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smm Integrated advertising, lead
&

generation, & brand visibility
2018 from the market leader

Align with the industry’s leading media brand

Whether you need to build your brand, establish your thought Unparalleled variety and measurable ROI through a full suite of
leadership, engage with decision-makers, or fill your sales and advertising, lead generation, and content marketing offerings:
marketing pipeline, align yourself with the industry’s leading media

* The #1 ranked website on all major search engines:
brand: Sales and Marketing Management.

native advertising, banners, custom landing pages

SMM covers the entire spectrum of * Custom and Turnkey Webinars:

B2B sales and marketing 24-hour turnaround of registrant list; ongoing, evergreen

i i irel
A decision-making audience that's looking for your solutions, source of leads (Archived webinars never expire]

products, and expertise: * Co-Branded HTML Emails:

+ Awards/Trophies Your message delivered to your target list by a brand they trust

« Digital and Print Editions:
Online editions archived indefinitely for continual exposure;
premier-designed print edition circulation: 25,000

» Business Gifts
» Business Travel (Airlines/Hotels/Car Rentals)
* Incentive Gift Cards/Merchandise/Travel « Social Media Marketing:

* Marketing Technology/Services Google banner retargeting; boosted blogs through

B tional A VBroduct SMM's high-engagement social channels, including Facebook,
romotionat Apparel/Froducts LinkedIn, Twitter, and SMMConnect

+ Sales Enablement Tools/Technology/CRM Systems . Weekly eNewsletter:

+ Sales Training and Coaching 49,000 opt-in subscribers; your brand in their inbox every week
+ Sales Meetings/Destinations/ Experiential Events/ * White Paper Channel:
Meetings Facilities 100 leads guaranteed
( ) ( )

10 incentive travel facts
you can put to good use

"We've done webinars with many

other organizations. This was by

far the best experience and most
fruitful of them all to date."

C. Lee Smith, President/CEO, SalesFuel

SALESANDMARKETING.com 2018 2
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p—— Our reach takes your brand further
Humanizing the technology behind Sales & Marketing Management is the premier digital and print media
employee recognition programs source for reaching sales and marketing end-user decision-makers. No. 1

fontand on all major search engines, salesandmarketing.com is where top sales
by the numbers . . . n . .
. and marketing professionals go to find essential resources and information
related to:

* sales training

* sales enablement

* sales and marketing technology

* rewards, incentives, and loyalty programs

» meetings facilities and destinations

* and more

Buying Power
Fast facts about the responsibilities and authority of our audiences

Use merchandise or gift cards for sales incentive/recognition programs

Plan/manage sales incentive/recognition programs

Use recognition/service awards

Decide/recommend business gifts

Make sales meetings destinations/facilities decisions

I -

Make sales training decisions

I,

Purchase sales enablement tools/CRM

Purchase marketing software/services

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
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Primary Business/Industry of Subscribers

Transportation,
Utilities 2%

Hospitality,
Entertainment, Food,
Restaurant 3%

|

Healthcare, Pharma,
Medical 4%

Finance, Banking,
Insurance, Real Estate 5%

Manufacturing
22%

Agencies, Advertising,
Branding, Marketing,
Sales Promos 4%

Construction, Engineering,
Contractors 4%

Business Services,
Non-Profit, Legal 18%

Primary Job Function

Human Other Executive
Resources, Training 4% Management
3% ° 10%

General

Management
Marketing 10%
Management

27%

Sales
Management
45%

Retail, Wholesale,
Distributor, Dealer,
Mfr Rep 32%

Media, Cable, Publishing,
Broadcast, Mobile 2%

Our audience

“SMMConnect has given us a
great opportunity to reach new
audiences with our research
and message about advances
in sales effectiveness. The
conversations we have both
during and after the events
have been remarkable.”

Michael Leimbach, Ph.D.
VP Global Research and

Technology, IT, Development

0,
Telecom 3% Wilson Learning Worldwide

Government, Military,
Education 2%

Annual Sales Volume

Over $1 Billion

13% $10 Million to

$49 Million
16%

$500 Million to
$1 Billion
7%

$100 Million to
$499 MI";;OOI;/ $50 Million
o to $99 Million

34%

Source: Publisher's Own Data. September/October 2017

SALESANDMARKETING.com 2018 4
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Training
Sales Management =———"
These sections appear in every issue Incentives & Recognition
of Sales & Marketing Management: Marketing ¢ Technology Performance

A : Meetings
* Next — Quick reads on sales and marketing
trends, talkers, and what lies ahead Platforms
How technology is fueling
* “Trends In” — A product, service and tools workplace recognition
showcase featuring popular non-cash
incentives or various solutions and special
offers from SMM advertisers

SMM features insightful columns from the

¢ Closers - Insightful Q&A interviews with thought leaders who are shaping the future
some of the most notable figures in business of B2B sales and marketing.

* Meetings and Incentive Travel — Driving * Tim Riesterer on The Sales
performance with incentive travel experiences Conversation - The chief strategy and
and effective use of offsites. SMM's coverage marketing officer at Corporate Visions
includes the latest research from the Incentive shares insights on telling the right stories
Federation, the SITE Foundation, and other in a compelling manner.

incentive travel associations and organizations. « Marketing Voices - This column rotates among top B2B

» Technology - Stay current on the innovative marketing professionals who answer
tools and tactics that leading companies are the questions that are top of mind for today’s marketing
using to build brand and increase sales. executives — or should be.

JANUARY/FEBRUARY MARCH/APRIL MAY/JUNE

Ad Close: 12-1-17 Ad Close: 2-2-18 Ad Close: 4-6-18

Materials: 12-8-17 Materials: 2-7-18 Materials: 4-11-18

Mail Date: 1-11-18 Mail Date: 3-15-18 Mail Date: 5-17-18
COVER FEATURE Building best-in-class Experiential rewards — The art of storytelling

sales teams The why's and how'’s for sales reps

Talent acquisition and retention

TRENDS IN Incentive gift cards Lifestyle, travel, experiential Health and wellness

OFFSITE SALES Rightsizing your sales meeting: Why your sales meetings must The intellectual capital of meetings
MEETINGS How many is too many? be mindful of millennials

SALES & Will robots be your new reps? Mastering B2B video Networking in a digital age
MARKETING
TECHNOLOGY

BONUS Training 2018 Conference & Expo | The Association for Talent Society for Human Resource
DISTRIBUTION Feb. 12-14, Atlanta Development (ATD) International Management

Conference & Exposition June 17-20, Chicago

May 6-9, San Diego

The IMRA Conference
April 15-17, Memphis

SALESANDMARKETING.com 2018 5
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Editorial calendar

What you'll be talking about.

52017 J \\ |;

b, Pt 2 e e bt bl e
i bt
e

-

COVER FEATURE

TRENDS IN

OFFSITE SALES
MEETINGS

SALES &
MARKETING
TECHNOLOGY

BONUS
DISTRIBUTION

JULY/AUGUST

Ad Close: 6-1-18
Materials: 6-6-18
Mail Date: 7-12-18

“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

SEPTEMBER/OCTOBER

Ad Close: 8-3-18
Materials: 8-8-18
Mail Date: 9-13-18

NOVEMBER/DECEMBER

Ad Close: 10-5-18
Materials: 10-10-18
Mail Date: 11-15-18

The technology issue: Is your CRM
getting disrespected?

IGCC special report: How gift
cards drive performance

Incentive travel and offsites

Cvent and SMM special report:
Top small markets for sales
meetings

Training for sales managers:
A necessity too often neglected

Cameras and consumer electronics

Holiday business gifts

End-of-year recognition, gifts
and loyalty programs

Apps and mobile strategies for
sales meetings

The new look of offsite corporate
social responsibility

Post-meeting feedback for
better ROI

Killer content marketing

Successful social selling

Must-have sales enablement tools

The Incentive Marketing
Association (IMA) Annual Summit
July 22-25, Newport Beach

IMEX America
Oct. 16-18, 2018, Las Vegas

Training 2019 Conference & Expo
Feb. 22-24, Orlando

SALESANDMARKETING.com 2018 6
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SMM Circulation reaches

the FORTUNE 1000

Automotives/
Chemical/Energy
Amoco

Caterpillar
Chrysler

Citgo Petroleum
Dow Chemical
Duke Energy
Dupont

Eastman Chemical
Emerson Electric
ExxonMobil

Ford Motor
General Motors
Hyundai Motor
Michelin

Nissan

Toyota

Communication/
Transportation
ABF Freight
American Airlines
AT &T

Atlas Van Lines
Boeing

CBS

Comcast

Delta Airlines

Dish

Fed Ex

Motorola
Qualcomm

Sprint

T-Mobile

TDS Telecom

Time Warner Cable
UPS

Verizon

Consumer/Food Products
Ace Hardware
Anheuser-Busch
Avon Products

Canon

Coca-Cola

Colgate Palmolive
ConAgra Foods

Dick’s Sporting Goods
Dollar General

Fujifilm

Gordon Food Service

The Home Depot
Hormel Foods
Kellogg's
Konica-Minolta
Lowes

Macy's

Nestle Purina
Office Depot
Pepsi Cola
Staples

Tiffany & Co.
TIX Companies
Tyson Foods
United Airlines
US Cellular
Walgreens

Entertainment/Hotels

Best Western

Choice Hotels International
Hllton

Holland America

Marriott

MGM Grand Hotel & Casino
Walt Disney

Finance/Banks/Insurance

Aetna

Aflac

Allstate Insurance
American Express
American Family Insurance
Ameriprise Financial
Aon Hewitt

Assurant

Bank of America

Blue Cross Blue Shield
Capital One Financial
Chubb

Cigna

Citibank

Coldwell Banker

Ernst & Young

Farmers Insurance
Fidelity

JPMorgan Chase Bank
Keller Williams Realty
KPMG

Liberty Mutual Insurance
Mastercard

Metlife

Morgan Stanley

And now,

for a little name dropping

Mutual of Omaha
Nationwide Insurance
New York Life Insurance
Northwestern Mutual
PNC Finincial

Re/MAX

SAP

State Farm Insurance Co
Travelers

UBS

USAA

US Bank

Visa

Wells Fargo

Technology/
Business Services
ADP

Agilent Technologies
Amazon

Apple

Avnet

Cisco Systems
Dell

Google

Intel

Kelly Services
Kronos

McAfee

Micron Technology
Microsoft

NCR

Oracle

Ricoh Americas
Sabre

Symantec

Yahoo

Manufacturing/Distribution
3M

Aramark

Bemis

Cargill

Corning Inc

Eastman Kodak Company
Eaton

General Dynamics
General Electric

Hewlett Packard
Honeywell

IBM

Ingersoll Rand

Kimberly-Clark
Lockheed Martin
Mohawk Industries Inc
Monsanto

Newell Rubbermaid
Parker Hannifin
Pitney Bowes
Procter & Gamble
Raytheon

Shaw Industries
Sherwin-Williams
Sysco
Weyerhaeuser
Whirlpool

Xerox

Pharmaceuticals/
Healthcare
Abbott Laboratories
Allergan

Baxter Healthcare
Boehringer Ingelheim
Boston Scientific
Cardinal Health
Davita

Ecolab Inc

Eli Lilly & Co
Genentech
GlaxoSmithKline
Henry Schein
Humana

Idexx

Johnson & Johnson
Kaiser Permanente
Mayo Clinic
McKesson

Medtronic

Merck & Co

Pfizer

Quest Diagnostics
Roche

Sanofi

Thermo Fisher Scientific
United Healthcare

Source: Publisher's Own Data,
September/October 2017 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,
#1 on all major search engines — prime online real estate for reaching

your best prospects.

MANAGEMENT

#1 on All Major

. ' Clickito view i, PODUCES VS, Sepyips:

. s: The Real Marketing
current jssye: Man, 10202017 - 0g.4y ﬂrkﬂmg ﬂfffﬂfe =
SearCh Englnes n Thcmas;ag,‘n e BULOVA "'-‘—‘:- €
services »«.n:u'k!tzif:Ed 0 attract audiences for prod CORPORATE sALEs "y -ﬂi\
see some iy SAME Way. Go beyong that, th o / . |
Portant differences, » though, and yoy1; / 2
Rubai :
(e ~'aﬂzﬂf2:,a £ (‘

Spomsored.,

Think back ¢

feeling in y,

Learn more, .

“The SMMConnect webinar audience is the
most engaged audience I've come across
in terms of interaction, questions, dialog

and even follow-up after the Webinar.”
Mike Kunkle, Sr. Director

Sales Readiness Consulting
Brainshark, Inc.
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DOUBLE YOUR SALES TEAM
WITHOUT THE HEAD COUNT.

MONITOR

FEATURE ARTICLES

SALESPARTHNERSHIFS . COM

RECOGHITION & INCENTIVE IDEA

¢9

Maul Jim's Hewsask
[ YT

5 Tips to Improvs Your Buslness Meetings and
Presantatlans
f the fight amounl

Faghion Lans Color

= FIOW EyD

Tvimio

x
PROSPEX

Business Gifts

¢ SIMPLE TO GIVE.
A JOY TO GET.

AUTOMATIC DIVER
DIVE DEEPER INTO LIFE

UPCOMING WEBIMAR S

COMPLIMENTARY ARTICLE

Happy Employeas and How to Get Thera

eNewsletter banners

fF——— SMM MONITOR BANNER

MONITOR

Every week, this popular eNewsletter provides
relevant news and business intelligence to 49,000+
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, enablement,
technology, and incentive providers to reach a core
audience ready to act on sales growth initiatives.

Opt-in monthly subscribers: 49,000
Average open rate: 10%

Average click-through rate: .2-.5%

SMM MONITOR
PREMIUM SQUARE

\

TEXT AD

MO 3T RECENT WEBINAR RECORDING

g the Most Ot

ching: Gelling
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Build your visibility and brand

“I was really excited about the business I

value, and watch the leads pour 1n, was able to generate from the webinar we
month after month. held on SMMConnect.com. Immediately
SMMCONNECT.COM is where sales and marketing leaders and after the webinar, I followed up with emails
professionals go to network, learn, and find the resources they need to to all of those registered. I now have two
survive in an ever-changing, highly competitive business landscape. new active clients and two speaking

Showcase your expertise, generate quality leads, and build valuable brand ) .
exposure with this influential audience. engagements, and the potential for multiple

future engagements. And actually, both new
clients resulted from them viewing the
recording of the webinar, so the ROI goes

is where sales and marketing leaders well beyond the live event.”
and professionals go to network, learn,
and find the resources they need to

survive in an ever-changing, highly

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

competitive business landscape.
Showcase your expertise, generate quality leads, and build valuable
brand exposure with this influential audience.

smm Sales & Marketing Management magazine's

CONNECT community for orking and peak performance

# Calendar Recordings Resources ContactUs Register/Login

B :Eatured White . [E} Upcoming Webinars > View Calendar ﬁ CALENDAR OF FREE WEBINARS
apers

© Wed, Nov 01, 2017 at 11AM Pacific / 2PM Eastern
The 3 Keys to Effective Coaching: Getting the Most Out E RECORDED WEBINAR ARCHIVE
of Your Sales Managers

& Mic ach

23 Ways lo Engoge
wwensms QNG EMpower Yo
QIRE poopio -

VP, Global Research & Development, Wilsan

b FREE WHITE PAPERS, EED0KS AND MORE

1 Learning Worldwide

ng

Click to view upcoming Webinars Merchandise
currently available for sponsorship. | Outperforms Cash.

Sales Coaching
for Improved
Perlormance
] ‘ INY
.

High impact 3 Goals Without Holes: Creating a Sales Environment = 1
Sales Cooching N }  Where Targets Are Hit I '\
Tim Houlihan, President, Houlihan Consulting G
a A

7 Register Now

-

i The Keys fo Effective
Strategic Accoun! . ' | ©7Tue, Nov 14, 2017 at 10AM Pacific / 1PM Eastern Learning, Networking,
Planaing

and Resources for

How to Grow 5ales Results with the 5 Stages of Sales Sales & Marketing Leaders

1{'}; ’, Mastery
- ﬁ;":‘;“mms::"r':'g b !g_-“-} SI| # Mike Kunkle, VP of Sales Transformation Services, Digital
Ia"\._] Exocution =

' = 7 Register Now

2018 10
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Turnkey
lead-generating webinars

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

SMMConnect's Turnkey 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 audence of
sales and marketing decision-makers.

smm Sales & Marketing Ma

CONNECT community for networkin

# Calendar Recordings Resources ContactUs Register/ Login

Winning the Team Sale:
Building Sales Teams That Win Big

Speaker
Michael Dalis

Senior Training Consultant, Richardson

Webinar Details

We promote, organize, manage, and facilitate a professional,
expert-led Webinar, while you sit back and collect all the leads.

¢ Includes a fully automated, 6-8 week marketing
campaign to drive registrants to the Webinar.

¢ Typical registrations: 200-300

¢ Your branding appears on registration form
and Webinar slide.

¢ Your company receives special mention during Webinar.

¢ You receive complete registration list, including contact
information and demographics, and webinar is archived
indefinitely for continual lead flow.

[foday's Presentation

Made Possible by Nikon

THERE'S AN INCENTIVE

BEHIND EVERY LENS. SPONSOR BRANDING

Learn more at
rewards.nikonusa.com

Date and Time @ Tue, Nov 21, 2017 at 11AM Pacific / 2PM Eastern
Duration 1 hour

Cost $0 (Free)

Can't Attend? Register and we'll send you the recording after the event.

The "Sign in" link will NOT appear until one hour before the webinar start time.

Register

Description

Excellence in teamn selling is critical to success for commercial selling organizations
more stakeholders to the table and expect to meet more than the salesperson befqd
To manage these moments effectively, salespeople need to ensure all players are of

performance -- individy

Sponsored By

Join us for this complim at Ric
recently published, Sef the di

building and leading hi

—
that are qualified and t ‘ -J proce

RICHARDSON \

@ brainshark

B Create <+ Share h Track
Online and Mobile Video Presentations

\ SPONSOR BRANDING
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SALES&MARKETING 2018 | Spons_ored
MANAGEMENT lead-generating webinars

Bring in your experts to demonstrate even
greater authority and marketplace visibility

SMMConnect's Sponsored Lead-Generating Webinars give you all the benefits of a Turnkey Webinar
with the added brand value that comes from showcasing your speakers, expertise, and point of view.

¢ Webinars are promoted to SMM's full universe, including:
- SMM Monitor eNewsletter subscribers (49,000+)
- SMMConnect members (12,000+)

- SMM's social channels (Twitter, Facebook, LinkedIn)

Y% O]
_ ) §19RHin t (DN
Sales & Marketing Management magazine's
CONNECT community for networking and peak performance

ContactUs  Register / Login

Five Keys For Leading Your Sales Team to the Top o
il
Speakers G2 CALENDAR OF FREE WEBINARS
Kevin F. Davis
Authaor, "The Sales Manager's Guide to Greatness E HEEUHDED WEEIH.&R &_FIIJHWE
m Tom Gundrum (S} FREE WHITE PAPERS, BO0KS AND NORE..
Director of Tl'.!lmh& Taphna lh‘!ﬂfl’mlﬁ Inc.
“The quality and large number of Merchandise
. . e Outperforms Cash.
people who participate in each Wehinar Recording Details o
webinar has gene]_’a‘ted g]_’eat Date and Time © Thu, Jul 13, 2017 at 11AM Pacific £ 2PM Eastern Sponsored By :l;: I : 7D D
_ L owrin e W e R
dialogue among participants - i . L A
and ourselves. We tIUly believe Wam Actess? Register ta view the racording. opLine .'I‘huluading CLICK HERE
eadership information ke zaki
. i i Yt Gampen o G e source
that we are reaching the people View Recording @ o
. arketi
who can make meaningful Bescription it
Changes 11’1 thell’ Ol’gaDIZatlon Month after month its the same patiern. A rep (0r two) misses Quota. You Sit down fer a 1-on-1 1o discuss
results and goaks, 10 matkiate the rep 1o sell more! Yer norhing changes, Results remaln stagnant or perhaps
based upon the information we ven get worse. Your CEQ is demanding grawth, so now what?

In this webinar, Topline Leadership's presisent Kevin F. Davis and Topline's director of training, Tom

have an opportunity to share undewm il haip you:
through SMM Connect.” ol dimomstmie sl il gu i om sl

1. Avoid getting blindsided by bad sales manths
4. Refacus sales caaching tor revenue growth

David Yesford, Senior Vice President 5. it forecast accuray by Creating 2 MOr CLStomer-driven Sa1es tearm
Wilson Learning Worldwide

ADDITIONAL
LEAD-GENERATING
ASSET

SALESANDMARKETING.com 2018 12


http://www.SALESANDMARKETING.COM

SALES&MARKETING
MANAGEMENT

2018

Your message to 5,000
targeted professionals

Get valuable brand exposure with the decision-makers
looking for your products and services, delivered from a
source they know and trust. CO-branded with SMM for
optimum open rates, each HTML email delivers your

graphically enhanced, custom-crafted message and web
links to 5,000 targeted professionals.

Average open: 8-10%
Average click-through rate: .5-2%

‘World’s
T;fiost Memorable
Gift Experience

HTML emails
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ULTRA HD TV “

Client & EmpIC

Our best for your best.

Great work deserves a reward.

Show your appreciation for your amazing
y 4K Ultra HD i

with Sony’s d-wil

digital cameras, high-performance
portable audio and more. They're the rewards that bring out the best in your employees.

sony.com/motivation
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s esgn et

SONY
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ing line-up:

If you are having trouble viewing this email please click here.

Elur!kuanonu.

To plan your next event call us!
North America: 800-345-7225 (SELECT 2, THEN 1)

Outside of North America: +1 305-539-6918
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. Explore the stories below — then give
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Leads in your inbox, ASAP.

Simply provide a completed White Paper, eBook, or other valuable content
marketing piece in PDF format, and we will provide a full marketing
campaign to promote downloads.

Your white paper will get exposure
throughout the SMM brand’s assets:

¢ Link to white paper from SalesandMarketing.com
home page, SMMConnect.com home page, and
SMM Monitor e-newsletter: reach 250,000+

¢ Direct e-mail marketing to Sales & Marketing
Management’s lists: reach approx. 65,000 each

¢ Social media marketing on SMM’s Twitter, LinkedIn,
and Facebook pages

[\Wlelellgle] 'OLIr Reps to Higher Performance

3 & : 1 ! /@
Why Event Marketing Should =
Be Part of-Your Marketing
Promotion Strategy

C ita group

White paper marketing

COMPLIMENTARY
WHITE PAPER CHANNEL

FEATURED WHITE PAPERS

Turbo-Charging
Passion to Drive Sales
Performance

Integrity Solstions.
Research Brief

silm

SALES:MARKETING
MANAGEMENT

Sales & Marketing Management is pleased to provide complimentary high quality white papers on
business problems faced by and potential solutions for today's busy sales and marketing executive.

INTEGRITY

Solutions

Easy As 1-2-3

Here's how easy it is to get your white paper online
and start collecting leads:

1 Submit your asset via e-mail as a PDF file.

Submit your logo and an abstract. Both will appear on

the landing page where readers download your white paper.

3 Your white paper will be posted on
www.SalesandMarketing.com within 48 hours.

Standard program: $30/CPL

with 100 leads guaranteed

SALESANDMARKETING.com
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White paper

subscription channel

Want a more turnkey solution for leads?
Join SMIM's white paper subscription program.

Drive a consistent flow of leads to your inbox with a monthly

white paper subscription.

Interested in putting your content to work for you on a continual basis?

How it works: Send us your white paper or similar content asset and we'll provide ongoing

marketing efforts for continuous weekly leads. White papers in the subscription channel are
mainly promoted to SMMConnect's 12,000+ webinar member network combined with the
SMM Monitor circ database (49,000+). Provide updated assets depending on length of

campaign. Totally turnkey.

Cost/Leads:

* 3 months: $4,000
(Minimum 200 leads)

* 6 months: $6,000
(Minimum 400 leads)

* 12 months: $9,900
(Minimum 800 leads)

COMPLIMENTARY
WHITE PAPER CHANNEL

SALES.MARKETING

MANAGEMENT
Sales & Marketing is pleased to provide high quality white papers on
faced by and p for today’s busy sales and marketing executive.
Hudging Your Reps to Higher Money May Ta
Purformance rith about what really malivatas o Lisianing
h partorma
Wian their eam nesds 1o maet an Sghaturiaich, Most Sales Mar
ambaiows sales goal. managen Whan sales reps are offersd cash dasigning the g
frequantly turm b incentive Incantives they parfarm at a lowsr incentive Syshi
programs. Thess programs are level Whan olfersd non-cash gizes, park. Some s
weall-established mathod of thay parform at a higher bval bn and lsgend b
mativating smphsyees 1o perfarm st PRarty Bvary CISE WPAN MEASSING 3 i partoct ma
Righer levals, stowing leams to motivator meant o improve hunting unicer
POUND £ 3 QUATTET With & Strong pertormande, non-cash oulperforms
ish o 181 8 R yar rigid sut of eash L the. time. [TRRE——
B gate. Incantive programs ar yalams that
Fraquently used 10 #1gage sales emplyees
teama scross virtualy ail industries Demniosd this
and have ales been applied to be o iy Case
Bervice ppba with samilar success. b8 laaen wity.

Turbo-Charging
Passion to Drive S¢
Performance

integrity Solutions
Ressarch Bral
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Digital/Print edition spreads

2018

Native & sponsored content

Full Page Article (500-800 words) and adjacent Full Page 4C display ad.
SMM can provide editorial guidance/assistance for story angle/theme, etc.

YOUR
ARTICLE

BY TIM HOULIHAN

Sales leaders are always trying to
figure out how to get the most
out of their reps at the lowest
cost, and incentives are excellent
at revealing that sweet spot.

Researchers have confirmed
that paying toolittle is insulting
and paying too much can cause
reps to choke. But they've also
shown that paying too little can
be worse than paying nothing at
all. Worse than nothing!

Finding the sweet spot for an
porridge was juust righ.

incentive is like how Mama Bear

When are rewards juuust right?
The rule of thumb for calibrating incentives is to pay out
between 3 and 10 percent of total compensation (commensurate
with the period the incentive is active). But there are some
important nuances to consider:

Match your company culture. If your company lives and dies
on razor-thin margins and frowns upon long lunch breaks, then
your incentives should mirror that approach. Just avoid paying
too little.

Example: A national discount clothing retailer decided to
recognize top sales associates by giving them a 2-lter bottle of
soda at their monthly team meeting. The reward was so small
the employees begged managers not to receive the reward
because they didn't want to be subjected to the embarrassing
2-liter soda ceremony. Don't cheap out.

Acknowledge job title and seniority. Because job title is a

formal way of identifying status within the group, rewards
should align with job titles. Sales organizations are like tribes,
and reinforcing the pecking order can bolster the value of the

lift: the mindset of motivation

Sponsored by Seiko Corporate Gifts
SpecialMarkets@seikousa.com

Juuust right incentives

Example: Consider a global telco whose call center reps
could double their base salary by earning commissions. The
incentives were calibrated at 5 percent of total anticipated
compensation during the period. It was successful and the ROI
was excellent.

Get real about duration, difficulty and risk. These are
critical. The best duration of an incentive is no longer than 90
days. Focus is a precious commodity; the longer you ask for it,
the harder it is to sustain. If your incentive lasts longer than six
months, stop calling it an incentive. Task difficulty s eritical,
to0. The more difficult the task, the greater the incentive. Also,
the element of risk influences the size of the reward. Asking
reps for an all-or-nothing commitment to their goal requires
higher payouts,

Example: A global pharmaceutical manufacturer uses
310 4 percent of base pay for spurts and 7 to 8 percent when
introducing new products to the market. Their duration is
never longer than 90 days and these percentages give them
good results.

‘Change reward type: Truth: $200 in cash does not have the
same motivational power as a $200 gift card or a $200 watch,
‘We may prefer cash over other kinds of rewards, but it’s not the
best motivator, Research indicates the further away the reward
is from the dollar sign, the more effective motivator it e
$200 cash will pay bills and be forgotten quickly. The watch
will last forever.

Example: Think about your own experiences: the more
utilitarian the reward, the less memorable and motivational i
is; the more uxurious the reward, the more it gets internalized
and remembered.

The just-right spot is relevant to job title earnings, duration,
risk, difficulty and cultural norms. The best way to tell if Mama
Bear's porridge is juuust right is to sample Papa Bear's and Baby
Bear's and measure your results

SEIKO

|
Y
closers

Brought to you by ca“ 0“)

The bonding power of travel

As the former chair and CEO of the global hotel and travel company Carlson,
Marilyn Carlson Nelson has spent a lifetime helping companies enhance
relationships with employees and clients through incentive travel experiences.
‘We spoke with her recently about the power of travel to build strong bonds. A lot
has changed in the travel industry over the past several decades, but Carlson says
in many ways, the more things change, the more they stay the same.

SMM: Our cover feature is about
second-tier cities. Do you have any
favorites yourself?

MCN: My role as a member of the Super
Bowl LII Host Committee has made me
‘more aware than ever of the exciting
changes in our own tri-city area of
Minneapolis, St. Paul and Bloomington.
More and more people are looking for
new experiences like some of those that
can happen here in the winter like
dogsled races, snowmobiling and the ice
castle that is built in St. Paul. Other
emerging cities include Nashville, Austin
and Denver. Denver seems to be more
popular than it has been before,
particularly since they built light rail
access from the airport to downtown.

If you provide a shared
emotional experience, it
strengthens the bonds with each
other and with the company,

and develops a sense of pride.

SMM: Why is travel such an effective
tool for companies to build relationships
with employees and clients?

MCN: We have very few collective
experiences anymore, There are virtual
employees who often don't meet each
other until they participate in a meeting
or incentive trip. There is no question

that traveling together creates the kind
of friendships and engagement that build
stronger employee relations.

SMM: What are the ingredients of a
great incentive travel experience?

MCN: Flawless execution is absolutely
key: That hasn't changed. How you
interface with participants, from the first
invitation to your follow-up afterward,

is really important, Part of that flawless
exccution involves knowing as much as

MARILYN CARLSON NELSON

you can about the individual travelers.
Even though you are providing a
collective experience, it can be ruined
if you aren't aware of individuals’ food
choices, allergies or other important
details.

1t also important to have emotional
content and an experience that i
exclusive or unique —something that
people wouldn't be able to experience on
their own. If you provide a share
emotional experience, it strengthens the.
bonds with each other and with the
company, and develops a sense of pride.
We see that with the introduction of

o .

MCN: I've been to over 60 countries.
Thaven't been to Lapland, and I'm of
Swedish heritage, so I'm excited, at some
point, to go to Lapland. T haven't been to
Nepal and I would like to. I haven't been
to either of the Poles. T came close on the
tip of Patagonia.

SMM: Do you have a favorite
destination?

MCN: That’s too tough. When I'm not
in the place I love, T love the place I'm in.
I particularly have enjoyed visiting some
of the world’s historic sites, whether it's
Epidaurus or Machu Picchu. There is an

more y
nto events. People feel good
about working together on worthwhile
projects. Relationships drive results. No
matter how efficient it is to use the
technology that's available today, the kind
of bonding that comes from a collective
experience is different. Tt can change a
team of employees into an extended
family. “There is a quote from (French
poet and philosopher) Paul Valery that
goes, “Let us enrich ourselves with our
mutual differences” That's really been
my theme and T think it’s one of the
themes of all of incentive group travel

activiti

SMM: What is the tally of countries you
have visited, and are there any left on

your wish list?

azing sense of being connected to the
ancient world. We need to preserve these
places so we understand our history. In
order to create the kind of future we

want to live in, we need to understand
the past. I worry that we are creating
new experiences in order to
accommodate the millions of travelers
that are coming into the global market.

I encourage people to visit some of these
historic places that may or may not be
threatened over time.  SMM

You can read past Closers interviews
with Mark Cuban, Daniel Pink, “Dilbert"
creator Scott Adams and more at
SalesandMarketing.com/Glosers.
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Find out how Canon can make your corporate gifts

and incentives program work for you

Dedicated
to the
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Adventure

866.50.CANON
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FOR THOSE
WHQO GIVE
THEIR BEST,
MAKE

IT ATRULY
REWARDING
TIME.

Express your appreciation to those who
time and time again, have dedicated
themselves to your success.

Reward them with timepieces from Seiko,
valued world-wide for its innovations for
over 135 years.

For the most personal touch, and available
for all our watches and clocks, we offer
avariety of options for customization, dial
imprinting, personalization and engraving.

SEIKO

CLOCKS

PULSAR

ASTRON
GP: LIFE. IN REAL TIME.

Call us now or visit our website for more information.

SEIKO Corporation of America

1.800.

3 | wwwseikousa.comicorporate-gis

N
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FULL-PAGE
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Sponsored articles on SalesandMarketing.com

Sponsored articles appear in the news feed + 30-day social marketing campaign
on the SalesandMarketing.com home page for

2018 Native & sponsored content

» Text ad in two issues of the

30 days, plus: .
ysi P SMM Monitor eNewsletter
Contact U Advertise Media Kit Subscribe  RSS
SALEG:MARKETING
MANRGEMENT
McMuWGMMEMWMMMWMM:
me The Best Way ta Sell Is With o Story
Click to\giew the G
mm Id convincing stories help build relationships with
R grs. They demonstrate your company’s knowledge and
ey confer credibility, and they lay the groundwork
for trust. Stdgytelling is vital at every point in the sales cycle.
Click here to \ert
subscribe todayl s
Setting Your Strotegic Direction Additional Web Resources
Think bagk to your childhood. Can you recall a time when you o : :
got lost? Maybe it was at the mall, a supermarket or museum. ; Wﬁfﬂf:ihnzﬂl!mﬂ‘m .
M'laybe i:L wag just for a few momen.'zls. Dﬂlyﬁu recall the st.cmg P et wocvall e e g Ty sy s it
flEELLTLg In youh g‘l.lt? Were YOu anxious, El'lghtf'ﬂf.‘d or dﬂ'ﬁ".lll'l.gh[ They resent it when you ask them to fill out a
terrified? And dg you remember the joy that came when you checidist of predetermined questions without
__ were reunited wikth your mom or dad? taking a personal interest in each response.
They feel manipulated when you fire back
F - Laarn more. solutions before delving deeper into their
feelings and problems. Shari Levitan offers 7
T Second
gmm" tips that will lead to better comversations with
prospects.
POWERFUL B2B MARKETIN ‘ - - Landing your ndustrys grest wiites
o U G’ ﬂmmﬂ Ememmﬂ teom splu? If youd're a start up or a small to medium
ROI YOU CAN M EASU R E isked to attend a manufacturer's sales meeting. enterprise, how do you ensure that you are
) . re I felt like Bill Murray in the movie attractive to big business? What is it that puts
* Your brand, carefully aligned with relevant content v you on that ‘Partner of Chaice’ wish list when
Lo : . pitching yourself? Phil Bolvon, director of
to clrelate a powerful association in the minds of R e R S
decision-makers British maker of hygicne products, says we
. ) are in an cra when you don't necessarily need
* Interactive content your prospects will read, watch, Joy Con Help Position You os Your Buyer's the biggest boat to land the prize catches,
share, engage with, and respond to Tead oo
. ST C L q q 0 . 2017 State of B2B Digital Marketing
High-visibility, high-traffic media and microsites that i s el i Rl
will broaden your reach and amplify your voice | chunk of time every morning or over every marketers saw as this year's most pressing
o ead up on and learn more about your buyer's issues and trends? Download the 2017 State of
* Valuable, experiential content that seamlessly connects 1500 way toward becoming that client’s trusted 528 Digital Marketing report from Demand
from print to online and drives your prospects to action L"" e '”'d"F:J‘ '“:"I‘ “":';“‘""I;‘““"
strateghes weed to delrver =iquality
* Integrated with SMM, your prospects’ source for the leads nd grow plpeline revenue.
latest trends, tips, and best practices they need to do '
their jobs
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Service, product
or facility showcase

Include your product, tool, or solution in SMM's
special advertiser showcase each issue (free to
all half page or larger advertisers in SMM).

Includes high-res image plus a 30-40-word
description and contact information

An assortment of new incentive

K iends in)

GODIVA keepsake tin

Make an impression with the NEW gold tin that is
filled with individually wrapped Belgian milk and

dark truffles. The perfect gift for sharing. For more
information, contact Godiva at 866-888-6095 or email
godiva.special. markets@godiva.com.

Canon

EOS Rebel SL2

The Canon EOS Rebel SL2 camera further
proves that quality is ke, helping you capture
stunning photos and videos. The Vari-angle Touch
Screen LCD helps capture shots at a variety of
angles. The EOS Rebel SL2 puts creative power
in your hands. For more information, contact
Canon Special Accounts at 866-50-CANON or visit
usa.canon.com/corporategifts.

bright an

of rénovations af the Fla

redesign under
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and marketing tools from our advertisers

“Trends

: redesigned Flamingo
aesars Entertainment
. c
Meeting space at Flamin iy
d modern look.

a $6.5 million redesign of jis

90 Las Vegas, The
The convention e
mingo, with a $99
F more information
S.cO

Pace offers a fregh
nter is the firgt step ,
million room

visit

esarsMeansBuysip
€Ss.com or ca| g5
5-633-3238

5 inJ

Stylish, simple and eledant
Be stylish this season and fyond with this simple, elegant,
and feminine set, which infludes a rhodium-plated pendant on
a chain, and a matching/fair of pierced earrings. Showcasing
beautiful round clear gfystals, accented with a hint of clear
crystal pavé, these tifneless pieces enhance any outfit and
wil take you from gy to night in perfect style. For more
i ion, plegée email nicol i

A redesigned Flamingo Ginsu knives

Caesars Entertainment completed a $6.5 million redesign of its
meeting space at Flamingo Las Vegas. The space offers a fresh,
bright and modern look. The convention enter is the first step

Ginsu knives are some of the sharpest
knives on the market. Regardless of
which Ginsu knife set you choose for your

Optic Fine Crystal

The latest release in the Waterford Elegance
collection features a focused assortment of
Optic Fine Crystal Stem Pairs, a coordinating
Optic Carafe, and a DOF pair. Designed with
versatility in mind, the Elegance Optic Fine
Crystal is an excellent choice for daily use,
with its relaxed yet elegant feel. For more
information, contact WWRD US Special
Markets Department at 800-933-3370.

44 sEP/OCT 2017

SALESANDMARKETING.com

of renovations at the Flamingo, with a $90 million room
redesign underway. For more information visit
C: i or call

reward and gift recipients, they will find
quality craftsmanship and durable, sharp
blades that are sure to last. For more
information, contact Rick Tetreault at
PremStar Incentives Inc., at 732-851-6002.

Michael Kors satchel
The Michael Kors Grayson Signature
Large Convertible Satchel's classic
style and refined silhouette make it
the perfect accessory to carry every
day. It features MK’s signature coated
twill exterior, two leather top carry
handles, a detachable chain and
leather shoulder strap, zip pocket
and key hook. For more information,
visit www.rymaxinc.com or call
866-RYMAX-11.

SALESANDMARKETING.cow  SEP/OCT 2017 45
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Web marketing

Generate clicks and increase brand awareness
with site banners on SalesandMarketing.com

728 x90 TOP LEADERBOARD

/
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85Y) UNBEATABLE PRICE:
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January 15, 2016 0713 AM

The 3 C's of Sales Force Cwrrent Issue: »

Automation Failure

by: Christopher Benedetto, Pegasystems
Missed revenue targets are often blamed on the lack of

adoption of vour sales force automation system. But sales
reps won't use a system that isn't producing results. It's time
to address the three C's of a broken SFA system.

January 13, 2016 08:20 AM

5 Sales Resolutions for 2016

by: Mike Kunkle, senior director of sales enablement, Brainshark
The new year brings an opportunity to tackle challenges and take a
fresh approach to improving sales team performance. Here are five

Catoamss Seivice
Customar Liperwace
Empiayre Tmrvivg

Fiecymee L1308

Ciick abowe for our curment digital issue
Click here fo subscribe today!

300 x 250 PREMIUM SQUARE
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Brand-building that attracts, engages,
and connects with your target audience

Today's buyers and buying teams are eager to learn from your industry expertise, but
they are skeptical of promotional or inauthentic content. SMM'’s Social Media Marketing
services allow you to deliver useful information to your prospects during that critical
80% of the buying process that happens before they ever directly interact with

201 8 Social media marketing

someone on your team.

Use your knowledge of your business along with our insights about what matters most
to B2B sales and marketing decision-makers to:

* Increase awareness of your brand.

* Drive prospects to your website.

* Build your reputation as an expert.

SALESANDMARKETING.com 2018 20
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Boosted blogs

An exclusive, ongoing SMM-produced blog with
monthly Facebook promotions that will increase
your site traffic and enhance your reputation as
an incentive industry expert.

SMM's editorial and IT staff are your partners,
hosting your content or providing you with turnkey
blogs on key topics such as performance
improvement, corporate culture, sales management
trends, and cutting-edge sales training and
technology.

Content written by sales and marketing expert/
editor (can be written in collaboration with your
team or provided fully turnkey by SMM).

* 4 monthly blog posts

* 1 post per month boosted on Facebook using
your targeted desired demographic

» Boosted blog post appears in targeted
demographic’s Facebook newsfeed

* Additional promotion through SMM Twitter,
LinkedIn, and weekly SMM Monitor
eNewsletter

* Quarterly metric reporting on impressions and
activity

+ Cost: $1,400 per month; minimum 6 months

* Advertisers with half page or larger 3x
frequency: $950/month

Social media marketing

Canon

SEE IMPDSSIBLE

EXPLORE

PRODUCTS

SUPPORT

Could a Wells Fargo-Like Debacle Happen at Your Company?

Wells Fargo CEO John Stumpf has come under harsh criticism from all sides after 5,300 employees and managers

at the bank’s retail division were fired for their ro

le in purposefully opening unauthorized accounts in the names

of their customers in order to reach daily and weekly quotas and earn incentives.

Just days before Stumpf was excoriated by Sen. EI

izabeth Warren and other members of the Senate Banking

Committee, he was also grilled by Jim Cramer, the bombastic host of CNBC’s “Mad Money,” who is not known

for hard-hitting Q&As with corporate leaders. Cramer read a headline aloud from the Wall Street Journal: “Wells

Fargo CEO defends bank culture. Lays blame with

“That’s not you. You’re the head coach,” Cramer
Vince Lombardi never blamed a lineman.”

Few, if any, have rushed to Stumpf’s defense, par|
cross-selling incentive program surfaced more tl
centive program in order to drive performance m
rig the system in order to chase after incentives.

How not to be the next Wells Fargo
Executives and sales managers don’t need to wo

follow simple rules, says Tim Houlihan, vice presijis

agency that helps companies drive performance,
thumb, says Houlihan, is to pay attention to the ¢

“If more than 5,000 employees were involved (an{,

be even supported - such practices,” Houlihan sa|
change the environment.’ If the environment sup
in rule books not in weekly team meetings - take

Houlihan offers three key tenets of incentive prog

1. Rules need to account for likely gan
oo

Wells Fargo’s problem: The rules didn’t net out {*

Solution: Write the rules in such a way that elimi

Houlihan: It’s a naive structure to reward people
counts. Telecommunications companies (especial
new accounts and they do it under the provision

signups. In the world of insurance, the underwriti

Cano
19hrs - @

Canon Special Markets

When incentive programs are structured poorly, the fallout can be crushing.

Could a Wells Fargo-Like Debacle Happen at Your
Company?

An incentive industry veteran explains how to structure incentive programs that
achieve goals and avoid horror stories.

USA.CANON.COM/CORPORATEGIFTS
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Retargeting campaigns

Retargeting campaigns allow you to
deliver your banner ads to our website
visitors AFTER they have left our
website! Once visitors have been to
SalesAndMarketing.com, they become
a member of our retargeting lists. This
NEW program allows you VIP access
to market directly to this highly qualified
audiencel!

When your banners are placed in our
retargeting program, your ads “follow”
our visitors while they perform Google
searches and visit other partner websites
within Google's expansive Search and
Display Networks. Google Search is the
gold standard of internet search engines.
The Google Display Network reaches
90% of internet users worldwide and
includes more than 2 million publishers,
including websites like nytimes.com

and weather.com and Google-owned
websites like Gmail, Blogger, and
YouTube and more.

Retargeting banners are sold on a
cost-per-click (CPC) basis. Purchase as
many clicks as you need—your ads

will run until your order has been met.

« Pricing/Cost: $5 CPC

* Minimum quantity:
400 clicks ($2000)

* Maximum quantity: none

* Availability: first come

R —

M » @ o

LORI SMM 010913

SALESSMARKETING
MANAGEMENT

Your banner will "follow" visitors
to other Google-related sites, after
they visit SalesAndMarketing.com.

byGoogle

3 YouTube

Emergency Declared as Wildfires
Force Thousands to Evacuate

Hundreds
situation

SEE MORE ¥

ihen o &
of homes threatened in explosive SoCal
Google Express

All your stores

in one place

BED BATH &
BEYONE>
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MANAGEMENT Digital/print editions

Get the optimum bang for your marketing buck.

Frequency plus integration (social/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$ 14,500 13,695 13,265 SalesAndMarketing.com
Banner Ad Rates:
Full Page Net$ 9,395 8,695 8,265 =
Top Leaderboard (728 x 90) = 1,550
o
Half Page Net$ 6,075 5,765 5,460 g
Premium Square (300 x 250) g 1,495
SMM Monitor eNewsletter
BONUS AD SPACE Banner Ad Rates (weekly):
All half page and larger advertisers receive a bonus product
writeup. With a 4-color image plus 30-40 words of copy, your Top Leaderboard (728 x 90) o 020
b imately ' to V- in si ill'b
onus coverage (approximately V4 to V% page in size) will be. Premium Square (300 x 250) g | 39
showcased in an editorial format in a special “Trends In” section 5
f th ine. Use this valuabl rtunity t t o
of the magazine. Use this valuable opportunity to promote your Tostt Ad 275
latest products or solutions, or consider offering a special

discount for Sales & Marketing Management readers.

kmarkelmg}

The race to tomorrow

started yesterday
oS Generate leads and
, e travel) build brand exposure
IMEX identifies 2017 with your top customers

meetings trends from Ato Z

and prospects.

Aok VR
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AD SIZES:

2-Page Spread

Provide 2-page spreads as single-page files

Full Page, no bleed Full Page with bleed

Trim size 8 x 1034 inches Bleed size 84 x 11 inches

Live area 7 x 10 inches Live area 7 x 10 inches
1

1/2 Vertical 1/2 Horizontal ~ 1/2 Horizontal Spread

3% x 10inches 7 x 47sinches 15 X 47%sinches

2018 Print Production Schedule

Issue Space reservation deadline Materials due
Jan/Feb December 1, 2017 Dec. 8, 2017
Mar/Apr February 2 February 7
May/June April 6 April 11
July/Aug June 1 June 6
Sept/Oct August 3 August 8
Nov/Dec October b5 October 10

Ad rates & sizes
Digital/print editions

AUDIENCE FAST FACTS:
Guaranteed Circulation .........cccceceecennenne 25,000

Total Readers Per Issue
(with Passalong)........ccueeeereereereensenieneenes 52,000+

Sales & Marketing Management .............. 72%

Mail date

January 11

Send all print ad materials

March 15 and direct all print and

May 17 electronic ad questions to:
Bethany Lewis

July 12 Production Manager

September 13 Phone:  612.723.1222

November 15 Bethany@SalesAndMarketing.com
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MANAGEMENT 2018

Give us a

shout.

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
r 952.401.1283

Associate Publisher

Lori Gardner
Lori@SalesAndMarketing.com
952.451.6228

Account Executive

Sonja Mishek
Sonja@SalesAndMarketing.com
7162227544

Advertising Administration
Melissa Moser
Melissa@SalesAndMarketing.com

763.300.2742

Follow Us!

in L]0
FAXES:
Corporate & Reprints. .................... 952.401.7899
AdSales.....................ocii 952.401.7899
Production ........................... ... 612.808.5024
Circulation/Subscriptions................ 952.401.7899

12.14.17

Contact information

“Sales & Marketing Management was a key partner
for GC Incentives this past year as we looked to
announce our brand positioning and new gift card
reward tools. We were very pleased with our
coverage in digital, print and social media. Our
exposure and response exceeded our expectations.”

Cindy Mielke, CPIM, Director of Sales and
Marketing Operations, GC Incentives

For article and product submissions:

Editor

Paul Nolan
Paul@SalesAndMarketing.com
763.350.3411

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

Print and Online

Materials and Production
Bethany Lewis
Bethany@SalesAndMarketing.com
612.723.1222

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 Email Marketing
Jeremy Tews

Jeremy@SalesAndMarketing.com
8156.9775283
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