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There are thousands of products 
distribution reps can sell.

Repertoire can help you  
equip them for sucess.

REPERTOIRE IS A SHARE MOVING MEDIA PUBLICATION



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 long-term 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.

•  You can reach 6,700 in distribution and 9,000 in the industry 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.
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» McKesson

» Henry Schein Medical Group

» Cardinal Health

» Owens & Minor

» Medline

» Fisher Healthcare

» NDC

» IMCO

» Independents

» Concordance

Advertising in Repertoire is 
a Superior Investment!
One that will help you 

move market share!
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Equipment Sales
Follow your customers’ 

signs for successful 
equipment selling

Bonus distribution to national sales 
meetings and industry events

Circulation: 9,000 total

vol.24  no.1 • January 2016 repertoiremag.com

Ready 
for 2016
Six reps 
share their 
thoughts 
about 
selling in 
the year 
ahead

Concordance 
Healthcare 

Solutions 
An independent 

with plans to  
go national
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At $10 billion or so a 
year, some question  
the value of  
annual physicals

The 
annual 
physical:  
  Is it 
worth it?
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Jump
   to 

MACRA

Physician payments 
are moving away from 

traditional models. 
Are your  

customers prepared 
for the change?



Dail-E News

The Dail-E News 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 25,000 
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 and in-service 
training modules.

Events

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

Our Footprint
Repertoire’s footprint includes: 
e-news, mobile app,  
webinars and events.



EDITORIAL 

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

Medical Distribution Hall of Fame Excellence in Sales Awards

Excellence in 
Sales Awards

For Mike Ludwig, field sales consultant, Henry Schein, 

every moment has the potential to be a learning moment. 
He learns from his customers, his colleagues, his fam-
ily, and the world around him. It’s a trait he might have 
picked up from his mother, Kathy, who was a fourth-
grade teacher. Or his father, Dave, a psychology professor 
and clinical psychologist.

Wherever he got it, contin-
ual learning – and then sharing 
his insights with others – are the 
accelerants to his selling style. 
And they are part of  the reason 
Ludwig is receiving this year’s 
Repertoire/HIDA Excellence in 
Sales Award for a distributor.

Ludwig differentiates him-
self  from others with his industry 
knowledge and “constant thirst to 
be ahead of  the curve of  know-
ing what is ‘next’ in healthcare,” 
says Chris McDougald, regional 
sales manager, North Carolina 
market, Henry Schein. “Mike is 
constantly initiating discussions 
and sending me articles and white 
papers of  developments as well 
as new strategies and solutions 
that are presenting themselves 
within our industry. He always is 
looking for ways to be a part of  
the discussion internally within 
Henry Schein as to how we are 
preparing for the ever changing 
landscape that we work in to en-
sure we (Henry Schein) maintain 
our status of  being an industry 
and market leader.”

Henry Schein Medical Vice President and General 
Manager Brad Connett learned all this about Ludwig soon 
after Connett hired him in 1990 when they both worked 
at Roane Barker (acquired by Henry Schein in 1997.)

The two were at an ABCO (now NDC) show, barely 
a month after Ludwig joined the distributor. In addition 
to the distributor reps on hand, a hundred or more manu-

facturers were showing literally 
thousands of  products.

“After three days of  meet-
ing people and late nights, I 
was tired,” recalls Connett. 
“But we had an afternoon to 
burn before leaving.” At one 
point, Connett heard knocking 
on the door, only to find Lud-
wig there with virtually every 
single sample and product he 
had received at the show. “He 
asked me to go through each 
one,” says Connett “I thought 
I was done, but he had a thirst 
for knowledge and persever-
ance. He wanted to win.”

Says Ludwig, “Everything is a 
learning moment – and a teachable 
moment – for me, whether it’s with 
my peers or customers. I try not to 
get in over my head. What I teach 
may just be supply chain manage-
ment tools. But I am really passion-
ate about that, and about spreading 
best practices models.”

He does so on a daily basis in 
his territory, which extends from 
Greensboro, N.C., southwest on 
I-85 toward Charlotte.

Mike Ludwig: A student of 
the art and science of selling

Mike and Stephanie Ludwig

“He went above and 
beyond by providing 
one-on-one training, 

and he is always 
available to us.”  

– Lori McCann
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Working as a golf pro at a posh country club sounds 

like a great job. And in many respects, it is. There’s the sun-
shine, the chance to be around a lot of  friendly people, and 
golf, for goodness sake. It’s not an easy job, though. Long 
hours, managing the golf  shop, managing outside staff, 
running tournaments, giving lessons – lots of  lessons.

Chris Huppert’s 10 years at 
Deerwood Country Club in Jack-
sonville, Fla., were a learning experi-
ence, which in some ways prepared 
him well for a career in medical sales. 
Huppert is a Southeast territory sales 
rep for Midmark and recipient of  
the Repertoire/HIDA Excellence in 
Sales Award for a manufacturer.

“It was one of  the nicer clubs in 
the area,” he says. “We had doctors, 
attorneys, CEOs of  companies. So 
you learned how to deal with those 
types of  personalities. And the hours 
– I worked from 6 in the morning till 
the sun went down; I worked holi-
days; I didn’t have a lot of  time off. 
So there was a certain amount of  
work ethic that went into the job.” 

An opportunity
Born and raised in Jacksonville, Hup-
pert covers central north Florida, 
southern Georgia and lower Alabama 
for Midmark. His mother, Kathy, 
aged 74, was at press time preparing 
to retire from Ponte Vedra Inn and 
Club in August. His father, Richard, passed away in 2001.

Richard was an independent manufacturer rep (not 
in medical sales), and it was from him that Chris got his 
first exposure to sales. “I saw him and his career, and I 
thought, he had a good living; he was able to take care 
of  a family,” he recalls. “I was like, ‘That’s something I 
could do.”

While at the country club, Huppert met many people 
from PSS (now McKesson Medical-Surgical), which was 
headquartered in Jacksonville, as well as other health-
care firms. From time to time, somebody would ask him, 
“How long are you going to work here?” and invite him 
to interview for a position with his or her company. 

Finally, in 1997, he accepted one such invitation, 
from Healthlink. “I realized, ‘Now is the chance; you 
don’t get opportunities like that every day.’” So he and 
his wife-to-be, Jennifer, who had just gotten her bach-
elor’s of  fine arts degree from the University of  North 
Florida, moved to Baltimore and, six months later, to 
Annapolis, Md., where Jennifer got a job.

Chris Huppert: Sales pro

Chris Huppert

“ He is very 
focused on 
what you are 
saying. He’s 
always in the 
moment.”  

– Matt Bourne
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Excellence 
in Sales 
Awards

Brad Connett: A LeaderHall of Fame
Medical Distribution

Longlining
His UNC years were a “fun and ex-
citing” part of  his life, he says. “My 
first summer in North Carolina, I 
went to Wrightsville Beach to look 
for a commercial fishing job. I got 
down there by car, walked the docks, 
and got on a grouper/snapper boat 
for three days.” The captain, a re-
tired Marine, told Connett to look 
up Captain John Juni, who caught 
swordfish. “You can make more 
money with him,” he told Connett.

“Captain John sized me up and 
said, ‘We’ll try you out,’” he recalls. 
“I got on the boat that day.

“We would go out for seven 
or eight days, 120 miles offshore, 
longlining swordfish,” he says. “We 
were the first boat in North Carolina 
to do that.” 

Connett worked for Captain 
John all four summers while attend-
ing UNC. Juni played an important 
part in his development.

“He was a mentor in that he 
showed me how you run a business 
– and that boat is a business,” says 
Connett. “He made sure his crew 
was disciplined, he had an outstand-
ing work ethic, he was a freak about 
safety. I actually thought about get-
ting into that business, possibly start-
ing a fleet of  commercial boats.

“But it’s a tough life. It’s a tough 
crowd you’re dealing with. And com-
mercial fishing is the most dangerous 
profession there is. Captain John was 
in his mid-50s, and he persuaded me 
to think hard about commercial fish-
ing as a profession.”

Sales
Connett did think hard, and took a 
different route – medical sales. He 
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Brad Connett:  
A Leader

Medical 
Distribution  
Hall of 
Fame
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Issue Ad Due 
Date Issue Highlight Health Focus Bonus Distribution

January 12/9 Rep survey Obesity

February 1/11 TBD iFOBT Henry Schein

March 2/10 Hall of Fame Inductee, Readex Study Heart Disease NDC and HIDA Executive
April 3/10 Excellence in Sales Infection Prevention/MRSA IMCO
May 4/11 Industry Profile  Imaging McKesson
June 5/10 Distributor meetings Infection Prevention

July 6/9 Industry trends Sharps Safety

August 7/10 Equipment Equipment

September 8/10 Industry Profile Flu HIDA Streamlining 
Conference

October 9/11 Innovation, Readex Study Lab/Diagnostics

November 10/10 TBD Diabetes

December 11/10 Year in Review TBD

met a UNC alumnus, Ralph Falls Jr., who owned an inde-
pendent distributor – Roane-Barker – in Raleigh, N.C. In 
1981, he got his first territory – eastern North Carolina.

Falls, an ex-American Hospital Supply rep, had bought 
the distributor from Sam Roane in 1977. A unique and 
even controversial individual, Falls knew how to make a 
business profitable and strong, says Connett. “And he had 
ingrained in him the American Hospital Supply culture – 
put kids in jobs before they were ready and let them run,” 
says Connett, referring to the Chicago-based company 
that was acquired first by Baxter, then Cardinal Health. 

Connett became sales manager seven years after join-
ing Roane-Barker, and, at age 30, was named vice presi-
dent of  sales. By attending Health Industry Distributors 

Association meetings and being elected to the board of  
ABCO (now NDC), he became acquainted with some 
of  the “titans” of  the industry, including DeWight Titus, 
Ben Welch, Elliot Werber, Berk Biddle and Ted Almon 
(“who still is a mentor –and friend – of  mine,” he says). 
“These experiences came to me while I was young. It was 
very rewarding, and allowed me to learn a lot.”

The ‘people equation’
In 1997, Falls sold his business to Henry Schein, which 
was building its medical field organization. Connett be-
came vice president of  the Southeast, and three years lat-
er, was appointed vice president of  field sales by Michael 
Racioppi, who was heading the medical division. Henry 
Schein was beginning its expansion, and Connett found 
himself  in the middle of  it.

“We were East-Coast-centric,” he says. “We only had 
two reps west of  the Mississippi.” From the late 1990s 
through the mid-2000s, Henry Schein acquired a num-
ber of  companies to expand its market reach, including 

Caligor/Micro Bio-Medics, Bedsole Medical, Southern 
Surgical, PRN, Emjay, Columbia Medical and Scientific 
Supply. “We hired experienced reps as well as rookies to 
grow our presence over the years.”

There are a couple of  keys to successfully merging 
newly acquired companies, says Connett. The first – and 
most important – is cultural alignment. 

“I feel very strongly that the first and most important 
thing to do is (mastering) the people equation,” he says. 
“Make sure people know and understand your culture. I 
traveled extensively in order to get face to face with the 
reps and management teams, to make them comfortable 
with who we were as people, our company’s value system, 
the importance of  the values of  Team Schein.

“We’re all blessed with certain things.  
The key thing is, it’s a gift, but you can’t 

keep that gift until you give it back.” 
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* Editorial calendar subject to change based on industry events and trends.



BY  THE 
NUMBERS

A Readex survey found 
that 81% of respondents 

spend six hours or more reading each 
issue of Repertoire.

Those polled in a North 
American consumer survey 

trusted magazine ads at a much higher 
percentage (62%) than online offerings, such 
as search advertising (44%), online video 
ads (44%), social media ads (39%), mobile 
display (35%) and online banner ads (33%).

A Readex survey found 
that 29% of readers sold 

a product or service after reading an ad  
in Repertoire.

The majority of 
consumers (75%) still 

prefer promotional content and coupons 
from traditional print media – such as 
magazines, newspapers, inserts, and flyers.

•  Tomorrow’s physician customer. Our continuing series, depicting how medical 
schools are preparing today’s students to become tomorrow’s doctors … and the 
implications for Repertoire readers.

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

•  IDN Opportunities. Knowledge of the customer increases the rep’s 
opportunities for successful selling. And who can’t use more knowledge  
about integrated delivery networks?

•  Windshield Time. News about the sales rep’s home away from home – the car.

•  Quick Bytes. Technology is changing the way reps work. Short takes  
on the latest out there.

•  HIDA Government Affairs Update and Distributor Sales Strategies

• Healthy Reps. Stay healthy, stay selling. 

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

REPERTOIRE 2017 TOPICS

•  Personal Development: Repertoire will feature a regular column devoted to 
personal development and ways that readers can improve on interpersonal  
skills that will help them succeed with customers and colleagues. Topics will 
include presentation skills, relationship building, leadership, mindfulness,  
conflict resolution and more. 

•  In-depth issues and regular columns devoted to Infection Prevention,  
Selling Equipment, and The Physician Office Lab.

NEW FOR 2017

Repertoire Post-
Acute focuses on 
key trends and 
topics that impact 
sales reps who are 
selling to nursing 
homes, rehab 
facilities, home 
health and DME. 
Repertoire will 
examine the Post-
Acute market and 
trends in-depth in 
six issues.  
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Clinical  
Pathways
What happens  
after discharge?



DAIL-E NEWS ONLINE ADVERTISING OPPORTUNITIES: Banner Size - 120 x 240 pixels
• 1-2 weeks $2,000 per week                • 3-5 weeks $1,800 per week                • 6+ weeks $1,600 per week

• RepConnect App: $4,500

• Classified Ad: $500

• Bellybands: $7,500 (price may vary)

• 5x7 customized inserts: $8,500 (includes a full page ad)

• Full page customized insert: $9,000 (includes a full page ad)

•  Special section and content: Call for pricing and opportunity

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

•  New Product Launch Campaigns:  
$15,000 (includes a training module)

ADDITIONAL ADVERTISING OPPORTUNITIES

•  It builds a relationship with the people  
who purchase your products

• It aligns your company with market leaders
• It strengthens your company’s brand
• It creates trust with supply chain leaders

•  It helps you capture mind share,  
and therefore market share

• It delivers your message to their office

Advertising 
in Repertoire 

is a wise 
investment. 



Bleeds:  Ads which bleed must extend no less than 1/8-inch beyond trim. 1/8-inch of bleed 
is calculated into the sizes listed for full-bleed ads. The dashed lines indicate the 
trim edge, solid line shows live area and the darker gray indicates bleed edge. 

DISPLAY ADVERTISING SPECIFICATIONS: Trim  Size: 8.5” W x 11.75” H

1/2 Page 
Vertical:
Bleed

4 1/4” W x 12” H

Full-Page: 
Bleed

8 3/4” W x 12” H
(trim plus 1/8” 
bleed all around)

Non-bleeds:  The non-bleed sizes below allow for a 1/2-inch float space between 
ad and trim, as indicated in illustrations.

Full-Page: 
Non-Bleed

8” W x 11 1/4” H

1/2 Page 
Horizontal:
Non-Bleed

8” W x 5 1/8” H

1/2 Page 
Vertical:
Non-Bleed

3 5/8” W x 10 1/2” 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.

DISPLAY ADVERTISING RATES:
Size 1x 6x 12x

Full page $7,430 $7,091 $6,585
Half page $5,380 $5,085 $4,695

1/2 Page 
Horizontal:
Bleed

8 3/4” W x 5 3/4” 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.  The publisher assumes no liability for errors or omissions in reader service numbers.
  4.  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.

  5.  Requests for specific position are not guaranteed unless premium position is paid.
  6. Prices are subject to change.
  7.  Color proof must be supplied with advertising materials. 
  8.  The publisher’s liability for any error will not exceed the charge for the advertising in question.
  9.  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.
10.  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. 
11. Verbal agreements are not recognized.
12. No cancellations will be accepted after the Ad Due Date.
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At $10 billion or so a 
year, some question  
the value of  
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annual 
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  Is it 
worth it?
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