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Circulation
• 17,018 total circulation
• 14,000 community pharmacist/owners/manager
• 2,468 frontshop personnel, head office buyers  

and head office executives

Our mandate
Drugstore Canada is the self-care, business and retail resource 
for the pharmacy industry. Our respected, industry-insider roster of 
writers and columnists keep pharmacists in community drugstores 
up-to-date on nonprescription and natural health products, retailing 
trends, health and beauty news and business best practices. 

Key Facts about our readers

86% of pharmacists say they are being asked more  
questions about OTC options.* 
 

89% say NHPs are a valid option for some patients.*

13 times a day  
pharmacists counsel on nonprescription products.**

�9 times in 10, when our readers  
recommend a self care product, the consumer buys it.**

�97% of readers say they want to know about  
new products coming on the market.*** 

NEW! 10 x Frequency
10 issues per year to better serve our readers with information 
and education

Readership

27,855**** Total readership

21 minutes**** 
is the average time spent reading Drugstore Canada

* Drugstore Canada 2011/2012 Survey on OTC Counselling & Recommendations.
** Drugstore Canada 2010/2011 Survey on OTC Counselling & Recommendations.
*** August 2011 Drugstore Canada online reader survey. 
**** BPPG 2009 Readership Study

+ Based on Sept 2011 ABC Statement (and percentage assumptions)
++ Based on Oct 2011 Database Report from Dendrite

province circulation SITES

Alberta 2,659 955
British Columbia 2,258 1,004
Manitoba 851 322
New Brunswick 503 196
Newfoundland & Labrador 435 189
Northwest Territories 13 8
Nova Scotia 765 282
Nunavut 4 3
Ontario 8,116 3,277
Prince Edward Island 118 40
Québec 422 46
Saskatchewan 853 341
Yukon 15 6
US/Foreign 6
Total 17,018 6,669

industry sites++ percent

Banner/Chain etc... phar-
macists/owners/managers 4,833 72%

Independent pharmacists 1,727 26%
Other related Pharmacists 
and Industry professionals 109 2%

Total 6,669 100%

Pharmacists 
Banner/Chain

Others 
Allied to the  
filed

Pharmacists  
Industry related

Pharmacists 
Independent

Frontshop 
personnel, 
Head office 
buyers

15%

2%
1%

19% 63%

Copies+
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“why I Read Drugstore Canada”

On being essential reading:

“I love the information 
about what is going 
on in other provinces, 
please keep it coming.”
Loblaw pharmacist

On how we are read: 
“I love the articles 
about new OTCs that 
customers will be 
asking about/reading 
about, so I can be 
informed and ready 
when they ask me for 
information.” 
Rexall pharmacist

On our variety of offerings:
“I think the mix you currently offer 
in Drugstore Canada is great!” 
Pharmasave pharmacist
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2012 SCHEDULE

ISSUE SPECIAL 
REPORTS

SPACE
CLOSE

MATERIAL
CLOSE SUPPLEMENTS SUPPLEMENT 

CLOSE
MAIL
DATE

February January 10 January 17 February 13

March Report from Business 
2.0 event February 7 February 14 Pharmacist’s Guide to 

Natural Health Products January 23 March 12

April OTC Market Report March 20 March 27 OTC #1 Brands March 1 April 23

May
Summer self care report,

NHP Symposium 
Report

April 17 April 24 Pharmacist’s Guide to 
Skin Health March 16 May 22

June ABCs of OTCs May 8 May 14 June 11

July/August State of the Industry July 3 July 10 Pharmacist’s Guide to 
OTC Health Management June 20 August 7

September Report from NACDS 
Marketplace August 7 August 14 Pharmacist’s Guide to 

Nutritional Health July 15 September 10

October Report from Solutions 
Conference

September 4 September 11 October 9

November Report from NCPA 
annual conference

October 23 October 30 CACDS Annual Report August 30 November 27

Dec/Jan 2013 Commitment to Care November 20 November 27 December 27

now
10 Xper year
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July/August 2011  Drugstore Canada  11

state
of the

inDustry
report

Pharmacists, it’s time to 
grab a coffee (or something 
stronger—you might need it) 
and make yourself comfortable. 
Here comes our annual 
cross-country report on the most 
important issues affecting you and 
your peers right now.

British CoLuMBia
Pharmacy/government relations in B.C. 
may seem a little “kumbayah-ish” compared 
to other provinces, but pharmacists here 
face similar challenges: how to adapt to a 
decreasing revenue stream and a new busi-
ness model based on pharmacy services.

Drug reform issues
After much-lauded collaborative nego-
tiations between the province, the B.C. 
Pharmacy Association (BCPhA) and the 
Canadian Association of Chain Drug-
stores (CACDS), a new Pharmacy Services 
Agreement (PSA) took effect July 28, 2010. 
The public and private sectors now pay 
lower prices for most generic drugs covered 
by PharmaCare. Prices dropped to 50% of 
the name brand for existing generics and 
to 42% for new generic drugs beginning 
Oct. 15, 2010. Both fell to 40% on July 4, 
2011 and will go to 35% next April. Drug 
mark-ups on the public side are set at 8% 
but not regulated for private payers. Effec-
tive April 1, 2011, the markup on high-cost 
drugs covered by PharmaCare was reduced 
to 5%. The new PSA increases the maxi-
mum dispensing fee over three years, going 
to $10 on July 4, 2011 and rising to $10.50 
on April 2, 2012. A rural incentive program 
also began Nov. 1, 2010.

Although the government left profes-
sional allowances untouched, lower generic 

prices in effect reduce rebates to pharma-
cies. Adapting to a different revenue stream 
with less reliance on professional allowances 
is a challenge, says Derek Desrosiers, CEO, 
UniPHARM Wholesale Drugs Ltd. “The 
decrease on generic professional allowances 
as a result of the drug reforms means that 
pharmacies have less revenue to spend on 
patient-centred programs and other busi-
ness upgrades such as IT infrastructure. 
In the end this is likely to have a negative 
effect on patient outcomes and could chal-
lenge the viability of some pharmacies.” 

Pharmacy reimbursement
The PSA stipulates that some savings ac-
crued from lower drug prices go to fund 
expanded clinical services: $10 million 
for fiscal year 2011-2012, $25 million for 
2012-2013; and $35 million beginning in 
2013 to support the continuation of clini-
cal and enhanced services. Payments for 
adaptations increased April 1, 2011 with 
renewals and changes (dosage, formulation 
or directions for use) upped to $10. The fee 
for therapeutic substitution remains the 
same at $17.20. 

PharmaCare began paying pharmacists 
$10.00 for administering vaccines begin-
ning in Oct. 2009 and the following year 
started reimbursing 300 pharmacists at 125 
pharmacies participating in the Medication 
Management Project that will run until 

Jan. 2012. Since April 2011, all community 
pharmacies across B.C. became eligible for 
reimbursement under a new medication re-
view services program: $60 for a standard 
medication review (maximum once per 
patient every six months); $70 for a phar-
macist consultation (maximum once per 
patient every six months); and $15 for a 
follow-up (maximum of four times per year 
per patient). 

While these new payments are a welcome 
huge step, they only partially mitigate the 
loss of generic allowances, says Desrosiers. 
“In some cases the payments are not com-
mensurate with the amount of time and/
or the set-up and training costs required 
to provide the service. New services such 
as medication reviews and immunizations 
require a substantial investment of human 
and financial capital to deliver.”

Ken Foreman, pharmacy innovation 
manager at Pharmasave Drugs (Pacific) 
Ltd. adds that pharmacy needs to look be-
yond government reimbursement. “Hope-
fully, the general public will see value in 
pharmacy services and private payers will 
be willing to pay, not just government.”

Pharmacist expanded scope
Under the umbrella of medication manage-
ment, B.C. pharmacists’ scope of practice 
has gradually expanded over the past three 
years. In 2008, pharmacists gained author-

Supplements & reports

• �Pharmacist’s Guide to NHPs (March) This special supple-
ment provides pharmacists with the information they need to 
counsel patients on NHPs. Includes website posting for  
3 months. 

• �The Pharmacist’s Guide to Skin Health (May) A supple-
ment providing pharmacists with information they need 
to counsel patients on skin health and the use of skincare 
products, including cosmeceuticals.

• �Pharmacist’s Guide to OTC Health Management (July/Aug) 
This supplement provides pharmacists with the information 
they need to provide counsel on the use of OTCs in key 
health conditions. Includes website posting for 3 months.

• �Pharmacist’s Guide to Nutritional Health (September)  
A supplement providing pharmacists with information they 
need to counsel patients on the use of nutritional supple-
ments and vitamins.

• �Survey on OTC Counselling & Recommendations/OTC 
Market Report (April) annual survey that captures trends in 
pharmacists’ counselling for OTC products PLUS pharma-
cists’ #1 recommended brands.

• �State of the Industry Report (July/Aug) This ‘must-read’ 
issue wraps up all of the major policy, professional and 
legislative updates in pharmacy each year. Includes select 
banner profiles--an ideal vehicle for recruitment initiatives.

• �Community Pharmacy Report Rogers Publishing, the 
Canadian Association of Chain Drugstores (CACDS ) and the 
Canadian Association for Pharmacy Distribution Manage-
ment, partner to produce the Community Pharmacy Report 
– The Complete Report on Trends and Insights in Canada. 
Exclusive partnership includes exclusive advanced data and 
analysis presented to sponsor’s key customers. 

• �CACDS Annual Report (November) A special report from 
the Canadian Association of Chain Drug Stores. Distributed 
to all senior executives at the CACDS Conference, in Octo-
ber and to frontline pharmacist and head-office personnel 
with the November issue of Drugstore Canada.

skin health

a special supplement

the 2011 
Pharmacist’s 
Guide to

Your guide to counselling 
patients on common 

skincare concerns

In thIs 
Issue:
• sun protection
•  skin discolorations
•  extremely dry skin
•  common warts
•  eczema
•  acne

reportssupplements
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• �OTC Q&A PAAB approved answers to pharmacists ques-
tions about OTC brand products. Includes website posting 
for 3 months.

• �OTC Patient Profiler A PAAB-approved advertising feature 
that focuses on what pharmacists need to know to care for 
the patients based on key OTC brand information. Includes 
website posting for 3 months.

• �OTC Print and Online National CE Lesson  
A CCCEP-accredited, 4 or 8-page print and online continu-
ing education lesson for OTC products. 

Commitment to Care & Service Awards (November) 
Canada’s premier awards program recognizing excellence in 
pharmacy. Partnership includes, print & web promotion and 
advertising, award presentation and more.

Lorem ipsum dolor sit amet, consectetur adipisc-
ing elit. Integer sem purus, tincidunt ac blandit sit 
amet, pellentesque et eros. Aliquam erat volutpat. 
Morbi nec eros ac erat euismod scelerisque. Pel-
lentesque in nisi nisl, in varius diam. Morbi iaculis 
neque at lorem sollicitudin condimentum. Fusce 
nec lacus tortor, a placerat urna. Donec ultricies 
ultricies eros vitae feugiat. Donec lacinia nunc ac 
nunc pulvinar blandit. Suspendisse vitae erat at mi 
accumsan faucibus id quis neque. Proin metus elit, 
eleifend id porta vitae, aliquet malesuada ligula. 
Phasellus condimentum tincidunt lorem, at varius 
ipsum aliquam non. Aliquam aliquet sem at ante 
congue fringilla. Class aptent taciti sociosqu ad 
litora torquent per conubia nostra, per inceptos 
himenaeos. Integer dignissim imperdiet turpis 
ac rhoncus. Curabitur auctor venenatis blandit. 
Vestibulum placerat, mi et molestie porta, enim 
orci condimentum lorem, a pretium velit purus 
eu lectus. In sollicitudin ullamcorper convallis. 
Aliquam risus lacus, lobortis vel pellentesque at, 
laoreet at eros.

Symptoms/Conditions
Nam sit amet elit aliquet ipsum congue gravida 
non vitae eros. Donec pellentesque congue tris-
tique. Donec mattis, lorem nec facilisis placerat, 
libero neque tempus tellus, nec auctor eros ante 
nec augue. Proin id augue nisi, quis rutrum metus. 
Lorem ipsum dolor sit amet, consectetur adipisc-
ing elit. Donec ornare fermentum ut eu metus 
ut orci rutrum sodales vel in turpis. Sed sagittis 
lacinia nisl facilisis commodo. Maecenas id ligula 
mi, vitae mattis magna. In ut tellus purus, sed 
sodales mauris. Vivamus egestas tristique libero 
et rhoncus. Mauris adipiscing posuere accumsan. 
Donec ornare fermentum augue in pharetra. Nulla 
vitae dolor risus, eu fringilla leo. Curabitur eros 
orci, tempus eget congue ut, malesuada ac felis. 
Fusce quis convallis orci.

How the drug affects the patient’s life
Aliquam eu arcu diam, in pretium sapien. Ut vel 
ligula diam. Pellentesque habitant morbi tristique 
senectus et netus et malesuada fames ac turpis ege-
stas. Proin quis augue libero. Aenean convallis ul-
lamcorper mollis. Aliquam erat volutpat. Curabitur 
auctor euismod eros. Nulla quis nisl felis. Proin 
quam enim, et molestie porta, enim orci condi-
mentum et molestie porta, enim orci condimentum 
elementum id sagittis vitae, placerat eget lectus. 
Curabitur justo lacus, luctus eget dapibus lobortis, 
interdum ut quam. Nam non nisl eget felis biben-
dum vestibulum. Curabitur tempor nisl gravida odio 
ultricies ut eleifend mauris pellentesque. Maecenas 
sed tortor ac tellus mattis dictum eget sed lorem. 
Aliquam bibendum ipsum tempor nulla suscipit nec 
convallis augue vestibulum. Sed nisl enim, mattis 
nec sodales ac, pharetra ac velit. Aenean ornare 
commodo dolor ac volutpat. Vivamus vel arcu at 
dui auctor porta. Proin non tincidunt massa. Ali-
quam erat volutpat.

Treatment goals/guidelines recommendations
Aenean a massa et mauris laoreet venenatis. 
Phasellus congue risus ipsum, a luctus dolor. Nulla 
elementum, leo at interdum accumsan, nunc 
urna tincidunt odio, vitae lacinia diam enim nec 
ipsum. Nulla porta molestie auctor. In in odio 
ante, sed mattis enim. Quisque nisi arcu, rhoncus 
elementum sagittis ut, ornare quis velit. Cras port-
titor volutpat vestibulum. Aenean ultricies porta 

DRUG 
NAME®

enim eu rutrum. Nam sed nulla nunc, non 
suscipit lorem. Maecenas porttitor sceleris-
que varius. Ut pulvinar mollis lorem, eu 
elementum lorem consectetur eget. Nam 
sed libero suscipit dui cursus mattis eu 
sit amet erat. Fusce ornare volutpat eros, 
eu rutrum tellus aliquet nec. Nam justo 
odio, sollicitudin nec porta vel, rutrum vel 
purus. Integer bibendum urna vel ligula 
viverra iaculis. Quisque nec scelerisque 

enim. Curabitur porta tellus quis sapien 
laoreet bibendum. Maecenas mauris urna, 
cursus vitae vulputate a, porttitor et justo. 
Nulla facilisi.

Maecenas in mi dui. Nulla venenatis 
iaculis molestie. Integer nisl odio, hendrerit 
ut imperdiet sit amet, convallis ut sem. 
Donec interdum adipiscing feugiat. Donec 
semper vehicula sem et adipiscing. Fusce 
eleifend scelerisque diam, ut faucibus sapien 
imperdiet id. Nunc nec purus eget neque 
blandit molestie. Vestibulum consequat 
rutrum magna, id hendrerit arcu auctor vel. 
Nunc elementum enim et mi sodales sus-
cipit. Cras facilisis mollis leo vitae rutrum. 

Donec tempor porta iaculis. Morbi vel justo 
sed purus pulvinar ornare. Nulla tincidunt, 
eros rutrum tincidunt adipiscing, arcu lacus 
scelerisque odio, et dapibus libero augue sed 
magna. Sed mollis pulvinar facilisis.

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Integer sem purus, tincidunt 
ac blandit sit amet, pellentesque et eros. 
Aliquam erat volutpat. Morbi nec eros ac 
erat euismod scelerisque. Pellentesque in 
nisi nisl, in varius diam. Morbi iaculis neque 
at lorem sollicitudin condimentum. Fusce 
nec lacus tortor, a placerat urna. Donec 
ultricies ultricies eros vitae feugiat. Donec 
lacinia nunc ac nunc pulvinar blandit. 
Suspendisse vitae erat at mi accumsan fauci-
bus id quis neque. Proin metus elit, eleifend 
id porta vitae, aliquet malesuada ligula. 
Phasellus condimentum tincidunt lorem, 
at varius ipsum aliquam non. Aliquam 
aliquet sem at ante congue fringilla. Class 
aptent taciti sociosqu ad litora torquent 
per conubia nostra, per inceptos hime-
naeos. Integer dignissim imperdiet turpis 
ac rhoncus. Curabitur auctor venenatis 
blandit. Vestibulum placerat, mi et molestie 
porta, enim orci condimentum lorem, a 
pretium velit purus eu lectus. In sollicitudin 
ullamcorper convallis. Aliquam risus lacus, 
lobortis vel pellentesque at, laoreet at eros.
facilisis commodo. Maecenas id ligula mi, 
vitae mattis magna. In ut tellus purus, sed 
sodales mauris. Vivamus egestas tristique 
libero et rhoncus. Mauris adipiscing posu-
ere accumsan. Donec ornare fermentum 
augue in pharetra. 

Conclusion
Aliquam eu arcu diam, in pretium sapien. 
Ut vel ligula diam. Pellentesque habitant 
morbi tristique senectus et netus et male-
suada fames ac turpis egestas. Proin quis 
augue libero. Aenean convallis ullamcorper 
mollis. Aliquam erat volutpat. Curabitur 
auctor euismod eros. Nulla quis nisl felis. 
Proin quam enim, elementum id sagittis 

LOREM IPSUM HEADLINE

Nam sit amet elit aliquet ipsum congue 

gravida non vitae eros. Donec pellentesque 

congue tristique. Lorem ipsum dolor sit 

amet, consectetur adipiscing elit. Ut eu 

metus ut orci rutrum sodales vel in turpis. 

Sed sagittis lacinia nisl facilisis com-

modo. Maecenas id ligula mi, vitae mattis 
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DRUG NAME: 
Nam sit amet elit aliquet 

ipsum congue gravida 

non vitae eros. Donec 

pellentesque congue 

tristique. Donec mattis, 

lorem nec facilisis plac-

erat, libero neque tempus 

tellus, nec auctor eros 

ante nec augue.

FROM THE PATIENT’S 
PERSPECTIVEPatientProfi ler

Nam sit amet elit aliquet ipsum congue 

gravida non vitae eros. Donec pellen-

tesque congue tristique. Donec mattis, 

lorem nec facilisis placerat, libero 

neque tempus tellus, nec auctor eros 

ante nec augue. Proin id augue nisi, 

quis rutrum metus. Lorem ipsu=nec 



Nam sit amet elit aliquet ipsum 

congue gravida non vitae eros. Donec 

pellentesque congue tristique. Donec 

mattis, lorem nec facilisis placerat, 

libero neque tempus tellus, nec auctor 

eros ante nec augue. Proin id augue 

nisi, quis rutrum metus. Lorem ipsu=nec 

ornare fermentum augue in pharetra. 

Nulla vitae dolor risus, eu fringilla leo. 

Curabitur eros orci, tempus eget congue 

ut, malesuada ac felis. Fusce quis 

convallis orci.

Nam sit amet elit aliquet ipsum congue 

gravida non vitae eros. Donec pellen-

tesque congue tristique. Donec mattis, 

lorem nec facilisis placerat, libero neque 

tempus tellus, nec auctor eros ante nec 

augue. Proin id augue nisi, quis rutrum 

metus. Lorem ipsu=nec ornare fermen-

tum augue in pharetra. 

?

Nam sit amet elit aliquet ipsum 

congue gravida non vitae eros. 

Donec pellentesque congue 

tristique. Donec mattis, lorem nec 

facilisis placerat, libero neque 

✓ tempus tellus, nec auctor eros 

ante nec augue. Proin id augue 

nisi, quis rutrum metus. Lorem 

✓ ipsu=nec ornare fermentum 

augue in pharetra. Nulla vitae 

✓ aliquet ipsum  

✓ aliquet ipsum olor risus, eu 

fringilla leo. Curabitur eros 

orci, tempus eget congue ut, 

malesuada ac felis. 

✓ aliquet ipsum tempus tellus, 

nec auctor eros ante nec augue. 

Proin id augue nisi, quis rutrum 

metus. Lorem 

✓ aliquet ipsum 
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• �The ABCs of OTCs (April, November) practical education 
symposiums to educate pharmacists on what they should 
know and what’s new about non prescription and self care 
products. Sponsorship includes exhibit space, a full page ad 
in the print report and more. 

• �Solutions in Drug Plan Management Conference  
(September) An annual conference and online newslet-
ter facilitate communication and partnering between the 
benefits community (employers, benefits consultants, insurers 
and pharmacy benefits managers) and healthcare groups 
(pharmacists, physicians, wellness consultants and patient 
groups). Partnership includes, complementary registrations, 
table top exhibit, e-newsletter advertising and more.

• �Business 2.0 Educational program (January 22) Live 
events and webinars designed to help pharmacy owners 
and prospective owners move to a business model based 
on pharmacy services and focused on patient health.

• �Natural Health Products Symposium (February) An 
educational event provides pharmacists with the latest 
research and knowledge on the use of nutritional supple-
ments and vitamins.
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by Brett Ruffell

Last year, after our fi rst live CE event dedicated to 
over-the-counter products, the most common com-
ment from attendees was “Please do this again.” 
Back by popular demand, Drugstore Canada, and our 

partners at the University of Toronto Leslie Dan Faculty of 
Pharmacy’s Professional Development Division, held the sec-
ond ABCs of OTCs this past June. � e day featured practical, 
concise sessions geared to the most common issues seen in com-
munity pharmacy.

CE event puts 
focus on  

nonprescription 
products

OTCs
OF s
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by Sonya Felix
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A
s public payers across the country recognize the 
value of pharmacy by expanding scopes of practice 
and funding a growing range of services, com-
munity pharmacists are better positioned to work 
with private payers than ever before. That’s the 

message expounded to attendees at this year’s Solutions in Drug 
Plan Management Conference, presented by Drugstore Canada 
and Benefits Canada magazines and held at the Sheraton Toronto 
Airport Hotel on September 8, 2011. 

The morning-long conference was packed with presentations 
from various stakeholders, including pharmacists, consultants 
and payers. With about 120 drug plan stakeholders in the audi-
ence, the speakers covered the gamut of how pharmacists’ chang-
ing role can benefit drug plan sponsors and how pharmacy servic-
es can—and should—be incorporated into employer-sponsored 
drug plans. 

Stage Set for partnerShipS
Peter Zawadzki, professional affairs executive, Pharmasave Na-
tional, and Jeff May, senior vice-president, pharmacy professional 
affairs and payer relations, Shoppers Drug Mart Inc., led off with 
a discussion about how the evolving healthcare landscape sets the 
stage for partnerships with private payers. 

Both public and private payers are seeing benefits from lower 
generic prices and the recent loss of patent on several major 
blockbuster drugs, May noted, adding that some public payers 
are reinvesting the subsequent savings into enhanced pharmacy 
services. He also pointed out that, although reduced generic 
prices have reduced current drug spending, ongoing cost issues 
remain. “We don’t yet know the impact of biologics entering 
the market and payers still have to deal with rising utilization 

Pharmacists 
bring solutions 

to drug Plan 
dilemmas

SOLUTIONS
I N  D R U G  P L A N  M A N A G E M E N T 2011

A LIVE CE EVENT             

events, special projects, & award programs

Events

special projects

Awards
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Drugstore Canada online
Winner 
Best Website 2010 CanadianPharmaceutical Digital Awards

In Print & Online
Our one-of-a-kind healthcare portal, 
Canadianhealthcarenetwork.ca wel-
comes over 35,000 English pharmacists, 
technicians, and pharmacy students into 
a conversation, right from their computer, 
smartphone or other mobile device.

With more than 32,000 english subscribers,  
our e-newsletters are the #1 source for 
pharmacy industry news. We are constantly 
updating the site with news, new clinical 
guidelines, new drug and product launches, 
as well as plenty of thought-provoking, 
insightful features and series.

Canadian pharmacists connect with each 
other, share ideas and express their opin-
ions via our interactive blogs, our Ask the 
Expert help service and our online forums.

Drugstore Canada’s online home is CanadianHealthcareNetwork.ca. This unique 
gated healthcare portal is the online community for doctors, pharmacists, nurse 
practitioners/nurses and healthcare managers, where each professional group will 
derive value from content solely for them, but will also learn from and interact with 
fellow professionals. Please see the CanadianHealthcareNetwork.ca web media kit 
for more information, including:
• banner ads
• enewsletters ads
• enewsflash ads/exclusive advertising
• bulletin/text/image enewsletter ads
• edirects/email
• therapeutic category exclusive advertising/keyword bundles
• custom poll exclusive advertising
• microsites/profile pages
• content section exclusive advertising
• plus custom solutions - ask your account manager

* Source: PMB Medical Media Study 2011, English
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Research forms the foundation for positioning our clients as a leaders in providing value to their  
customers. Specifically, the research will be used to create:
• Relevancy
• Editorial involvement and credibility
• Consumer engagement that is not Client centric messaging
• Thought leadership
• Promotional and in-person opportunities

Rogers online Research

OTC Research 
Find out what hundreds of Pharmacists are saying about your brands. 

Rogers Research surveys over 900 pharmacists across the country! 
Let us provide you with the insights you need to better understand your customers’  
perceptions regarding your brands.

Where is your brand the strongest? 
• What percent of each population is recommending your brand and how often  

(by region, age, gender, pharmacy type, job title). Undertand your brand equity among 
healthcare professionals through fact-based insights 

• Track year over year brand equity growth and decline 
• Proactively identify growing competitive threats across categories 
• Determine additional factors that could be impacting on recommendation for your 

brands (e.g. age, gender, region) 
• Identify the drivers of recommendation intent based on direct feedback from  

healthcare professionals

CE Research
Conduct a pre and post-research 
survey to pharmacists CE participants. 
Pre-test questions measuring pharma-
cist’s knowledge and awareness of the 
CE topic will be asked and post-test 
questions pertaing to the usefulness 
and relevance of the CE lesson. As well 
questions regarding their engagement 
and overall perceived effectiveness 
of the program. Results will include 
average scores from other recent CEs 
providing comparison points. 

Use research to build original content into effective, insight-
ful and engaging intelligence, communications, marketing 
or loyalty programs

Rogers Market Research and Client Services Group offers 
turnkey solutions to position our clients as industry leaders 
through:
• Access to the right audiences
• Collection of actionable data
• Credible third-party research
• Brand positioning through sponsorship

�Rogers Market Research and Client Services Group  
customizes market research to meet clients’  
intelligence needs, including:
• Informing corporate or sales strategy
• Market share
• Competitive intelligence

The only research group of its kind in Canada with incompa-
rable B2B vertical and Consumer expertise 
Over 1,000 B2B and consumer projects conducted since 2004
• Extensive team of research professionals 
• Knowledge to create unique research opportunities
• Led by Tricia Benn, Senior Director Market Research,  

Board of Directors for National MRIA B2B Committee

Access to an extensive team of research professionals to 
support any materials developed based on the research:
• Advisory boards and roundtables
• Advertorials
• Creative development
• E-bulletins
• Editorial content
• Events
• Social media
• Web development

The Rogers Healthcare inter-professional portal, CanadianHealthcareNetwork.ca has 
80,000 registrants on this gated site, including physicians (GPs, Specialists, Residents), 
pharmacists (community, hospital plus pharmacy technicians and pharmacy students), 
nurses/nurse practitioners, and Healthcare Managers (hospital executives, government). 
Use the Rogers Research Division to survey any or all of the above target audiences. 
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2012 advertising rates

Supplied Outserts: 
	               1 pg/2 sides                2 pgs/4 sides              3 pgs/6 sides

Option 1	               $ 7,480 net	             $ 8,360 net	             $ 10,450 net

Drugstore Canada (English 16,700)
One per Pharmacist, head office, and buyers

Option 2                $10,890 net             $ 12,100 net           $ 15,290 net

Drugstore Canada (English 16,700)
L’actualité pharmaceutique (French 8,000)
Total circulation: 24,700

Rates for supplied inserts available on request.

CE RATES
4 page.....$ 47,000 net
Distributed in Drugstore Canada and L’actualité pharmaceutique 
8 page.....$ 67,000 net 
Distributed in Drugstore Canada and L’actualité pharmaceutique 

B&W (Gross Rates) 1x 4x 7x 10x

Full page $ 4,700 $ 4,550 $ 4,250 $ 4,050

2/3 page $ 4,000 $ 3,850 $ 3,600 $ 3,425

1/2 page (vert. or horiz) $ 3,050 $ 2,905 $ 2,665 $ 2,495

1/3 page (vert. or horiz) $ 2,495 $ 2,355 $ 2,125 $ 1,980

1/4 page (vert. or horiz) $ 2,250 $ 2,175 $ 2,000 $ 1,915  

classifieds

• Rates includes colour
• Contact Scott Tweed (416-764-3906, Scott.Tweed@rci.rogers.com)
• Add HST to rates

AD SIZE (net rates) 1x 4x 7x 10x

1/2 page (vert. or horiz.) $ 3,420 $ 3,078 $ 2,907 $ 2,736

1/3 page (vert. or horiz.) $ 2,610 $ 2,349 $ 2,218 $ 2,080

1/4 page (vert. or horiz.) $ 1,776 $ 1,598 $ 1,509 $ 1,420

1/6 Page $ 1,026 $ 923 $ 872 $ 820

4 colour rate................................................................. $ 1,965
Each additional 4 colour in the same issue.................... $ 1,865
Standard colour............................................................. $ 1,100
Matched colour............................................................. $ 1,200

Premium positions

Preferred positions charged at 20% on space over earned b&w rate.
Covers and preferred positions are non-cancellable for duration 
of contract.

OTC Q&A
DPS Includes 4 colour content/writing, design, website posting 
for 3 months and PAAB approval. 
Drugstore Canada...................................................... $ 18,895* 
Add L’actualité pharmaceutique.................................. $ 12,550*
 * Prescribing information extra.

OTC patient profiler
DPS Includes 4 colour content/writing, design, website posting 
for 3 months and PAAB approval. 
Drugstore Canada...................................................... $ 18,895* 
L’actualité pharmaceutique......................................... $ 12,550*
* Prescribing information extra.

Rates include Print and 1 month web posting

• Careers
• New Products
• Services
• Equipment
• Store Design

2” x 2” SAMPLES

These new products have 
everything you need!

It includes...

For more information contact…
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	 AD SIZE				    WIDTH			   DEPTH

1 	 Full Page 			   7-7/8" 			   10-3/4"
2 	 DPS 				    15-3/4" 			   10-3/4"
3 	 2/3 Page Vertical 			   4-5/8" 			   10"
4 	 1/2 Page Island 			   4-5/8" 			   7-1/2"
5 	 1/2 Page Vertical 			   3-3/8" 			   10"
6 	 1/2 Page Horizontal 		  7" 			   4-5/8"
7 	 1/3 Page Vertical 			   2-1/4" 			   10"
8 	 1/3 Page Horizontal 		  7" 			   3-1/8"
9 	 1/3 Page Square 			   4-5/8" 			   4-5/8"
10 	 1/4 Page Horizontal 		  7" 			   2-3/8"
11 	 1/4 Page Square 			   3-3/8"			   4-7/8"

Magazine Trim Size: 			   7-7/8"			   10-3/4"

Mechanical Specifications 1

1

5

6

2

7

8

3

9

10

4

11

Standard Unit Size in Inches

For ad templates, visit www.addirect.sendmyad.com
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Mechanical Specifications 2

FOR FULL PAGE ADVERTISERS 
• Allow 1/8" (3 mm) bleed on all four sides 

of full page ad (if applicable)
• Single page ad size including bleed 

measures 8-1/8" W × 11" D  
(206 mm x 279 mm)

• Double page ad size including bleed 
measures 16" W × 11" D  
(406 mm x 279 mm)

type safety
All type matter of illustration material not
intended to bleed to be kept 3/8" from
publication trim. Double page spreads
hold 1/4" from gutter or each page.
Publisher is NOT responsible for line-up
of type or images running through the
gutter on spreads or single page
to adjacent insert. Running type or image
through the gutter is STRONGLY
discouraged.

Method of printing
Offset

Method of binding
Saddle stitch

Digital file advertising
specifications
PDF /X-1a or a generic PDF created to
Rogers Publishing specifications sent
online using Magazines Canada AdDirect
at www.addirect.sendmyad.com.
Check www.rogersdigitalads.com or
contact the Production Manager for details.
Rogers Publishing does not accept re-
sponsibility for material content, or colour-
trapping. Ad material not to specifications 
will not be used and must be resupplied 
with correctly.

SHIP proofS TO  
Drugstore Canada
Attention: Ajay Masih
One Mount Pleasant Road
7th Floor
Toronto, Ontario
M4Y 2Y5

Storing of the physical  
material
The publisher reserves the right to destroy 
all supplied physical material if not re-
quested within 3 months from the
last time of use.

Insert/polybag
Rates and quantities are available upon
request.

Environmental policy
For details on the Rogers Publishing
environmental policy, please visit
http://www.rogerspublishing.ca/about_us/
environmental_policy.shtml

COMMISSIONS 
• Agency commission: 15% of gross bill-

ing allowed on space, colour, position, 
and charges for special insert stock, to 
recognized agencies only.

• Prices are subject to additional sales tax 
where applicable.

• Accounts payable at office of publication 
in Canadian funds or equivalent funds at 
the rate of exchange prevailing at time of 
payment.

CONTRACT AND COPY REGULATIONS
• Rates subject to change without notice.
• Advertisers and agencies assume 

liability for all content (text, representa-

tion, and illustrations) or advertisements 
printed, and also assume responsibility 
for any claims arising there from against 
the publisher.

• Preferred positions, contracted for 12 
months, non-cancellable.

GENERAL
• Advertiser and agency agree that Drug-

store Canada shall be under no liability 
for its failure for any cause to insert any 
advertisement.

• Publisher will not be responsible for pro-
duction of colour advertisements unless 
a MAC standard proof is supplied.

• All digital material will be destroyed one 
year after last use.

• Publisher is entitled to payment as here-
in provided, upon having completed the 
printing of advertising and having taken 
reasonable steps to see the publication 
will be distributed.

• Advertisements resembling editorial 
format will carry the word “Advertise-
ment” in at least 10 pt. type at the top of 
the page.

TM

Upload.Check.Send
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Contact information

Toronto
Senior Account Managers

Teresa Tsuji
(416) 764-3905
teresa.tsuji@rci.rogers.com

Norman Cook
(416) 764-3845
norman.cook@rci.rogers.com

Sarah Mills
(416) 764-4150
sarah.mills@rci.rogers.com

Stephen Kranabetter
(416) 764-3822
stephen.kranabetter@rci.rogers.com

careers and Classifieds
Scott Tweed
(416) 764-3906
1-800-668-8151
scott.tweed@rci.rogers.com

Joe Sawaged
(416) 764-3904
1-866-262-5135
joe.sawaged@rci.rogers.com

MonTréaL
Senior Account Managers

Josée Plante
(514) 843-2953
josee.plante@rci.rogers.com

Pauline Shanks
(514) 843-2558
pauline.shanks@rci.rogers.com

Nancy Dumont 
(514) 843-2132 
nancy.dumont@rci.rogers.com

Toll free
1-866-408-4455

Québec Publisher/
Sales Manager
Caroline Bélisle
(514) 843-2569
caroline.belisle@rci.rogers.com

EXECUTIVE PUBLISHER/
Rogers Healthcare Group
Janet Smith
(416) 764-3920
janet.smith@rci.rogers.com

Publisher
Jackie Quemby
(416) 764-3925
jackie.quemby@rci.rogers.com

Editor
Vicki Wood
(416) 764-3923
vicki.wood@rci.rogers.com

Production Manager
Ajay Masih
(416) 764-3914
ajay.masih@rci.rogers.com

Head office
Rogers Publishing
Rogers Healthcare Group
One Mount Pleasant Road, 7th floor
Toronto, Ontario M4Y 2Y5
Tel.: (416) 764-2000

Montréal office
Édition Rogers
Groupe Santé
1200, avenue McGill College, bureau 800
Montréal (Québec) H3B 4G7
Tel.: (514) 845-5141




