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EDITORIAL CALENDAR

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.

e Sales Management ¢ Training * Incentives & Recognition
e Marketing ¢ Technology ¢ Meetings

ISSUE
ISSUE FOCUS FEATURES BONUS DISTRIBUTION

JANUARY/ Sales and + Alignment Best Practices Training Conference & Expo
FEBRUARY Mgrketing + Getting Sales and Marketing Teams to Coexist Atlanta, February 13-15
Ad Close — 12/21/11 Alignment * Managing Different Teams
Materials — 1/9/12 * Marketing’s Lead-Producing Role

* Incentive Manufacturers and Representatives

(IMRA) Directory

MARCH/APRIL Sales + Enhanced Onboarding American Society of
Ad Close — 9/17/19 Training « Training Technology Tools: On-Demand, Online, Training & Development (ASTD)
Materials — 2/99/19 Social, Gamification and More Denver, May 6-9

* What We've Learned About Learning On the Job

* Top Sales Training Providers
MAY/JUNE B2B * What Can Be Adapted From the B2C World Society of Human Resource

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

Marketing Trends

* How to Measure for Marketing ROI

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

» Event Marketing

Management (SHRM)
Atlanta, June 24-27

JULY/AUGUST

Research and

* What You Can Accomplish With Customer Data

Ad Close — 6/12/19 Statistics + Get Noticed: What Works With the Media
Materials — 6/18/12 + Are You Measuring the Right Results?

+ Incentive Gift Card Council (IGCC) Directory
SEPTEMBER/ Sales * Why Cash Doesn't Motivate The Motivation Show
OCTOBER Incentive « Motivated to Learn Chicago, October 24-25
Ad Close — 8/20/12 Programs - Off-Site Marketing
Materials — 8/24/12 * Measuring and Motivating Marketing Teams
NOVEMBER/ Sales and + High-Tech Sales Training Tools
DECEMBER Marketing + Social Marketing

Technology

Ad Close = 10/17/12
Materials — 10/22/12

* Gamification

* Loyalty Marketing Secrets Revealed

SALESANDMARKETING.com
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MANAGEMENT AD RATES & SIZES
PRINT AD RATES 1X 3X 6X DIGITAL AD RATES per month
Spread Net$ 13,995 | 13,695 | 13,265 SalesAndMarketing.com Banner Ad Rates:

Full Page Net$ 8,995 8,695 8,265 Top Leaderboard (728 x 90) 1,495
Half Page Net$ 6,075 5,765 5,460 Premium Square (300 x 250) 1,295
Anchor (300 x 250) 995

AD SIZES:

2-page Spread

Full Page Bleed:

16.25 x 11”
Trim Size:
16 x 10.75”
Full Page: 1/2 Horizontal:
7 x10” PN 7 x 4.875”
ge
Full Page Bleed: S
8.25 x 11” Z Qe
Q&
—
Trim Size:
8 x 10.75”

2012 Print Production Schedule

Issue
Jan/Feb
Mar/Apr
May/June
July/Aug
Sept/Oct

Nov/Dec

Space reservation deadline

December 21
February 17
April 13
June 12
August 20

October 17

Materials due
January 9
February 22
Apiril 18

June 18
August 24

October 22

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

AUDIENCE FAST FACTS:

Guaranteed Circulation .......ccccceeveveveveeeeenene. 24,000
Total Readers Per Issue

(With Pass-along) ....oeeeereeneeneeneeneeeeeneenneens 55,000+
Sales & Marketing Management ................. 68%
Sales Volume Over $100 Million ................ 41%

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

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

SALESANDMARKETING.com 2012 3
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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

READER FAST FACTS
98% Plan/Manage Sales Incentive/Recognition Programs

732%0  Use Merchandise or Gift Cards for Sales Incentive/
Recognition Programs

BUYING POWER

829% Decide/Recommend Promotional Products
73%0  Purchase/Approve Sales Training
529  Use Outside Sales Trainers/Resources

S569%  Purchase/Approve Sales & Marketing
Technology Products

79%  Decide/Recommend Business Gifts

READERSHIP
9 1% Rate Content good to excellent
67 %  Read most or all of every issue

599  Pass along their copies

73%

Choose Sales Meetings
Destinations & Facilities

41% of our readers’

companies generate more

than $100 million
in revenue

*Source: SMM/SalesForceXP Reader Surveys, 2011.

OUR AUDIENCE

Primary Business/Industry
of Subscribers

Other 8%

Advertising, Promotion,
Incentive Agency
8%

Manufacturing

Service 38%
Organization
24%

Wholesale, Distribution
or Retail 22%

Annual Under

Sales Volume $10 Million
18%

Not
Specified $10 Million
10% to $499 Million
52%

More than
$500 Million
20%

Job Title

Other 11%

Corporate
Mgmt.
PALY

Sales & Marketing
Management
68%

SALESANDMARKETING.com 2012 4
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READER BUYING &
PURCHARSING INFLUENCE

Sales & Marketing Management Circulation

has 100% of the FORTUNE 1000 companies

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

TIX 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

SALESANDMARKETING.com

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
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ADVERTISING OPPORTUNITIES

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.

(2 www.salesandmarketing.com

| @

| ——

Visit our whitepaper collection
at rewards.nikonusa.com

Hello Visitor!  Log In or Register
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Bavamoar 11, 2011 1109 &AM

How To Produce Bigger Profit

:
Margins
Dy XICO SCHINAGL
One of vour bgget enenyies i thas econemy’ could be
ameng .rnn:rmuhl team, lﬂ\'L‘n. Url'r_nh'm‘nn the
negstiating table and giving away add-em bke Hallowess
cardy. Stop talking to vour CFO about Bnding new wayito
educe vour oosty, Instead, the next thme you skt down with
your sales team, dig a litile deeper than hew the quarterdy
miaimbérs compare to last year. You will fnd that by
analyzing cne metric and f¥lneing 2 set of simple
wirategiss you will be able to identify whe in your sales
Sertais playing for your team and who should be playing
for samebody elie.

Bvernder 10, 3011 E345 M

Managing A Frima Donna Salesperson

By KEVIN DAVIS

imulnmmzpn heave 3 Yove/ uate n'luinclmipwi'm
the prima donnias en their sales teama. They love the star
players passion 1nd hard work; they hate the sell-<enlsred
hthar}mﬂa:dﬂnnraﬂunrdlmn@ﬂhl rest of the
team, Part of the siution i for rals managen ok in
the mirrer and ask, “What pesthle robe did 1 havein
ﬂluwin;lhbslmatlnn to develop®™ And, mere
importantly, “What changes 4o | meed 1o make a8 & leader,
going forward, to take advantage of my best pecpls
without lettlng them wm late prima donrast”

Navender 7, 1011 1041 AU
Building Mutually Baneficial Relationships

By THOMAS A FREESE

Salepeoie ke having checklists, gnals and targets to hic
However, budlding trust with prospects and customers,
wiich i a key component to increasing sales, cannot bean
chjeciive in and of itself, savs auther Thomas Freess. Trest
hiau te happen over time as 8 shlepenen i mesting — and
hopefully nrcesling - castomer expéctations in other
ATP3E.

Bavantat 1 J010 CE 4B AN
Aligning Sales and Marketing: The Rele of Training
By JOHN GOLIEN

Marwsting is stramsgic. Sslling iv tartical. Doth are nesdad

Maotivation Strategies »
Far Sales and Procurement, It's
Business As Usual

Desprite three decades of experience, a
history of “strategic” susceases at sebact
comparies, and an abundanes of
technclogies designed to support both
disciplines, for the most part, sales and
pro<urement continag to dwell on
tties.

Both procurement and sales recogmze
the valse of being strategicin the
practice of their respective professions:
hawever, grven the oppartumty to
*peek around the curtain® the intermst
that seenas to be at the fereflrant e
learn more aboutl the “secret waye" of
both professions. No makier hew many
times sales OF procunement
professicnals are told that there are mo
“gilver bullets” thay tend not to accept
the anpwer,

Greybeard Advisars, a leading provider
of advisary services in procurement
transformation, strategic souncing and
supply chain management, bas
completed a survey that shows despite
companies’ desire to improve their sales
process, they eling 1o an outdated and
underperfarming mode] that has't

Wori<
- Smarter.

SMM

| Scopnect)

FREE Whitepapers...

Need an-demand creative
resourcest:

11 Sobvate

OASIS’ & ALLURE OF THE SEAS® ~ Luamn Mo
INCENTIVES JUST GOT s ;

MONITOR S
BUSINESS INTELLIGENCE
Sales and Marketing Integration AMOUNCEVENTS
Sues aticn COMPLIMENTARY WEBIHAR:
78 saes Intagration” of SALES SCENARIOS FOR
g togedh the parts of and
the twe, in both tools and Laea 1o crasty impactiul,
AERCULon, Nas faved Deen Qreater. HOwSVE, MOSL COMBanies have not yel. Frmedate ad reaialic Laes.
J tranng with ycenanic-based
tegpation” of tying
n both fooks has SabesFoTeXP magazine o
ever boan preater. Howsver, most companses have not yel cleary identfied Thusrsauy, Nevembser 8, for the
‘ared fiued the fnflurs points. Fsad MOSE: compbmentary Webinar, Creating
Sates Scenarios for Traning Using
Adiculate StoryLine).
nsar.
JOIN IN AND GET CONNECTED

When applause isn't enough,
y‘ﬂ‘d\ﬂ“ m()vuim. x‘mnm-mm
- () by joinirg Pe SMMCanrect
oy maniin | puiiadiel community. Take advartage of
your complmantary membership at
‘www SMMConrect com
. s Mot i heuh with inusiry
Hiring Smart Takes A Human Touch I s———
Wrabysts and sdtors and Lake
L o i b asvartage of EXCLUSIVE anlice
B, ok, Fy ¥ : PO 1 el 05 s o Mo

3 Do's and 3 Don'ts for Up-Selling

1 the point of sale. then They can sasly double or even iriple ther income and
you can shoot past Quartesy and arrual goals. says sales rsner Mike
Brooks. BEAD MORE.

Click or call today...

Kevin Dougherty
856.626.1328
kdougherty@okbusa.com

= | KOSTA
Orrefors ¥ | 'sopa

Sit In With 16 of the World's Top
Sales Experts
‘“““l!mr

Bat 1pm Eastem The topsc: Increasing sales effectiveness across a global
e HERE.

Fog.lnr Reasons Why Sales Managers
ai

Lk of . o
thary g5, 1% o of formar 1DM saes. marusger G Cargiis b four ressins.
why a4bes managens sl Flesd stct of four HERE

B0 you R news 15 shans in SMM Monitor? Pisss snd your rews Rems.
e Bt P htar 82 Pl B S e Forialdl

ADVERTISEMENT

@ ?l;;;f:ct Holiday gift?
Call Now! 1-800-225- 2450 o0 chck e o taem eten.

3 Lstewond Media Group uc

27020 Moble Road
Excelsior, MN 56331

Vo mCsind i1V #-mad B8 8 CuTent SUbSCTDEr b the SMM Montor s-newsieti
To ersubssrive fromSMM Montor, follow this k.

r
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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.

CONNECT

Sales & Marketing Management magazine’s
community for networking and peak performance

Croating Sales Scenarios for Training Using — = ]
Articulate Storylina® Ef :
Ry Jimenez, Ph.0.

DELIVE NG

& Web-Based
FRESENTATIONS

Tuesday, Mevember 8, 2011
W0:00AM Pacifc / 1:00FM Eastern
See mare details

See more detalls

ing 1o Sell: Skills

Elrodcasts.llik

Clck hiere for th podcast archive

JeH Hiller, Sr.Trainer JB Training Solutions

Tharsday, Kevernber 17, 2011
10:00AM Pacific / 1:00PM Easters

See more details % .
Yiew ail webinars
- W— N *

The 7 Deadly Sins of Sales Management D‘ i
=~ Dy JOMM TREACE e s

I have been part of many business turnarounds in my career,
and in all situations [ have noted the gorors cansistently made by
SaieE MAnagEMENt, A o which Negatively IMpact eam moraie

20 £8I8E. HErE B v Of the Jeadly £ing O £aies

T management. .
’ Sli 'CCESS Néwast Mambars
;or:ﬂ by Gary YanAntwere on October 25, 2011 03:34 PM, 52 views. n n
) n
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Hanagement Doy Chds kaen
Selling and Neworking [Editory Dave Mchealy
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5 £

Event/Irstant : — - _—
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ADVERTISING OPPORTUNITIES

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.
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Iincentive product review)

Stay in Touch.

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

11172011

2012

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

CONTACT INFORMATION

BUILDING BRANDS
IN'A B2B WORLD s

SALES&MARKETING  INCENTIVE TRAVEL
MANAGEMENT  AKES A COMEBACK e

; isthis your
pcentive

Why cash
doesn't improve
employee

performance sel

Are you tough enough to
take the bad manager test? (] Tony Hsieh (26

5 Questions for Zappos CEO

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
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