

















CONTENT WILL APPEAR
ON NATIONAL OR

) REGIONAL WEBSITE We assist you in developing an article/story to

promote your business as native content which
meetings + events appears alongside our editorial features on
di . . .
mears meetingsmags.com or any of our regional websites.

Identify yourself as an industry leader using content
similar to our own editorial. We insert the content
into prominent editorial slots on meetingsmags.com
and will also promote your content using social media
and other methodologies to ensure your sponsored
content is read.

HOW IT WORKS
>>We help you develop a compelling headline and story about your
business/offering.

>> Our wesbite helps brand your article to the Meetings + Events style,
ensuring more exposure and making your content more appealing
to our subscriber base.

>> Your content will be viewed on meetingsmags.com, instilling
credibility with our thousands of monthly visitors each month.

>> Your content will be promoted on the website, through social
media and also through content promotion platforms where we
have made an investment.

>> Actionable information—you will receive a report of who viewed
your content, for how long, along with commentary on what the
information means for your business. You can also capture leads
at the end of your content.

e >> At the end of the article, your company’s information will be
presented with a call to action for the reader to learn more about
your business and services.

CALL TO ACTION WITH LINK TO YOUR

BUSINESS AND SERVICES BENEFITS
>> You'll show market leadership and differentiate your business from
STATS your competitors.
>> Guarantee of 500 article views >> Studies show that sponsored content performs stronger than
>> Stays live for an entire year traditional digital media.

>> The article will provide credibility to planners concerned about

cosT finding a reliable venue/vendor.

$2,800

>>Your brand will be marketed in an engaging, specific way
to planners.
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IF YOU ARE CREATING THE ARTICLE:

1. Optimal length 300-400 words

Please provide multiple photos (800 x 640 pixels)

Please provide the URL for links

Provide author name, title, company logo

One-sentence company description (e.g. Loews Hotels is a leading provider of
flexible meeting space in all major markets.)

GIENEAEN

Policy on thought leadership content vs. advertorial and article performance:
>> The goal of sponsored thought leadership pieces is to establish your authority and credibility in your field, and to
provide information and advice that’'s so valuable readers won’t mind that it’s sponsored.

>> The less this reads like an ad, the more likely it is to get read and shared, so write the piece in the first-person and
keep references to your products and services to a minimum throughout the piece (or alternately, keep them in
for the print version and let us strip some of it for the online version). Unlike in print, readers are only one click
away from learning more about your products online, so you don’t need to include as much self-promotion, and
keep readers on the page longer by breaking up large blocks of text within the article itself.

>>We don’t have the same space constraints on the website as we do in print, so we prefer to use more photos if
possible, since images are key to getting readers to click on the web article, they help significantly with social
media promotion and keep readers on the page longer by breaking up large blocks of text within the article
itself.

>> |f you decide to include your logo in the piece, we recommend that you keep it small—just hyperlinking your
name at the top (“Sponsored by Mercer”) and in the sentence at the bottom of the article piece (e.g. “Mercer is a
global consulting leader in talent, health, retirement, and investments.”) is usually better for this type of article so
it reads more like editorial content and less like an ad.

IF WE ARE CREATING THE CONTENT

1. Allow 2-4 weeks for article creation

Please provide three article headline choices based on article topic
Article topic can be suggested by our team or by you

Please provide photos or source where we can acquire photos

Please provide logos, one-sentence company description and URL links

GEENNSEN

EDITORIAL CONTACT:
Julianna Fazio
julianna.fazio@tigeroak.com
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Terminology, local preferences and buying habits
vary from city to city. By optimizing audiences to
local needs and delivering customized creatives
for different locations, we can deliver improveo
performance compared to platforms that use pre-
packaged segments and target nationally. We
can customize audiences to local needs, provide
superior performance on high volumes of localized
campaigns, and deliver efficiently to drive higher
ROI. In addition, our completely transparent and
highly granular analytics system provides deeper
insights which enable brands to continually
improve and evolve their marketing efforts.

Digital Marketing Fun Facts:
>>86% of shoppers engage in ROBO (Research
Online, Buy Offline).

>> ONE IN FIVE users who are exposed to display
advertising conducts related searches for the
advertised brands.

>> ONE IN THREE users exposed to display advertising
visits the brand’s site.

>>98% of first-time website visitors will not take action.

>>76% of people who search on their smartphones
for something nearby visit a business within a day;
28% of those searches result in a purchase.

3-5 MONTHS

$15 CPM

6-8 MONTHS
$12 CPM

GEO-OPTIMIZED TARGETING
Target users in specific locations such as region, zip code, city,
county, state, country; marketing to those in your service area.

SITE RETARGETING

Target users who have already visited your site while they are
visiting other sites across the web; marketing to those who are
familiar with you.

KEYWORD SEARCH & CONTEXTUAL TARGETING
Target users who search for or read about the keywords
related to your business; marketing to those who are
interested in what you have to offer.

CATEGORY CONTEXTUAL TARGETING

Target users who visit sites that are categorically relevant to
the product or service you provide; marketing on sites where
your prospects are likely to be.

GEO-FENCING

Think “commercial.” Target users who visit a particular
location (often a business, park, stadium, hall, or other non-
residential place); marketing to those who visit your business,
competitors, or other relevant locations.

ADDRESSABLE GEO-FENCING

Think “residential” or “work.” Target users who live or work at a
particular address; marketing to Meetings + Events subscribers
or your client database(s) (up to 1,000,000 addresses).

EVENT TARGETING

Target users who attend a particular event; marketing to
attendees of events relevant to your business location or
offerings.

9-11 MONTHS
$11 CcPM

12+ MONTHS
$10 CPM

BE PRESENT

50,000 impressions per month $750 per month

$600 per month

$550 per month $500 per month

MAKE AN IMPACT

100,000 impressions per month $1,500 per month

$1,200 per month

$1,100 per month $1,000 per month

ACCELERATE YOUR RESULTS
250,000+ impressions per month

starting at
$3,750 per month

starting at
$3,000 per month

starting at
$2,750 per month

starting at
$2,500 per month
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CALIFORNIA MEETINGS + EVENTS
ca.meetingsmags.com

Bob Haddad

Associate Publisher — National Sales
303.617.0548
bob.haddad@tigeroak.com

COLORADO MEETINGS + EVENTS
co.meetingsmags.com

Bob Haddad

Associate Publisher — National Sales
303.617.0548
bob.haddad@tigeroak.com

ILLINOIS MEETINGS + EVENTS
il.meetingsmags.com

Lisa Rose, Susan Rose, Catherine Lamoureux

Associate Publishers — National Sales
312.755.1133

lisa.rose@tigeroak.com
susan.rose@tigeroak.com
cathy.lamoureux@tigeroak.com

MICHIGAN MEETINGS + EVENTS
mi.meetingsmags.com

Laurie Burger

Associate Publisher — National Sales
586.416.4195
laurie.burger@tigeroak.com

MINNESOTA MEETINGS + EVENTS
mn.meetingsmags.com

Kathryn Olson

Associate Publisher — National Sales
612.787.3148
kathryn.olson@tigeroak.com

NORTHEAST MEETINGS + EVENTS
ne.meetingsmags.com

Laurie Burger

Associate Publisher — National Sales
586.416.4195
laurie.burger@tigeroak.com

NORTHWEST MEETINGS + EVENTS
nw.meetingsmags.com

Tim Park

Associate Publisher — National Sales
253.732.7133

tim.park@tigeroak.com

TEXAS MEETINGS + EVENTS
tx.meetingsmags.com

Ryan Miller

Associate Publisher — National Sales
469.264.7657
ryan.miller@tigeroak.com

MOUNTAIN MEETINGS
mtn.meetingsmags.com

Bob Haddad

Associate Publisher — National Sales
303.617.0548
bob.haddad@tigeroak.com

DIRECTOR OF MARKETING AND
BUSINESS DEVELOPMENT

Jim Younger

612.548.3874
jim.younger@tigeroak.com

900 South Third Street, Minneapolis, MN 55415 | 612.548.3180 | meetingsmags.com
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