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thousands of 

products  
distribution reps  

can sell.

Repertoire makes sure 
they know why  

yours should be  
one of them.

Repertoire 
Magazine isn’t  

about advertising. 

It’s about educating 
4,900 distribution 
reps on how to sell 

your products.



 Welcome to Repertoire. We’re proud to serve the people and companies shaping healthcare distribution,  
and we’re excited to give you a closer look at what we do. 

Scan the QR code to hear from our publisher, Scott Adams, to get a glimpse into the people, content, resources  
and opportunities you’ll find within the Repertoire community. 

 A Message From Our Publisher

repertoiremag.com



	` McKesson (Wellverse)

	` Henry Schein Medical Group

	` Cardinal Health

	` Owens & Minor

	` Medline

	` Fisher Healthcare

	` NDC

	` IMCO

	` Independents

	` Concordance

	` CME Corp.

Circulation: 6,000 total

Incredibly valuable. And incredibly busy.
Earning a rep’s attention takes more than showing up in their system. On any given day, a distributor rep is 
managing an overwhelming volume of information, offers and requests:

Your product isn’t competing against one competitor. It’s competing against 
hundreds of products and dozens of manufacturers for a rep’s attention.

Repertoire Magazine serves professionals across the healthcare distribution channel, with a core readership made up of 
distributor sales representatives, sales leaders, executives, and manufacturer partners who support the medical-surgical 
supply chain. These readers call on hospitals, physician offices, ambulatory surgery centers, and long-term care facilities, 
bringing medical products and solutions to the point of care.

The only way to reach all of distribution with your message.

IN ANNUAL SALES

Distribution is a $67B 
force in U.S. healthcare.

$67
BILLION

MANUFACTURERS

Products, solutions  
and innovation

HEALTHCARE 
PROVIDERS

Hospitals, offices,  
surgery & LTC

4,900+
EXECUTIVES, 

MANAGERS, AND 
DISTRIBUTION REPS

350K+
SKUs sold

100+
emails & texts/day

25
voicemails/day

20
promotions/month

50+
manufacturers/month



Repertoire moves your 
product through the channel.

AWARENESS

INTEREST

EDUCATION

ENGAGEMENT

PITCH & SELL

EDITORIAL & SPONSORED CONTENT
Sponsored content puts your message in a 
trusted industry publication giving reps a 
relevant article they can share with customers 
and a natural reason to start a conversation. 
Plus, it gives your own sales team relevant content they  
can share with distributor reps to open the door for a  
product conversation.

INTEGRATED CAMPAIGNS
Turn awareness into action with integrated campaigns 
that put your brand and products in front of the right 
people. With the right tools, distributor reps will pitch, 
sell, and drive demand.

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. 

A real-time email newsletter for those involved 
in the business of healthcare delivered on a daily 
basis to over 15,000 decision-makers in GPOs, 
IDNs and the manufacturing and distribution 
segments of the healthcare industry. 

Repertoire is the only publication that serves the 
healthcare distribution channel. It focuses on three 
closely related market segments: physician office, 
hospital/surgery center and long-term care.

AWARENESS

INTEREST

These 2 Minute Drill training videos 
go over specific features, benefits, and 
target customers for a specific product.

EDUCATION

ENGAGEMENT

PITCH & SELL

We engage decision-makers 
at every stage of thier 
journey. Driving awareness, 
interest, education, 
engagement and action.

https://directory.repertoireconnect.com/
https://subscribe.sharemovingmedia.com/dail-enews-subscription-page
https://repertoiremag.com/past-issues
https://directory.repertoireconnect.com/videos


Issue Ad Due Date Issue Topics

January 12/4/26 Future of Healthcare

February 1/8/27 Heart Health

March 2/5/27 Cancer Care and Prevention

April 3/5/27 Infection Prevention

May 4/9/27 Senior Care

June 5/7/27 Drugs of Abuse

July 6/4/27 Pulmonary Care

August 7/9/27 Children’s Health

September 8/6/27 Respiratory Season

October 9/6/27 Men’s and Women’s Health

November 10/8/27 Lab and Diagnostics

December 11/5/27 Products to Watch

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.

Chronic Disease Focus. Chronic 
diseases remain the leading driver of 
healthcare utilization and costs, creating 
opportunities for distributor sales reps 
to help providers improve prevention, 
early detection, patient monitoring 
and long-term disease management 
across diabetes, hypertension, heart 
failure, chronic kidney disease, respiratory 
disease and behavioral health.

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.

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

Healthcare Industry Trends. 
Repertoire Magazine will examine the 
trends affecting healthcare providers 
and patients, including the shifting 
healthcare workforce, reimbursement, 
changing patient dynamics, emerging 
models of care and more. 

Work and Life. Throughout the 
year, readers will find a balanced mix of 
features designed to help readers excel 
both professionally and personally.

Understanding Industry Lingo. 
Ever wonder what the terms ACO, 
CPT, IDN, PAMA and PBM mean? We’ll 
make sense of the alphabet soup of 
healthcare acronyms. 

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

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.

Repertoire spotlights 
leaders in the industry 
throughout the year, 

including: 

Medical Distribution  
Hall of Fame
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Joe Grispo
Senior VP Sales, CSO 
B. Braun Medical

Medical 
Distribution  
Hall of Fame

Manny Losada
President/CEO
MedPro Optimal

Jon Wells
President/CEO
Midmark
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F or Joe Grispo, the road to the Medical Distribution Hall of 
Fame didn’t begin with a high-level corporate strategy or a 
prestigious medical degree. It began with a stack of leads and 
the rhythmic hum of a fax machine.

When Grispo graduated 
from college, he knew exactly 
where he wanted to be: the 
med/surg industry. Influenced 
by family and friends already in 
the field, he saw the impact and 
stability of  healthcare. However, 
breaking in proved difficult for 
a recent graduate. Rather than 
waiting for a door to open, 
Grispo decided to build his foun-
dation elsewhere, taking a path 
familiar to many veterans of  the 
trade – selling office equipment.

“I’m dating myself,” Grispo 
says with a laugh. “Fax machines 
were the brand-new cool thing 
when I was doing it.” In the 
high-pressure world of  copier 
sales, Grispo learned the “sink  
or swim” reality of  the business. 
It was here that he forged his 
work ethic, spending every day 
hunting for leads and honing 
the basic selling skills that would 
eventually serve as the bedrock 
of  his career.

Finding the  
“corporate umbrella”
After four or five successful years 
in office equipment, Grispo finally 
cracked into the medical world at 
Carrington Laboratories, a wound 
and skincare company in Texas. It 
was here that his trajectory shifted. 
When he moved into the national 
accounts department, Grispo 
realized he had found his calling.

“I realized this is really 
what I want to do,” he explains. 
“I loved the corporate side of  
things.” To Grispo, “national 
accounts” wasn’t just a title; it 
was a massive umbrella covering 
GPOs, distribution, government 
sales, and eventually, the rise of  
IDNs. This multifaceted perspec-
tive became his specialty.

His expertise caught the 
attention of  Bristol Myers Squibb 
(BMS), where he joined a new 
division focused on the burgeon-
ing home healthcare market. When 
the market shifted and BMS folded 

From Copy  
Machines to the 
Front Lines
Joe Grispo’s journey from grinding out copier sales 
to leading North American sales for B. Braun shows 
how foundational sales skills, strategic vision, and 
a willingness to leave the comfort zone can build a 
Hall of Fame career.
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F or Manny Losada, a career in medical distribution has always 
been about more than products, contracts or market share. It 
has been about people – the partners, mentors and colleagues 
who have shaped the industry and the patients ultimately 

served by the work behind the scenes. Over decades, Losada has never 
lost sight of the relationships that make the business run. 

“I think people will believe 
first a friend,” he says of  the 
legacy he hopes to leave. That 
perspective has guided him 
from his earliest days in the field 
through the growth of  MedPro 
Optimal Healthcare Solutions 
and into a leadership role that has 
touched nearly every corner of  
the healthcare supply chain.

In advance of  his induction 
into the Medical Distribution Hall 
of  Fame, Losada reflected on the 
partnerships, lessons and sense 
of  purpose that have defined his 
journey, and on the industry fam-
ily that continues to inspire him.

Seizing an opportunity
Losada’s healthcare career journey 
has included sales and marketing 
positions for Procter & Gamble 
and Johnson & Johnson. He 
was appointed Vice President 

of  Corporate Special Markets for 
Henry Schein, Inc. following the 
acquisition of  Microbiomedics 
where he served as Vice President 
of  acute care. He held the position 
of  Senior Vice President and Chief  
Sales Officer for the U.S. com-
mercial business of  medical device 
manufacturer B. Braun Medical. 
He also served as Executive Vice 
President of  publicly traded Medical 
Action Industries Inc.

Since June 2009, Losada has 
been the President and CEO 
of  Optimal, successfully com-
pleting an acquisition by now 
parent Keralty, a multinational, 
global company, and serves as the 
President and General Partner of  
MedPro Associates, one of  the 
nation’s largest national manufac-
turer’s representation organizations. 

Losada traces the origins of  
MedPro Optimal to a long-standing 

Manny Losada: 
Leading with 
Trust in Medical 
Distribution
Hall of Fame inductee Manny Losada shares lessons 
on growth, innovation and the enduring power of 
relationships across the healthcare supply chain.

partnership and a clear market 
opportunity. More than a decade 
ago, he and industry veterans 
Bill Sparks and Parker Bigley 
began doing early work repre-
senting government business for 
Optimal. From that collaboration 
came the idea of  bringing com-
plementary capabilities together 
more strategically. “There was a 
need – and still is a need – in the 
industry to fill gaps with national 
sales coverage while also provid-
ing logistics solutions for manu-
facturers,” Losada says.

MedPro Optimal was 
designed to sit squarely in that 
space, supporting both manu-
facturers and distributors with 
expanded reach and operational 
support. “Our mission is really to 
provide that coverage and be able 
to support partners logistically. I 
don’t think there’s another orga-
nization out there doing it quite 
like this.”

A key differentiator has been 
the addition of  government 
services, an area many manufac-
turers find difficult to enter. By 
outsourcing to partners with deep 
industry knowledge, Losada says 
companies can scale more effectively. 

Acting as an extension
As MedPro and Optimal have 
grown, maintaining the agility that 
defines independent manufacturer 
reps has required a deliberate shift 
in how the organizations oper-
ate. For Losada, scaling relation-
ships and responsiveness starts with 
investing in the right infrastruc-
ture. “Scale is never easy,” he says. 
“And in today’s world, it just can’t be 
done manually anymore.” To sustain 
growth without sacrificing flexibil-
ity, both organizations have leaned 
heavily into advanced CRM and 
ERP platforms supported by AI. 
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J on Wells never planned on a career in healthcare. A graduate 
of The Ohio State University with a degree in architecture, he 
was drawn instead to the satisfaction of creating something 
lasting – designs that moved from concept to construction 

and ultimately served people for years. “What drove me was being part 
of something that built meaningful things,” Wells, president and CEO 
of Midmark, recalls. That instinct to build would become the through-
line of a career that eventually led him to Midmark and, this year, to 
induction into the Medical Distribution Hall of Fame.

Wells’ entry into healthcare 
came almost by accident, but it 
didn’t take long for the industry’s 
real-world impact to capture his 
attention. Early in his Midmark 
career, he worked closely with 
architects across the country, trav-
eling extensively and seeing first-
hand how thoughtfully designed 
clinical environments could influ-
ence care. The work, he says, was 
far from abstract. “It really affects 
clinicians, patients and health-
care,” he explains. Later, as a sales 
representative in Atlanta, Wells 
gained a deeper appreciation for 
the role of  distribution. “It’s more 
than moving products,” he says. 
“It’s relationships, trust from dis-
tributors, trust from clinicians … 
that last mile matters.”

Across decades with Midmark, 
Wells has continued to follow that 

same builder’s mindset, shaping 
products, teams and partnerships 
that support better care delivery. 
His Hall of  Fame recognition 
reflects a career defined by thought-
ful design in its many forms – from 
physical spaces to the systems and 
relationships that help healthcare 
run more effectively.

Designing for the “last mile”
For Midmark, innovation doesn’t 
end when a product leaves the 
factory floor – it’s tested in the 
hands of  healthcare stakehold-
ers every day. Wells says that 
reality has shaped the company’s 
approach to product develop-
ment for decades. “Distribution 
is the front line of  Midmark,” he 
explains. “It’s where strategy and 
execution meets reality.” From 
early design conversations to 

post-sale support, the company 
considers how products will be 
delivered, installed and serviced 
through its distribution partners, 
who he calls “truly an extension 
of  Midmark.”

That emphasis on the “last 
mile” has helped the company 
refine products and processes 
based on real-world feedback. 
Distributors provide insight into 
everything from workflow chal-
lenges to installation barriers, 
and that input loops back into 
future designs. “It amplifies who 
Midmark is to thousands of  cus-
tomers each and every day,” Wells 
says. “The feedback from dis-
tributors because of  that last mile 
is critically important to us.” In an 
industry where small inefficiencies 
can ripple into patient care delays, 
he adds, seamless implementation 
and reliable support are just as 
important as the product itself.

Wells’ leadership perspec-
tive has also been shaped by 
the industry’s constant state of  
change. Over the course of  his 
career, he has navigated the rise 
of  managed care in the 1990s, 
waves of  consolidation among 
providers and distributors, the 
shift from promotion-driven sales 
to contract-based purchasing, 
and more recently, the disrup-
tion of  COVID-19 and global 
supply chain challenges. Each era, 
he says, forced leaders to rethink 
how they operate. 

A guiding influence has been 
the concept of  a growth mind-
set – the belief  that challenges 
strengthen organizations rather 
than weaken them. Wells cred-
its that philosophy with helping 
Midmark weather the pandemic, 
when dental practices temporarily 
shut down and uncertainty gripped 
the industry. The experience 

Jon Wells: 
Trust, Tenacity, 
Transformation 
Hall of Fame inductee Jon Wells reflects on the 
relationships, mentors, and leadership lessons 
that have guided him through decades of change in 
healthcare and distribution.



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

• �Dail-E News online Advertising opportunities: 
Banner Size - 300 x 250 pixels:  
$2,000 per week

ADDITIONAL OPPORTUNITIES

Create trust with 
distribution reps  
and sales leaders

Align your company with 
market leaders

Strengthen  
your company’s brand

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

OPPORTUNITIES

Create trust with  
supply chain leaders

Help you capture  
mind share, and  

therefore market share

Deliver your message  
to their office



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.

• �All files need to be a 300dpi – high resolution print ready pdf sent directly to 
your account manager.

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

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.

DAIL-eNEWS SPECS:

LEADERBOARD: 728 x 90 (72 dpi)
BANNER AD: 300 x 250 (72 dpi)

PRESS RELEASE IMAGE: 500 x 250 (max file size) (72 dpi)

SPECS
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