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Circulation & editorial focus on
sales & marketing end-buyer decision makers

* #1 organically on all major search engines

 SMM Monitor weekly newsletter: 42,000+ Digital Subscribers

* 26,000+ SMMConnect members ¢ 25,000 print subscribers

¢ 20,000+ Linkedin members

* Lead-generating: Whitepaper Downloads (guaranteed) — Turnkey Webinars (average: 220)
* Media partner with: IMA + IMRA « IMEX « Site « Corporate Visions * Bl Worldwide
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Sales & Marketing Management is the premier
digital and print media source for reaching sales
and marketing decision-makers. Number one on

Our audience

Sales & Marketing
Management

all major search engines, salesandmarketing.
com is where these top sales and marketing
professionals find essential online resources and

readers on average hold
8 4_ off-site meetings
1 | ayear involving travel,
with average 2 4_
stays of £.: | nights
and average 1 55 _
attendance of
Buying Power

Fast facts about the responsibilities and authority of our audiences

information. Leverage our reach to tap into the
exceptional buying power of this key audience.

Use merchandise or gift cards for sales incentive/recognition programs

87%

Plan/manage sales incentive/recognition programs

Use recognition/service awards

e

Decide/recommend business gifts

T

Make sales meetings destinations/facilities decisions

T e

Make sales training decisions

I ;7

Purchase sales enablement tools/CRM

I

Purchase marketing software/services

I ;o

Make their company’s sales travel decisions
I

0% 20%

40% 60% 80% 100%

Sources: SMM Reader Surveys 2016 and publisher's own data, June/August 2016

SALESANDMARKETING.com 2017 2



SALES&MARKETING
MANAGEMENT

2017

Primary Business/Industry of Subscribers

Other 6%
Manufacturing,

Wholesale
or Retail
58%

Incentive Company 4%

Service
Organization 32%

Annual Sales Volume

Over $1 Billion
10%

Not Specified
16%

$50 Million to
$999 Million
4%

$10 Million
to $49 Million
11%

$50 Million
to $499 Million
59%

Job Title

Other 15%

Corporate
Management

12% Sales and

Marketing
Management
73%

Our audience

meetings)

Anybody out there?

Virtual meetings are a breeding ground for multitasking and inattention

Technol rtual meetings with John Halamk
even globally ital hours a
from his Sherborn, M: d
both travel time and cost. is ., walk his
ly,  hold attendees’  dogs or tend to his llamas —restocking the hay feeders, filling
attention. water buckets and shoveling manure.
i Times for
they plan their call with Lond:
. orisitso ing (In her defense, the
information that sn't even onthe of the night)
necessary? S i
“If people are muleiasking on your calls, first ask yourselfif  to. g way but
they are right —is Facebook or i a
more interesting and relevant than your meeting? It is then their service is not strong enough
lame peopl has we Ifama
would like to7 says Kevan Hall, author of “Speed Lead: Faster, 2 virtual meeting, something should be said, advises Hall. “Once

‘Simpler Ways to Manage People, Projects and Teams in
Complex Companies.”

Llamas gotta’ eat

you have done what you can to make your calls engaging, then it
i time to call out others who are multitasking. It may be that
they don't need to be at your meeting but f they do, then they

d

‘The problem was highlighted in a recent New York Times article  our full attenti
in which a half- i

dons if it is not important, then we shouldn'tbe

tackling everything from cleaning house to doing yoga during

A half-dozen

or more virtual
workers confessed
to tackling
everything from
cleaning house to
doing yoga during
conference calls.

20 JANFEB2016  SALESMOMARKETINGon

SMMmcoverstory)

How do I keep remote
employees engaged?

Corporate cube farms continue to give
way to remote workers who may work
three miles away from their manager
or thrce time zones away: The
capabilit to work remotely for
company allows managers to hold on
to some top performers who may
otherwise leave a company for
weographical easons.

‘The upside is continuity and the
abilty t hold on to high-flyers’
industry and company knowledge.
The downside s the challenge of
Keeping remote workers engaged,
and fecling and working like a team.

“Working from home, whilst
convenient and desirable, is also 2
system that reles heavily on an
employee's motivation;” says Dave
Nevogt founder of Hubstaf, an app
that allows employers to track their
employees'time and productivey

’ ot

‘The company p a

»  miles,
Sometimes continents”

P
reward certificates electronically. It validates the

ping
motivated and feeling connected to the team are
i

haves Am I focused on the right
things? It creates human moments in what

from blog post otherwise
i says Fostering
Konrad empl
rds v ‘people in your
P a office, have goals and aspirati
i Include them in their goals for
y growth
of where frustration, sates the
they work. Lig leadership.
ly an ? u
the team,” Wi cam members —

Recognize regularly - “The biggest isks for
remote workers are feelings of isolation, being
undervalued and out of touch. Recognition
overcomes all three;” says Jonathan McClellan,
Hallmark

and we create loyal, committed team mernbers by
investing” adds bus
(SusanDrumm.com).

Provide feedback and ask for it in return -

nsultant Susan Drum

Business Connections, the B2B subsidiary of

30 MAYUUNE 2016 SALESMOMARKETING <o

Your team wa
what could be better. Be candid in conversations,
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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

* Incentive Product Review — A closer look
at the most popular categories of non-cash
incentives

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

* Meetings and Incentive Travel — Driving
performance with incentive travel experiences
and effective use of offsites. Our coverage

includes the latest research from the Incentive

Federation, the SITE Foundation and other

incentive travel associations and organizations.

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

COVER FEATURE

JANUARY/
FEBRUARY

Ad Close: 12-2-16
Materials: 12-7-16
Mail Date: 1-10-17

2017

Beyond Engagement

Whether talking about customers or
employees, it's time to get past the
buzzword and build real business value

Training
Sales Management
Incentives & Recognition
Marketing ¢ Technology
Meetings

FRESH VOICES & UNIQUE INSIGHTS

Each issue features insightful columns from
some of the most experienced and
innovative thinkers in B2B sales and
marketing.

* Tim Riesterer on The Sales
Conversation — The chief strategy and
marketing officer at Corporate Visions
shares insights on telling the right stories
in a compelling manner.

Editorial calendar

kmarketmg opinion)

Hot lessons from
hotel lobbies

Consider the concierge approach to personalized sales and marketing

cccccccccc

A helpful concierge offers a number
of useful lessons about earning the
buyer's trust and speeding them on
their way to a buying decision

* Marketing Voices — This column rotates among top B2B
marketing professionals who answer the questions that are top
of mind for today's marketing executives — or should be.

MEETINGS &
INCENTIVE TRAVEL

INCENTIVE
PRODUCT
REVIEW

BONUS
DISTRIBUTION

* Creative networking
ideas for offsites

Gift cards Training 2017
Conference & Expo
Jan. 30-Feb. 1, 2017

San Diego

ALSO IN THIS ISSUE: Incentive Manufacturers & Representatives

Alliance (IMRA) Directory

MARCH/APRIL

Ad Close: 2-6-17
Materials: 2-8-17
Mail Date: 3-14-17

Who Controls the Sales Journey?

+ Don't resent self-educated buyers,
embrace them

* Customer insights are hiding in
plain sight

* Buyer's journey myths debunked

* Flying solo: why and
when individual
incentive travel makes
sense

MAY/JUNE

Ad Close: 4-10-17
Materials: 4-13-17
Mail Date: 5-16-17

Kicking Out the Competition

True stories of taking business away
from competitors

* The allure of
second-tier cities
for meetings

Lifestyle/ The Association for

travel/ Talent Development

experiential (ATD) International
Conference & Expo
May 21-24

Luxury and Society for

designer Human Resource

brands Management (SHRM)
Conference & Expo
June 18-21

SALESANDMARKETING.com 2017 4
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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.

JULY/AUGUST

Ad Close: 6-1-17
Materials: 6-6-17
Mail Date: 7-11-17

Mike Landry, Director, Special Markets, TUMI

C

Editorial calendar

NEXT

What you'll be talking about.

D 5Y PAUL NOLAN

Better than bashing

Jamos Purvs,

COVER FEATURE

The Technology Issue
Getting Social

* Facebook is the 800-pound gorilla,
but where else do B2B brands
need to be?

* |s SEO dead?

* Are you live streaming yet? Why not?

MEETINGS &
INCENTIVE TRAVEL

* Tech tools for
better tradeshows,
conferences and
meetings

INCENTIVE
PRODUCT
REVIEW

BONUS
DISTRIBUTION

Cameras
and consumer
electronics

ALSO IN THIS ISSUE: Incentive Gift Card Council

(IGCC) Directory

SEPTEMBER/
OCTOBER

Ad Close: 8-7-17
Materials: 8-10-17
Mail Date: 9-12-17

Incentive Travel Update
* Training or recognition trip?
Why not both?
* IMEX America preview
* Incentive Federation and SITE research

* Onsite gifting becomes part of the event

* Moving the middle —
how to get mediocre
performers to reach
quota regularly

Holiday Corporate Visions

Business Gifts | Conference
September 2017
IMEX America

Oct. 10-12, 2017

NOVEMBER/
DECEMBER

Ad Close: 10-9-17
Materials: 10-12-17
Mail Date: 11-14-17

When Money Stops Motivating

* How and why non-cash
rewards can outperform cash

* Incentive Research Foundation research

* Measuring the ROI of your workplace
recognition

* New twists for
corporate holiday
events

Gourmet food,
gift cards and
other last-

minute holiday
business gifts

SALESANDMARKETING.com 2017 5
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SMM
Circulation reaches

Automotives/ JPMorgan Chase Bank Mattel Inc
Chemical/Energy the FORTUNE 1000 Liberty Mutual Insurance Mohawk Industries Inc
Chevron Texaco Mastercard Monsanto

Chrysler Metlife Newell Rubbermaid

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

Xcel Energy

Communication/
Transportation

AT&T

Boeing

CBS

Comcast

Delta Airlines
DirecTV

Fed Ex

Google

Motorola
Qualcomm

Qwest Communications
Southwest Airlines
Sprint Nextel

TDS Telecom
Time Warner

UPS

US Airways
Verizon

Consumer/Food Products

Avon Products
Best Buy
Campbell Soup
Coca-Cola
Colgate Palmolive
ConAgra Foods
Costco

Dean Foods
Dick’s Sporting Goods
Dr Pepper

Gap

General Mills
Hershey

Home Depot
Hormel Foods

Kellogg's
Kraft Foods
Kroger
Lowes
Macy's
McDonald'’s
Nash-Finch
Office Depot
Pepsi Cola
Petsmart
Publix Super Markets
Safeway
Sara Lee
Sears
Staples
Supervalu
Target

TIX Companies
Tyson Foods
Walgreens
Walmart

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

Fidelity

Freddie Mac

Hartford Financial

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

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

Wellpoint

Source: Publisher's Own Data,
July/August 2016 issue.
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SALES AND MARKETING.COM

Increase awareness of your brand, generate leads,
acquire new clients, and retain loyal customers on
SALESANDMARKETING.COM, number one on all major
search engines — prime online real estate for reaching

your best prospects.

#1 on All Major

ggarch Engines!

Advertising opportunities
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A highly
engaged, targeted

audience

MONITOR

Every week, this popular eNewsletter provides relevant news
and business intelligence to 42,000+ 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.

SALESANDMARKETING.com 2017 7
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Digital lead generation
and branding opportunities

Fill your pipeline with targeted leads. We make it easy.

SMMConnect's Lead-Generating Webinars are the easiest, most
effective path to hundreds of high-quality leads, offering hundreds
of exposure for your brand in front of a targeted audience of sales

and marketing decision-makers.

Our webinars deliver marketing ROI that can’t be beat.

+ Choose our turnkey option, and there’s /iterally no burden
on you. We promote, organize, manage, and facilitate a
professional, expert-led Webinar, while you sit back and

collect all the leads.

* Want to bring in your own experts to demonstrate even
greater authority and marketplace visibility? No problem!
Our sponsored option gives you all the benefits of a turnkey
Webinar, with the added brand value that comes from
showcasing your speakers, expertise, and point of view.

TURNKEY LEAD-GENERATING WEBINARS
We do all the work, you get all the leads.

Generate hundreds of qualified leads with a turnkey Webinar

on Sales & Marketing Management’s social learning site,
SMMConnect.com. All Webinars are archived indefinitely for on-
demand viewing giving you ongoing brand exposure. After the
Webinar, you'll receive the complete registrant list—all of them
high-quality leads for you—as well as a link to the live recording

for further on-demand promotion.

htup performers)

Power to your people

Join Sales & Marketing Management magazine’s online community

} FREE MEMBERSHIP
Complimentary live and

archived webinars

Download free
White Papers!

www.SMMConnect.com

Regularly scheduled Webinars are available for
turnkey sponsorship, allowing you to sponsor an
existing Webinar that is well aligned with your tools
and solutions.

A fully automated, 6-8 week marketing campaign
will drive registrants to the Webinar.

Your branding will appear as the sponsor.

You'll receive the complete list of registrants within
24 hours of the Webinar.

Hundreds of additional leads: Provide an asset such
as a white paper or infographic, and we will promote
it in conjunction with your Webinar and post Webinar
for even more unique leads.

Every time someone views the archived Webinar,
you'll receive their contact information ad infinitum.

SALESANDMARKETING.com 2017 8
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SPONSORED
LEAD-GENERATING WEBINARS

Amplify your visibility and brand value, and
watch the leads pour in, month after month.

* Reap all the benefits of a turnkey Webinar, AND
showcase your expertise.

* You provide the content and speaker, demonstrating
your unique point of view/expertise.

* We provide a professional, experienced moderator for
the day-of presentation, and we have multiple Webinar
platforms to choose from to best accommodate your
presenter and content.

» A fully automated, 6-8 week marketing campaign
will drive registrants to your 60-minute Webinar.

* You'll receive the complete list of registrants post-
Webinar.

* You can also provide a white paper or research asset
for even more leads.

* You'll receive a link to the live recording for use in
your own marketing efforts.

« Evergreen leads: Your Webinar will never expire!
That means you will continue to receive weekly leads
from the on-demand recording for as long as there is
market interest in your topic.

Hundreds of
high-quality leads are
waiting for you. Contact your rep

today for open Webinar dates
and turnkey availability.

The leading source of leads
in the incentive marketplace

smm b SMMs turnkey webinar
ECTTTTT————
i ool 3004 0 Yo program is just that—

Peopia To SHall

very turnkey. SMM supplies
the presenter and topic,
and they also provide a

full marketing campaign

to atfract hundreds of
registrants. The SMM team
is always on the lookout
for innovative ways to
highlight Fuji incentives.

Joe Hatenscher, VP of Sales,
Special Markets,
Fujifilm North America

is where sales
and marketing leaders and professionals go

to network, learn, and find the resources they
need to survive in an ever-changing, highly
competitive business landscape. Showcase
your expertise, generate quality leads, and build
valuable brand exposure with this influential audience.

| was really excited about the business | was able to generate from the webinar we held on

SMMConnect.com. | now have two new active clients and two speaking engagements, and the

potential for multiple future engagements. And actually, both new clients resulted from them

viewing the recording of the webinar,

so the ROl goes well beyond the live event”

Steve Bistriz, Co-Author, Selling to the C-Suite, www.sellxl.com

SALESANDMARKETING.com 2017 9
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Your message
to 5,000 targeted

professionals

celebrate
motivate

SMM CO-BRANDED HTMLs

Get valuable brand exposure with the decision-makers
looking for your products and services, delivered from a
source they know and trust. Each co-branded HTML
email delivers your graphically enhanced, custom-crafted
message and web links to 5,000 targeted professionals.

Average open: 7.89%
Average click-through rate: 0.85% Bt Pt Bt B e o o S s e b i B

Full
marketing campaign
and customizable

download form

Sales managers are usually
trying to do one thin
increase sale:

Even with well-crafted incentive

and compensation systerns in

Lt ibadiing QVIDIAN SALES i@ SERIES

WHITE PAPER CHANNEL Generate more targeted leads
with a White Paper in SMM'’s White Paper Channel. Simply

R EVO L UTI O N IZ E provide a completed White Paper, eBook, or other valuable

content marketing piece in PDF format, and we will provide a
S E LLI N G full marketing campaign to promote downloads. 100 leads or
3 months marketplace exposure, whichever comes first; weekly
R reporting available. Add up to four custom questions to the

: download form at no additional charge.

could be wror
bu

probeably are.

Limited White Papers from marketing partner Bl Worldwide
are occasionally available throughout the year. Ask your
representative for details.

BIWORLDWIDE.com

QQvidian’

SALESANDMARKETING.com 2017 10
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Go beyond
“interruption
marketing”

NATIVE CONTENT SPREAD

Supercharge your content marketing program with a native
advertising package. The 2-page spread will look and feel like
SMM'’s editorial pages, with a call-out at the top of each page to
indicate your area of expertise (ex: “Technology Partners”). Provide
a glimpse at your latest research, or a quick list of top leadership
strategies, along with your logo and images/graphics, and SMM will
format your content. We only have limited space for native content,
so be sure to reserve this option quickly.

Harrah's uulmrs in new
era in .ﬂ.ﬂantic City

Now conference center
keeps groups in AC

[ReRE—

Tt p-ciaw prwrard
o e, ¢ Aewes
o o o o
Wit Ak Dty
b e o

Includes 1-month (30 days) native content Web page.
Take your message from the printed page to digital lead
generation that you can measure with a dedicated Web page.
Include everything from white paper downloads to videos and
links to additional articles.

Professional editorial and copywriting services available.
Contact your account rep for full details.

Ask about our social media
content marketing services!

inl £ 13

Native & sponsored content

SMM'’s Native and Sponsored Content packages allow you to establish your company

as a thought leader and trusted advisor at the forefront of today’s trends and issues.

With progressive, interactive content spanning print and online media, you'll be right where
the decision-makers are when they're focused on the issues you address.

POWERFUL B2B MARKETING,
ROI YOU CAN MEASURE

* Your brand, carefully aligned with relevant content
to create a powerful association in the minds of
decision-makers

* Interactive content your prospects will read, watch,
share, engage with, and respond to

* High-visibility, high-traffic media and microsites that
will broaden your reach and amplify your voice

* Valuable, experiential content that seamlessly connects
from print to online and drives your prospects to action

* Integrated with SMM, your prospects’ source for the
latest trends, tips, and best practices they need to do
their jobs

ADVERTORIAL SPREAD

Showcase your company with a 2-page spread Advertorial.
SMM provides a Q&A template for your company profile
information (left-hand page of spread). Provide a full-page
4C display ad for the adjacent right-hand page. Includes a
1x HTML email to 5,000 subscribers as a value add.

Gom

Bulova. A History of Modern

A HISTORY OF MODERN

BULOVA

L o .

DL
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Ad rates & sizes

Get the optimum bang for your marketing buck.

Frequency plus integration (digital/print/lead generation) are key to any successful campaign.

Contact your SMM rep today for a one-on-one consultation on a cost-effective, ROI-focused, integrated
custom ad program. (Think: Savings.)

PRINT AD RATES 1X 3X 6X DIGITAL AD RATES
Spread Net$ 13,995 13,695 13,265 SalesAndMarketing.com
Banner Ad Rates:
Full Page NetS 8,995 8,695 8,265
Top Leaderboard (728 x 90) o 1,495
Half Page NetS$ 6,075 5,765 5,460 =
Premium Square (300 x 250) g 1,495
o)
Anchor (728 x 90) & 995
BONUS AD SPACE SMM Monitor eNewsletter
All half page and larger advertisers receive a bonus product Banner Ad Rates (weekly):
writeup. With a 4-color image plus 30-40 words of copy, your
bonus coverage (approximately ¥ to V3 page in size) will be Top Leaderboard (728 x 90) 495
showcased in an editorial format in a special “Top Performers” 5
section of the magazine. Use this valuable opportunity to Premium Square (300 x 250) UZ)) 395
promote your latest products or solutions, or consider offering a g
special discount for Sales & Marketing Management readers. Anchor (728 x 90) 335

hmp DETfDrmBrS) An assortment of new incentive ideas

and marketing tools from our advertisers

It's the stuff that matters

Generate leads and
build brand exposure
with your top customers
and prospects.

WALESEMARKETING
AANAGEMENT

The tough
questions
- : M businegs
leaders
“' are askin

L

g.

—
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AD SIZES:

2-Page Spread

Provide 2-page spreads as single-page files

Full Page, no bleed
Trim size 8 x 1034 inches

Live area 7 x 10 inches Live area

Full Page with bleed
Bleed size 84 x 11 inches
7 x 10 inches

1/2 Vertical 1/2 Horizontal
3% x 10 inches 7 x 47s inches

2017 Print Production Schedule

Issue Space reservation deadline
Jan/Feb December 2, 2016

Mar/Apr February 6

May/June April 10

July/Aug June 1

Sept/Oct August 7

Nov/Dec October 9

1/2 Horizontal Spread
15 x 47 inches

Materials due

Dec. 7, 2016
February 8
April 13
June 6
August 10

October 12

Ad rates & sizes

AUDIENCE FAST FACTS:
Guaranteed Circulation .........cccoveveveeerenene. 25,000
Total Readers Per Issue
(with Passalong)........ccueeeeereereeneeneiereeneenes 56,000+
Sales & Marketing Management .............. 73%
Mail date
Send all print ad materials
January 10 and direct all print and
electronic ad questions to:
March 14
Tony Kolars, Production Manager
May 16 971 Eleanor Avenue
St. Paul, MN 55102
July 11 a
Phone: 612.414.4407
September 12 Fax: 612.808.5024

November 14 Tony@SalesAndMarketing.com

SALESANDMARKETING.com

2017 13
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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

Associate Publisher

Lori Gardner
Lori@SalesAndMarketing.com
952.451.6228

Account Executive

Gary Dworet
Gary@SalesAndMarketing.com
561.245.8328

Advertising Administration
Melissa Moser
Melissa@SalesAndMarketing.com
763.300.2742

Follow Us!
in] £113
FAXES:
Corporate & Reprints..................... 952.401.7899
AdSales ......................c 952.401.7899
Production .......................... ... 612.808.5024
Circulation/Subscriptions................ 952.401.7899

2.16.17

Contact information

For article and product submissions:

Editor

Paul Nolan
Paul@SalesAndMarketing.com
763.350.3411

Social Media Editor
Sonja Mishek
sonjamishek@gmail.com
7152227544

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

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
815.9775283
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