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HME Media Group
The HME Industry Media Platform Providing  
End-to-End Reach of HME Professionals

Our growing portfolio includes HME Business, Mobility Management and Respiratory 
Management, hme-business.com, mobilitymgmt.com, respiratorymgmt.com, a host of 
e-letters and custom media options — all serving the home medical equipment market. 
We provide hands-on information, business strategies, news and in-depth analysis of 
the two largest segments of HME — mobility and respiratory. Our distribution is more 
than 42,000* — giving us the deepest penetration in the HME industry. 

HME Business
(formerly Home Health Products)
HME Business covers the entire spectrum of the HME industry with in-depth news, 
analysis, product trends and feature stories reported from a product perspective to 
18,000+^ HME professionals. HME Business offers product solutions and business 
strategies in every product category segment designed to assist our readership in 
business efficiency and profitability. Trend tracking, reimbursement and legislative 
updates, plus national reports from individual provider locations, set HME Business 
ahead of the curve. HME Business’ editorial coverage reaches across the entire market 
spectrum with informational tools to help HME businesses thrive.

Mobility Management
All things mobility and rehab: That’s the focus of Mobility Management, the industry’s 
only HME publication to specifically target mobility dealers, rehab technology suppliers 
and clinicians specializing in seating and mobility issues. Mobility Management drills 
down to comprehensively investigate the legislative, funding, technology, clinical, 
news, best practice and business issues impacting today’s mobility/rehab providers. 
Mobility Management delivers real-world solutions straight from the most proactive 
industry experts to give readers the in-the-trenches information they need to grow their 
businesses and provide superior service to people with disabilities.

Respiratory Management
Respiratory Management serves an HME niche, with targeted coverage for HME 
respiratory providers and provocative, clinically focused articles for respiratory 
therapists. The magazine delves deep into the oxygen, sleep and asthma markets, 
offering expert information on need-to-know business strategies, market analysis, 
funding and legislative issues, and product innovations. Plus, Respiratory Management 
is an all-access pass to what respiratory providers are thinking with in-depth interviews, 
reader surveys and Q&A’s on hot topics.

* Publisher’s own data 
^ June 2007 BPA statement
Top Cover Photo Courtesy of Permobil

T he United States’ $2.4 billion
market for personal mobility prod-
ucts is strengthening and forecast

to become even more robust as the post-
1945 generations age and the United
States continues grappling with its obesity
epidemic. Neither aging baby boomers nor
bariatric clients want to give up their active
lives. That’s why the Fredonia Group, a
market-research firm, forecasts mobility-
device demand to rise some five percent
annually through 2010. Not content to
watch the grass grow when there are malls
to check out and winetasting vacations to
take, boomers and at least help with
mobility deficits. The analysts say it isn’t
yet clear how large this group of buyers is
or how much influence it will have on the
scooter market.

To compensate for the dent in sales
caused by scaled-back reimbursements,
scooter manufacturers are looking for
unconventional markets. According to
Randy Reicks, national sales manager of
Ranger All-Season, theme parks make
ideal scooter buyers – they are geographi-
cally huge, and many of their patrons aren’t
up to the parks’ physical rigors. Theme
park marketers also know that more
important than ever to understand the
trends that will shape the scooter market
during the next decade.

REIMBURSEMENT CUTS

The last year saw the high end of the
scooter market hit hard by Medicare’s
scaled-back reimbursements. The lower
end of the market, though, remains
remarkably strong. Market analysts at
Frost & Sullivan hold that Medicare’s
resistance to paying for higher-end equip-
ment is forcing many buyers downmarket
in search of affordable devices that, while
not therapeutically ideal, may bariatric
clients have found a product they like.

The scooter.
For HMEs, the convergence of aging
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All About HME Business
All About HME. All About Business Solutions.

Products, technology and services are at the heart of the HME industry. Effective 
management and operations are at the heart of a successful HME provider.

Now you have a single go-to resource that combines both…

HME Business is:

n �the only industry publication with products & services as its core competency. From 
news to expert-written columns to in-depth feature stories, HME Business reports 
and analyzes industry happenings from a products & services viewpoint.

n �devoted to successful HME business management and operations, from how to 
submit viable competitive bids, to how to choose an accrediting firm or streamline a 
service department.

n �the place to go to for new product premieres, in-depth product comparisons, and 
peer-to-peer accounts of recent HME purchases.

n �a gathering of solutions, from management and operations software to real-
world advice on creating professional partnerships, subcontracting, marketing to 
customers and growing an HME business.

Products  | Technology  |  Management Solutions
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These are challenging times 
for the HME industry. 
Although home health care 
represents only 4% (23 
billion dollars) of Medicare 
spending* providers and 
manufacturers are having 
to redefine their business 
to weather reimbursement 
cuts and competitive 
bidding that’s expected to 
roll out nationally by 2009.  

At the same time, a 
huge opportunity exists 
with an aging baby 
boomer population on 
the horizon—a medical 
population that is expected 
to more than double by 
2040 to 86.4 million*

HME Business provides 
the tools today’s HME 
professionals need to 
succeed in this new 
business climate.

*CMS, January 2007

The HME Marketplace
Funding Focus: Industry experts discuss current 
funding issues within the top HME product categories 
to help providers navigate reimbursement hot spots.

Product Premieres: 
A full-page, in-depth 
“first look” at a 
product or product 
line making its 
industry debut in 
HME Business.

Internal Operations: Q&A 
format explores business 
management challenges 
such as the proper 
software, quality control, 
training and education, and 
expansion opportunities.

Peer to Peer Product 
Picks: A monthly “Shop 
Talk” where leading 
providers and clinicians 
tell us what he/she has 
recently purchased and 
why.HME Business, 46.9%

HME Today, 16.4%

HomeCare, 7.1%

HME News, 11.8%

None of the above, 17.8%

Uses HME Business  
for Purchasing Decisions
HME Business is considered the most useful HME 
publication when making purchasing decisions on 
home medical equipment.

Reading Time
On average, our 
subscribers spend close 
to 1 hour (54.1 minutes) 
reading HME Business.

Your Marketing Dollars at Work
In the last 12 months, HME Business subscribers 
took the following action as a result of reading HME 
Business:
n �Purchased a product that was advertised or was 

discussed in an article — 46.9%
n �Visited an advertiser’s Web site — 73.5%
n �Discussed an article with coworkers or referred 

others to it — 64.2%
n �Used the information in the magazine for business 

decisions — 58.3%
n �Saved an entire issue or section for future reference 

— 47.9%
n �Cut out/copied an article/advertisement — 43.1%
n �Contacted an advertiser by phone — 37.9%

Buying Influencer
70% of HME Business subscribers said 
their buying decisions are influenced by 
HME Business’ product sections.
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Pharmacy: Written 
especially for independent 
and chain pharmacies 
selling HME, this column 
covers topics such as 
choosing the right HME 
product mix, HME training 
and education, and the 
benefits of partnering with 
HME providers as referral 
sources.

Editors at Large: 
Top editors from 
sister publications 
Mobility Management 
and Respiratory 
Management share 
their top product 
picks for mobility and 
respiratory.

NEWS, HME Business 
Style: Reporting current 
industry events, trends and 
research, then analyzing 
how they impact the HME 
products, services and 
technology that providers 
will be purchasing.

8 SEPTEMBER 2007 ■ HME BUSINESS

In a move that reflects providers’ frustrations with the current HME
market conditions, Invacare Corp. has introduced “Impossible Stops
Here” as its new marketing campaign for the current reimbursement
environment in the United States. On a global level, the “Yes, You Can”
tagline continues to be Invacare’s central theme.

“After visits with customers, we felt we had to develop a theme or
campaign that takes action and helps providers and beneficiaries, and
helps the industry when it’s down,” says Lou Slangen, senior vice presi-
dent of global market development for Invacare Corp.

Although acknowledging the dire circumstances of the HME envi-
ronment with competitive bidding and reimbursement cuts, Slangen
indicated that the market is not impossible for providers because the
underlying demand for products is not going away. “Invacare can help
providers through this time and help them thrive,” Slangen says.

Providers who face the current market conditions and adapt their
business plans accordingly are likely to survive.

Invacare’s president and CEO, Mal Mixon, indicated that providers
need to be more involved at every level from tightening up their busi-
ness procedures and efficiencies to making their voices heard in
Washington, D.C.

“Competitive bidding is the worst thing to happen to our industry,
Mixon says.

Mixon and Slangen mentioned other steps providers can take to
ensure that their businesses are on secure ground, including: collecting
copay from beneficiaries, increasing their involvement in state associations
and advocacy efforts, more closely tracking their supply chain and delivery
costs, becoming accredited, preparing for competitive bidding and evalu-

ating business efficiencies, such as the number of personnel on the payroll.
Invacare is helping its independent providers through its partnership

with VGM, its voice in Washington with Cara Bachenheimer heading
up Invacare’s lobbying efforts, and having the AfterMarket Group
(TAG) operate Invacare’s Services.

“We want to take TAG and all of this other stuff that Invacare does
for providers to get it under one umbrella,” says Phil Cunningham,
product manager for TAG.

Invacare’s Express program is designed to help Invacare’s providers
with immediate product and parts availability and delivery.

Invacare’s 5-Star Service Plan, which has been in existence for one
year now, helps providers by servicing and repairing scooters and
consumer power products. The five-part plan includes nationwide
coverage, genuine Invacare parts, prompt on-site service, a convenient
loaner program and comprehensive in-warranty service.

Under the plan, Invacare is making it easier for providers to get
Invacare parts as well as parts of competitors such as tires, casters, bear-
ings and electronic repairs. “Providers can see the benefits of it and the
cost reductions it results in,” Cunningham says.

Invacare will begin a home delivery program Oct. 1 for standard
products and bath safety items for its providers. It also has planned
home delivery for consumer power chairs in the beginning of 2008.

Down the road Invacare is looking into technical support and
training for its providers and end users. “Anything we can do to save
providers money,” Cunningham says.

“It’s not just about products anymore, it is about how we as manu-
facturers and providers manage our business together.”

Invacare’s New Slogan Reflects Change
in Current U.S. Market Conditions

At press time, the House and Senate left Washington for August
recess, having passed dramatically different versions of legislation
that would reauthorize the state children’s health insurance program.
The House attached wide-ranging Medicare-reform provisions to
the legislation, among them the infamous 18-month oxygen-rental
cap and a change that would eliminate the first month purchase
option and force beneficiaries to rent power chairs for 13 months
before ownership is transferred. The Senate steered clear of Medicare
altogether.

Providers are urged to contact their members of the House and
Senate by calling the switchboard at (202) 224-3121. Cara
Bachenheimer, director of government relations for Invacare Corp., said
providers and their clients can make a significant difference by calling
and having their opinions documented by congressional staffers. “Every
call can make a difference,” Bachenheimer says.

For suggestions on what to say, visit AAHomecare’s Web site at
www.aahomecare.org.

When lawmakers return in September, a conference committee
composed of members of the House Ways & Means, Energy &

Commerce and the Senate Finance committees will try to reconcile the
two houses’ versions. That will be the best opportunity for the industry
to bring enough pressure to quash the oxygen and power-chair changes.

The House bill would, in fact, expand certain Medicare benefits and
coverage, especially for low-income individuals. The president is expected
to veto any bill that reaches the Oval Office carrying Medicare-enlarging
provisions.

Ironically, a veto could deprive the industry of what it needs to
make a powerful case for robust Medicare support for medical oxygen.
The House bill would require a government study to assess the oxygen-
related service and equipment now provided to Medicare beneficiaries.
The assessment, which would be carried out under the direction of the
Secretary of Health and Human Services (HHS), would evaluate the
services that clients actually receive and whether they are “medically
necessary or affect patient outcomes.” Many industry experts indicate
that unlike the Morrison Study which proved the expense and validity
of the services component of oxygen, an HHS-based study would be
viewed as non-biased and could be more influential in making the case
for oxygen providers.

Fate Unknown for Power Chairs and Oxygen

CMS Announces
NPI Usage Delay
CMS announced a delay in the use of
the National Provider Identification
(NPI) Registry and dissemination of
data from the National Plan and
Provider Enumeration System
(NPPES). Both will now be available
Sept. 4, with a downloadable file of
the NPI Registry available approxi-
mately one week later. Use of the NPI
Registry is free, and a user ID or
password is not needed. According to
CMS, the NPI Registry enables users
to query the NPPES and displays the
FOIA-disclosable data for records.

Providers can apply for an NPI
online at https://nppes. cms.hhs.gov,
or call the NPI enumerator at 
(800) 465-3203. 

PaperPak Now
Attends
Healthcare 
Michael Fagan, CEO of PaperPak
Products Inc., a manufacturer of
disposable adult incontinence prod-
ucts, announced that the company
name has been changed to Attends
Healthcare Products Inc., effective
Aug. 1.

According to Fagan, the name
change more accurately describes
what the company does and uses a
brand name that was established more
than 20 years ago.

Visit www.attendshealth careprod-
ucts.com.

BP Monitors Key
in High-Pollution
Cities
In a study that appeared in the
American Journal of Respiratory and
Critical Care Medicine, published by
the American Thoracic Society,
researchers in Taiwan reported that
urban air pollution simultaneously
affects key indicators of cardiovas-
cular risk in young adults: inflamma-
tion, oxidative stress, coagulation and
autonomic dysfunction. 

For at-risk clients, regular blood-
pressure monitoring can reveal
changes that may stem from elevated
pollution levels. 

The Medicare Coverage Advisory Committee has set a meeting for
Sept. 12 to determine if at-home sleep testing for sleep disorders will
lead to clients being reimbursed for their CPAP therapy. Current policy
specifies that clients who receive testing outside of polysomnography at
a sleep lab are not covered for their positive airway pressure therapy.

The American Academy of Otolaryngology-Head and Neck
Surgery (AAOHNS) formally asked CMS to review its national
coverage determination to see if the current policy can be changed.

AAOHNS reports that at-home sleep testing often shows the same
results as sleep-lab testing, and at-home testing will open doors for
more people to be tested. On the other hand, the American Academy of
Sleep Medicine reports that sleep labs are more prevalent than they
used to be and home-testing isn’t a proven method of evaluation.

The meeting, scheduled from 7:30 a.m. to 4:30 p.m. in the main
auditorium of the CMS building. will determine the validity of at-home
sleep testing. Register via e-mail at Maria.Ellis@CMS.hhs.gov.

Medicare Coverage Advisory Committee to Review At-Home Sleep Testing
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How Much Do HME Business 
Subscribers Spend on HME?

$1,118,172.00^
That’s how much companies that subscribe to 
HME Business spent on home medical equipment 
in the last 12 months. 

Pass Along
HME Business subscribers 
share their copy of HME 
Business with 3.29 other 
readers—for a total 
circulation of 63,033.

Voted Most Essential for Product 
Information by Volume Buyers
Subscribers from larger companies in particular 
consider HME Business the most essential for product 
information: well over half — 56.1% — cited HMEbiz as 
the most essential publication for product information.

Source: Advantage Business Research, September 2006
^Average amount for the period ending September 2006

The Most Essential for Product Information
HME Business is considered the most essential for product 
information over HomeCare, HME Today and HME News.

HME Business 49.1%

HME News 19.2%

HME Today 18.2%

HomeCare 8.3%

None of the above 5.2%
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2008 Editorial Calendar
Issues & Closings Features, Special Editions & Columns Products

Bonus Distribution &  
Advertiser Bonuses

January

Ad Space: 12/3
Materials: 12/6

Special Edition First Edition – All New! 
HME Business
(formerly Home Health Products)

Pharmacy Talk

Editors at Large: Top products from Mobility 
Management & Respiratory Management

Problem Solver Series: Accreditation

Product Solutions: CPAP’s

February

Ad Space: 1/8
Materials: 1/11

Products & Technology
Oxygen 2008!

Business Solutions: Cash Sales and the 
HME Provider
Clinician Talk

Editors at Large: Top products from Mobility 
Management & Respiratory Management

Problem Solver Series: Bariatrics

Product Solutions: Scooters

March

Ad Space: 2/4
Materials: 2/7

Products & Technology
Product Testing: Power Chairs

Business Solutions: Accreditation Best 
Practices 
Pharmacy Talk

Editors at Large: Top products from Mobility 
Management & Respiratory Management

Problem Solver Series: Incontinence

Product Solutions: Seating and Positioning

AAHomecare 
Conference
Washington DC  
(March 4-6)

Supplement

Ad Space: 2/4
Materials: 2/7

Traveling With HME
Auto Access, Portable Oxygen, 
Scooters & more

April

Ad Space: 3/5
Materials: 3/10

Products & Technology
Top Seller’s: CPAP’s, Masks, Nasal 
Pillows

Business Solutions: Software, getting 
DSO’s under control, tracking inventory, 
internet-based
Clinician Talk

Editors at Large: Top products from Mobility 
Management & Respiratory Management

Problem Solver Series: Auto Access

Product Solutions: Beds and Support 
Surfaces

 

May

Ad Space: 4/4
Materials: 9/4

Medtrade Spring Issue

Competitive Bidding Analysis

Business Solutions: At Home Sleep 
Testing, Is It For You? 
Pharmacy Talk

Editors at Large: Top products from Mobility 
Management & Respiratory Management

Product Solutions: Portable Oxygen

Medtrade Spring
Long Beach (May 7-9)

Advertiser Bonus! 
Sponsorship in Pre-
Medtrade e-letter

June

Ad Space: 5/5
Materials: 5/8

Annual Buyer’s Guide

Medtrade Fall
Atlanta (Oct. 27-30)
Heartland Conference
Waterloo, IA (June 9-12)

Advertiser Bonus! 
n 4/C Logo
n Up to 15 Free Listings
n �Online Directory 

Discounts
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Issues & Closings Features, Special Editions & Columns Products
Bonus Distribution &  
Advertiser Bonuses

July

Ad Space: 6/5
Materials: 6/10

Special Edition
HME Handbook: A How-To Guide… How To 
Deliver Bariatric Beds, Compete With Sleep Labs, 
Select The Right Oxygen Equipment, Make Your 
Client’s Bathroom Safe, Choose The Correct Power 
Mobility… and more!

Clinician Talk

Editors at Large: Top products from 
Mobility Management & Respiratory 
Management

Product Solutions: Compression

Advertiser Bonus!
Exclusive How-To 
Product Sponsorship 
Available

August

Ad Space: 7/7
Materials: 7/10

Products & Technology
Beds & Support Surfaces 101

Business Solutions: HME Expansion Exploration: 
Auto Access, Home Accessibility, Sleep and 
Urology
Pharmacy Talk

Editors at Large: Top products from 
Mobility Management & Respiratory 
Management

Problem Solver Series: Software

Product Solutions: Incontinence

Advertiser Bonus!
AD-Q Study For All 
1/2 Page or Larger 
Advertisers

September

Ad Space: 8/5
Materials: 8/8

Products & Technology
Top Sellers: Diabetic Supplies

Business Solutions: Under CMS Scrutiny
Oxygen Rental Cap

Clinician Talk

Editors at Large: Top products from 
Mobility Management & Respiratory 
Management

Problem Solver Series: Sleep

Product Solutions: Auto Access

Supplement

Ad Space: 8/5
Materials: 8/8

2009 Software Guide
Medtrade Fall
Atlanta (Oct. 27-30)

October

Ad Space: 9/4
Materials: 9/9

Pre-Medtrade Issue

Products & Technology
Problem Solver, Vehicle Lifts for Every Need

Business Solutions: Buying Groups
Pharmacy Talk

Editors at Large: Top products from 
Mobility Management & Respiratory 
Management

Problem Solver Series: Cash Sales

Product Solutions: Power Chairs

 

November

Ad Space: 10/2
Materials: 10/7

Medtrade Issue

Reimbursement 2009

Clinician Talk

Editors at Large: Top products from 
Mobility Management & Respiratory 
Management

Product Solutions: Bath Safety

Medtrade Fall
Atlanta (Oct. 27-30)

Advertiser Bonus! 
Sponsorship in Pre-
Medtrade e-letter 

December

Ad Space: 10/31
Materials: 11/5

Products & Technology
Methods of Oxygen Delivery
Stationary, Portable, Liquid

Business Solutions: The Funding Landscape: 
Mobility
Pharmacy Talk

Editors at Large: Top products from 
Mobility Management & Respiratory 
Management

Problem Solver Series: Diabetes

Product Solutions: Asthma

AARC  
(date & location TBD)
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Annual Buyer’s Guide
The HME Business Buyer’s Guide is the most 
comprehensive Buyer’s Guide in the HME 
industry with trade names, a Who’s Who, a 
Web site section and manufacturers listed 
alphabetically AND by category.

Bonus Trade Show Distribution
You gain further access to the HME industry in 
our show issues. HME Business offers bonus 
distribution at Medtrade Spring and Fall, the 
National Mobility Equipment Dealers Associa-
tion (NMEDA), VGM’s Heartland Conference and 
the American Association for Respiratory Care 
(AARC). Advertising in these issues will expand 
your reach to show attendees at no cost.  

List Rentals
The HME Business subscriber mailing list is 
available for rental. To view our datacards, 
please visit www.meritdirect.com/1105. For 
more information, please contact: MeritDirect, 
Attn: Elizabeth Jackson, (847) 492-1350, ext. 
18, ejackson@meritdirect.com. 

Online Reader Service 
No more waiting four weeks to receive leads 
from a printed reader service card. Our reader 
service is done electronically. Each month after 
the magazine publishes, an e-mail is sent direct-
ly to buyers offering them a chance to request 
advertiser information. This electronic reader 
service even gives buyers a chance to see your 
ad again on screen! Leads are sent directly to 
you each week.

Classifieds
Whether you are looking to recruit the best in 
the business or want to buy and sell products 
and services, HME Business’ classifieds are 
designed to increase your business.

Custom Media
HME Media Group offers custom media services that weave 
your marketing message with credible, editorial-type content 
for building your company’s brand loyalty and recognition 
as well as generating leads. We offer turnkey services 
that include content development, design, production and 
distribution. Our services include:
n �Custom Print and Online Newsletters	 n Microsites	
n Webinars				    n Custom Inserts

To expand the power of your print advertising, integrate additional offerings  
from HME Business into your print campaign.

Integrated Marketing Solutions
eSource
HME Business’ weekly e-newsletter, e-Source is sent directly to 
11,000+ HME professionals. e-Source offers the latest industry 
news, special featurettes on product niches and a calendar 
of events. Exclusive sponsorships and Product Gallery are 
available. 

HME Business Web site
www.hme-business.com
Re-mastered for 2008! The latest news, original articles, 
funding and legislative updates, statistical data, white 
papers, new products and HME Solution Centers. A variety 
of sponsorships and banner sizes are available to meet your 
marketing needs.

HME Business Online Directory
www.hme-businessdirectory.com 
The HME Business Online Industry Directory is a leading 
online resource for home health care equipment purchasing 
decision makers. The Industry Directory is the home healthcare 
industry’s online yellow pages, consisting of categories such 
as mobility, oxygen, sleep therapy, bariatrics, ADLs, bed and 
support surfaces and auto access.

You can secure first-page placement as a Featured Listing, 
which reaches 90% of the buyers specifically looking for your 
products. The Featured Listing includes a full color logo, ad 
message and Web site links.

Call your MediaBrains representative at (866) 627-2467 with 
any questions.

Unique Online OpportunitiesHigh-Impact Print Offerings
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Circulation

*June 2007 BPA statement
**June 2007 BPA statement for HME News, HME Today, HomeCare

Business Categories

 Home Medical Equipment (HME) Dealer/Provider, 
 Home Health Care Equipment/Service Provider, 

 Home Health Care Products Dealer/Rental/Sales
14,234 n 76.5%

Pharmacy, Independent/Chain Drug Store 
 with Home Care Dept/Product Line

2,004 n 10.8%

Respiratory/Physical/Rehab/Occupational Therapy 
 at a Clinic, Hospital or Private Practice

1,903 n 10.2%

Home Health Care Agency
308 n 1.7%

Distributors, Others
138 n 0.8%

76.5%

1.7%

10.8%

0.8%

10.2%

HME Business’ circulation 
of more than 18,500* 
home medical equipment 
professionals is the largest 
in the HME industry**. 
HME Business’ circulation 
is audited by BPA so that 
we can guarantee the 
highest quality circulation 
for advertisers. 

Company Official, Management Personnel,  
Home Health Director/Administrator

13,173 70.9%

Physical/Rehab/Occupational/Respiratory Therapists or 
Licensed Medical Professional including Pharmacists

1,679 9.0%

Sales/Marketing Professional 1,144 6.2%

Others 2,591 13.9%

Job Functions
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e-letters
e-Source	
Top banner 	 $225
Top button 	 $250
Featured editorial	  
button 	 $200
Embedded ad	 $195
Skyscraper	 $300
Product gallery	 $195

Custom Media
Prices available on 
request, contact your sales 
rep.

Custom Printing (i.e. BRC, 
Inserts, Ride-Alongs) 
Please contact Publisher 
for pricing

Web Site
Small buttons 	 $300
Top leaderboard (includes 	 
bottom banner) 	 $600
Feature banner 	 $395
New products 	  
on home page	   $200
Skyscraper	 $550
Large button	 $425

Sponsored text links	 $250
Preferred vendor	 $300
Product by category	 $250
Product by company	 $100
Solution Center 	
sponsorship	
(3 month minimum) 	
	 $1,000 per month

2008 Rates   Effective January 1, 2008

Display Ads	 1X	 3X	 6X	 9X	 12X	 24X	 27X	 30X
Full page	 $4,975	 $4,880	 $4,545	 $4,390	 $4,240	 $3,105	 $2,690	 $2,285
1/2 vertical	 $3,665	 $3,450	 $3,230	 $3,030	 $2,955	 $2,290	 $1,985	 $1,680
1/2 horizontal	 $3,665 	 $3,450	 $3,230	 $3,030	 $2,955	 $2,290	 $1,985	 $1,680
1/2 island	 $3,665	 $3,450	 $3,230	 $3,030	 $2,955	 $2,290	 $1,985	 $1,680
1/3 page	 $2,460	 $2,295	 $2,180	 $2,085	 $2,020	 $1,540	 $1,335	 $1,130
1/4 page	 $2,055	 $1,955	 $1,850	 $1,780	 $1,705	 $1,280	 $1,115	 $940

Ad Sizes
Full page Live 	 9 1/4" x 11 1/4"
Trim 	 10 1/4" x 12 1/4"
Bleed Full Page 	 10 1/2" x 12 1/2"

1/2 Vertical  	  4 5/8" x 11 1/4"
1/2 Horizontal   	 9 1/4" x 5 1/2"
1/2 Island  	 6" x 9" 
1/3 Vertical 	  2 7/8" x 11 1/4"
1/3 Horizontal (square) 	  6" x 5 1/2"
1/4 Vertical	 4 1/2" x 5 1/2"

Classified Ads
	 1x	 3x	 6x	 12x
1 inch	 $140	 $130	 $120	 $110
2 inch	 $260	 $235	 $225	 $210
3 inch	 $330	 $320	 $300	 $280
4 inch	 $450 	 $420	 $400	 $370

Color Charges
Standard Color			   $120
Matched Color			   $150
4 Color				    $225

Hot Spots
B&W	 $650	 $625	 $600	 $575
2clr 	 $750	 $725	 $700	 $675
4clr	 $895	 $875	 $850	 $825

Color Charges
2 color	 $505
2 color 1/3 page or less		 $405
Matched	 $750
4 color	 $1,070
4 color 1/3 page or less		 $695

Cover/Special Positions
Back Cover	 15% premium
Inside Front Cover	 15% premium
Inside Back Cover	 10% premium

Ad sizes are to scale.

See Digital Advertising 
Specifications and Terms 
& Conditions for details.Full Page
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HME Business
HME Media Group
9121 Oakdale Avenue, Suite 101
Chatsworth, CA 91311

(760) 779-5595 
fax (760) 862-9096
www.hme-business.com

Advertising: Karen Cavallo, Publisher, 
kcavallo@hmemediagroup.com


