
There are thousands of products  
distribution reps can sell.

Repertoire can help you  
equip them for success.

Repertoire Magazine 
isn’t about advertising. 

It’s about educating  
3,900 distribution  

reps on selling  
your products.

REPERTOIRE IS A SHARE MOVING MEDIA PUBLICATION

MEDIA GUIDE 2025



Repertoire is the only publication that serves the healthcare distribution 
channel through a wide range of resources including print, digital, 
video, webinars and education. It focuses on three closely related 
segments: physician office, hospital/surgery center and post-acute 
care. The constituents in the healthcare distribution channel rely on 
Repertoire for market analysis, emerging trends, and new products and 
services. Recognized as the industry leader in providing information, 
communication and education, Repertoire is staffed by long-time 
industry veterans and is considered required reading by the  
distribution community. 

2025 
MEDIA GUIDE

	`McKesson

	`Henry Schein Medical Group

	`Cardinal Health

	`Owens & Minor

	`Medline

	`Fisher Healthcare

	`NDC

	` IMCO

	` Independents

	`Concordance

	`CME Corp.

	`You can reach 4,300 
distribution reps 
and 1,000 managers 
and executives  
in distribution  
every month.

	` It builds a 
relationship with 
the people who 
sell your products.

	` It opens the doors 
with distributor 
management for 
your salespeople.

	` It shows your 
company’s 
commitment to 
the distribution 
channel.

Advertising in Repertoire is the only way to reach all of 
distribution with your message!

‘Age-Friendly’ Care 
Takes a Continuum

Primary care practitioners find their role in  
systemwide efforts to care for those 65 and older.
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Circulation: 
5,500 total

INSIGHTS



	`NDC
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	` Independents

	`Concordance

	`CME Corp.

AUDIENCE

> �Reach your audience digitally and  
in-person through e-news,  
a mobile app, training, and events.

2-Minute
Game Plan
POWERED BY REPCONNECT

Events
Discuss key trends with the leading industry voices and decision-makers at 
regional and national events throughout the year.

Dail-eNews
The Dail-eNews is real-time news 
for those involved in the business 
of healthcare. As the industry’s 
first and only e-mail news service, 
it’s e-mailed on a daily basis to 
over 20,000 decision-makers in 
GPOs, IDNs and the manufacturing 
and distribution segments of the 
healthcare industry.

RepConnect Mobile App
RepConnect equips Distribution 
Reps with an easy to use, efficient 
solution for storing and sharing 
product brochures, white 
papers, and rep lists. With this 
revolutionary tool, Reps can share 
information and documents with 
their accounts in just a few clicks.

Education
Repertoire provides product 
training to distribution sales 
reps through print and online 
models. Distributor sales reps from 
companies like Cardinal Health, 
McKesson, Henry Schein Medical, 
as well as independent reps from 
IMCO and NDC learn and earn 
with product training. Repertoire 
offers distributor sales rep training 
modules, comprehensive internal 
manufacturer-training programs, 
in-service training modules, Website 
Hosting; CEU course hosting, SCORM 
compliant module development.



Repertoire spotlights leaders in the industry throughout the year, including: 

Medical Distribution Hall of Fame Excellence in Sales Awards
 r e p e r t o i r e m a g . c o mv o l . 3 2   n o .6  •  J u n e  2 0 2 4

Ryan Hahn, 
Midmark Corp.

Excellence 
in Sales

Kay Kavert,  
McKesson  
Medical-Surgical 

June 20
24
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Excellence in Sales

W hat makes a medical sales professional? In Ryan Hahn’s case, it’s a lot of things: His parents, 
baseball, management training at a car rental company, a brief stint in personal banking and, 
since 2005, working for Midmark Corp. Hahn is the 2024 recipient of the Excellence of Sales 
Award for a manufacturer.

“Ryan is an ‘owner’ and not a 
‘renter’ of  the position he holds 
as a territory portfolio manager 
at Midmark,” says Steve Esnard, 
Midmark Medical Products & 
Services Central Region director. 
“He has approached his job and 
role as a responsibility to deliver 
the highest quality products and 
services for his dealer partners 
and end-customers. Ryan does not 
waiver from that responsibility.”

Born in Minneapolis and 
raised in the Fort Worth, Texas, 
area, Hahn lives in Bee Cave, 
Texas, a suburb of  Austin. His 
territory comprises Central 
and South Texas, including the 
Austin, San Antonio and El Paso 
metropolitan areas. 

It might be a stretch to say 
he was destined for medical sales, 
but it would be fair to say the 
stars seemed to align themselves 

in that direction. His father, 
Gary, who recently retired from 
Steris, spent a large portion of  
his career with Johnson & John-
son Ortho-Clinical Diagnostics, a 
manufacturer of  in vitro diagnos-
tics (sold in 2014 to The Carlyle 
Group). His mother, Randa, was 
a medical assistant in a fam-
ily practice and later, worked in 
claims/benefits management 
for Bell, the Fort Worth-based 
helicopter manufacturer. Their 
son learned lasting lessons about 
healthcare and healthcare sales 
from both.

Baseball’s lessons
Playing baseball through high 
school, for example, he saw the 
similarities between the sport and 
medical sales. “My father would 
work on a deal and make the sale 
or not. It sounded like a chance to 
win or lose to me.

“Baseball is a sport of  fail-
ure,” he continues. “Even the 
best hitters fail at the plate 60% 
of  the time. Baseball taught me 
how to compete, how to lose, 
how to adjust when things don’t 
go your way – all things that 
correlate with sales.” Sales had 
another draw: “You work harder, 
you earn more.”

Ryan Hahn: Always in the 
batter’s box
He owns his swings, hits and misses throughout the customer buying journey.

Ryan Hahn
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Excellence in Sales

Kay Kavert cut her teeth in sales right out of college, taking a job in Sacramento, California, as a corpo-
rate sales recruiter. She worked on gaining accounts that wanted to hire outside recruiters and helping 
them find sales talent – entry level to VP. “It was 100% commission, right out of college,” she says. 
“We got some sales training, but we were all green. Looking back, maybe it wasn’t the best way to enter 

the profession. But really, maybe it was. When else can you do something like that but when you’re 22?”

In the blood
Kay Kavert, McKesson Medical-
Surgical account manager – and 
recipient of  this year’s Excellence 
in Sales Award for a Distributor 
– was born in Norfolk, Virginia, 
but the family moved to Northern 
California when she was just a 
year old. She grew up on a couple 
of  acres in Sonoma, California.

From her father, Tom 
Shearer, a native Texan and retired 
Exxon Shipping Company execu-
tive, she inherited a competitive 
Tomboy spirit, a love of  athlet-
ics and outdoor activities, and a 
Texas-style name – Billie Kay. 

In her youth she tried just 
about every sport and played soft-
ball throughout high school and 
afterwards in an adult league. She 
started lifting weights and running 
her junior year and still does so 
today. She has been doing yoga 
for about 10 years as well as snow 
skiing, paddleboarding, kayaking, 
hiking and mountain biking. She 
ran one marathon in her life – on 
her 40th birthday – and many 
half  marathons too, has competed 
in four Spartan Races, including 
two “beasts,” which were 17-plus 
miles with 30-plus obstacles. “I 
will never stop moving,” she says.

From her mother, Raymonde 
Shearer, she inherited a sense of  
daring. Raymonde was one of  16 
children in Quebec, Canada, and 
the only one of  them to leave 
Quebec. She came to the United 
States with few English language 
skills, married Tom, gave birth to 
her two children – Mark and Kay 

– and after that, went to school 
and earned a nursing degree.

From both parents she inher-
ited a strong work ethic and can-
do spirit, and she learned from a 
young age that she could do or 
be anything she wanted. At one 
point, given her mother’s native 
French language and her own 

Kay Kavert:  
Never stops moving
A competitive spirit and a sense of daring enhance her approach to sales.

Kay Kavert

Each issue of Repertoire Magazine will include the latest news, trends impacting healthcare providers and the med/
surg community, best practices for sales, and more. Examples of stories include: 

Physician Office Lab. Lab expert 
Jim Poggi provides insights into the lab 
market and how distributor reps can 
improve sales in that category.

Infection Control. Subject matter 
experts will weigh in on the latest 
updates to a critical part of the industry.

Sales tips and strategies. Some 
of the best and brightest sales leaders 
share their secrets to success.

Commercial Health Provider 
Profiles (CHPs). New entrants are 
reshaping the way primary care is being 
delivered. Repertoire will examine the 
overall trends involved in this space, and 
do deep dives into the major players.

Ambulatory Surgery Center Profiles  
(ASCs). As more care is shifted from 
inpatient to the outpatient setting,  
ASCs are taking on more patients and 
a larger role in the continuum of care. 
What does this mean for the industry? 
Repertoire will examine

Trends. Repertoire will examine what’s 
making headlines in the med/surg 
community, including inflation,  
supply chain disruptions, sustainability, 
workforce challenges, new technology, 
and more.

New Products. Repertoire will 
cover new product releases as they’re 
announced and provide information reps 
can use in conversations with customers.

Product Spotlights. Throughout the 
year, Repertoire will highlight the best 
products for different med/surg categories 
including lab, infection control, medical 
devices, equipment, rapid tests and more.

IDN Insights. What’s top of mind for 
today’s IDN supply chain leaders?

Rep Corner. There are a few thousand 
stories among Repertoire’s readers.

HIDA Government Affairs Update. 
The latest happenings on Capitol Hill 
and industry advocacy. 

Health News. Stay healthy, stay selling.

News about industry events, people in 
the news, and more

EDITORIAL
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Medical Distribution 
Hall of Fame

Mark Seitz,  
Chairman, NDC

Doug Harper, 
Executive Vice 
President and 
Senior Advisor, 
MTMC
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Medical Distribution Hall of Fame

Doug Harper:  
It was never about him
He took pride in watching others grow professionally and personally
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Medical Distribution Hall of Fame

Mark Seitz:  
Servant leader
He listened to people



The majority of readers still prefer 
promotional content and coupons 
from traditional print media – such as 
magazines, newspapers, inserts, and flyers.

Of reps would like to see sponsored content 
from manufacturers around timely issues 
that they can share with their customer.

Of the buyer’s journey is 
complete before a buyer 
even reaches out to sales.

A Readex survey found that 66% 
of readers sold a product or service 
after reading an ad in Repertoire.

r e p e r t o i r e m a g . c o m
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The State of  
Distribution
A conversation on where  
we’ve been, where we are, and  
where we’re going as an industry.

April 2024
The State of Distribution —

 A conversation on w
here w

e’ve been, w
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e are, and w
here w

e’re going as an industry.

 r e p e r t o i r e m a g . c o mv o l . 3 2   n o .7  •  J u l y  2 0 2 4

Made in America
Manufacturers discuss the benefits that domestic manufacturing creates for 

local communities and for the U.S. healthcare supply chain overall.

July 20
24
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The Future of 
Flu Vaccines

Egg-based influenza vaccine remains the market leader,  
but biotech firms are examining alternatives.

A
ugust 20
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The  
Fab Four? 
Primary care doctors warn patients  

not to get caught up in Wegovymania.

January 2024
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DAIL-E NEWS ONLINE ADVERTISING OPPORTUNITIES: Banner Size - 300 x 250 pixels: $2,000 per week

DISPLAY ADVERTISING RATES:

Size 1x 6x 12x

Full page $7,685 $7,385 $6,985

Half page $5,685 $5,385 $4,985

• RepConnect App: $4,500

• Podcast: $5,000

• Bellybands: $7,500 (price may vary)

• �5x7, 7x10 Targeted Inserts: $8,900  
(price may vary)

• Ghost Cover: $9,000

• 2 Minute Drill: $7,500

• End User Video: $7,500

• �Podcast Content Series: $8,900

• �Sponsored Content: $5,000  
(500-600 words)

• �2-Page Spread Advertisement: $9,900  
(price may vary)

• �New Product Launch Campaigns: $25,900  
(Call for pricing and opportunity)

• �Respiratory Season Promotion Package: $10,000 
(Call for pricing opportunity)

• �Special Supplements: $3,900  
(Call for pricing and opportunity) 

• Leaderboard: $5,000 per month

ADDITIONAL OPPORTUNITIES

	> Build a relationship with the people  
who purchase your products

	> Align your company with market leaders

	> Strengthen your company’s brand

	> Create trust with supply chain leaders

	> �Help you capture mind share,  
and therefore market share

	> Deliver your message to their office

Advertising in Repertoire is the only way to reach all 
of distribution with your message!

OPPORTUNITIES



1/2 Page Vertical:
Bleed

Trim: 4” W x 11.75” H
Bleed: 4.25” W x 12” H
Live area: 3” W x 10.75” H

Bleeds: �Ads with bleed must extend 1/8-inch (.125) beyond trim.  Live/Safe area is for all text, logos and any important information must be within the  
live/safe area allowing proper distance from trim edge. The dashed lines indicate the trim edge, solid line shows live area and the darker gray indicates 
bleed edge. 

DISPLAY ADVERTISING SPECIFICATIONS

Non-bleeds: �The non-bleed sizes below allow for space between ad and trim edge.

Full-Page: 
Non-Bleed

7” W x 10.75” H

1/2 Page 
Horizontal:
Non-Bleed

7” W x 5.5” H

1/2 Page Vertical:
Non-Bleed

3.625” W x 10.75” H

SUBMITTING ADS:

• �CMYK is the only accepted mode for color advertisements. Convert all 
artwork from RGB mode to CMYK. Do not use Pantone (PMS) colors in your 
layout, unless saved as CMYK process separations.

• �The publication is produced in Macintosh platform using Adobe Indesign CC. 
Ads produced on PCs must be submitted as a pdf with all fonts in outline form.

• �Advertisements must be built to size. Bleeds must extend at least 1/8-inch 
beyond the trim area. Please keep vital matter at least 1/2-inch within trim area.

• �Include ALL screen and printer fonts with your layout. (Include those used by 
embedded graphics in illustration programs, unless converted to outlines.)

• Please put the advertiser’s name in the title of your file.

• �Please send a high resolution print ready pdf of your ad directly to your 
account manager.

Full-Page: 
Bleed

Trim: 8.5” W x 11.75” H
Bleed: 8.75” W x 12” H
Live area: 7.5” W x 10.75” H

1/2 Page Horizontal:
Bleed

Trim: 8.5”W x 5.5” H
Bleed: 8.75” W x 5.75” H
Live area: 7.5” W x 4.5” H

TERMS AND CONDITIONS:

  1. �Publisher reserves the right to position sales messages in each issue 
according to design space.

  2. �All messages are subject to the publisher’s approval. Publisher reserves 
the right to reject messages or advertisements not in keeping with 
publication’s standards.

  3. �Publisher will not be bound by any conditions, printed or otherwise, 
appearing on any order form, insertion order or contract when they 
conflict with the terms and conditions herein or any amendment hereto.

  4. �Requests for specific position are not guaranteed unless  
premium position is paid.

  5. Prices are subject to change.

  6. �Color proof must be supplied with advertising materials. 
  7. �The publisher’s liability for any error will not exceed the charge for the 

advertising in question.
  8. �Payment terms are net 30 days. Overdue accounts may be charged a 1.5 

percent per month finance charge or the maximum legal rate of interest 
allowed by law for all past-due invoices.

  9. �Recognized advertising agencies providing complete preferred print 
materials are allowed a commission on gross billing space, color and 
position, only if the account is paid within 30 days. 

10. Verbal agreements are not recognized.
11. No cancellations will be accepted after the Ad Due Date.

SPECS



CORPORATE OFFICE:  
350 Town Center Ave., Suite 204
Suwanee, GA 30024 
Phone: 1-800-563-5312 
Fax: 770-236-8023

REPERTOIRE STAFF

PUBLISHER
R. Scott Adams
sadams@sharemovingmedia.com

EDITOR
Graham Garrison
ggarrison@sharemovingmedia.com

DAIL-E NEWS, EDITOR-IN-CHIEF
Jenna Hughes 
jhughes@sharemovingmedia.com

CONTENT CREATOR
Pete Mercer
pmercer@sharemovingmedia.com

CIRCULATION
Laura Gantert
lgantert@sharemovingmedia.com

ART DIRECTOR
Brent Cashman
bcashman@sharemovingmedia.com

FOR MORE INFORMATION CALL:

ADVERTISING SALES

Amy Cochran 
SENIOR SALES EXECUTIVE 
(800) 536-5312 x5279
acochran@sharemovingmedia.com


