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EDITORIAL CALENDAR2012
Sales & Marketing Management is the leading source of information for senior sales and 
marketing professionals. Has been since 1918. Review our audience, its buying power
and the content we’re planning for 2012. Then contact us for exceptional re-launch packages.

• Sales Management • Training • Incentives & Recognition
• Marketing • Technology • Meetings

ISSUE
ISSUE 
FOCUS FEATURES BONUS DISTRIBUTION

JANUARY/
FEBRUARY

Ad Close – 12/21/11
Materials – 1/9/12

Sales and 
Marketing 
Alignment

• Alignment Best Practices 

• Getting Sales and Marketing Teams to Coexist

• Managing Different Teams 

• Marketing’s Lead-Producing Role

• Incentive Manufacturers and Representatives 
(IMRA) Directory

Training Conference & Expo
Atlanta, February 13 – 15

MARCH/APRIL

Ad Close – 2/17/12
Materials – 2/22/12

Sales
Training

• Enhanced Onboarding

• Training Technology Tools: On-Demand, Online, 
Social, Gamification and More

• What We’ve Learned About Learning On the Job

• Top Sales Training Providers

American Society of
Training & Development (ASTD)
Denver, May 6 – 9

MAY/JUNE

Ad Close – 4/13/12
Materials – 4/18/12

B2B
Marketing Trends

• What Can Be Adapted From the B2C World

• How to Measure for Marketing ROI

• Is E-Mail Marketing Dead or More Effective 
Than Ever?

• Event Marketing

Society of Human Resource 
Management (SHRM)
Atlanta, June 24 – 27

JULY/AUGUST

Ad Close – 6/12/12
Materials – 6/18/12

Research and 
Statistics

• What You Can Accomplish With Customer  Data

• Get Noticed: What Works With the Media

• Are You Measuring the Right Results?

• Incentive Gift Card Council (IGCC) Directory

SEPTEMBER/
OCTOBER

Ad Close – 8/20/12
Materials – 8/24/12

Sales
Incentive 
Programs

• Why Cash Doesn’t Motivate

• Motivated to Learn

• Off-Site Marketing

• Measuring and Motivating Marketing Teams

The Motivation Show
Chicago, October 24 – 25

NOVEMBER/
DECEMBER

Ad Close – 10/17/12
Materials – 10/22/12

Sales and 
Marketing 
Technology

• High-Tech Sales Training Tools

• Social Marketing

• Gamification

• Loyalty Marketing Secrets Revealed
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AD RATES & SIZES2012

2012 Print Production Schedule

Issue Space reservation deadline Materials due

Jan/Feb December 21 January 9

Mar/Apr February 17 February 22

May/June April 13 April 18

July/Aug June 12 June 18

Sept/Oct August 20 August 24

Nov/Dec October 17 October 22

PRINT AD RATES 1X 3X 6X

Spread Net$ 13,995 13,695 13,265

Full Page Net$ 8,995 8,695 8,265

Half Page Net$ 6,075 5,765 5,460

DIGITAL AD RATES per month

SalesAndMarketing.com Banner Ad Rates:

Top Leaderboard (728 x 90) 1,495

Premium Square (300 x 250) 1,295

Anchor (300 x 250) 995

SMM Monitor E-Newsletter Banner Ad Rates:

Top Leaderboard (728 x 90) 1,995

Premium Square (300 x 250) 1,495

Anchor (300 x 250) 1,295

Send all print ad materials and direct
all print and electronic ad questions to:

Tony Kolars, Production Manager
971 Eleanor Avenue, St. Paul, MN 55102

Phone: 612.414.4407
Fax: 612.808.5024

Tony@SalesAndMarketing.com

Sales & Marketing Management 
Magazine has been the one-stop,
cross-industry resource for sales & 
marketing executives since 1918.

#1 on
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Full Page Bleed:
8.25 × 11″

Trim Size:
8 × 10.75″

2-page Spread

Full Page Bleed:
16.25 × 11″

Trim Size:
16 × 10.75″

AD SIZES:

AUDIENCE FAST FACTS:

Guaranteed Circulation ................................. 24,000

Total Readers Per Issue
(with Pass-along) ............................................ 55,000+

Sales & Marketing Management ................. 68%

Sales Volume Over $100 Million ................ 41%
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OUR AUDIENCE2012
Sales & Marketing 

Management readers on 
average hold 3.1 off-site 
meetings a year involving travel 
with average stays of 2.4 nights 
and average attendance of 33

* Source: SMM/SalesForceXP Reader Surveys, 2011.

READER FAST FACTS

98% Plan/Manage Sales Incentive/Recognition Programs

73% Use Merchandise or Gift Cards for Sales Incentive/
Recognition Programs

BUYING POWER

82% Decide/Recommend Promotional Products

73% Purchase/Approve Sales Training

53% Use Outside Sales Trainers/Resources

56% Purchase/Approve Sales & Marketing 
Technology Products

79% Decide/Recommend Business Gifts

READERSHIP

91% Rate Content good to excellent

67% Read most or all of every issue

59% Pass along their copies

Primary Business/Industry
of Subscribers

Under
$10 Million

18%

Not
Specified

10%

More than
$500 Million

20%

$10 Million
to $499 Million
52%

Annual
Sales Volume

Wholesale, Distribution
or Retail  22%

Other  8%

Advertising, Promotion,
Incentive Agency

8%

Service
Organization

24%

Manufacturing
38%

Job Title

Sales & Marketing
Management
68%

Corporate
Mgmt. 
21%

Other  11% 73%
Choose Sales Meetings
 Destinations & Facilities

41%  of our readers’
companies generate more

  than $100 million
 in revenue
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READER BUYING &
PURCHASING INFLUENCE2012

Automotives/
Chemical/Energy
Alliant Energy
Chevron Texaco
Chrysler
Conagra Foods
Conoco Phillips - 76
Dow Chemical
Duke Energy
Dupont
Eastman Chemical
Emerson Electric
Entergy
Exxon Mobil
Ford Motor
General Motors
Goodyear Tire & Rubber
Harley-Davidson
Hertz

Communication/
Transportation
AT & T
Boeing
CBS
Comcast
Fed Ex
Google
Motorola
Qualcomm
Qwest Communications
Southwest Airlines
Sprint Nextel
TDS Telecom
UPS
US Airways
Verizon Communications

Consumer/Food Products
Avon Products
Best Buy
Campbell Soup
Coca-Cola
Dole Food Company
Dr Pepper Bottling
Fannie May Confections
Gap
General Mills
Hershey
Home Depot
Hormel Foods
Kellogg

Kraft Foods
Kroger
Land O’Lakes
Limited Brands
Lowes
Macy’s
McDonald’s
Nash-Finch
Pepsi Cola
Petsmart
Polo Ralph Lauren
Publix Super Markets
Safeway
Sara Lee
Sears
Staples
Supervalu
Target
TJX Companies
Tyson Foods
Walgreens
Walmart
Winn-Dixie Stores

Entertainment/Hotels
Loews Hotels
Marriott
MGM Grand Hotel & Casino
Time Warner
Walt Disney

Finance/Banks/Insurance
Aetna
Aflac
Allstate Insurance
American Express
American Family Insurance
Ameriprise Financial
Aon
Assurant
Bank Of America
Bank Of New York Mellon
Capital One Financial
Charles Schwab
Chubb
Cigna
Citicorp
Discover Financial Services
Fidelity
Freddie Mac
Hartford Financial
JPMorgan Chase Bank

Liberty Mutual Insurance
Mastercard
Metlife
Morgan Stanley
Mutual Of Omaha
Nationwide Insurance
New York Life Insurance
Northwestern Mutual
Pacific Life
PNC Finincial
Prudential
State Farm Insurance Co
Sungard
Thrivent Financial
TIAA-CREF
Travelers
Unum Group
US Bancorp
Visa
Wells Fargo

Technology/
Business Services
Agilent Technologies
Apple
Automatic Data Processing
Avnet
Cisco Systems
Dell
Kelly Services
Micron Technology
Microsoft
NCR
Oracle
United Technologies

Manufacturing/Distribution
3M
Alcoa
Aramark
Archer Daniels Midland
Bemis
Caterpillar
Clorox
Corning Inc
Deere & Company
Eastman Kodak Company
Eaton
General Dynamics
General Electric
Goodrich
Hewlett Packard

Honeywell
IBM
Kimberly-Clark
Lockheed Martin
Mattel Inc
Mohawk Industries Inc
Monsanto
Newell Rubbermaid
Northrop Grumman
Parker Hannifin
Philip Morris Usa
Pitney Bowes
Procter And Gamble
Raytheon
RR Donnelley
Shaw Group Inc
Sherwin-Williams
Sunoco
Sysco
Tenneco Inc
Texas Instruments
US Steel
Weyerhaeuser
Whirlpool
WW Grainger
Xerox

Pharmaceuticals/
Healthcare
Abbott Laboratories
Allergan
Amgen
Baxter Healthcare
Boston Scientific
Bristol Myers Squibb
Cardinal Health
CVS Caremark Corporation
Ecolab Inc
Eli Lilly & Co
Genzyme Corp
Henry Schein
Humana
Johnson & Johnson
McKesson
Medco Health Solutions
Medtronic
Merck & Co
Pfizer
Quest Diagnostics
Rite Aid
United Health Group
Wellpoint

Sales & Marketing Management Circulation

 has 100% of the FORTUNE 1000 companies
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ADVERTISING OPPORTUNITIES2012
ADVERTISING OPPORTUNITIES

SALESANDMARKETING.COM. Whether your goal is to increase awareness of 
your brand, generate leads, acquire new clients, or retain loyal customers, 
SalesAndMarketing.com can provide you with increased exposure by targeting a 
desirable audience of decision-makers via site sponsorships. Custom 
opportunities are available. Contact us for details.

SMM MONITOR three times monthly e-newsletter provides relevant news and 
business intelligence to 54,000+ sales and marketing executives. The quick-read 
format, combined with the newsletter’s reputation for disseminating top-notch 
content, make SMM Monitor a great opportunity for sales training and incentive 
industry suppliers to reach a core target audience at the moment they’re ready to 
act on sales growth initiatives.
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ADVERTISING OPPORTUNITIES2012
SMMCONNECT.COM SPONSORED WEBINARS
will generate hundreds of qualified leads for your 
business. Following the live online broadcast, the 
Webcast is archived for on-demand viewing. Sponsors 
also receive a comprehensive data report, including 
detailed registrant and attendee information.

• Custom topics: bring in your own experts and 
clients to speak

• Create your own discussion group and interact
with an invested audience

• Receive an opt-in contact list of Webinar 
registrants, participants, and those who download 
the your Webinar recording

• Webinar banners on SalesandMarketing.com,
SMM Monitor e-newsletter, SalesForceXP.com,
and SalesForceXPress e-newsletter.

• Direct graphic e-mail marketing announcing
and promoting your Webinar

SMM SPOTLIGHT ON E-POSTCARDS contain 
your links, graphics, and text, as well as an “E-mail a 
Colleague” function, and are sent to 5,000 targeted 
professionals. SMM Spotlight On cobranded 
e-postcards are effective in helping you break through 
the clutter, allowing you to educate decision-makers 
about the appeal of your product or services and to 
win new business.

WHITE PAPER CHANNEL features White Papers 
from technology, staffng/training, incentives and 
motivation, business travel, and meeting planning 
vendors. This free and searchable resource for 
SalesandMarketing.com visitors provides true ROI to 
advertisers looking for qualified leads. The White 
Paper Channel lives on the home page and benefits 
from e-newsletter promotion and dedicated e-mail 
outreach.

SMM CONNECT.COM SMM’s business networking site, is your way to reach an 
invested audience that’s growing fast as they take advantage of industry white 
papers, expert Webinars, and free online tools inside their own organizations.
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CONTACT INFORMATION2012 CONTACT INFORMATION2012

For marketing solutions, ideas and 
opportunities, contact the publishing 
team with the most leadership,
years of experience and service in 
the industry: 

Publisher
Mike Murrell

Mike@SalesAndMarketing.com
952.401.1283

Account Executive
Gary Dworet

Gary@SalesAndMarketing.com
561.245.8328

Account Executive
Lori Gardner

Lori@SalesAndMarketing.com
952.451.6228

Advertising Administration
Melissa Moser

Melissa@SalesAndMarketing.com 
763.300.2742

For production, billing, circulation
and website questions and service,
these nice folks can help:

Print and Online
Materials and Production

Tony Kolars
Tony@SalesAndMarketing.com

612.414.4407

Billing
Bryan Powell

Bryan@SalesAndMarketing.com
612.922.9399

Circulation and Subscriptions
Vicki Blomquist

Vicki@SalesAndMarketing.com
952.929.7194

Websites and eNewsletters
Matt Tews

Matt@SalesAndMarketing.com

For article and
Product Submissions:

Editor
Paul Nolan

Paul@SalesAndMarketing.com
763.350.3411

FAXES:

Corporate
952.401.7899

Ad Sales
952.401.7899

Production
612.808.5024

Circulation/
Subscriptions/Reprints

801.998.1732

Stay in Touch.

Good Times In HD
Your recipients can 
immediately begin to 
capture and share the 
good times they’re having 
in high definition. For more 
details, circle 251  on the 
fax form on page 33 or 
contact Philips Consumer 
Lifestyle at 203-351-5912 
or e-mail premium.
incentive@philips.com.

Work/Life
Author Tony Rutigliano says you can’t separate the two, nor should you want to 
(see story on page 34). But that doesn’t mean you can’t help your best salespeople  
enjoy their downtime more with incentives for when they’re having fun.

Tony Rutigliano, co-author of the new book 
Strengths-Based Selling (see our Q&A on page 
34), has the courage to state something in that 
book that you never hear from business 
leaders these days.

“Work/life balance is a myth,” Rutligiano 
says. “This is the challenge with a life in sales: 
the workday never ends.”

That takes a lot of nerve in an era when 
most everyone stresses exactly the opposite — 
that employees need to find time to 
re-energize away from work and managers 
need to encourage that as well.

Rutigliano’s argument is that seeking 
this so-called balance forces workers to 
compartmentalize — to put walls around 
the “work you” and the “home you.”

“The problem with this idea is the very 
word ‘balance.’ Balance implies equality, that 
one side of the equation equals the other side,” 
Rutigliano says.

Instead of seeking short-term balance, he 
prefers long-term integration.

“When you think about integration rather 
than balance, the relationship is different,” 
Rutigliano says. “You’re not trying to equalize 
everything; you’re trying to bring different 
elements into alignment with one another.”

Once your employees find their talents and 
strengths, they will want to develop them, he 
adds. The integrated outlook won’t be 
confined to work. Hopefully, your employees 
will begin applying the best of themselves to 
everything they do, including making time for 
things that are important to them outside of 
sales.

Of course, non-cash incentives and rewards 
are a great way to promote these goals. We’ve 
collected an assortment of products that will 
help your top performers integrate their lives. 
You can thank them and they’ll thank you.  

incentive product review
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The sweetest rewards come with a choice.

Sony Incentive Program: the People’s Choice Rewards

You want to reward employees who hunger for success. Why not fulfi ll those cravings with rewards they really 

want? With over 2300 products to choose from, Sony has the just desserts for even the most fi nicky personalities 

and the most budget-conscious employers.

From digital cameras to personal computers to 3D-compatible TVs, Sony is the brand with the most satisfying 

range of rewards to sweeten the pot for your winning team.

 sony.com/motivation   1.866.596.4823

Eeny. Meeny. Moe.Sony.Noise Cancelling 
Headphones 
Bose® QuietComfort® 15 Acoustic 
Noise Cancelling® headphones 
incorporate significant advances in 
noise reduction that make these 
the quietest For more information, 
circle 245  on the fax form on 
page 33 or call 888-862-9283, or 
visit Bose.com/incentives.

Street Machine
The best incentives bring the whole 
family into play. The buck-knife folding mechanism is 
great for storage and transport. For more 
information, circle 250 on the fax form on page 33 
or contact Rymax Marketing Services (rymaxinc.com) 
at 800-379-8073.

SALES & MARKETING
MANAGEMENT
SALESANDMARKETING.COM JAN/FEB 2012 » $10

Are you tough enough to  
take the bad manager test? [11]

5 Questions for Zappos CEO 
Tony Hsieh [24]

Why cash  
doesn’t improve 
employee 
performance [46]

youristhisy
incentive

h

program?

BUILDING BRANDS  
IN A B2B WORLD [19]

INCENTIVE TRAVEL  
MAKES A COMEBACK [24]

&

11.17.2011


