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| MEMBERSHIP PROFILE

1,900+  
U.S. HOSPITAL MEMBERS

90,000+ 
NON-ACUTE MEMBER SITES

HealthTrust members and magazine readers include 
supply chain leaders, C-suite executives, HealthTrust 
Physician Advisory Group members, pharmacists, 
pharmacy buyers and clinicians in disciplines such as 
nursing, medical/surgical services, imaging, food services 
and laboratory. 

Members work in hospitals, ambulatory surgery centers, 
critical access facilities, non-acute care facilities and 
corporate offices.

| COMMITTED MODEL

80%+
Unlike other GPOs, our members commit to an exclusive relationship with 
HealthTrust, agreeing to purchase a minimum of  80% of their supply spend* 
through suppliers on contract with HealthTrust.

*excludes physician preference items and purchased services

| POWERFUL DECISION-MAKERS

16,000
Nearly 16,000 HealthTrust members who approve or 
recommend products and services for purchase receive 
digital content from The Source each month.

| BUYERS WITH DIVERSE NEEDS 

Members purchase medical/surgical supplies, 
pharmaceuticals, medical devices, capital equipment, 
facilities and construction, food, purchased services 
and market-based products through contracted 
suppliers. Additionally, a number of IDNs seek 
community-based suppliers and sustainable products 
in support of their missions.

ABOUT HEALTHTRUST

Advertise Today
Contact: David Sherman

Tel: 847-309-8670

Email: thesourceads@healthtrustsource.com

| MEMBER SPEND 

 $62B
Members of HealthTrust Performance Group 
cumulatively spend nearly $62 billion annually  
with contracted HealthTrust suppliers like you.

The HealthTrust membership includes the 
combined purchasing power of many of the 
nation’s leading for-profit and nonprofit healthcare 
organizations. The Source is the most effective way 
to reach these targeted buyers throughout the year. 
The magazine was established in 2006 and publishes 
content quarterly (in print and online), including  
a monthly digital newsletter.

Advertising in The Source  
is an exclusive benefit offered 
only to suppliers contracted  
with HealthTrust.

mailto:TheSourceAds%40healthtrustsource.com?subject=The%20Source%20Advertising%20Inquiry
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HealthTrust is pleased to share the results from  
our most recent readership survey. The Source continues to 
receive high ratings and positive feedback from members. 

Readers are highly 
engaged with 
advertisements.
CONTENT RESONATES WITH KEY  
DECISION-MAKERS AT HEALTHTRUST  
MEMBER HEALTHCARE SYSTEMS. 

 �Approx. 50% of respondents are directly involved 
in making or influencing purchasing decisions, including 
supply chain managers, pharmacists and clinical  
or service line leaders. 

 �39% of respondents report sharing the entire 
publication or articles/ads of interest with others, for  
a total reach of nearly 22,000 readers.

READER SURVEY HIGHLIGHTS

ADS GRAB READERS’ ATTENTION:

 �63% of respondents said they scan the 
advertisements for items of interest.

 �57% took action based on an ad they saw  
in The Source.

ADS IMPACT PURCHASING DECISIONS:

 �52% researched a new supplier or  
product after seeing an ad in The Source. 

 �27% considered changing suppliers  
or products. 

Advertise Today
Contact: David Sherman

Tel: 847-309-8670

Email: thesourceads@healthtrustsource.com

mailto:TheSourceAds%40healthtrustsource.com?subject=The%20Source%20Advertising%20Inquiry
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See the  
2027  
Editorial  
Calendar at:
healthtrustpg.com/ 
thesource/advertising/

PUBLISHING SCHEDULE

Q1 2027

Ad Space Closing: 			   11/10/26

Ad Materials Due: 			   11/13/26

Delivers early March

Q2 2027

Ad Space Closing: 			   1/19/27

Ad Materials Due: 			   1/22/27

Delivers early May

Q3 2027

HTU Conference Edition

Ad Space Closing: 			   4/13/27

Ad Materials Due: 			   4/16/27

Delivers early August

Q4 2027

Ad Space Closing: 			   8/11/27

Ad Materials Due: 			   8/16/27

Delivers early December

Ads are subject to HealthTrust approval, and 
requested changes must be made. No cancellations 
will be accepted after an insertion order is received. 
Premium positions such as covers, TOC, columns and 
guaranteed positions are noncancelable. Suppliers 
may only submit ad materials with products and 
services under contract with HealthTrust at the time 
the insertion order is signed. 

The Source is an award-winning magazine, recently having earned 
an APEX award for graphic design and editorial content, as well as 
an APEX Award of Excellence. The publication was named a finalist 
in Folio’s Eddie & Ozzie Awards and it received a creative award 
from Hermes.
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A PURPOSEFUL PARTNERSHIP  Expansive relationship with HealthTrust supports Beacon Health System’s broader vision

A SYMBIOTIC RELATIONSHIPAligning clinicians & supply chain in pursuit of higher value care delivery

REDEFINING VALUEFrom cost control to continuous improvement
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AD SIZE 1x 2x 3x 4x

2-Page Spread $11,340 $10,920 $10,605 $10,290

Cover 2 or 4 $7,560 $7,245 $7,035 $6,825

Other Premiums $6,930 $6,720 $6,510 $6,300

Full Page $5,145 $5,040 $4,830 $4,620

Half Page $3,570 $3,360 $3,045 $2,835

PRINT RATES

 �Rates shown are net and not negotiable. Publisher reserves the right to change rates at  
any time.

 �Frequency discounts require upfront commitment.
 �Black-and-white text pages (e.g., pharmaceutical disclaimer pages) are priced at 50% of the  
2x rate.

 �Advertorials accepted for placement are subject to additional review at a surcharge of 15%. Early 
deadlines may apply. 

FREQUENCY Quarterly
   FEBRUARY, MAY, AUGUST, DECEMBER

Department

Premium Quality

Surgical grade stainless steel

Precision Engineering

Crafted for precision and accuracy

Comprehensive Selection

Complete solutions for a variety of procedures

PRECISION. PERFORMANCE. RELIABILITY.

Trinity Sterile provides a comprehensive selection of 

high-quality and specialty instruments designed for 

precision, durability, and dependable performance in 

every procedure.

General and 

Specialty

Surgical Instruments

HealthTrust Contract #4930

MORE CONTRACTS. MORE SOLUTIONS.

Three additional contracts to support your clinical needs.

HealthTrust Contract #596

Sterile Esmark Bandages

HealthTrust Contract #2530

Phlebotomy Tourniquets

HealthTrust Contract #1308

Sterile Single-Use Instruments

Join us at 

HealthTrust University

BOOTH #712

Scan the QR code to view our catalogs for more items

Trinity Sterile | 201 Kiley Dr., Salisbury, MD 21801 

1-800-829-8384 | inquiry@trinitysterile.com

www.trinitysterile.com

Q3 HTU Ad_Edit.indd   1

Q3 HTU Ad_Edit.indd   1
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From Surviving 

to Thriving

F
ifteen years ago, HealthTrust 

began its industry-differentiating 

Physician Advisors Program. 

“While the original intent of the program 

has not changed, the imperative 

has,” says HealthTrust Vice President 

of Performance Solutions Stephanie 

Thompson, PharmD, MBA, who oversees 

the program.

“Physician alignment is at the core of HealthTrust’s clinically 

focused, highly aligned group purchasing model,” shares 

“ Physician alignment is at 

the core of HealthTrust’s 

clinically focused, highly 

aligned group purchasing 

model.” 

Stephanie Thompson

HealthTrust’s Physician Advisory Group 

evolves to support clinical integration
Aashish Shah, M.D., J.D., Senior Vice President & Chief Medical 

Officer, HealthTrust. “We ground ourselves in safety and 

efficacy, but we certainly don’t shy away from conversations 

about cost.” 

In order to best serve their communities, it’s no secret that 

today’s hospitals and health systems must maximize their 

margins. “By partnering with clinicians on some of the larger 

product conversions, we help them maintain or improve 

outcomes through standardization, with the ultimate goal of 

elevating these healthcare facilities from surviving to thriving,” 

explains Dr. Shah. Physicians are key to that movement.

Influence of Evidence

R
id

of
ra

nz
 v

ia
 G

et
ty

 Im
ag

es

Continued on page 20

Aashish Shah

YOUR

AD

HERE

DIGITAL EDITION 
Your ad will also be included in a 
downloadable PDF version of The Source, 
which is prominently featured within the 

“Resources” section of HealthTrust’s  
public-facing website. Your print 
advertising rate includes a live hyperlink 
to a URL within your ad. Magazine  
archives are also available online at 
healthtrustpg.com/thesource/archives.

DISTRIBUTION
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Department

end of life and is disposed of. “In essence, harvesting the resources through end of life is a linear pathway,” says Avery Palardy, MBA, MS, Executive Director of Climate Sustainability at Beth Israel Lahey Health. For reusables, the life cycle is very different. “Once it enters into our healthcare system, we significantly reduce 
the need to repeatedly harvest resources and manufacture and 
distribute new products,” Palardy explains. “Instead, we are able 
to reuse that product after following the appropriate processing.”

Palardy has found that there are some common misconceptions 
about this process. A laundering facility uses lots of chemicals, 
energy and water, which some argue have a greater environ-
mental impact than the harvesting of resources and creation of 
a new product. 

“In some cases that may be true,” Palardy explains. “However, 
across most product categories, life cycle assessments consistently 
show that reusable products have a lower overall environmental 
footprint. While processing requires energy, water and chemicals, 
these impacts are typically far less than those associated with the 
linear life cycle of single-use supplies and equipment.”
Potential cost & resource savingsWhile device reuse helps the environment, it can also accrue 

cost savings for healthcare organizations. “In an operating 
room setting, an increased number of requests for disposable 
instruments have come through our new product request 
process,” shares Yan Hao, M.Ed., MHA, Executive Director  
of Value Analysis at Beth Israel Lahey Health. “A recent cross-
functional collaboration involved bipolar forceps, and we 

W ithin a healthcare setting, providers can often choose from products that are 
either single-use or reusable. Single-use devices are either disposed of once used on a single patient or reprocessed through an FDA-regulated manufacturer. Reusable medical devices fall into one of three categories, which determine the level of disinfection or 

sterilization needed between each use. The device is designated 
as either critical, semi-critical or noncritical. “Critical and semi-critical devices require either high-level 

disinfection or sterilization,” explains Patrick Gordon, DNP, RN, 
CIC, Executive Director of Infection Prevention at Beth Israel 
Lahey Health. “During sterilization, any sort of viable living 
organism on the item is eradicated.”      Noncritical items, on the other hand, may be processed in other 

ways for reuse, such as laundering, where they are disinfected with 
bleach at a water temperature above 160 degrees Fahrenheit or by 
low-level disinfection with an Environmental Protection Agency-
certified disinfectant product. In hospitals, cubicle curtains 
that divide rooms for privacy are one such item. “Undersheets in 
operating room settings can be single-use disposables, but you 
can also use a regular piece of linen instead,” Gordon adds. The 
same is true for mop heads—while there are disposable options, 
reusable, launderable microfiber mop heads are also available. What’s the environmental impact?The life cycle of a disposable product includes harvesting all the 

natural resources, processing the material, creating the product 
and then distributing it to a hospital. Once used, it reaches 

prevented about a half million dollars of potential spend going  
to disposables by retaining the reusables.”“There are labor savings on the cubicle curtain side, too,” 

adds April Palmquist, Director of Contract Management 
and Support Services at Beth Israel Lahey Health. “The EVS 
staff typically responsible for changing out those disposable 
curtains can be redeployed elsewhere in the hospital to attend 
to other needs.” 

Scaling & standardizing reusablesAs more disposables surface, Palardy challenges healthcare 
organizations to consider the options. “At BILH, we have been 
asking the question: ‘Why do we need to switch to disposables?’ 
If there is a lack of standardization across the system, with 
some hospitals using disposables while others are using 
reusables, we now consider if we can switch all locations to a 
reusable version of the same product.”With a focus on scaling reusables as part of the move toward 

standardization, the Sustainability team, in partnership with 
their Infection Prevention peers, explored what processes 

Patrick Gordon
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Avery Palardy 

Greening Healthcare

were currently in place. This included reviewing processes that support proper disinfection before an item is returned to a hospital for reuse. The initiative started with privacy curtains and blood pressure cuffs, and the teams uncovered key findings, including some they were not expecting.  
“For example, there was variability in practices and processes around the frequency of changing disposable curtains and the ability to track the last time the curtain was changed, which we are able to do with our reusable curtains,” Gordon shares. 

Through further analysis of why some  teams preferred various disposables, they learned these 
individuals found them to be more convenient and eliminated 
the issue around a missing product. “We really should not be 
trying to use products to solve a process issue,” Gordon says.  

Disposables vs. Reusables

Yan Hao

April Palmquist
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Device reuse supports sustainability 

Continued on page 58
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AD TYPE BLEED ADS TRIM SAFETY NON-BLEED ADS

2-Page Spread 17 x 11.125 16.75 x 10.875 15.75 x 10.375

Full Page 8.625 x 11.125 8.375 x 10.875 7.875 x 10.375

½ Horizontal 7.375 x 4.75

½ Vertical 4.375 x 7

Please submit advertisements for The Source according to the specifications outlined below. 
All dimensions are in inches.

Magazine Trim Size: 8.375 in. w x 10.875 in. h
Bleed Requirement: 0.125 in. | Safety from Trim: Minimum 0.25 in. | Binding: Saddle stitch (Q1, Q2, Q4); Perfect (Q3)SUBMITTING AD MATERIALS

½ Horizontal   ½ VerticalFull Page  

PRINT SPECS

Please submit files via email to 
adsubmit@unlockhealthnow.com. 
Indicate name of file, advertiser  
name and contact information.  
The publisher will advise if the ad 
passes preflight or needs corrections.

2-Page Spread

Review Process
Ad materials submitted for 
publication in The Source are 
subject to a two-phase review 
process, even with pick-up ads.

	» Phase One: Production team 
checks for compliance with 
print specifications and basic 
HealthTrust content requirements. 
This initial review typically  
takes place within a few days  
of submission. 

	» Phase Two: Approved ad materials 
are reviewed by the HealthTrust 
Strategic Sourcing team. Several 
weeks are allotted for this 
secondary review, so that ample 
notice can be provided (via email) 
of any required changes.
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Required Advertising Content Checklist:
■■  Does your ad include your HealthTrust contract number in the exact format shown on page 10?
■■  Are links/QR codes included in the ad active, so they can be included in the review process?
■ ■  �If this is a new product/service on contract with HealthTrust: Has the supplier’s representative confirmed with 

HealthTrust Sourcing the contract for the products/services represented in the ad is in fact active and valid  
as of the signing of the insertion order? (No “future date/contract to be signed” products can be advertised.) 

■ ■  �Have marketing representatives and/or ad agencies confirmed contract validity with their client BEFORE 
moving forward with submitting ad creative?

Advertise Today
Contact: David Sherman

Tel: 847-309-8670

Email: thesourceads@healthtrustsource.com

mailto:TheSourceAds%40healthtrustsource.com?subject=The%20Source%20Advertising%20Inquiry


ACCEPTABLE FILE FORMAT
 �Please supply a hi-res print-ready  
PDF/X-1a file. 
 �View specifications at swop.org or adobe.com  
(search on PDF/X compliance). 

 All fonts must be outlined or embedded. 
 All images must be 300 dpi. 
 �Crop marks and color bars should be outside  
of printable area (0.125 offset). 

 �Only one ad page per PDF document.

COLOR
 �Color ads must use CMYK process color only. All colors 
must be converted to CMYK process color format.  
No RGB, LAB, Pantone or Spot colors will be accepted. 

 Ink density not to exceed 300%.
 �Black-and-white ads should use black only (not 4-color); 
images should be grayscale.

 �Black text 12 pt. or smaller should be black only.  
(C = 0%, M = 0%, Y = 0%, K = 100%)
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PRINT SPECS

QR CODES
 �Color: Any QR code appearing in a print advertisement 
is required to be composed of one color: black (100% 
K). For the best QR code scanning results and to avoid 
registration issues on press, no multi-color, no RGB color 
format, no spot colors and no gradients will be accepted.
 �Size: To make sure the majority of current smartphones 
can scan it, a QR code should be at least 0.75 inches wide 
by 0.75 inches long.
 �Disclaimer: Any unusual, branded, customized or multi-
color QR codes could ultimately lead to an unscannable 
QR code in the printed magazine. Publisher accepts no 
responsibility for QR codes that malfunction as a result  
of press errors.

AD SUBMISSIONS
 �Files 10MB or smaller may be emailed to Unlock at 
adsubmit@unlockhealthnow.com.

 �For files larger than 10MB, contact Unlock at adsubmit@
unlockhealthnow.com for other methods of file transfer.

Advertise Today
Contact: David Sherman

Tel: 847-309-8670

Email: thesourceads@healthtrustsource.com

http://swop.org
http://adobe.com
mailto:GLCAdSubmit%40glcdelivers.com?subject=The%20Source%20Ad%20Submission
mailto:GLCAdSubmit%40glcdelivers.com?subject=The%20Source%20Ad%20Submission
mailto:TheSourceAds%40healthtrustsource.com?subject=The%20Source%20Advertising%20Inquiry


8 | THE SOURCE | 2027 MEDIA KIT

DIGITAL RATES & SPECS
The Source e-newsletter is distributed monthly. There are five 
available slots in each edition, with two different size options. 

Terms: 
Minimum 3-month commitment

Newsletters are distributed mid month. 

AD Size Quarterly Cost

Banner 468 x 60 $4,725

Billboard 250 x 250 $2,520

ACCEPTABLE FILE FORMAT

All web images must be 72 dpi

File types: jpg, png, gif

Color format: RGB or indexed

Click tags OK

Maximum file size 900 kb

Must include one click-through URL

Must include one HealthTrust Contract #

Advertise Today
Contact: David Sherman

Tel: 847-309-8670

Email: thesourceads@healthtrustsource.com

Banner ad 1

Banner ad 2

2 Billboard ads

CIRCULATION 
16,000+

DISTRIBUTION 
MONTHLY 

Banner ad 3

Ad Close Ad Materials Due
Q1 12/9/26 2/16/26
Q2 3/4/27 3/9/27
Q3 6/2/27 6/8/27
Q4 9/2/27 9/9/27

mailto:TheSourceAds%40healthtrustsource.com?subject=The%20Source%20Advertising%20Inquiry
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   GATEFOLD	 TIP-ON	 BIND-IN	 BELLY BAND

ADVERTORIAL
Designed in a case study 
format, this sponsored content 
opportunity highlights contracted 
products and services in action  
at member facilities. 

SPECIAL SECTION

Enhancement Advertising opportunities with The Source are tailored to your needs. Each is custom quoted, and some may 
require extended timelines for implementation and approvals. Email thesourceads@healthtrustsource.com for details.

ENHANCEMENT ADVERTISING

Advertise Today
Contact: David Sherman

Tel: 847-309-8670

Email: thesourceads@healthtrustsource.com

PLEASE NOTE
Enhancement advertising is offered on a first-come, first-
served basis at no more than one enhancement per issue, 
unless otherwise approved by HealthTrust. Same advertiser 
nonsequential issue opportunities are available. Contact 
thesourceads@healthtrustsource.com for more information.
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ADVERTISING 
GUIDELINES, 

POLICIES &  
DISCLAIMERS

publication of such ad materials, including, without limitation, 

those resulting from claims or suits from libel, violation of right  

of privacy, plagiarism, or copyright infringement. HealthTrust 

shall not be subject to any liability whatsoever for failure to publish 

or circulate all or any issue or issues because of strikes, work 

stoppages, accidents, fires, acts of God, or any other circumstance 

outside the control of HealthTrust. If for any reason acceptable ad 

material is not run, the liability of HealthTrust is limited to running 

it in the next available issue. HealthTrust reserves the right to 

change rates at any time. 

HealthTrust reserves the right, in its sole discretion, to approve 

and/or refuse any order or ad materials. 

	› All suppliers should submit ad materials:

	» In conformity with all applicable industry, accreditation, 

commission and/or regulatory standards. 

	» That comply with all applicable laws, rules and regulations, 

including, without limitation, federal and state fraud and abuse 

laws, as well as federal and state laws prohibiting false, 
deceptive, unfair or misleading advertising and marketing. 

Suppliers are solely responsible for compliance with these legal 

requirements and any liabilities resulting from any violations.   

	› All ad materials, including those published previously,  

are subject to quarterly HealthTrust approval pursuant  

to these guidelines, and changes requested in writing by 
HealthTrust must be made. Explicit instructions and clear 

deadlines will be provided along with any such requested 

changes. Additionally, prior to HealthTrust re-running  

a supplier’s previously published ad material, the supplier 

is responsible for reviewing such previously published ad 

material to ensure current compliance with these guidelines 

as well as applicable industry, accreditation, commission 

and/or regulatory standards outlined in the bullet above. 

Approved ad materials will not be altered by HealthTrust,  

its contractors or agents. 

	› Suppliers may only submit ad materials with products  
and services currently under contract with HealthTrust.  
For products in negotiation with HealthTrust, the agreement 
must be signed at the time of the insertion order, NOT at the 
time of publication.

	› Ad materials must include the HealthTrust contract 
number(s). (See wording at right for details.)

	› Ad materials must refer to the organization as HealthTrust  

or HealthTrust Performance Group. Do not use HealthTrust  

Purchasing Group. Ad content may not refer to “partners”  

or “partnerships” with HealthTrust or call out any specific  

hospital members within the ad’s content or quotes. The use  
of any HealthTrust member names, logos and/or quoted  
staff is reserved for purchased advertorials. (See Enhancement 

Opportunities on previous page or contact us for details.)

	› Scientific/clinical claims must be substantiated by reliable 
data; and footnoted references to research, studies, etc., must 

appear in small print on the ad material, including, where 

appropriate, express statements of permission granted by the 

owner(s) of the cited work. Claims that cannot be substantiated 

are not permitted. “Data on file” is not an appropriate citation. 

The cited sources must be easily accessible by our members.

	› Ad materials may only include the term “exclusive” or refer  

to contract status (e.g., sole-source agreement) on a case-by-

case basis.

	› Medically graphic images (e.g., wounds, scabs, incisions,  

exposed bone) will not be accepted. 

	› Ad content may not refer to competitors by name.

	› Enhancement advertising is offered on a first-come,  

first-served basis. 

	› Unless approved otherwise by HealthTrust, no supplier  

can purchase:

◊	 More than one enhancement per issue.

◊	 An enhancement in consecutive issues.

	› Ad materials in violation of advertising guidelines after 
review and revision will not be placed. In this event,  
suppliers will be invoiced the original advertising rate  
as indicated on the insertion order.

	› Outstanding invoices: New ad materials are subject to  

rejection if invoices from previous published placements  

are still outstanding.

Note: The publication of any ad material is not an endorsement by 

HealthTrust of the advertised products or services, and HealthTrust 

is not responsible for and does not guarantee the accuracy of the 

content of any ad materials.  

No cancellations will be accepted after an insertion order 
is received. Premium positions such as covers, TOC, columns 

and guaranteed positions are non-cancelable. Unless otherwise 

scheduled, contracted suppliers who wish to submit new ad 
materials must do so by the materials deadline indicated in the 
media kit or ad will run as published in a previous issue. All ad 

materials are subject to acceptance by HealthTrust. All ad materials 

are accepted and published on the representation that the supplier  

is authorized to publish the entire contents and subject matter 

thereof. All ad material will be billed at the beginning of the second 

month of the quarter in which the issue mails. A copy of the ad 

material will accompany the invoice. Each invoice issued by 
HealthTrust under this IO shall be payable to HealthTrust within 
thirty (30) days after invoice date. Outstanding balances must  
be paid before new ads can be published. 

The supplier and agency will indemnify and hold HealthTrust 

harmless from and against any loss or expense arising out of 

REQUIRED FORMAT FOR CONTRACT #s:

HealthTrust Contract #1111 or, for multiple 
contracts: HealthTrust Contracts #1111, 
#2222, #3333

Advertise Today
Contact: David Sherman

Tel: 847-309-8670

Email: thesourceads@healthtrustsource.com

HealthTrust’s Insertion Order (IO) is the binding contract 
related to advertising in The Source. HealthTrust will not 
sign additional contracts, purchase orders, invoices, etc., 
initiated by suppliers and/or their advertising agencies.

Product ad materials must have the HealthTrust contract 
number listed in order to be published. If more than 
one contracted product is displayed or mentioned, the 
supplier must list all applicable contract numbers.

This requirement is for your benefit, so members can easily 
locate your contracted product within our online catalog for 
ordering or more information.
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