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closers

SMM: Our cover feature in the issue 
I’m interviewing you for is about sales 
training, more specifically, the fact that so 
much sales training never translates to 
performance. Do you agree with that 
premise and what do you put in place at 
your companies in terms of sales training?

CUBAN: I think it has to be customized 
to the person. It is hard to have classes 
and expect everyone to gain. You have 
to understand how to put people in a 
position to succeed. In a small company 
that means a lot of attention. In a big 
company, it means you might have more 
attrition as you figure out what type of 
salesperson is the best fit for how you sell 
and how you train.

SMM: Our summer issue will have 
a cover feature on the most important 
high-tech tools for increased sales 
performance. Do you have some must-
have technology that your salespeople 
are required to use?

CUBAN: Whatever tools our customers 
use and communicate via, those are the 
tools I expect our salespeople to use.

SMM: “Shark Tank” is essentially the 
classic elevator pitch brought to TV. 
A salesperson — or in this case an 
entrepreneur — has an opportunity of a 
lifetime to make the sale. Is the ability to 
sell in that sort of situation always going 
to be of tremendous value?

CUBAN: From the perspective of “if you 
can sell, your company always has a great 
chance of being successful” perspective, 
yes. That said, not many people are going 
to be in a situation where they are on 

camera on a hit TV show. So I don’t think 
it’s needed as a core competency.

SMM: What are the ingredients for an 
effective 60-second sale?

CUBAN: Put yourself in the shoes of the 
person you are selling. What do they need 
that you can provide and can you get the 
fact that you can fill that need across in 
60 seconds?

SMM: Your blog (BlogMaverick.com) is 
always interesting and often insightful. 
In an entry last August, you gave Dallas 
Mavericks fans a behind-the-scenes look 
at your attempt to sign Dwight Howard as 
a free agent and assured them that your 
team would be fine without him. In that 
post, you stated:

“ What I do know, at least what I think 
I have learned from my experiences 
in business, is that when there is a 
rush for everyone to do the same 
thing, it becomes more difficult to do. 
Not easier. Harder. It also means that 
as other teams follow their lead, it 
creates opportunities for those who 
have followed a different path.”

What companies do you think stand out 
for taking a different path and reaping the 
rewards?

CUBAN: I think Starbucks is a shining 
example. I think our Magnolia Pictures, 
which changed how films are distributed, 
is another.

SMM: Speaking of taking different paths, 
I was surprised when the Sacramento 
Kings became the first team in pro sports 
to accept Bitcoin. As the preeminent NBA 

Shark musings
When he was 12, Mark Cuban sold garbage bags to pay for an expensive 
pair of basketball shoes. An entrepreneur was born and the business 
world hasn't been the same. Cuban is the owner of the Dallas Mavericks 
of the National Basketball Association, Landmark Theatres and Magnolia 
Pictures, and the chairman of AXS TV. He is also one of four “shark” 
investors on the TV series “Shark Tank.” He recently answered some 
questions via an email exchange with Sales & Marketing Management.

Mark Cuban

owner for adopting new technology, I was 
thinking you would have been there first. 
Is that a case of “I love new technology, 
but I’m not dumb ”?

CUBAN: We considered it and are still 
considering it. When you are selling 
perishable inventory like tickets and you 
have a lot of it, there is no reason not to 
take it. When you have the longest sellout 
streak in pro sports, it’s a different 
perspective.    

Additional insights 
from Mark Cuban and 
past Closers Q&As 
can be found at 
SalesandMarketing 
.com/closers
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top performers

Nikon D3300 with wireless adapter
The D3300 packs a powerful punch, allowing your recipients 
to capture and share precious moments in a fun, beautiful 
and compact way. The 24.2 megapixel CMOS sensor and 
Full HD 1080p recording allow users to create stunning 
photos and videos in virtually any light or setting. Easy to 
use and ready for anything. Nikon’s optional wireless mobile 
adapter (sold separately), allows users to share those 
moments instantly with a smartphone or tablet. For more 
details on Nikon’s rewards opportunities, call 888-547-8684 
or visit nikonusa.com/rewards.

Give excitement with gift cards
Motivate your team with Best Buy® gift cards and 
e-gift cards. They get today’s hottest technology 
products, tablets to TVs, DVDs to MP3s, you get 
flexible delivery options and volume discounts. 
Best Buy gift cards are ideal incentives for any 
program. No Fees. No Expiration Dates. Just 
Happiness.™ For more details, call 877-370-1234, 
email CorporateGiftCards@BestBuy.com, or visit 
CorporateGiftCards.BestBuy.com

Memorable gifts
Omaha Steaks are the perfect gift for loyal customers and hard-
working employees. The corporate gift guide offers a variety of 
exclusive packages from famous steaks, seafood, poultry and 
desserts. You will find gourmet options for everyone on your list! 
For more details, contact Omaha Steaks B2B at 800-228-2480 or 
email B2B@OmahaSteaks.com, or visit OmahaSteaksB2B.com/
SMMHoliday.

Wonder Necklace
The Wonder Necklace by 

Antwerp Diamonds is an 
elegant and classic jewelry 

piece, and a perfect addition to 
any recognition, reward, loyalty 

and incentive program. The Wonder 
Necklace is made in multiple size 

center round, brilliant diamonds 
with a classic 14-karat gold bezel 
setting. Fashionable, timeless, classic. 

For more information, email robert@
herbertgoldberg.com, alex@herbertgoldberg.

com or visit antwerpdiamondsincentives.com.

A statement in picture and sound
It’s quite simply the most immersive, highest-resolution TV 
experience possible. Sony’s premium 4K Ultra HD TV boasts 
four times the clarity of HD, more brilliant expanded color and 
up to two times the brightness range of standard LED HDTVs. 
Breathtaking detail is depicted with pinpoint accuracy for the 
most natural images. The TRILUMINOS™ display produces 
the widest color spectrum Sony has ever offered in a TV. 
Best of all, you’ll enjoy Sony’s exclusive X-tended Dynamic 
Range local dimming technology for up to 2× the brightness 
range with deeper blacks than before. For more information, 
call Sony at 866-596-4823 or visit sony.com/motivation.

Spark joy and 
deepen connections
Let clients and employees know that they are 
valued. A gift of Godiva Belgian chocolates 
will make a big impact and is also easy on 
your budget. Gifting is about the recipient, 
and making a profound emotional connection 
for years to come. The new Platinum Gift Box 
features an assortment of classic Godiva 
favorites, plus select limited-edition pieces. 
A Corporate Gifting specialist is here to help 
you plan, select, personalize and assist. 
For more information, contact Mary Mikus at 
866-888-6095 or email Mary.Mikus@godiva.com.

top performers

Elegant bespoke gifts by Eclipse Awards
The beautifully handcrafted and timeless chocolate walnut Living 
Edge Award conveys your gratitude in a unique and memorable 
way. Celebrate the special people and occasions in your world 
with a bespoke gift made by Eclipse Awards. Safe and on-time 
delivery guaranteed. For more information, contact Eclipse Awards 
at 888-294-7121 or email info@eclipseawards.com, or 
visit eclipseawards.com.

Give them what they really want
With an Applebee’s® Gift Card, rewarding people has 
never been easier. Applebee’s gift cards are convenient, 
easy to order, available in plastic and digital formats, and 
can be used at nearly 1,900 U.S. and Canada locations. 
For more information, contact Applebee’s Gift Card 
Fulfillment at 866-812-8543 or visit https://storefront.
wgiftcard.com/applebees.
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The Picture Superiority Effect says 
concepts are much more likely to be 
remembered if they are presented as 
pictures rather than as words. In fact, 
research has discovered that visuals are 
recalled six times better than words 
alone. But what kind of visual support 
works best? Is there a superior picture 
approach that maximizes the Picture 
Superiority Effect?

In a recent set of experiments, Stanford 
University Graduate School of Business 
Professor Zakary Tormala tested the 
potential effects of whiteboard visuals 
against more traditional PowerPoint 
approaches. The aim of the research was 
to determine whether “whiteboarding” 
can enhance presentation effectiveness, as 
defined by metrics of engagement, 
enjoyment, credibility and — most 
critically — recall and persuasive impact.

Tormala found a statistically significant 
difference in favor of the whiteboard 
approach, which outperformed the 
PowerPoint presentations on a wide range 
of measures assessing message impact.

Study 1

In an initial study, 351 individuals (with 
an average age of 34) took part in an 
online experiment. Participants were 
instructed to imagine that they worked at 
a company where they were in charge of 
the sales staff and considering ways to 
improve presentation skills. Participants 
were informed that they would be 
viewing a presentation on this topic, 
which would begin on the next screen.

Participants then viewed a short, two-
minute video presentation about the 
“attention hammock,” a phenomenon 
where, while listening to a spoken 
message, an audience’s attention starts 
high, declines in the middle and then 
peaks again at the end. The content of 
this presentation was identical for all 
participants. 

However, unknown to them, 
participants were randomly assigned to 
one of three different conditions that 
varied the visuals accompanying the 
spoken message. In the “whiteboard 
condition,” participants viewed an 
automated presentation in which 

marketing
Say it with 
stick figures
Why whiteboard-style imagery is more powerful than PowerPoint

BY TIM RIESTERER, CHIEF STRATEGY AND MARKETING OFFICER, CORPORATE VISIONS, INC. 

Which Visual Works Best?

 1 2 3

graphics appeared to be hand-drawn on a 
whiteboard. In the “PowerPoint 
condition,” participants viewed a more 
traditional PowerPoint presentation 
containing stock photography and bullet 
points. Finally, a third group of 
participants was assigned to a “Zen 
condition,” which contained one key 
phrase and an engaging metaphorical 
image. The latter two conditions were 
designed to capture the default ways 
speakers tend to use PowerPoint in their 
live presentations. 

Despite the fact that all participants 
received the exact same information — 
that is, identical message content, the 
study revealed that the whiteboard 
presentation outperformed the 
PowerPoint and Zen presentations on a 
wide range of measures assessing 
message impact. More specifically, in 
each of the following areas, there was a 
statistically significant difference in favor 
of the whiteboard presentation:

continued on page 18
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offsites & incentive travel

Windy city blows by 
Orlando for meetings

Top 10 meeting 
destinations
 1 Chicago

 2 Orlando

 3 Las Vegas

 4 Atlanta

 5 San Diego

 6 New York

 7 Dallas

 8 Washington, D.C. 

 9 New Orleans

 10 Nashville

A link to Cvent’s list of the 
top 50 business meeting 
destinations can be found in 
our Additional Web Resources 
box at SalesandMarketing.com.

How cities 
were ranked
Cvent evaluated more than 5,000 
U.S. cities featured on the Cvent 
Supplier Network to compile the third 
annual list. Activity was tracked from 
July 2013 to June 2014, and the 
ranking was then determined by a set 
of qualifying criteria consisting of:

• Unique request for proposals 
received 

• Total room nights

• Awarded request for proposals

• Awarded room nights

• Percentage of qualified 
meeting venues

• Number of profile views

Chicago has passed Orlando as the top spot among U.S. destinations for com panies 
and associations that plan meetings and events, according to Cvent, a technology 
company that connects event planners with tens of thousands of venues. Analysis of 
its booking data from July 2013 to June 2014 revealed that Chicago, previously the 
second-most popular destination, overtook Orlando, which is now second and is 
followed by Las Vegas.

“It’s pretty significant,’’ says Eric Eden, Cvent’s vice president of marketing, noting 
that it’s usually difficult for other U.S. cities to top Orlando and Las Vegas, which have 
large convention centers and hotels that on their own have millions of square feet of 
meeting space.

Chicago has seen extensive investment in its hotels, including major renovations 
of the Hyatt Regency Chicago and The Langham, Eden says. The fact that Chicago 
and other Midwestern cities are more centrally located also is appealing because they 
may be more convenient and affordable for attendees traveling from various cities.

“Chicago in particular is very attractive to association meetings as they’re trying 
to draw their membership from around the country,” Eden told USA Today. “It’s not 
just the hotel rates that might be more competitive than some other locations. But 
because it’s centrally located, the airfare and total cost for people to attend are lower 
versus if people have to fly from one coast to the other.”

This cost consciousness shows that while meetings and events activity has bounced 
back after dropping significantly during the recession, businesses are still spending 
cautiously, sometimes holding meetings in hotels near airports or in the suburbs to 
curb expenses.

“Meetings are how business gets done, so organizations need to continue to have 
them,” Eden says. “But there is a lot of focus on being financially responsible.”

Chicago was not the only centrally located city to grow more popular in the past 
year. Dallas moved up one spot to No. 7, and Nashville jumped four sports to No. 10.

“A lot of destinations that aren’t as large are investing in interesting ways and 
doing a lot of marketing to attract business,’” Eden says. “Nashville is a good 
example — it’s attractive to a lot of planners because you have new properties, there’s 
a brand new convention center experience, and it isn’t as expensive as other, larger 
destinations.”  

According to one 
company that 
tracks corporate 
offsites, Chicago 
overtook Orlando 
in 2014 as the 
No. 1 destination 
for meetings.

R

SAY BON VOYAGE TO ORDINARY,  
AND WELCOME ABOARD TO EXTRAORDINARY.
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you with everything from complimentary fine dining and state-of-the-art conference rooms to spectacular 
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Editorial calendar2015
Sales & Marketing Management has been the leading source of information 
for sales and marketing professionals since 1918. And for good reason! 
Review our audience, its buying power and the content we’re planning for 
2015. Then contact us for exceptional integrated ad packages.

ISSUE COVER FEATURE ALSO IN THIS ISSUE

INCENTIVE 
PRODUCT 
REVIEW

BONUS 
DISTRIBUTION

JANUARY/ 
FEBRUARY

Ad Close:  12-1-14 
Materials:  12-4-14

NOTE: Early deadline 
dates due to bonus 
distribution at the 
PPAI Brand Show

Building a B2B brand:

•	Can you build brand loyalty 
in B2B?

•	How your employees power 
your brand

•	Metrics for measuring B2B 
brand power

•	Revitalizing flagging brands

•	Tech tools for sales enablement

•	Incentive travel and risk 
management in an uncertain 
geopolitical world

•	Incentive Manufacturers & 
Representatives Association 
(IMRA) Directory

Gift cards Promotional Products 
Association 
International (PPAI) 
Brand Expo

Jan. 11–15 
Las Vegas

Training 2015 
Conference & Expo

Feb. 9 – 11, Atlanta

MARCH/APRIL

Ad Close:  2-18-15 
Materials:  2-20-15

The Buyer’s Journey

•	What’s behind your prospects’ 
decisions

•	Closing the sale in an age of 
informed buyers

•	New rules for B2B evangelizing

•	B2B social selling

•	Can your tradeshow marketing 
budget be better spent 
elsewhere?

•	Incentive travel hidden gems

Lifestyle/
Travel/
Experiential

MAY/JUNE

Ad Close:  4-10-15 
Materials:  4-14-15

Marketing challenges in a 
hyper-connected world

•	Conquering the customer 
self-education dilemma

•	Better use of customer data

•	Targeting high-revenue 
accounts

•	Hosting buyer events that 
produce sales

Luxury and 
designer 
brands

Society for 
Human Resource 
Management (SHRM) 
Annual Conference

June 28 – July 1 
Las Vegas

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

REGULAR READS

These sections appear in every issue of 
Sales & Marketing Management:

Next – Quick reads on sales and 
marketing trends, talkers and what lies 
ahead

Technology – Stay current on the 
high-tech tools and tactics that leading 
companies are using to build brand and 
increase sales

Closers – Insightful Q&A interviews 
with some of the most notable figures 
in business

COLUMNISTS

Every issue of Sales & Marketing Management 
in 2015 will feature cutting-edge commentary 
from two leading thinkers in the sales and 
marketing world.

Tim Riesterer on Sales: The Chief Strategy 
and Marketing Officer at Corporate Visions, 
Tim Riesterer shares insights on combining the 
right story with the right conversations.

Matt Heinz on Marketing: The founder of 
Heinz Marketing, a Seattle-based marketing 
agency, Matt sounds off on a broad range of 
marketing topics.

Meetings and Incentive Travel – 
Effectively using offsite company events 
and motivating performance through lifetime 
experiences. New for 2015: SMM joins 
SITE (Society for Incentive Travel Excellence) 
as official media partner for reaching senior 
corporate end user decision makers.

Sales Training – How leading-edge 
B2B companies are tackling this essential 
component of doing business

Incentive Product Review – A closer 
look at the most popular categories of 
non‑cash incentives
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ISSUE COVER FEATURE ALSO IN THIS ISSUE

INCENTIVE 
PRODUCT 
REVIEW

BONUS 
DISTRIBUTION

JULY/AUGUST

Ad Close:  6-3-15 
Materials:  6-5-15

The Tech Effect

•	An in-depth look at emerging 
trends in technology’s role in 
sales and marketing. What’s in 
and what’s on the way out?

•	Optimizing marketing 
automation

•	Video’s next frontier

•	Data-driven sales management

•	Beyond WiFi and live polling – 
tech’s next steps for offsites

•	Content Marketing World 
2015 preview

•	New roles of incentive travel 
planners

•	Tomorrow’s gift cards today

•	Incentive Gift Card Council 
(IGCC) Directory

Consumer 
electronics

SEPTEMBER/ 
OCTOBER

Ad Close:  8-10-15 
Materials:  8-12-15

Incentive Travel

•	Why sending your top 
performers packing is a 
good idea

•	Research from SMM, SITE 
Foundation, Incentive Research 
Foundation and more

•	Room gifts and other 
remembrances

•	Personalizing your content 
marketing

•	Training that’s on target and 
on demand

Sales forecasting is not an 
oxymoron

Holiday 
business gifts

Corporate Visions 
Sales and Marketing 
Alignment Conference

September

IMEX America

Oct. 13 –15 
Las Vegas

NOVEMBER/ 
DECEMBER

Ad Close:  10-12-15 
Materials:  10-14-15

Creating a Culture 
of Recognition

•	The right mix of salary 
and non-cash incentives

•	Rethinking the 
performance review

•	The sales enablement software 
you should be using

•	Social marketing first aid kit: 
patch up your blogging, video 
and other social content

Delectable 
edibles, 
gift cards 
and other 
last-minute 
holiday gifts

cover story cover story
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The sales compensation plan is one of the most 
significant drivers of performance in the sales 
organization and represents one of the single 

largest expenses a company incurs. Mark 
Donnolo, managing partner of SalesGlobe, a sales 
effectiveness consulting firm states, “the sales 
compensation plan is a thin but vital long-distance 
line that keeps the daily connection between 
corporate growth and the rep on the street. It 
trumps leadership messages, sales strategies, sales 
management and sales training. If there is a hard 
wire between the customer’s office and the corner 
office, sales compensation is it.”

But if a compensation plan’s message isn’t clear 
or to their liking, sales reps will interpret it in 
their own financial interest. “As a corporate 
leader, you’ll get what you measure and what you 
pay for — and it may not always be what you 
expect,” Donnolo says.

In SalesGlobe’s work with clients over the 
years, Donnolo says it became evident that many 
companies wrestle with a gap between how to 
design an incentive compensation plan that also 
represents where the business wants to go, and 
how to get the organization to work together 
toward that goal. His work to resolve this problem 
resulted in a book: “What Your CEO Needs to 
Know About Sales Compensation” (AMACOM, 
2013).

Framing the discussion

Whenever you begin a sales compensation 
discussion, one of the risks is people jump to 

talking about commission rates, Donollo says. 
“The first thing that comes out when you start 
to talk about a sales compensation plan is the 
calculator. People start talking about changing 
the commission rate or the point values. That’s 
exactly in the middle of the process on the 
mechanics. It helps to start at the very beginning 
and establish the goals and the roles and keep it 
all in order. You eliminate a lot of the cycling 
back and forth if the team knows there is a 
process to follow.”

Everyone has an opinion about sales 
compensation and everyone is an expert, yet few 
agree on the best approach to drive performance 
toward the company’s objectives. Sales, sales 
operations, human resources and finance 
regularly engage in battles over questions like:

• Does the plan represent our business 
objectives?

• Are our highest paid salespeople actually 
our top performers?

• Is the plan too expensive?

• Can we better motivate our organization 
to pursue the sales strategy?

• How can we promote more of a 
performance-oriented sales culture?

• Can we make the plan simpler to understand?

• Can we make the plan easier to administer?

• How can we set quotas that better represent 
the sales potential in our markets?

Bull’s Eye!
Getting

 Sales
 Compensation
 Right

Sales & Marketing Management is the best looking 

publication in the market, with a unique blend of 

editorial content that engages sales and marketing 

management, while providing rich editorial on the 

proven benefits of non-cash incentives. It reaches the 

decision makers with my message.”

Mike Landry, Director, Special Markets, TUMI
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Our audience2015
Sales & Marketing 
Management
readers on average hold 
3.6 off-site meetings a year 
involving travel, with average 
stays of 2.4 nights and 
average attendance of 61

*�Source: SMM Reader Surveys 2012/2013 and 
publisher’s own data, September/October 2013 issue.

READER FAST FACTS

85%	 Plan/manage sales incentive/recognition 
programs

85%	 Use merchandise or gift cards for sales 
incentive/recognition programs

83%	 Decide/recommend sales meetings 
destinations & facilities

BUYING POWER

72%	 Decide/recommend promotional products

56%	 Purchase/approve sales training

62%	 Purchase/approve sales incentives

73%	 Decide/recommend business gifts

READERSHIP

68%	 Read most or all of every issue

Primary Business/Industry 
of Subscribers

Wholesale,
Distribution or Retail  19%

Other  9%

Advertising, Promotion,
Incentive Agency

10%

Service
Organization

28%

Manufacturing
34%

Job Title

Sales and
Marketing
Management
72%

Corporate
Management

22%

Other  6%

38% of our readers’
companies generate more

	 than $100 million
	 in revenue

Under $10 Million
18%

Not
Specified

11%

More than
$500 Million  23%

$10 Million
to $499 Million
48%

Annual Sales Volume
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And now,
for a little name dropping2015

Automotives/ 
Chemical/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
Dr Pepper Bottling
Gap
General Mills
Hershey
Home Depot
Hormel Foods
Kellogg
Kraft Foods
Kroger
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
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 & 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

	 reaches the FORTUNE 1000

Source: � SMM September 2014 subscriber 
database
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Advertising opportunities2015

SALESANDMARKETING.COM
Increase awareness of your brand, generate 
leads, acquire new clients, and retain loyal 
customers on SALESANDMARKETING.COM, 
the No. 1 portal into the online resources 
of the Sales and Marketing industry.

#1 on All 
Major Search 

Engines!

SMM MONITOR  Every week, this popular 
e-newsletter provides relevant news and 
business intelligence to 46,000+ sales 
and marketing executives. The quick-read 
format, combined with the newsletter’s 
reputation for disseminating top-notch 
content, make SMM Monitor a savvy choice 
for sales training and incentive industry 
suppliers to reach a core audience ready to 
act on sales growth initiatives.

Besides being an excellent source of information for senior sales 

executives and marketing professionals, SMM ’s issues include editorial 

features that align with Sony’s key media objectives. Add informative 

product reviews of electronics, luxury brand items as well as holiday 

business gifts — and you have a mutually beneficial partnership.”

	 Shelly Colla, National Sales Manager, Premium Incentive Group, Sony Electronics, Inc.
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Advertising opportunities2015

SMM CO-BRANDED HTMLs 
Reach and educate decision-makers on 
the appeal of your product or service. 
Each co-branded HTML blast delivers 
your graphically enhanced custom-
crafted message and web links to 5,000 
targeted professionals.

SMMCONNECT.COM  is all about business networking within a 
vast and expanding audience. Expert Webinars and free online tools 
directly and dynamically put your company in very good company!

SMMCONNECT.COM SPONSORED WEBINARS 
Generate hundreds of qualified leads with a sponsored Webinar 
on Sales and Marketing Management’s social networking site, 
SMMConnect.com. All Webcasts are archived for on-demand, no 
expiration date viewing for ongoing sponsor exposure, and sponsors 
receive the complete registrant list as leads post Webcast, as well 
as a link to the live recording.

•	 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, and those 
who downloaded your Webinar recording

•	 You’ll get a complete 4-6 week campaign to promote your 
Webinar, including html blasts, plus banners on 
salesandmarketing.com and in the SMM Monitor eNewsletter

•	 And you’ll get an introduction — including a logo/product slide 
at the beginning of the Webinar

TURNKEY WEBINARS  Don’t have a topic or speaker? 
Consider a Turnkey Sponsorship of one of SMMConnect’s own 
regularly scheduled Webinars. You will receive all of the benefits of a 
typical sponsored Webcast, including 4-6 week promotion campaign 
and the complete list of registrants post Webcast.

WHITE PAPER CHANNEL  Generate more targeted leads with a 
White Paper in Sales & Marketing Management’s White Paper Channel. 
Simply provide a completed White Paper in PDF format and we will 
provide a full marketing campaign to promote downloads. 100 leads 
guaranteed; weekly reporting available. Add up to 4 custom questions 
to the download form at no additional charge.

WHITE PAPER

The 11  
Key Questions 
to Ask of a  
BI Solution 
Can Your Solution  

Answer Yes to All 11? 




 
 
 
 















 


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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

SalesAndMarketing.com 
Banner Ad Rates:

Top Leaderboard (728 x 90)

p
er

 m
on

th

1,495

Premium Square (300 x 250) 1,295

Anchor (728 x 90) 995

SMM Monitor E-Newsletter 
Banner Ad Rates (weekly):

Top Leaderboard (728 x 90)

p
er

 i
ss

u
e

495

Premium Square (300 x 250) 395

Anchor (728 x 90) 329

Advertise with the brand your 

customers and prospects know. 

BONUS AD SPACE

All half page and larger advertisers receive a bonus 
product writeup. With a 4-color image plus 30-40 words 
of copy, your bonus coverage (approximately ¼ to ¹⁄³ 
page in size) will be showcased in an editorial format in a 
special “Top Performers” section of the magazine. Use 
this popular and attractive bonus to promote your latest 
products or solutions, or consider offering a special 
discount for Sales & Marketing Management readers. 

SALESANDMARKETING.COM   JUL/AUG 2014  5554  JUL/AUG 2014   SALESANDMARKETING.COM

top performers top performers

Kohl’s Gift Cards
Share your love for amazing style, incredible savings and 
easy shopping — all wrapped up into one gift card! With a 
Kohl’s Gift Card, your recipients get more for every dollar 
while saving on great brands. Plus, gift cards are accepted 
in store and online, and they never expire! For more 
information, contact Jennifer Fraedrich at 262-703-6896 
(email Jennifer.fraedrich@kohls.com) or visit kohls.com/
corpgiftcard.

Beacon Hill by TUMI
Exquisite leathers, softly structured 
styles and TUMI’s legendary design 
come together in the classic Beacon Hill 
collection of business briefs and totes. 
Both timeless and modern, Beacon Hill 
cases are crafted from full-grain and 
naturally-textured, vegetable-tanned 
leather for a look that will last for years. 
Contact Mike Landry at 413-567-1567 
or visit TUMISPECIALMARKETS.COM.

Bespoke 
recognition awards
Celebrate leadership and excellence 
with bespoke recognition awards. 
Choose from elegant crystal or rich 
salvaged wood. Each timeless award is 
beautifully handcrafted and personalized 
to convey and amplify your message of 
appreciation. Guaranteed on-time and 
safe delivery. For more information, 
contact Eclipse Awards at 888-294-7121 
or email info@eclipseawards.com.

Reward their taste buds 
With an Applebee’s® Gift Card, rewarding people has never 
been easier. Applebee’s gift cards are always easy to order, 
convenient, flexible, available in either plastic or digital formats, 
and can be used at nearly 1,900 U.S. and Canadian locations. 
Call 866-812-8543 or email gift.cards@applebees.com, or visit 
https://storefront.wgiftcard.com/applebees.

Choice is a powerful motivator
Everyone likes choices. GCIncentives products prove 
that choice is a powerful motivator to drive results and 
support your organization’s goals. SuperCertificate® 
REWARDS appeal to everyone in a diverse workforce. 
Your recipient can redeem their SuperCertificate® 
REWARD for one gift card or a combination of gift 
cards of their choice from a list of more than 200 
nationwide retailers, including popular stores, airlines, 
hotels, theaters and restaurants. Give the reward of 
choice, call 866-896-4781 or visit gcincentives.com to 
learn more.

Rebel TFi
The new flagship of the spectacular Rebel Line, the EOS 
Rebel T5i, is here to renew photographers’ artistic side with 
amazing imaging features and full-featured functionality. 
Users will be impressed at how simple and intuitive it is to 
create breathtaking photos with ease. The incredible image 
quality and performance starts with an 18.0 Megapixel 
sensor and Canon’s superb DIGIC 5 Image Processor. 
Combined with an extensive ISO range of 100-12800 
(expandable to 25600 in H mode), the EOS Rebel T5i 
boasts crisp, detailed images, even in low-light situations. 
A continuous shooting speed of up to 5.0 fps allows for 
fast action capture. For more information, contact Canon 
Special Accounts at 866-50-CANON or 
visit canon.com/corporategifts.

“ Leadership is about being inclusive. It means 
surrounding yourself by people, ideally, who are 
smarter than you are and not being afraid of 
that — actually, soaking that up, making the most 
of that.”

 — Francis Collins, Director, National Institutes of Health

11.06.2014
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2015 Print Production Schedule

Issue Space reservation deadline Materials due

Jan/Feb December 1, 2014 Dec. 4, 2014

Mar/Apr February 18 February 20

May/June April 10 April 14

July/Aug June 3 June 5

Sept/Oct August 10 August 12

Nov/Dec October 12 October 14

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

AUDIENCE FAST FACTS:

Guaranteed Circulation............................. 25,000

Total Readers Per Issue 
(with Pass-along)........................................ 53,000+

Sales & Marketing Management............. 67%

Sales Volume Over $100 Million............ 36%

AD SIZES:

1/2 Vertical
3⅜ × 10 inches

1/2 Horizontal
7 × 4⅞ inches

1/2 Horizontal Spread
15 × 4⅞ inches

2-Page Spread
Provide 2-page spreads as single-page files

Full Page, no bleed 
Trim size 8 × 10¾ inches
Live area 7 × 10 inches

Full Page with bleed
Bleed size 8¼ × 11 inches
Live area 7 × 10 inches
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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 article and 
Product Submissions:

Editor
Paul Nolan
Paul@SalesAndMarketing.com
763.350.3411

Social Media Editor
Sonja Mishek
sonjamishek@gmail.com
715.222.7544

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

Accounting
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 
763.712.8555

Webinar and HTML Blasts Marketing
Jeremy Tews
Jeremy@SalesAndMarketing.com
815.977.5283

Give us a shout.

Follow Us!

2.18.15

FAXES:

Corporate. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                952.401.7899

Ad Sales. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 952.401.7899

Production. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               612.808.5024

Circulation/Subscriptions/Reprints. . . . . . .      801.998.1732


