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Specifications and Advertising Material Requirements 

Print Advertising 
Material Requirements:

 standards apply.

Digital Materials Preferred:  All 
advertising materials should be 
submitted in a digital format. 
Preferred file formats are ⁄ , 
 and  (⁄-1a) files 
created to  specifications. 
The file should be   at 
300  with a total density of 
300%. All trapping, fonts and 
graphic files must be included.

Proofing Requirements:  A  
proof created from the supplied 
file is required for all color ads. 
Laser proofs will be used for 
content only. Acceptable  
digital proofing are Matchprints, 
Kodak Approval proof, Iris proof, 
and Fuji PictroProof.

Acceptable Media: Files are to 
be submitted on CD,  or Zip 
disks. We will accept files via  
provided a color proof is sent to 
the production manager. For 
further  information, please 
call the production manager.

Production Charges: Ad 
alterations such as photo, type, 
or art changes will be re-billed to 
advertiser or agency. Industry 
show booth lines are set at no 
charge. Publisher is not liable for 
any omission or error in pub-set 
copy. Production charges are net, 
non-commissionable.

Publisher accepts no 
responsibility for errors resulting 
from materials submitted that do 
not meet the above criteria.
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Send all print ad materials 
and direct all print 
production questions to:

Tony Kolars 
Production Manager 
937 Otto Avenue 
St. Paul, MN 55102 
Phone:	 612.414.4407 
Fax:	 651.293.1758 
Tony@SalesForceXP.com

Ad Sizes:

“�We just ran our first major ad in SalesForceXP 

(July/August 2007). We’ve already received several 

calls including one that lead directly to us submitting 

a major proposal to a major pharmaceutical company. 

We’re pleased with both the brand building and 

direct response.”
Eric Anderson, Director of Sales 
Power Merchandising Company

The typical budget for merchandise 
incentives last year was $119,008. 
Almost half of the merchandise 
incentive users spent between 
$100,000 and $500,000.

Bright Future
The study, conducted by GfK, an 
international market research company, 
reveals that the future is bright for the 
use of both travel and merchandise as 
motivators. More than half of large 
companies state that their budget for 
incentive travel has increased over the 
past two years and almost one-third say 
budgets have remained the same. Just over 
half of the respondents believe spending 

on incentive travel will increase over 
the next two years, while 37 percent are 
confident their budgets will stay the same. 

The budgets for merchandise 
incentives over the past two years have 
remained the same for six out of 10 
respondents. Approximately 30 percent 
report that their budget for merchandise 
incentives has increased over the past two 
years. 59 percent of respondents report 
that estimated budgets will increase over 
the next two years, while 34 percent 
expect budgets to remain the same. 

“Executives who understand the 
purpose of incentives see them as an 
investment, not an expense,” says Frank 
Katusak, Chairman of the Board for The 
Incentive Federation. As a matter of fact, 
incentive travel is seen as an investment 

by 85 percent of all end-users in the study. 
Only one is six views incentive travel as 
a cost. Merchandise incentives are seen 
as an investment by over three-fourths of 
respondents. 

GfK conducted telephone interviews 

with executives responsible for the 

development and budgeting of incentive 

travel and merchandise incentives. In 

total, 1,121 executives were interviewed. 

A complete copy of The Travel and 

Merchandise Incentives Study is available 

free from The Incentive Federation Inc. at 

www.incentivecentral.org .

Receive a 10% discount on your order by using promotion code 
SFALY927. Valid on mail order only. Not valid towards the purchase of 
dollar denomination gift cards/certifi cates. Expires October 31, 2007. 

Corporate Gifts and Incentives

1-800-EAT-FISH
http://shop.legalseafoods.com

Order Today
and

Save 10%

SFXP-SO07-7.indd   31 8/30/07   10:50:07 PM
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Online Media

SalesForceXPress E-Newsletter
Published 18 times a year. Our HTML-based e-newsletter is a great 
way to get your marketing message into the in boxes of hard-
to-reach decision makers. Each issue’s quality editorial content 
creates a high percentage of issues opened and  promotes a strong 
pass-along/forwarding distribution. In 2008, we will broadcast the 
regular SalesForceXPress issue monthly, plus four quarterly 
Seasonal Supplements and Special Show Editions. Feature Ad 
positions are currently limited to three per issue on a first-come, 
first served basis.

AD SPECS:

A standard 468x60 pixel banner ad followed by a maximum of 
45 words of marketing copy – plus headline and contact 
information. Standard fonting applied. Final ad layout to be 
determined by e-newsletter designer. Maximum 1 target URL per 
ad. Ad positions to be determined on a first-come, first-served 
basis. Banner image and Web site text in contact information 
linked to your target URL or e-mail address. All responses are 
tracked and reported.

BANNER IMAGE:

•	 468x60 pixels, 20K max size

•	 GIF or JPG

•	 Animation/looping allowed

SalesForceXP.com 
Banner Ads
Drive quality Web site traffic 
with site-wide banner ads on 
the industry’s largest online 
resource for product-driven 
sales incentives. We currently 
offer two industry-standard 
banner sizes for your creative 
message. Our top banners are 
run site-wide in the headers 
and footers of all site pages — 
as well as in a bonus spot in the 
center of our homepage.

Our side banners are run site-
wide in a prime location just 
under the main navigation menu. 
Complete response-tracking and 
reporting services are included 
with all banner ad campaigns.

Embedded Ad in.
SalesForceXPress.
(3 in each issue.
of the eNewsletter.)

A. Top Banner Ad

TOP BANNER:

•	 Sitewide rotation (to the right of SFXP logo)

•	 468x60, 20K max

•	 Looping animation fine

•	 GIF, JPG and Flash supported – 
others possible with prior approval

•	 Third-party hosting with prior approval

•	 No Java

LEFT MARGIN BANNER:

•	 Sitewide rotation (under navigation buttons)

•	 120x240, 20K max

•	 Looping animation fine

•	 GIF, JPG and Flash supported – 
others possible with prior approval

•	 Third-party hosting with prior approval

•	 No Java

C. Middle Banner Ad

E. Base Banner Ad

B. #1 Vertical Side Ad

D. #2 Vertical Side Ad

Send all online ad materials 
and direct all online 
production questions to:

Matt Tews, Webmaster 
763.712.8555 
Matt@SalesForceXP.com

A

B

C

D

E
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Incentive Alley Bonus Ad Space
All advertisers with half-page or larger ads are entitled to bonus ad 

space of approximately ¼ page in “Incentive Alley.” Presented in an 

editorial format, Incentive Alley is your opportunity to generate bonus 

response with limited-time offers. It’s a destination for our readers to 

locate incentive, meetings, training, recognition, business gifts and 

promotional products and services…often in an “introductory offer” 

environment. We encourage a deadline in the offer to create a sense of 

urgency. A convenient deadline date can be the last day of the issue’s 

second cover month. October 31, for instance, could be the deadline 

for the September/October issue.

To participate simply email 35-50 words of copy, your contact 

information and a high resolution photo or logo to Paul Nolan, 

our editor, at Paul@SalesForceXP.com.

We handle the rest. We 

encourage presenting your 

product or service in terms 

of how it can help sales 

managers get Xtra 

Performance out of their 

sales teams. Think 

motivation 

and applications, 

not features and 

specifications. The objective 

is to increase reader 

inquiries to “test” your 

products and services.

Incentive Product Reviews
If we convinced readers that non-cash incentives have more 

lasting impact than cash but didn’t provide them with the neatest 

and newest incentive product ideas, we’d only be doing half our 

job! That’s why every issue of SalesForceXP includes a full-color, 

multiple page review of the latest merchandise in popular new 

product category such as consumer electronics, sports and 

recreation, and last-minute business gifts. Contact information 

is provided so that readers can reach the suppliers directly for 

more information.

Xtra Product Promotion

Some of the leading providers 
of incentive and training 
programs and products, as 
well as meetings facilities 
who regularly advertise in 
SalesForceXP.

American Airlines

Barnes & Noble

Bass Pro Shops

Brinkmann

Canon

T.G.I. Friday’s

Crutchfield

Fairmont Hotels

Fujifilm

Godiva Chocolatier

Las Vegas Meetings 
by Harrah’s Entertainment

Hollywood Video

Johnson Outdoors

KB Toys

Orrefors/Kosta Boda

Legal Sea Foods

L.L. Bean

Marriott

Movado Group

Omaha Steaks

Quality Incentive Co.

The Sharper Image

Sony

Victorinox/Swiss Army

Top Brands

Travel Pro

Tumi

Waterford Wedgwood
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Visit Our 
Marketing Partners.

Stay in Touch.

06
23
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Mach1 Business Media, LLC  •  P.O. Box 247 

27020 Noble Road  •  Excelsior, MN 55331

www.SalesForceXP.com 

In addition to sales leads, 
advertising in SalesForceXP�
can generate actual sales.
for you…no other publication.
offers you that kind of.
Xtra Performance.

For marketing solutions, 
ideas and opportunities, 
contact these fine folks:

Publisher
Mike Murrell

Mike@SalesForceXP.com
952.401.1283

Associate Publisher
Dick Powell

Dick@SalesForceXP.com
952.417.6504

Special Accounts Manager
Lori Gardner

Lori@SalesForceXP.com
952.544.6906

Reprints and List Rentals
Vicki Blomquist

Vicki@SalesForceXP.com 
952.929.7194

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

Production
Tony Kolars

Tony@SalesForceXP.com
612.414.4407

Billing
Bryan Powell

Bryan@SalesForceXP.com
612.922.9399

Circulation/Subscriptions
Vicki Blomquist

Vicki@SalesForceXP.com
952.929.7194

Web Site Banners and 
SalesForceXPress Ads

Matt Tews
Matt@SalesForceXP.com

For article, 
“Incentive Alley” and 
Product Submissions:

Editor
Paul Nolan

Paul@SalesForceXP.com
763.205.1745

Faxes:

Corporate/ 
FastFax Reader Response

952.401.7899

Ad Sales
952.401.7899

Production
651.293.1758

Circulation/ 
Subscriptions/Reprints

801.998.1732

Print & Electronic 
Reprints
Many options available!

To obtain a quote on print or 
electronic reprints or for more 
information, contact Vicki Blomquist:

Vicki@SalesForceXP.com 
or 952.929.7194

www.BIWorldwide.com

www.IncentivesMarketplace.com


