as (pictured above): jalapeño jack yogurt 
cheese, soy cheddar, mozzarella, chevre, and mascarpone.

Caffeine Drinking more than the equivalent of two 
cups of coffee a day means increased blood flow to the 
brain, which can bring on a nasty headache.

Alcohol Alchol increases blood flow to the 
brain, which can trigger a cluster or mi-
graine headache or cause dehydration and 
lead to a hangover headache. 

MSG The increased sodium intake 
from monosodium glutamate, or 
MSG—an ingredient commonly 
found in meat tenderizers and in 
Chinese food—may result in a  
hangover-type or migraine headache.

 
Tannins Usually associated with red wine, 

tannins are also found in apple juice, black- 
berries, coffee, tea, chocolate, and carob. 

Nitrites This food additive, found in processed meats 
such as hot dogs and lunch meat, can increase blood 
flow to the brain and cause a migraine. 

Ice cream This dessert and other very cold foods 
can irritate a nerve in the back of the throat and 
bring on “brain freeze,” which can trigger a headache 
(although not a migraine).  

Tannin-Free 
White Sangria
12 half-cup servings

1/2 cup sliced oranges

1/2 cup strawberries or 
raspberries

1/2 cup sliced apples

1/2 cup sliced pears

2 cups sparkling cider or 
champagne

1 cup white grape juice

1 cup ginger ale, lemon-lime 
soda, or sparkling water

Fresh mint and lemon slices 
(optional for garnish)

 
1. Slice fruit 
(substitute any 
fruit you desire) 
and place into a 
large bowl. 

2. Combine all 
liquids, pour over fruit, 
and let marinate for a few 
hours. 

3. Pour into festive wine glasses 
and (if desired) garnish each 
glass with fresh mint and a 
slice of lemon.

4. Enjoy! 
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	 Distribution

WebMD the Magazine 

delivers your brand message 

at the very moment consum-

ers are actively making health care deci-

sions and are about to talk to their doctor. 

WebMD the Magazine is the last 

touchpoint before a doctor recommends 

a treatment—and a consumer buys it in a 

drugstore or pharmacy.

Reach 10 Million Consumers and  
    85%+ of High-Prescribing U.S. Physicians

1,100,000 Circulation 
Reaching 85%+ of  
High-Prescribing  
U.S. Physicians
WebMD the Magazine is delivered to  
more than 400,000 high-prescribing U.S. doctors.

Source: The Little Blue Book, 2009 

Reach 10 Million Readers
WebMD the Magazine reaches 9.8 million 
health-conscious consumers with each issue. 

  % Coverage of U.S. 
Physician High-Prescribing  
Specialty Physicians

Allergy and Immunology 95%
Cardiology 96%
Child and Adolescent Psychiatry 64%
Dermatology 92%
Endocrinology 94%
Family Medicine 91%
Gastroenterology 93%
Infectious Diseases–IM 91%
Internal Medicine 93%
Neurology 89%
Obstetrics/Gynecology 90%
Oncology 95%
Ophthalmology 92%
Pediatrics 81%
Psychiatry 73%

Source: IMS, The Little Blue Book, 2009

Delivered to the Waiting Rooms of   
Physicians in Every Specialty

WebMD the Magazine Is  
the #2 Women’s Health Title!

9,846,000

Prevention

WebMD the Magazine

Women’s Health

Health

Fitness

Shape

Self

10,400,000

8,816,000

7,145,000

7,373,000

7,780,000

5,638,000

Total audienceFemale Health Titles

Source: MARS 2010

Source: MARS 2010
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Population (000) % Covg. % Comp. Index
Total Target 9,846 4.3 100 100

Women 5,629 4.8   57.2 111
Men 4,217 3.8  42.8   89

In THEIR PRIME

Age 18–49 6,601 5.0 67.0 115
Age 25–54 5,833 4.6 59.2 108
Age 35–64 5,562 4.6 56.5 107
Age 35+ 6,175 3.9 62.7 90
50+ 3,245 3.4 33.0 79
Median Age 40.1

aFFLuEnT

$50,000+ 6,262 4.7 63.6 109
$75,000+ 4,197 4.7 42.6 108
$100,000+ 2,379 4.1 24.2 95
Median HHI ($) $66,208 109

HIgHLy EDuCaTED
Any College 6,392 5.0 64.9 116
College Graduate+ 3,548 5.5 36.0 128
Postgraduate Study or Degree 1,621 6.7 16.5 156

SuCCESSFuL

Employed Full-time 5,541 4.6 56.3 107
Professional 2,304 7.5 23.4 174

Professional/Managerial 3,376 6.4 34.3 149

MaKIng IMPoRTanT DECISIonS

Married 5,287 4.3 53.7 100
Parent (Children at Home) 4,664 5.4 47.4 126

Primary Caregiver 2,051 7.1 20.8 164

Source: MARS 2010

WebMD the Magazine Delivers  
        Affluent Female Caregivers
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People 44,537 19.5

Better Homes 
and Gardens 30,343 13.3

AARP the Magazine 29,324 12.8

National Geographic 27,549 12.1

Sports Illustrated 24,910 10.9

Reader’s Digest 24,192 10.7

Good  
Housekeeping 23,546 10.3

Time 22,541 9.9

Reader’s Digest 21,601 9.5

US Weekly 19,446 8.5

Star 19,067 8.3

Family Circle 17,741 7.8

Woman’s Day 17,556 7.7

Southern Living 16,152 7.1

Newsweek 15,722 6.9

Cosmopolitan 15,534 6.8

USA Today 14,833 6.5

Source: MARS 2010

WebMD the Magazine Is one          
   of the Top 50 U.S. Magazines

OK! 14,497 6.3

Glamour 12,745 5.6

In Touch 12,428 5.4

Parents 12,040 5.3

Jet 11,921 5.2 

Parenting 11,516 5.0

Woman’s World 11,477 5.0

Men’s Health 11,238 4.9

ESPN 11,118 4.9

Ebony 11,101 4.9

National Enquirer 11,023 4.8

Feild & Stream 11,021 4.8

O, the Oprah Mag 10,774 4.7

Taste of Home 10,769 4.7

TV Guide 10,619 4.6

Country Living 10,514 4.6

Prevention 10,400 4.6

Essence 9,898 4.3

WebMD  
the Magazine 9,846 4.3

Ladies’ Home  
Journal   9,837 4.3

Medizine HL 9,816 4.3

Redbook 9,807 4.3

Entertainment  
Weekly 9,584 4.2

Rolling Stone 9,545 4.2

Cooking Light 9,096 4.0

NY Times 8,942 3.9

HM Primary Care     8,779 3.8

InStyle 8,662 3.8

Popular Mechanics     8,524 3.7

Wall Street Journal     8,285 3.6

Women’s Health     8,186 3.6

GQ    8,095 3.5

Outdoor Life 7,966 3.5

Vogue 7,946 3.5

 Audience %  
 (000) Coverage

 Audience %  
 (000) Coverage

 Audience %  
 (000) Coverage
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	 Reader Engagement

WebMD the 
Magazine 19.1% 1,881

15.6% 1,278

Self 12.5% 702

Fitness 11.2% 824

Shape 14.0% 1,093

Health 10.1% 723

Prevention 1,14511.0%

After seeing health care ads in 

WebMD the Magazine, 

our readers are more likely to 

ask for a prescription than the 

readers of other leading health 

and fitness publications.

WebMD the Magazine  
            Readers Take Action

Our Readers ask for 
a Specific Drug Due 
to Ads

#1

Source: MARS 2010

Women’s 
Health
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FLIP! PETs 

WebMD the Magazine, the second largest women’s health magazine in the country*, provides nearly 
10 million readers with the health and wellness information they need to make the best lifestyle decisions for them-
selves and their families. Be part of our must-read issues all year long to connect with your target audience. 

  March/April  January/February   May   June

   
  n Better Sleep Guide 

  n  Fibromyalgia

  n Special Feature: Pet Health

  n Summer Healthy Grilling

  n Fitness: Heart-Healthy Moves

  n Product Roundup: Healthy  
  Grilling/Picnics

  n You Asked! Hair Removal

  September

Focus: Back To schooL

  n  Family Mental Health

  n ADHD: Going Back to School

  n Men’s Cancer

  n Chronic Pain

  n Product Roundup: Healthy  
  Back-to-School Foods

  n You Asked! Hair Products

 

  July/August   October

Focus: womEn’s cancEr

  n  Cancer Prevention, Treatment

 n  Arthritis Update (RA)

 n  The Healthy Makeup Bag

 n  Diet/Nutrition: Healthiest Diets

 n  Fitness: Workout Tips

  n  Product Roundup: Oral Care

 n  You Asked! Face/Body Scrubs

   
  n  Heart-Health Guide and Tips

  n Cold and Flu 

 n WebMD Guide: Sexual Health

 n Diet/Nutrition:  
      Heart-Healthy Meals 

 n Product Roundup:  
  Heart-Healthy Food

 n You Asked! Anti-Aging (30s)

  March/April

Focus: hEaLThY homE

  n Your Green, Clean Home

  n Spring Allergies & Asthma

 n Spring/Summer Weight Loss

 n Fitness: Exercise with Your Kids

  n Product Roundup:  
  Home Eco-Clean Products

 n You Asked! Hair Color

  January/February

 Focus: hEaLThY hEarT

  May

Focus: summEr hEaLTh

 n WebMD Guide: Osteoporosis 

 n ADHD: Summer Break Strategies 

 n Diet/Nutrition: Spring Recipes

 n Fitness: Make Over My Workout

  n Product Roundup:  
  Fitness Gadgets

 n You Asked! Face and Body       
  Moisturizers

  June

 Focus: womEn’s hEaLTh

 n  Diet/Nutrition: Super Foods

 n  Healthy Sex, Healthy Life

 n  Dental Care for the Family

 n  Fitness: Get-Moving Guide

  n Product Roundup: Medicine  
  Cabinet Must-Haves

 n You Asked! Self-Tanners

  November/December

Focus: hEaLTh hEroEs

  n  WebMD 2010 Health Heroes: 
Our annual salute to  
extraordinary Americans

 n  Cold & Flu

 n  Skin & Beauty: Gift Guide 

 n  Fitness: Winter Fitness

   n  Product Roundup: Healthy 
Holiday Foods

 n  You Asked! Anti-Aging (40s)

EDITORIAL CALENDAR SUBJECT TO CHANGE; *STATISTIC FROM MARS 2010

	 2010 Editorial Calendar

FLIP! mEn’s hEaLTh

Plus
In EVERy ISSuE:

Quiz:
Sex
Heart 
Sleep
Diet
Allergies & Asthma
Diabetes
Cancer
Pain
Mind

Departments:
Beauty
Parenting
Mind (mental health & wellness)

Patient
Sex
Sleep
Nutrition
Fitness

 Focus: hEaLThY sLEEP

FLIP! PETs 

Ad Close: 12/10/2009 Ad Close: 2/10/2010 Ad Close: 4/5/2010 Ad Close: 5/5/2010

Ad Close: 6/10/2010 Ad Close: 8/5/2010 Ad Close: 9/6/2010 Ad Close: 10/11/2010
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	 In Every Issue

WebMD’s signature approach to health 

information extends to every magazine 

page in these regularly appearing 

departments and sections. 

WebMD Wire 
Brief health, wellness, and medical news bites—fun, fast, and easy to read

Click Here
Highlights from WebMD.com

Medical File
People and books making health-care news

Ask the Experts 
Readers’ questions answered by WebMD health experts

Worked for Me 
Helpful health advice from WebMD.com community users

My WebMD
 First-person stories by WebMD.com readers 

Exam Room
 A closer look at objects used for our health 

Living Well
Featuring the best in healthy living, including You Asked

You Asked
Expert A’s to your beauty Q’s

Nutrition Matters
Delicious healthy recipes, diet tips, and nutritional information

Fitness Matters
 Inspiring exercise tips that really work

Mind Matters
 A head start on emotional wellness

Sleep Matters 
A healthy take on shut-eye topics

Parenting Matters
Expert advice for kids’ sake

Patient Matters
 Tips to be a better health consumer

Sex Matters
Health and wellness aspects of sexuality 

WebMD Checkup
10 questions for celebrities about their health and well-being  

rom personal-size pizzas to smoothies, bean burritos to cheeseburgers, 
the average American has plenty of restaurant to-go lunch options. True, 
not all are exactly healthy. But by making smart choices no matter where 
you stop, you can enjoy nutritious (and not too fattening) midday meals 

away from home. Here are some tips to keep in mind the next time you order out.

Keep it lean. Fill your sandwich with lean meat or a vegetarian option.  
The best meat filler choices are turkey or chicken breast, roast beef, and lean ham. 
For example, a 2-ounce serving of each of these at a Subway chain restaurant will 
cost you just 60–70 calories and 2–5 grams of fat. That’s a healthy start.

Spread wisely. Garnish the bread with mustard, fat-free dressing, or a small 
amount of olive oil. If you must have mayo, take an individual packet with  
you, rather than allowing a server to apply it. That way you can spread exactly  
the amount you want, preferably on just one side of your sandwich. Some  
establishments offer light mayonnaise. If you keep it to 1½ teaspoons, it  
will add 25 calories and 2½ grams of fat.

Pile on the veggies. When it comes to to-
mato, lettuce, onions, sprouts, and so on, the 
more the merrier. These fillers add fiber and 
nutrients with almost no calories.

Choose whole grain. If the menu has a 
whole-wheat or whole-grain roll or bread 
option, go for it. This will add fiber and  
nutrients along with the carbohydrates.

Minimize Mexican. If you go to a Mexican 
restaurant, choose soft tortillas (not fried); lean meat fillers, such as charbroiled 
chicken breast, steak, and fish; and pinto or black beans (instead of refried).

Cut the cream. Just say no to the sour cream, or ask for light sour cream. And if 
you snack on tortilla chips, try to keep it to a handful instead of half of a basket.

Choose the chicken. If you go to a typical fast-food burger place, opt for the 
charbroiled chicken sandwich without creamy sauce (ask for barbecue sauce,  
catsup, or mustard) or a small hamburger without mayo or special sauce.

Forgo the fries. This bit of advice may hurt, but say bye-bye to the fries,  
and reach for a salad with low-fat dressing or a fruit salad. Fries not negotiable? 
Get the kiddie size and enjoy just some of them.—Elaine Magee, MPH, RD 

Special Order
You can eat out for lunch without 
breaking your diet

If you must have mayo, 
control the amount:  
Take a packet with you, 
rather than allowing a 
server to apply it.

F

Eat out like a health pro. Find more tips at www.WebMD.com.

40 WebMD the Magazine | July/August 2007

nutritionmatters
 eating well for your health and bottom line

Reviewed by 
Kathleen Zelman, MPH, RD/LD
WebMD DiRectoR of nutRition

41WebMD the Magazine | July/August 2007

Chain Choices
Not sure what to order? Keep your 
meal light and healthy with these 
safe bets at four popular U.S. fast-
food chains.

Baja Fresh
Freshly grilled meat and fish and 
sizzling veggies are the magic ingre-
dients in the entrées at Baja Fresh. 
The chicken taco contains 210 calo-
ries, 5 grams fat (21% calories from 
fat), 1 gram saturated fat, 28 grams 
carbohydrate, and 2 grams fiber. 

Quiznos
To keep your calorie count in check, 
try the Small Honey Bourbon Chick-
en: 359 calories, 6 grams fat (15% 
calories from fat), 45 grams carbo-
hydrate, and 3 grams fiber.

Subway
Order your sandwich on one of 
these calorie-conscious breads: 
wheat (3 grams fiber and 2.5 grams 
fat per 6-inch roll) or honey oat (4 
grams fiber and 3.5 grams fat per 
6-inch roll). 

Taco Bell
Reach for the Two Fresco Style 
Ranchero Chicken Soft Tacos: 340 
calories, 8 grams fat (21% calories 
from fat), 44 grams carbohydrate, 
and 4 grams fiber. Or bypass meat 
altogether with the One Fresco 
Style Bean Burrito: 350 calories, 
8 grams fat (21% calories from 
fat), 56 grams carbohydrate, and 
9 grams fiber.

Veggie-loaded tacos and 
salads—remember to go 
light on the dressing!—
are the best bets. With 
sandwiches, choose 
whole-grain breads 
when available, and  
pile on the greens.

Health and Well-being  
            From A to Z

28 WebMD the Magazine | February 200928 WebMD the Magazine | February 2009

make the most of your life

livingwell Reviewed by  
Michael W. Smith, MD
WebMD CHIEF MEDICal EDItoR

28 WebMD the Magazine | February 2009

Dip in
Ready to try your hand  
at home waxing? Here’s 
what you need to know 
before heading to the drug 
or beauty supply store.

The price is right. At about 
$6 to $12, all-in-one at-
home waxing kits are easy 
on your wallet. They’re 
typically less expensive 
than salon wax jobs, which 
can set you back $15 for 
a small body part, such as 
brows or the upper lip, to 
$50 for legs or bikini lines. 
Easy does it. Got sensitive 
skin? Look for a perfume- 
and dye-free wax or one 
that says it’s hypoallergenic. 
Quell the swell. All done? 
Soothe your skin and trim 
your chances of redness 
and swelling by following 
up a waxing session with 
a facial toner that contains 
calming chamomile. 

Hair Looms 
The pros and cons 

of DIY waxing

When I was 11, my mother decided it 
was time to unburden my forehead of its uni-
brow. Little did I know I should have run far 
away and taken the tweezers with me. For what 
seemed like hours, she skillfully plucked hair by 
hair as tears of pain streamed down my face. If 
only I’d known there was another way: waxing.

Waxing, like tweezing, does hurt. But the pain 
comes with every strip, not hair by hair. Waxing 
is also better than cream hair removers because 
there’s no smell and less of a chance you’ll wind 
up with a nasty red rash. And, unlike with shav-
ing, your legs or bikini line aren’t left full of 
nicks and cuts.

Unfortunately, squeezing in a trip to the 
salon for wax jobs can be tricky. You may not be 
able to land an appointment on the day you’re 
feeling hairy. Do-it-yourself waxing, on the 
other hand, can be performed anytime right in 
your own bathroom. 

Most over-the-counter waxes are a combina-
tion of beeswax and parafin and come in micro-
waveable containers or ones that can be heated 
quickly on the stove. But they’re not your only 
option. Precoated wax strips are virtually mess-
free, easy to clean up, and manageable for small 
areas such as brows and lips or bikini line touch-
ups. Water-soluble “sugar” products made from 
a sugar and water base are less sticky than tradi-
tional wax, so any excess washes off with soapy 
water. They’re also gentler on sensitive skin.

Esthetician Janet Chao, who has waxed hun-
dreds of eyebrows, upper lips, and bikini lines 
at New York spas, says at-home waxing kits are 

safe and effective but you’ve got to follow in-
structions. “Always do a test waxing and don’t 
‘double-dip’ used applicators in the wax,” she 
says. “That can cause an infection. Dead skin 
and dirt can clog pores, causing a bumpy, red 
rash, so you’ll want to exfoliate the day before 
you’re going to wax. And, for the best results, 
apply wax in the direction your hair grows 
and then remove it in the opposite direction 
of hair growth.”

But don’t start slathering on wax quite yet. 
“Your hair has to be about one-quarter inch 
long, the length of a rice kernel, so the wax can 
grab it and pull it out at the roots,” says Chao. 
Depending on how fast your hair grows, that’s 
about seven days of growth. And, if your bikini 
line hasn’t been waxed or shaved in a while, 
Chao suggests trimming the hair to prevent a 
sticky mess. 

Perhaps the biggest payoff is the time span  
in between touch-ups. Thanks to my Sicilian 
 heritage, my uni-brow used to need tending 
every few days, and I also had to shave my legs 
daily. But waxing keeps regrowth from showing 
up for about two weeks. “Longer if you’re a 
routine waxer because waxing weakens the hair 
follicle, which slows the production of hair,” 
Chao says.—Gina Roberts-Grey

Get the buzz on all your skin treatment questions at the beauty boards on www.WebMD.com.
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know this to be true: If
you want to lead a happy,

healthy, independent life—you
must take control of diabetes yourself.

It’s that simple. It’s that challeng-
ing. AND NOW IT’S POSSIBLE.
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control over diabetes than you
ever imagined—along with the
freedom and independence that are so
essential to your well-being. 

This magazine can 
change your life! 

There has never been a magazine
like Diabetes Self-Management. It
will have an immediate, powerful
impact on your life. That’s not just
a promise — that’s a guarantee.
Diabetes Self-Management gives
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able, positive approach for con-
trolling diabetes. How does it
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to the information and strategies
that, until now, have been so hard
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specific needs. 

Plans, strategies, 
options!
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you may not have realized existed.
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ing communication with your doc-
tor. Techniques for simple, pain-
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Answers to questions about diet
and exercise. Strategies for pre-
venting complications. 

Tips for saving big money on
medical supplies. New ways to
make injections safer and easier.
New ideas for coping with anxiety
and anger. 

A life that’s better, freer, happier! 
Diabetes Self-Management is about

healthier, happier living. On
every page, the attitude is upbeat,
optimistic, helpful. The writing is
lively, fast-moving, devoid of baf-
fling jargon. This is a “reader-
friendly” magazine!

Most important, Diabetes Self-
Management is a magazine that
respects your intelligence. You
know you must take control if you
are to deal successfully with dia-
betes. Our goal is to help you
achieve this in a way that increases
your motivation and boosts your
confidence! 

Step into a future that’s better
and brighter. Send for a free issue
of Diabetes Self-Management with
the attached postage-paid card. 
Or if the card is missing, call (800)
234-0923. There’s no cost, com-
mitment, or obligation whatever! 
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Recipe

T

Strawberry Salad With Grilled Shrimp

Per serving: 251 calories, 23 g protein, 12.5 g carbohydrate, 12.8 g fat (4 g saturated fat), 177 mg 
cholesterol, 2.5 g fiber, 306 mg sodium. Calories from fat: 45%.

Salad:
2 cups baby spinach, rinsed and dried
2 cups arugula, rinsed and dried
2 cups strawberries (about 1 pt),  

hulled and sliced
2 oz crumbled goat cheese
3 tbsp pecans, toasted and chopped
2 small green onions, sliced
1 lb shrimp, cleaned and deveined

Dressing:
2 tbsp balsamic vinegar
1 tbsp honey mustard
1 tbsp olive oil
1 tbsp fresh chopped basil
Pinch of salt and freshly ground pepper

1.  Combine all salad ingredients  
(except shrimp) in a large bowl.  
Toss gently.

2.  Make the dressing: Whisk the vinegar 
and mustard together in a small 
bowl; slowly whisk in olive oil. Add 
basil and season with salt and pepper.

3.  Grill the shrimp: Heat and oil an  
outdoor or stove-top grill. When  
hot, add shrimp and grill 3 to 4 
minutes on each side until slightly 
charred and cooked through.  
Remove from heat.

4.  Divide salad among four plates. 
Arrange grilled shrimp on top.

5.  Drizzle dressing over each and serve.

       Pick up berry healthy  
recipes at www.WebMD.com.

Anatomy of a ... Strawberry
he heart-shaped silhouette is the first clue strawberries are 
good for you. These potent little packages protect your 
heart, increase HDL (good) cholesterol, lower your 
blood pressure, and guard against cancer. Packed with 

vitamins, fiber, and particularly high levels of antioxidants 
known as polyphenols, strawberries are a sodium-free, fat-
free, cholesterol-free, low-calorie food. They are among the 
top 20 fruits in antioxidant capacity and are a good source 
of manganese and potassium. Just one serving—about eight 
strawberries—provides more vitamin C than an orange. This 
member of the rose family isn’t really a fruit or a berry but 
the enlarged receptacle of the flower. Choose medium-sized 
berries that are firm, plump, and deep red; once picked, they 
don’t ripen further. First cultivated in ancient Rome, strawberries 
are now the most popular berry fruit in the world. In provincial 
France, they were regarded as an aphrodisiac. These red gems may 
be good for your heart in more ways than one.—Andrea Gabrick

Makes 4 servings

C for Yourself
Other ways to get your 
vitamin C fix include 
brussels sprouts, 
cabbage, cauliflower, 
mango, papaya, red 
peppers, watermelon,   
and winter  
squash.

PLuS: 
Take the Test 
Assessments
Interactive, in-depth information 
about nine leading subjects:  
allergies, cancer, diabetes, diet 
(nutrition and fitness), heart, 
mind, pain, sex, and sleep 
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Reviewed by Louise Chang, MD 
WebMD MEDICAL EDITOR

This article was selected by the WebMD editorial staff and is solely under WebMD’s editorial control. 

By Katherine Kam, WebMD Health Contributing Writer

When Ramona Richman’s older sister was di-
agnosed with high cholesterol, Richman wasn’t 
worried about her own risk. The San Francisco 
Bay Area stay-at-home mom had her weight under 
control and assumed that her diet was healthy. So 
when her doctor broke the news that she, too, had 
high cholesterol, she was shocked. Her reading of 
269 mg/dL was well over the normal range of less 
than 200 mg/dL. “My sister had high cholesterol 
and went on medication, so I imagine that it’s a 
genetic thing,” Richman, 48, says.

Genes can be a factor in high cholesterol, but so can being over-
weight, being physically inactive, and eating foods loaded with saturated 
fat and cholesterol. The liver manufactures all the cholesterol a body 
needs, but many people get substantial amounts from their diet. Regard-
less of the cause, high cholesterol poses dangers. It plays a major role in 
the development of atherosclerosis, or hardening and narrowing of the 
arteries, which in turn raises the risk of heart attack and stroke.

 Hard

High cholesterol  
is tough on  

arteries and your 
health. Here’s  

how to fight back

Facts

GOODNEWS FOR 
YOUR ARTERIES.
(Bad news for plaque.) CRESTOR

is now proven
to slow the

buildup of plaque
in the arteries
of adults with

high cholesterol.
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If you have high cholesterol you may be at risk for a 
progressive disease called atherosclerosis, the buildup 
of plaque in your arteries over time.

Atherosclerosis is something you may need to be concerned about, 
especially if you have high cholesterol and other health factors, such as 
family history, diabetes, high blood pressure, or if you smoke or are overweight.

Ask your doctor if it’s time for CRESTOR. Along with diet, CRESTOR        lowers your bad cholesterol 
and        raises the good. And now CRESTOR is approved to slow the progression of atherosclerosis 
as part of a treatment plan to lower cholesterol to goal.

For more information about atherosclerosis and CRESTOR 
call 800-CRESTOR or visit CRESTOR.com.

Important Safety Information about CRESTOR: 

In adults, CRESTOR is prescribed along with diet for lowering high cholesterol. CRESTOR is also prescribed along 
with diet to slow the progression of atherosclerosis (the buildup of plaque in arteries) as part of a treatment plan 
to lower cholesterol to goal. CRESTOR has not been determined to prevent heart disease, heart attacks, or strokes.

CRESTOR is not right for everyone, including anyone who has previously had an allergic reaction to CRESTOR, 
anyone with liver problems, or women who are nursing, pregnant, or who may become pregnant. Your doctor will 
do blood tests before and during treatment with CRESTOR to monitor your liver function. Unexplained muscle pain 
and weakness could be a sign of a rare but serious side effect and should be reported to your doctor right away. 
The 40-mg dose of CRESTOR is only for patients who do not reach goal on 20 mg. Be sure to tell your doctor if you 
are taking any medications. Side effects occur infrequently and include headache, muscle aches, abdominal pain, 
weakness, and nausea.  

Please read the important Product Information about CRESTOR on the adjacent page.

You are encouraged to report negative side effects of prescription drugs to the FDA.
Visit www.fda.gov/medwatch, or call 1-800-FDA-1088.

If you can’t afford your medication, AstraZeneca may be able to help.
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Back to school. The phrase can arouse dread in parents and 
kids alike. Aside from marking the end of summer’s lazy 
days, it signals the start of a crazy time for many families, a 
time during which we scramble to buy new school clothes 
and supplies, update immunizations, and re-establish more 
structured eating, television, and bedtime routines.  
To help you plan a healthy and anxiety-free school year, we spoke with Jean Grabeel, a 
registered and certified school nurse who coordinates health services for 24,000 students 
at the Springfield public school district in southwest Missouri. She answers 10 questions 
on the minds of parents readying themselves for a new school year—and a new cold 
and flu season. 

By Lisa Zamosky, WebMD Contributing Writer

Reviewed by Louise Chang, MD
WebMD MEDICAL EDITOR

A school nurse answers your top 10 questions  
         about getting kids ready to go back to class  

School Smarts

WebMD the Magazine | September 200932

 How do I decrease my child’s anxiety about starting school?
For a happier, healthier transition, don’t wait until the night before school starts 

to set up sleep and nutrition routines that might not have been strictly enforced over the 
summer. Try setting bed- and wake-up times a few weeks before school starts and gradu-
ally adjusting them to be earlier as the first day approaches. 

●1

 ◗ thiS article waS Selected by the WebMD editorial Staff and iS Solely 
under WebMD’S editorial control. it iS brought to you by fluMiSt. ◗

          school nurse
ask the?

aSk THe eXPerT

ask the expert
Editorial question-
and-answer  
feature on a  
topic, sponsored 
by your brand.
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By Michael W. Smith, MD, WebMD Chief Editor

Reviewed by Brunilda Nazario, MD 
WebMD SENioR MEDiCAL EDiToR

Five ways to make your eyes healither

◗ this Article wAs selected by the WebMD editoriAlstAff 
And is solely under WebMD’s editoriAl control. ◗
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How far have we come in women’s cancer? Keeping up with the latest treat-

ment trends and studies about cancer of the breast, ovary, uterus, and cervix can be dizzying. New 

studies come out seemingly every week with hot-off-the-press—and often contradictory—results. 

Mammograms? They’re either the key to prevention or misleading, at best. And what’s the final word on 

hormone replacement therapy—does it prevent or cause cancer? Experts have even recently challenged 

the value of sticking to a low-fat diet to help keep cancer at bay.

We need answers. An estimated 251,140 U.S. females will battle breast, ovarian, uterine, or cervical cancer in 

2007. For a clearer picture of the state of women’s cancer treatment today and tomorrow, WebMD chief medi-

cal editor, Michael W. Smith, MD, turned to WebMD’s resident cancer expert, Harold J. Burstein, MD, PhD. 

Q: What breast cancer advances are you most excited about?

A:  Two big ongoing trends in breast cancer medicine today offer patients  
tremendous promise.

One is the development of new drugs that target cancer cells di-
rectly. Some interfere with specific molecules involved with cancer 
cell development or tumor growth. Others slow the growth of breast 
cancer cells that enlarge in response to the hormone estrogen. These 
drugs work by blocking estrogen’s effect. Still others target the vascu-
lar system and block development of blood vessels that help feed the  
cancer cells.

These drugs are an exciting development for a couple of reasons. 
One, targeting a cell process that has gone awry allows the treatment to 
actually get right at the molecular process that has contributed to devel-
oping cancer. Second, these treatments have much less effect on normal,  
noncancerous cells. This usually leads to fewer side effects than with 
typical chemotherapy.

Q: What is the second trend?

A:  Breast cancer treatment is much more personal than in the past, and 
we’re able to tailor a woman’s treatment based on the genetic makeup of 
her own cancer cells. It perhaps sounds obvious, but what we’re finding 
is that not all breast cancers are the same.

Specific genes in these cells can tell us how the tumor will grow, how 
likely the cancer is to recur, in general how it will behave. This informa-
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 ad Space  Materials Inserts
 Close Due Due in WCC

Jan/Feb 12/10/09 12/21/09 12/21/09

Mar/Apr 2/10/10 2/19/10 2/19/10

May 4/5/10 4/9/10 4/21/10

Jun 5/5/10 5/10/10 5/20/10

Jul/Aug 6/10/10 6/21/10 6/21/10

Sep 8/5/10 8/10/10 8/19/10

Oct 9/6/10 9/10/10 9/17/10

Nov/Dec 10/11/10 10/20/10 10/20/10

Bleed: No charge
Special Position: +10.0%
Inserts: Contact publisher
Rate Base: 1,100,000  (ABC	audited)
audience: 9,846,000  (MARS 2009 OTC/DTC Study)

 Magazine Trim Size is 83⁄8"x107⁄8"

 Size    Dimension

 Spread (bleed) 17"x111⁄8"

 Full Page 75⁄8"x101⁄2"

 Full Page (bleed) 85⁄8"x111⁄8"

 2/3 Page 43⁄4"x91⁄2"

 1/2 Page horizontal 71⁄4"x41⁄2"

 1/2 Page vertical 31⁄2"x91⁄2"

 1/2 Page vertical bleed 41⁄8"x111⁄8"

 1/3 Page vertical 21⁄4"x91⁄2"

 1/3 Page vertical bleed 33⁄8"x111⁄8"

 1/3 Page square 43⁄4"x41⁄2"

 Standard Ad Sizes
Shipping Run-of-Book ad Materials 
Label materials with publication name and issue month, and ship to:

TMg
Attn: Ad Traffic Manager, WebMD the Magazine
1707 L Street, NW, 3rd Floor, Washington, DC 20036
P: 202-331-7700, F: 202-331-7311

Business Reply Cards
Must conform to the United States Postal Service requirements for bind-in cards.  
Only a limited number of BRCs can be accommodated in an issue. BRC requests are filled on a  
first-come, first-served basis. Furnish folded with sample marked for insertion.

Shipping Supplied Inserts
If supplying inserts for multiple issues, they should be separated on individual skids. Label ship-
ment with issue month and number of inserts supplied and ship to:

World Color Clarksville [WCC]
WebMD the Magazine, Attn: Account Manager
451 International Boulevard, Clarksville, TN 37040
P: 931-553-4493, F: 931-905-2705

Shipping Info

2010 Issue and Closing Dates
Four Color

Full Page $65,625 gross

2/3 Page   49,200 gross

1/2 Page   42,660 gross

1/3 Page   32,790 gross

Spread $131,250 gross

Black & White
Full Page $57,750 gross

2/3 Page   43,300 gross

1/2 Page   37,540 gross

1/3 Page   28,850 gross

Spread $115,500 gross

Cover Rates
2nd Cover $78,750 gross

3rd Cover   73,840 gross

4th Cover   85,290 gross

Open Rate

Safety margin: Keep all live matter 3/8” from trim and gutter.
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General Conditions
 1.   In consideration of publication, Advertiser and its Agency agree to indemnify and hold Publisher harm-

less against any expense or loss by reason of any claims arising out of publication.
 2.   All contents of advertisements are subject to Publisher’s approval. Publisher reserves the right to 

reject or cancel any advertisement, insertion order, space reservation, or position commitment at any 
time. Publisher shall not be liable for any costs or damages if for any reason Publisher fails to publish 
an ad or for errors in key number, reader service number, or advertisers index.

 3.   Conditions, other than rates, are subject to change by Publisher without notice. Rates are subject to 
change upon notice from the Publisher. Cancellation of any space reservation by the Advertiser or its 
Agency for any reason other than a change in rates will result in an adjustment of the rate (shortage) 
based on past and subsequent insertions to reflect actual space used at the earned frequency or vol-
ume rate.

 4.   Cancellation or changes in orders may not be made by the Advertiser or its Agency after the clos-
ing date. Advertisements not received by closing date will not be entitled to approval or revision by 
Advertiser or its Agency.

 5.   Positioning of advertisements is at the discretion of the Publisher except where request for a specific 
position is acknowledged, in writing, by the Publisher.

 6.   No conditions other than those set forth on this rate card shall be binding on the Publisher unless 
specifically agreed to in writing by the Publisher.

 7.   Publisher is not liable for delays in delivery and/or non-delivery in the event of an act of God, action 
by any governmental or quasi-government entity, fire, flood, insurrection, riot, explosion, embargo, 
strikes whether legal or illegal, labor or material shortage, transportation interruption of any kind, 
work slowdown, or any condition beyond the control of Publisher affecting production or delivery in 
any manner.

 8.   Publisher has the right to hold Advertiser and its Agency jointly and severally liable for monies due 
and payable to Publisher for advertising ordered and published. Should collection efforts become nec-
essary, Advertiser and its Agency agree to pay all attorney fees incurred in connection with collection 
for advertising that was published.

 9.   All advertisements are accepted and published by the Publisher on the representation that the 
Advertiser and/or Advertising Agency are properly authorized to publish the entire contents and 
subject matter thereof. When advertisements containing the names, pictures, and/or testimonials of 
living persons are submitted for publication, the order or request for the publication thereof shall be 
deemed to be a representation by the Advertiser and/or Advertising Agency that they have obtained 
written consent of the use in the advertisement of the name, picture, and/or testimonial of any living 
person which is contained therein. It is understood that the Advertiser and/or Advertising Agency will 
indemnify and hold the Publisher harmless from and against any loss, expense, or other liability result-
ing from any claims or suits for libel, violation of rights of privacy, plagiarism, copyright infringement, 
and any other claims or suits that may arise out of the publication of such advertisement.

10.  Agency Commission & Payment Terms. 15% to recognized advertising agencies and net 30 days payment.

  Production Information
File Submission
We accept CD-ROMs or DVDs. High resolution PDFs may be emailed. FTP site access is also available. 
Please contact your representative.

Resolution
All continuous tone images (grayscale and color scans) should have a minimum resolution of 300 dpi 
at 100%. Scanned black-and-white line art should have a minimum resolution of 800 dpi at 100% and a 
maximum resolution of 2400 dpi.

Digital Advertisement Format
Required format for a four-color or black and white digital advertisement is a highresolution press-ready 
PDF with all fonts and images embedded. Please visit www.pdf-x.com for additional information on pre-
paring PDFs.

Proof
Advertisements supplied without a SWOPcertified (Specifications Web Offset Publications) color proof will 
be printed to SWOP standards. Please visit www.swop.org for additional information on certified proofing 
and printing standards. The printer and/or publisher cannot be held liable for color complaints when an 
advertisement is submitted without an acceptable color proof.

File Submission
Send ONLY the files to be used in your ad. Include a printout of the contents of your disk.

Disclaimer
WebMD will check advertiser’s digital ads. If additional work is necessary to ensure proper output of ads, 
additional production charges may apply. If delays due to missing font or image files are incurred, late 
charges may apply. A SWOPcertified proof is the most accurate material for matching colors on press. 
Other kinds of color proofs will not be considered an accurate representation of a digital ad. Any digital 
advertising materials (1) not conforming to the specifications outlined on this card or (2) requiring proof 
changes will incur charges at the rate of $100 per hour.


