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MPA MEDIA

About Us 

The leading media company focused on natural healthcare, MPA Media is the authoritative source for news and 
information tailored to the chiropractic and acupuncture professions, giving your company an unmatched opportunity 
to effectively market to one or both audiences.

Our readers, well-educated, influential buyers in their professions and households, look to MPA Media to provide 
them with the information they need to make important purchasing decisions that optimize their practices and patient 
care. 

MPA Media’s total market coverage of the industries helps you maximize your advertising dollars while reaching 
one or both professions with your message.

MPA Media

As you read MPA Media’s publications, you will see a common thread: essential information that 
doctors of chiropractic and acupuncture practitioners rely on to improve the care they provide their 
patients and advance their ability to thrive in their businesses. 

This is our singular mission: to help them – and their respective professions – continually make 
progress; and in so doing, help more people who desperately need their care. 

MPA Media is much more than just news and information. It is a team of dedicated people that 
consistently supports healthcare professionals who are willing to think and practice outside the traditional medical box.

We invite you to see how our strengths, combined with your products and services, can better serve these growing 
professions – and the millions of patients they serve.

From the Publisher

INDEX
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ACUPUNCTURE TODAY

U.S. ACUPUNCTURE MARKET

U.S. Acupuncture Market 

1.5M 
Annual Website 
Visitation Views

DIGITAL + WEBSITE TRAFFIC

136,720
AT Digital Annual 
Readership

9,840 
Annual AT Students

PRINT CIRCULATION

211,210
Annual Total

17,601 
Monthly Average

4.7M 
AT News Update 
(2024)

30,871 
AT Exclusive Deals  
+ Events

32,032 
AT Geo-Targeted 
E-mails

E-MAIL REACH (ANNUAL)

WHAT PERCENTAGE OF YOUR 
PATIENTS DO YOU OFFER NON-HERB 
PRODUCTS TO?

Almost All 
(13%)

About 75%  
(6%)

About 50%  
(14%)

About 25%  
(19%)

Less than 10%  
(48%)

WHICH OF THE FOLLOWING PRODUCTS AND 
SERVICES DO YOU OFFER TO YOUR PATIENTS?

Anti-aging products & services

Weight-loss products

Cosmetic acupuncture

E-stim/TENS

Light therapy

Low-level laser

Nutritional supplements

Outside lab services

Topical analgesics/pain relievers

Currently offering

34%

30%

37%

22%

21%

20%

55%

69%

70%

9%

8%

6%

7%

6%

7%

6%

6%

2%

15%

13%

22%

26%

21%

15%

11%

9%

5%

Would like to 
offer someday

Thinking about 
offering this year

INDEX
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ACUPUNCTURE TODAY

WHICH OF THE FOLLOWING BEST  
DESCRIBES YOUR PRACTICE?

HOW LONG HAVE YOU 
BEEN IN PRACTICE? Less than 5 years 

(7%)

5 to 9 years  
(5%)

10 to 14 years  
(13%)

15 to 19 years  
(16%)

20 to 24 years  
(24%)

25 years or more  
(34%)

Single Practitioner, Traditional Single Practitioner, Broad Scope
Multiple Practitioner, Traditional Multiple Practitioners, Broad Scope
Specialized Practice Interdisciplinary Practice
Integrated Interdisciplinary Practice Franchise Practice

ANSWER CHOICES  RESPONSES

Single Practitioner, Traditional - 90% or more of your revenue from acupuncture/herbs  60%

Single Practitioner, Broad Scope - 20% or more of your revenue from something other than acupuncture/herbs 8%

Multiple Practitioner, Traditional - more than one acupuncture/herb practitioners in the office, 90% or more of your revenue 10%  
from acupuncture/herbs 

Multiple Practitioners, Broad Scope - more than one acupuncture/herb practitioners in the office, 20% or more of your 3%  
revenue from something other than acupuncture/herbs 

Specialized Practice - more than 50% of your revenue from something other than acupuncture/herbs 4%

Interdisciplinary Practice - practicing with at least one other non- acupuncture/herb professionals (not including massage 5%  
therapists) where some expenses are shared 

Integrated Interdisciplinary Practice - practicing with at least two other non-acupuncture/herb professionals (not including 9%  
massage therapists) where providers work as a team to address the needs of almost all patients and some expenses  
are shared 

Franchise Practice – practicing in a franchise clinic or office.  1%

U.S. Acupuncture Market – Continued 

Source: 2022 and 2025 MPA Media Evolving Acupuncture Practice Survey

INDEX
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ACUPUNCTURE TODAY

800.838.0383
acupuncturecouncil.com

Acupuncture
malpractice insurance
protecting Acupuncturists for over 50 years

11 Forbidden Secrets of Women’s 

Longevity (Pt. 1) Exploring the ancient 

TCM rituals for preserving youth, vital-

ity and jing.

12 Summertime Sadness Have you 

tried this point prescription for treating 

patterns of heat with acupuncture?

14 Merging Innovation With the 

Ancient Wisdom of TCM Embracing 

evolution: six tech innovations that 

support – not replace – our traditions.

15 Long COVID Response to Class-

ical Chinese Medicine The latest 

analysis submitted by the Society for 

Acupuncture Research (SAR).

18 Time for a Remote Receptionist? 

Five signifi cant reasons why your 

practice – and your patients – could 

benefi t from one.

20 Hemifacial Spasm Understanding 

and treating this complex neuromus-

cular disorder.

What’s Holding 
Us Back in 2025?
Step #1: Understanding 

our role and responsibility.
David Bibbey, Dipl. Ac., LAc

See Page 8

Let’s Build a 
Referral Culture 
in Acupuncture
And why you should refer – 

not crowdsource – if a patient 
needs specialized care.

BY SHABNAM POURHASSANI,
LAc, DACM, MSHS

See REFERRAL Page 3
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Don’t miss the next Print 
Issue of Acupuncture Today
Don’t miss the next Print 
Issue of Acupuncture Today

SCAN NOW

DIGITAL EXCLUSIVES IN THE NEWS

Acupuncture in 
Medi-Cal: Saved Again

YOUR MEDICINE

The Living Sequence 
of Qizhi to Deqi

PATIENT CARE

Yes, You Can Help 
Patients Deprescribe

AUGUST 2025
VOLUME 26,  NUMBER 8  •  ISSN 1526-7784 WWW.ACUPUNCTURETODAY.COM TOTAL CIRCULATION: 24,431  •  PLEASE SEE PAGE 22 FOR DETAILS

Year of the Snake
INTELLIGENT
GOAL ORIENTED
CARING

An MPA Media Publication

DIGITAL EXCLUSIVES

On AcupunctureToday.com
SEE PAGE 4

Acupuncture Today

Serving the Entire Profession
Reaching more than 33,000 practitioners and students monthly, Acupuncture Today is the only national publication 

providing acupuncturists and traditional medicine practitioners with the news and information they need to better 
serve their patients, grow their practices and help advance the profession. Every issue is published in both print and 
digital format, reaching readers on their personal computers, laptops and most mobile devices.

Acupuncture Today serves as the most complete resource for news and product information for practitioners who 
frequently recommend and sell products to their patients. That means AT is the perfect platform to communicate with 
our readers — your customers.

INDEX
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ACUPUNCTURE TODAY

NOTE: The 2025 Acupuncture Today Editorial Calendar is flexible and subject to change based on editorial contributions.

2017 Editorial Calendar

INDEX
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s c h e d u l e d  f e at u r e m a j o r  t o p i c s  c o v e r e d  i n  e v e r y  e d i t i o n

herbal  
medicine 

optimize  
your clinic

techniques 
and tools

clinical  
care tips

philosophy  
in practice

jan Start the New Year n n n n n

feb Continue Your Education n n n n n

mar Think Outside the Box n n n n n

apr Research Applications n n n n n

may Billing Insurance n n n n n

jun  Maximize Your Clinic n n n n n

jul  TCM and Technology n n n n n

aug Integrative Opportunities n n n n n

sep Case Studies in TCM n n n n n

oct Clinic Operations n n n n n

nov Foundational Care n n n n n

dec Prepare Your Practice n n n n n

2025 Editorial Calendar



ACUPUNCTURE TODAY

News Update E-Newsletter

ISSUE DATE ISSUE DATE

January 6, 2025 July 7, 2025 

January 13, 2025 July 14, 2025 

January 20, 2025 July 21, 2025 

January 27, 2025 July 28, 2025 

February 3, 2025 August 4, 2025 

February 10, 2025 August 11, 2025 

February 17, 2025 August 18, 2025 

February 24, 2025 August 25, 2025 

March 3, 2025 September 1, 2025 

March 10, 2025 September 8, 2025 

March 17, 2025 September 15, 2025 

March 24, 2025 September 22, 2025 

March 31, 2025 September 29, 2025 

April 7, 2025 October 6, 2025 

April 14, 2025 October 13, 2025 

April 21, 2025 October 20, 2025 

April 28, 2025 October 27, 2025 

May 5, 2025 November 3, 2025 

May 12, 2025 November 10, 2025 

May 19, 2025 November 17, 2025 

May 26, 2025 November 24, 2025 

June 2, 2025 December 1, 2025 

June 9, 2025 December 8, 2025 

June 16, 2025 December 15, 2025 

June 23, 2025 December 22, 2025 

June 30, 2025 December 29, 2025 

SCHEDULE

The #1 Acupuncture E-Newsletter

This popular e-newsletter is the ideal platform to share information 
about your products or services with a targeted, subscription-based 
audience multiple times per week, every week.

News Update 
E-Newsletter

Prime Placement Top Banner:

450 x 150 pixels with a minimum 
16pt font size. Max file size 35 KB.

• Acceptable files: gif, jpg, pdf
• Banners cannot be 

animated with Flash
• A URL must be provided to 

capture leads 

Standard

550 pixel x 252 pixel (7.64” x 3.5”) 
includes 2-pixel border around it 
(default color is black). Max file 
size 50 KB.

• Acceptable files: gif, jpg, pdf
• Banners cannot be 

animated with Flash
• A URL must be provided to 

capture leads

PRIME PLACEMENT 
TOP BANNER

STANDARD

STANDARD

INDEX
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ACUPUNCTURE TODAY

AcupunctureToday.com Banners

Prime Placement  Dimensions  Max Size

Home Page 
Home Page Takeover 1200 pixel x 800 pixel (16.667” X 11.111”) 150 KB @ 72 DPI 
w/Medium Rectangle* 300 pixel x 250 pixel (4.167” X 3.472”) 35 KB @ 72 DPI 

Article Page(s) 
Alternating Medium Rectangle* 300 pixel x 250 pixel (4.167” X 3.472”) 35 KB @ 72 DPI  

Article Page(s) Package 
Alternating Medium Rectangle* 300 pixel x 250 pixel (4.167" X 3.472") 35 KB @ 72 DPI 
w/Leaderboard  728 pixel x 90 pixel (10.111” x 1.25”) 35 KB @ 72 DPI  

1st Impression Banner

Exclusive pop-up banner or  800 pixel x 800 pixel  
youtube or vimeo video

*All medium rectangle and leaderboard banners with partially white or transparent backgrounds need to have a visible 1px border in a color that 
contrasts with the background color of the creative.
• Acceptable files: gif, jpg, png.
• Flash and animated banners are not acceptable.

AcupunctureToday.com is the go-to news source for acupuncturists, traditional medicine practitioners and 
consumers. Website visitors enjoy the most current digital issue viewable on their computer, laptop and most mobile 
devices. With the latest news, current and previous articles, links and resources, there is compelling content for all 
visitors.

Expand your marketing reach with the opportunities available at AcupunctureToday.com. With content relevant to 
practitioners and consumers, your banner ads can be placed in sections featuring subjects you feel appeal most to your 
potential customers. Target your message with the opportunities available on AcupunctureToday.com.

AcupunctureToday.com

Website Advertising

INDEX
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MPA MEDIA

WEBINARS

ACUPUNCTURE TODAY 
WEBINAR DATES

Event Date Materials Due

January 2, 2025 November 18, 2024 

January 16, 2025 December 2, 2024 

January 30, 2025 December 16, 2024 

February 13, 2025 December 30, 2024 

February 27, 2025 January 13, 2025 

March 13, 2025 January 27, 2025 

March 27, 2025 February 10, 2025 

April 10, 2025 February 24, 2025 

April 24, 2025 March 10, 2025 

May 8, 2025 March 24, 2025 

May 22, 2025 April 7, 2025 

June 5, 2025 April 21, 2025 

June 19, 2025 May 5, 2025 

July 3, 2025 May 19, 2025

July 17, 2025 June 2, 2025

July 31, 2025 June 16, 2025

August 14, 2025 June 30, 2025

August 28, 2025 July 14, 2025

September 11, 2025 July 28, 2025

September 25, 2025 August 11, 2025

October 9, 2025 August 25, 2025

October 23, 2025 September 8, 2025

November 6, 2025 September 22, 2025

November 20, 2025 October 6, 2025

December 4, 2025 October 20, 2025

December 18, 2025 November 3, 2025

SCHEDULEWebinars are a powerful, cost-effective way to connect with doctors. 
These events help establish you as a thought leader as they educate 
doctors, attracting participants who are pre-qualified and ready 
to listen to your message. The professionals reading your e-mail 
invitations, attending your live event and viewing your archive have a 
demonstrated interest in your products and services.

As a highly cost-effective means of reaching targeted audiences in 
real time, webinars have become a powerful way of communicating 
with busy professionals faced with time constraints and declining 
budgets for training and travel.

SOCIAL MEDIA SUPPORT
All non-commercial webinars will include branded social media 

support to drive registrations and increase engagement with your 
brand via Facebook and Twitter. Tweets and Facebook posts made by 
MPA Media editors will include direct links to webinar registration 
websites and archives, and will encourage users to Like and Follow 
your brands.

Webinars

Benefits of Webinars
SPEED
Deliver a live 
message to a 
targeted audience 
in real time.

LEAD 
TRACKING
Registration 
allows you to 
capture attendee 
information.

DEMAND 
GENERATION
Create awareness 
and get future clients interested.

MARKETING
Website advertising and e-mail communication pre- and post-event.

MPA MEDIA MODERATORS
Use your presenter and our industry-known moderators.

MULTIPLE BRANDED TOUCHES
Three invitations, one reminder and one post-event e-mail contact.

UP TO 500 PARTICIPANTS
Each event can accommodate an audience of 500.

INDEX
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MPA MEDIA

Marketing Resources, Custom Publishing & Inserts

Inserts
A single page, multiple pages, brochure or catalogue, 

almost anything can be inserted into our print 
publications. Polybagged samples and publication wraps 
are also available. We specialize in providing unique 
opportunities for you to connect with our readers. Your 
insert is also included in the corresponding digital edition 
for double exposure.

Custom Print Publishing
MPA Media provides custom publishing services to 

our advertisers by the single project, on a monthly basis 
or as a continuing service. We tailor our approach to fit 
each client’s needs, from 4-color glossy magazines to 
newsletters or periodicals.

Our expert creative and editorial staff members 
treat each custom publishing project as an in-house 
publication. From concept to completion, we ensure that 
our client’s publications exceed expectations and those of 
their target audience.

Marketing Resources, Custom 
Publishing & Inserts 

Marketing Resource Center 
At MPA Media, we use our expertise in reader engagement, 

print advertising, Internet marketing and market research to help 
our advertisers maximize the effectiveness of their marketing 
campaigns.

     Our online Marketing Resource Center is a repository of 
knowledge at your fingertips including best practices and tips for a 
wide range of marketing tactics. Access information on ad design 
and printing, maximizing your marketing ROI, and much more. 
Providing helpful hints is just one of the many ways we can be of 
service. Let’s work together towards achieving your goals.
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AIM Acupuncture and 
Integrative Medicine
A Publication of Pacific College of Health and Science

Spring 2020

www.PacificCollege.edu

SPRING 2020 

www.Pacifi cCollege.edu

Dear Colleagues,

S ome of you have undoubtedly 
noticed the new name and 
logo of our publication. I hope 

you like it. Given the change in the 
college’s name, we thought it timely 
to revisit the look and mission of our 
periodical, too. We chose Acupunc-
ture and Integrative Medicine (AIM) 
to broaden the content that will be 
refl ected in its pages, much as the 
change to Pacifi c College of Health 
and Science refl ects the wider scope 
of degrees and continuing education 
available to students and colleagues 
of the college. I love the new acro-
nym for two reasons. First, AIM is the 
sound, in some mystical traditions, 
associated with the third eye. In this 
context, it is pronounced AI-EEEM. 
Give it a try while focusing slightly 
above the mid-point of your eye-
brows. Then there’s the English word 
AIM, which as a verb means to focus 
on a target or goal, and as a noun, 
the goal itself. It is our goal to bring 

you the insight and wisdom of our 
healing community through articles 
on Chinese medicine ( of course), as 
well as from the fi elds of integrative 
medicine, health, science, and hu-
man performance. We welcome ar-
ticles from the professions of Chinese 
medicine, nursing, massage, coach-
ing, and all the other healing profes-
sions, as well as health-related, basic 
science topics. The opportunities for 
sharing are endless and I hope you 
will consider contributing to AIM. I 
look forward to hearing from you.

Best wishes toward achieving 
your goals,

Jack Miller
President 
AIM

A landmark study by Rowland, Schumann, and Hickner (2010) found that earlier initiation of palliative care leads to better outcomes for patients with aggressive non-small cell lung cancer. The oncology patients who received earlier pal-liation, defi ned as palliation initiated at onset of treatment (or in this case within 8 weeks of initial diagnosis), had higher quality of life scores, lower prevalence of depression, less aggressive care overall (including less futilely aggressive use of chemotherapy within the last two weeks of life), and an average increase of lifes-pan of over around 2.7 months compared to those who did not 

Oncology and Early Palliation: 
THE ROLE OF 
CANNABIS

By CAREY S. CLARK, PhD

continued on page 6

Introducing the New Acu-
puncture and Integrative 
Medicine Newspaper
By JACK MILLER, President

Raising Your Prices: Five 
Strategies

Pronator Teres Motor Point 
and Its Multiple Functions

“Shenocide”: Three 
Protocols for the Treatment 
of Psychospiritual Aspects 
of Opioid Addiction

The Link Between Qigong 
Breath Holding and 
Nitric Oxide

Pacifi c College Student 
Interns Make a Difference
for Women with Disabilities

How Do You Treat Leaky 
Gut in Your Clinic?

Wellness Marketing 101: 
Get Comfortable with 
Marketing Your Brand

The Highly Sensitive 
Massage Therapy Student 
and Client: Six Suggestions
 for Working with This 
Unique Population

2019 Golden Flower 
Scholarship Winners

2020 Pacifi c College 
Staff Acknowledgment 
Program

Pacifi c College Faculty,
Alumnus, and Board 
Member Lead National 
Research at Society for 
Acupuncture Research

INSIDE THIS ISSUE....
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10

13

13

17

20

22

SPECIAL ADVERTISING SECTION

Now offering limited opportunities for doctors to learn our 

proven Business Model, for your patients to successfully lose 

weight and for your practice to substantially increase profits.

Using the Synergy Medical Weight Loss Model, you will learn how 

to integrate a very profitable addition to your current practice and 

patient base without significantly increasing your overhead.

m Proven Business Model For Medical Weight Loss

m Customized Medical Weight Loss Proprietary             

Web Application

m Full Turnkey Marketing Package

m On Site Training At Your Facility And Ours

m Continuous Consulting And Support

Call Synergy Medical Weight Loss 

today and see if your clinic qualifies!

1-800-408-0438
www.synergymedicalweightloss.com

“In 2012, we added 1,513 new medical weight loss 

patients and collected $1,155,000 in revenues from 

the Synergy Medical Weight Loss Program...all cash, 

no insurance.”

AS SEEN IN...

Synergy HalfTab ad1.indd   1

11/6/13   11:54 AM

BY VINCE BUBOLO SR.

Leading Medical Weight Loss Com-

pany, Synergy Medical Weight Loss, 

is Expanding and is Inviting Doctors 

to Participate in Their Highly Successful 

Medical Weight Loss Model.

SMWL, who has successfully treated 

over 5,000 medical weight loss patients 

in the last three years, has perfected their 

practice model and is now inviting doctors 

nationwide to use it in their own clinics.

Can you imagine being paid for 

your services before the patient leaves 

your office? For those of us who never 

practiced in a Cash fee for service envi-

ronment, that may be a hard concept to 

grasp. Let us show you how this is pos-

sible. Fee for service or over-the-counter 

business lessens your exposure, vulner-

ability and liability of potential audits. 

Using SMWL Model, you will learn 

how to integrate a very profitable addi-

tion to your current practice and patient 

base without significantly increasing 

your overhead. Years ago we de-signed 

our fee for service SMWL Model we 

decided “enough is enough” and looked 

down the road to include future profit 

centers for our business. As a result, we 

integrated medical weight loss into our 

already thriving business. 

In 2010, we saw 915 new medical 

weight loss patients and collected an extra 

$604,000 over-the-counter which did not 

include insurance at all. In 2011, we added 

1,365 new medical weight loss patients 

and collected $1,000,060 of extra revenue 

from our medical weight loss component 

of our business. In 2012, we increased to 

1,513 new medical weight loss patients 

and collected $1,155,000 of revenues just 

from our weight loss program all in cash. 

We support, coach and train you how 

to use your current patient base to get 

started and how to get new patients and 

grow your Medical Weight Loss program 

just as we did. We teach you how to 

implement and operate your new profit 

center at high profit margins.

WHAT IS SMWL AND WHY  
ARE WE DIFFERENT?

As a busy medical provider, you can 

continue high quality care while broaden-

ing your revenue portals without signifi-

cantly adding to your overhead. Based on 

current statistics from the New York Stock 

Exchange and leading corporate analysts, 

it is public knowledge Weight Watchers 

Program does $1.8 Billion in revenues and 

NutriSystem Diet Programs generate more 

than $400 million in revenues. Yes, there 

is a demand for weight loss. What better 

place for people to turn to than their physi-

cian? Someone they trust, confide in and 

seek out for your professional know-how.

The Synergy Medical Weight Loss 

Model gives practitioners everything they 

need to succeed in delivering quality pa-

tient care as well as implementing a “user 

friendly” profit center.  As a participating 

physician, you will receive SMWL’s: 

1. Operations Manual

2. Proven Business Model For Medical 

Weight Loss 

3. Customized Medical Weight Loss 

Proprietary Web Application

4. Marketing Strategies

5. On-Site Training Plus 2 Days Of 

Training At Your Facility

6. Continued Consulting Support

In addition, doctors who choose to 

utilize the SMWL Model will become part 

of a ground breaking national network.  

This allows Synergy to collect feedback 

from practices all over the country and 

use lessons learned and best practices 

from leading Medical Weight Loss pro-

grams who are our partners to create the 

best possible, and most effective, weight 

loss program.
“By using the SMWL Model, doctors 

will learn how to integrate this very prof-

itable addition to their current practice 

and patient base without significantly 

increasing their overhead, and using our 

proven marketing systems we also teach 

them how get new patients they can 

make a difference with.” 

The Leading Medical Weight Loss Program Is Expanding

JANUARY 2014  •  VOL 1  ISSUE 2 

A Wonderful Alternative  
to Knee Surgery

..."Indivisible With Liberty and 

[Chiropractic] For All"

3
7

PRSRT STD
U.S. POSTAGE

PAID
PLATTEVILLE, WI
PERMIT NO.124

ANJC Association of New Jersey Chiropractors
77 Brant Avenue, Suite 210

Clark, NJ 07066

Publication of the Association of New Jersey Chiropractors Fall 2017 Volume 13  Number 4
www.anjc.info
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S ports hernia, a common overuse injury in activities that involve 
running, pivoting, kicking and change of direction, is in reality not a 
hernia. Originally described in the early 1990s, it has been referred 

to as inguinal disruption, pubic inguinal pain syndrome, sportsmen’s groin, 

Sports Hernia: Diagnosis 
and Treatment

S arcopenia is the age-related loss 
of muscle tissue. As early as their 
mid-30s, a person can begin to lose 

muscle mass, however it signifi cantly speeds 
up in a person’s late 50s and early 60s. 
Sarcopenia can lead to a lesser quality of life 
in the elderly and an increased risk of falls. 
However, steps can be taken to help prevent 
sarcopenia. 

Arguably the most important vitamin in 
the fi ght against sarcopenia is vitamin D. 
Research has shown that a reduced muscle 
mass in the elderly is associated with low 
serum vitamin D levels. In one study, those 
with low levels of serum vitamin D were twice 
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Vitamin D, Creatine 
and Omega-3s

By Dr. Tom Bilella, ANJC Nutrition Education 
Council Chairman 

N utrition fuels the fi res of athletic 
participation. While few would 
disagree with that statement, it 

could be further qualifi ed that there are 
dietary plans and eating strategies that 
optimize the utilization of the nutrients 
these foods provide. The International 
Society of Sports Nutrition (ISSN) 
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NEXT STEP 
AFTER ACA

By Jon Bombardieri

N ew Jersey Sen. Corey Booker is among a group of Democrats 
in the Senate to roll out the Medicare For All proposal. 
Under this plan, all citizens would be able to visit a provider 

of their choice for any behavioral or physical healthcare needs and 
would be provided by the federal government under a single-payer 
health insurance plan.

Continued on Page 23

MEDICAL NEWS
Anti-Aging

T H E  G L O B A L  R E S O U R C E  F O R  A N T I - A G I N G 

Winter 2016

www.A4M.com

R E D E F I N I N G  M E D I C I N E

Where All 
The Pieces 

Come Together

ANTI-AGING M
EDICAL NEW

S  •  W
INTER 2016  •  LAS VEGAS, NV  •  OFFICIAL SHOW

 HANDBOOK  •  www.A4M
.com

  •  REDEFINING M
EDICINE

Transform Your Chiropractic Practice 
with Touchless Patient Education

Special Offer!  

Take your patient communication to the next level with Touchless Patient Education – powered by a cutting-edge 
DigiKnowNow.com digital tool designed to inform, engage, and grow your practice.

Unlimited Access: Get more than 65 time-tested chiropractic education topics at your fingertips with an all-you-can-use digital subscription. Instant Digital Communication: Send educational brochures directly to patients via text or email—before, during, or after their appointments.In-Office Engagement: Display posters with QR codes in your waiting or adjusting rooms. Patients can scan the codes and access all the educational content on their devices and .Branded to YOUR PracticeMultimedia Integration: Each topic includes a 2-minute video for a dynamic, engaging educational experience.
Customizable: Personalize the content with your own materials to create a unique experience for your practice.

Discover the Future of Chiropractic Education
Scan the  or visit QR code DigiKnowNow.comCall 800.537.3001 x 2 to learn more!

Learn More about DigiKnowNow and receive 2 FREE months of service!
Empower your patients with the information they need, increase referrals, and boost your practice's revenue—all with one innovative, touchless solution!

Available in English & Spanish!

Stem Cells for Musculoskeletal 
Conditions: Hope or Hype? 

H uman stem cells possess 
remarkable potential for 
advancing cell-based therapies 
and regenerative medicine, par-ticularly for patients suffering from mus-culoskeletal diseases. Commercial clinics 

most commonly use stem cells harvested from fat and bone marrow material.

Systemic Review Is Revealing
A Mayo Clinic research team con-

ducted a systematic review of human 
clinical studies to measure the effects 
of stem cells from fat and bone marrow material with minimal manipulation for the treatment of musculoskeletal dis-
ease.5 This study was published in Pain 
Medicine. The research team performed a search of the MEDLINE, EMBASE, 
and Scopus databases. They included 
human subject studies that evaluated 
musculoskeletal disease treatment with 
mesenchymal stem cells. Two indepen-
dent reviewers selected and extracted the data. Study quality was assessed using an established measure.

The selection criteria led to the inclu-
sion of eight studies in this review. The 
review included a total of 941 patients. 
Patient outcomes were similar for those 
who received and did not receive stem cell therapy. In other words, stem cells failed to outperform controls in patients with mus-culoskeletal conditions such as disc pain, tendon pain, hip pain, and knee pain.

More Research: Lack of Effectiveness
Other research teams concur with the 

Mayo Clinic’s fi ndings. Di Matteo and 
his research team performed a systematic review and concluded that there was a lack of evidence to support the claim of superi-ority for stem cells from fat and bone-mar-row material with minimal manipulation for patients with knee osteoarthritis.3

Dai, et al., conducted a meta-analysis of clinical studies using intra-articular 
mesenchymal stromal cell injection for 
patients with symptomatic knee osteo-
arthritis. They discovered that stem cells from fat and bone marrow material were not superior to placebo in terms of pain relief and functional improvement.2

A Lack of Biological Activity
Commercial clinics most commonly 

use a type of stem cell treatment that 
originates from fat and bone marrow 
material with minimal manipulation. So, two independent research teams exam-
ined the number of stem cells in fat and bone marrow samples. They found tiny amounts of stem cells.7-8

They concluded that the minuscule 
quantity of stem cells is incapable of 
generating biological repairs. In the fat 
tissue, an injectable dose had a couple of thousand cells, and in the bone marrow, there were even fewer cells. The target for effective treatment needs to be millions of cells, not thousands.

Serious Harms
Proponents of stem cell therapy 

have suggested that the procedure is safe. 

CONTINUED ON PAGE 9

Putting Research
Into Practice
By  ron feise, dc
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Scan For:
• Clinical Study
• Provider Success
• Patient Success
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MPA MEDIA
MARKET RESEARCH, POSTAL & EMAIL

Acupuncture Today Facebook Audience share allows 
you to point your Facebook ads to our audiences. 
Using Facebook audience sharing can help you 
increase brand awareness, reach new customers, and 
boost website traffic.

SOCIAL MEDIA

MARKET RESEARCH

MPA Media offers market-specific 
custom research and surveys 
designed to provide you with timely, 
valuable information about the 
acupuncture profession. MPA Media 
tailors each survey to fit your market 

development needs.

Understanding what your customers think is not just 
a guessing game with MPA Media’s market research 
capabilities. Tailored to your specific needs, our 
research efforts can be used to:

• Develop Marketing Strategies

• Refine Product Offerings

• Uncover Customer Insights

• Create Targeted Ad Campaigns

• Support Sales Collateral and much more.

Market Research, Postal & E-mail List  
Rental, & Social Media 

POSTAL MAIL LIST RENTAL

Connect your products/services 
with thousands of healthcare 
professionals in minutes with MPA 
Media’s On-Demand mailing list 
program. You can successfully 
market your products/services to 

a mailing list tailored to your audience. Our lists are 
Guaranteed 96% accurate and you can choose the 
states, zip codes and radius to suit your requirements 
and budget.

FAQs:  
https://mailinglists.mpamedia.com/mpacms/cc/help.php

GEO-TARGETED E-MAIL 
CAMPAIGNS

On-Demand Geo Targeted e-mails 
are available to the acupuncture 
profession. Our Geo Targeted e-mail 
campaigns are highly affordable 
and effective. Focus exclusively on 

the places that are necessary, which will increase your 
chances of engaging your target audience from coast 
to coast.

• Save printing, postage and mailing costs by utilizing 
local emails.

• Focus on your service and/or seminar areas.

• Segment by profession and state.

On-Demand Geo Targeting:
https://www.mpamedia.com/products/dc_exclusive.php
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MPA MEDIA

Publication Advertising Specifications

Publication Advertising Schedule 
& Specifications

TEMPLATES AVAILABLE ONLINE
Click Here to access our online Adobe  

InDesign templates page.

BANNER
(6.375” x 3.5”)

COVER WRAP 
AREA A

(9.75” x10.375”)
COVER WRAP 

AREA B
(9.75” x 15.75”)

BANNER
(6.375” x 3.5”)

Ad Sizes:  Width x Height 
Center Spread  20”  x  15.75”  
2 Full Tabloids Facing Pages  9.75”  x  15.75”  
Full Tabloid  9.75”  x  15.75”  
1/2 Tabloid Horizontal  9.75”  x  7.375”  
2/3 Tabloid Vertical  6.375”  x  15.75”  
Standard Full  6.375”  x  12”  
Standard 1/2 Horizontal  6.375”  x  5.875”  
Standard 1/4 Horizontal  6.375”  x  3.5”  
Standard 1/8 Horizontal  3”  x  3”  
1/5 Tabloid Horizontal  9.75”  x  3.5”  
Front Page Banner  6.375”  x  3.5”  
Sponsored Content Ad and/or Video   Custom
Cover Wrap Area A 9.75”  x  10.375”
Cover Wrap Area B 9.75”  x  15.75”

Our ad dimensions above are “actual ad dimensions” no need to include bleed or trim.

Please note: Your print ad will convert and appear in our online publication located on our website; For analytics please 
provide a trackable URL that allow statistics in your own analytics account.

The following tool helps build trackable URLs. https://ga-dev-tools.google/campaign-url-builder/

2025 ISSUE 
DATE

ONLINE PUBLISHING 
DATE

SPACE CLOSING DATE

January 2025 December 11, 2024 November 8, 2024

February 2025 January 15, 2025 December 6, 2024

March 2025 February 12, 2025 January 3, 2025

April 2025 March 12, 2025 February 7, 2025

May 2025 April 9, 2025 March 7, 2025

June 2025 May 14, 2025 April 4, 2025

July 2025 June 11, 2025 May 9, 2025

August 2025 July 16, 2025 June 6, 2025

September 2025 August 13, 2025 July 4, 2025

October 2025 September 10, 2025 August 8, 2025

November 2025 October 15, 2025 September 5, 2025

December 2025 November 12, 2025 October 3, 2025
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MPA MEDIA

Publication Advertising Requirements

Publication Advertising: Requirements
To ensure the highest 
quality print advertise-
ments possible, please 
adhere to the follow-
ing requirements:

We accept the following formats: 
PDF (see below), EPS, JPG (at 
least 200 dpi), TIFF (at least 200 
dpi) or a native, working file from 
one of the following programs: 
Adobe InDesign (INDD), Adobe 
Photoshop (PSD), or Adobe 
Illustrator (AI) — all CS6 or 
above, with associated links, files 
and fonts included.

GENERAL GUIDELINES:
To avoid production charges, 

your digital artwork dimensions 
must conform to our ad sizes, 
standards and specifications. All 
ads must contain a border that 
extends around the entire ad, 
except full-page tabloid ads. All ads 
must be sized according to the ad 
specifications per the advertising 
contract. Lines knocking out of 
a 4-Color background image, 
gradient or solid color must not be 
smaller than 1 point.

ARTWORK:
All artwork must be sent as a 

separate file, whether embedded 
or placed. It must be PDF, TIFF, 
EPS or Native File Format as listed 
above. Use 4-Color (CMYK) or 
Grayscale (Black & White). It must 
be sent at 100% full physical print 
size at a resolution of 200 dpi for 
newsprint. The Total Ink Density 
of your advertisement should not 
exceed 260% for newsprint. Ink 
density exceeding these values 
will over-saturate, causing your 
advertisement to appear darker 
than intended.

FONTS:
All screen and printer fonts 

must be included. Fonts in 
Illustrator must be converted to 
OUTLINES. Photoshop text must 
be rendered (not editable text). 
Black text must be 100% black 
or a shade of solid black, not 
values of CMYK (Cyan, Magenta, 
Yellow & Black, otherwise known 
as 4-Color). Reversed text must 
not be smaller than 12 points; 
4-Color text, text knocking out of 
a background, image, gradient or 
solid color, must not be smaller 
than 12 points. Small color type 
should be no smaller than 10 

points.

NOTE: Ads with text or 
lines that do not meet these 
requirements will not print clearly.

PDF FILE REQUIREMENTS:

All fonts must be embedded. 
No OPI tags on images/artwork 
or any profiles of any kind 
such as ICC. Images/Artwork 
should be at least 200 dpi for 
newsprint. Black or a percentage 
of black type should be 100% 
Black/Grayscale. Rich black type 
(values of CMYK to make black) 
is not accepted unless type is 
at least 14 points or larger. It is 
recommended that reverse type 
be no smaller than 12 points. 
Reverse type in colored boxes is 
not recommended. The Total Ink 
Density of your advertisement 
should not exceed 260% for 
newsprint. Ink density exceeding 
these values will oversaturate, 
causing your advertisement to 
appear darker than intended.

For more detailed specifications 
and requirements, please contact 
our production department at  
714-230-3158.
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