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Our Audience 
Multichannel Merchant— 
The indispensable resource for corporate, 
ecommerce, marketing, catalog and 
operations management for companies 
that sell merchandise direct-to-customers 
through multiple channels.

DIRECTOR OF ECOMMERCE
Multichannel Merchant is a go-to resource 
for information for these ecommerce 
warriors with events, resource directory,  
and how-to, case studies, tips and resources 
for optimizing site performance; improving 
usability;  personalization; integrating on  
site order management and inventory;  
increasing site traffic and more.

Reach Top Level Management 

37%
CORPORATE  
MANAGEMENT

7%
OTHER (INCLUDING  
PRODUCTION & DESIGN  
MANAGEMENT)

43%
ECOMMERCE/ 
MARKETING  
MANAGEMENT

13%
OPERATIONS  
MANAGEMENT

Sample Titles
VP Ecommerce

Chief Marketing Officer

SVP Operations

Senior Director, Ecommerce

COO

VP, Supply Chain

Director, eMarketing

EVP Multichannel

VP, POS

Director of Social

Online Marketing Director

VP, Mobile Engagement

Contact Center Manager

·         VP, Customer Experience

Warehouse Director

Manager, Ecommerce

EVP, Global Fulfillment &  
Operations

Director, Digital Marketing

Manager, Search

SVP, Global Ecommerce

VP, Direct Marketing &  
Customer Engagement

Director of Marketing

Director, Operations 

Director, Ecommerce Technology

VP, Multichannel Marketing

Director, Omnichannel Marketing

VP, Customer Acquisition

Director of Transportation &  
Fulfillment
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1 800 Contacts
1 800 Flowers.com
Abercrombie & Fitch 
Ace Hardware  
Amazon.com 
American Chevrolet-Geo 
American Eagle Outfitters
American Girl  
Amway Global
Appleseeds
Autozone  
Bakers Footwear Group
Bare Necessities
Bass Pro Shops
Belk
Benchmark Brands  
Best Buy
Big Fish Games 
Blue Nile
Bose
Boy Scouts of America
Brooks Brothers
Brown Show
Burlington Coat Factory
Buy.com
Cabelas 
Café Press
Carolina Biological
Champs Sports
Charming Shoppes
Chefs Catalog
Chicos FAS
Chinaberry
Coldwater Creek
Colony Brands  
Country Curtains
Crate and Barrel
CVS
David’s Bridal
Dillards  
Dollar General  
Drugstore.com
Eddie Bauer
Electronic Arts
Excelligence Learning Corp.
Express
Fire Mountain Gems
Food for Health
Foot Locker
Gap
General Nutrition Corp
Gilt Groupe
Guitar Center
Hammacher Schlemmer 

Harry & David
HBO
HSN
J. Crew
JC Penney
Jack Threads
Jeffries Socks
Jewelry Television 
Jones School Supply
Jos A Bank Clothiers Inc.
Kansas City Steak Company
King Arthur Flour
Kohl’s Department Stores
L L Bean  
Lands End  
Little Falls Lumber Co.
Liz Claiborne
Lobster Gram
Lowes  
Macy’s
Mid America Motor Works
Music in Motion
National Geographic Society
Native American Natural Foods
Neiman Marcus
newegg
NHL
Nike

Nordstrom  
Northern Tool & Equipment
Office Max 
Omaha Steaks  
Orchard Brands
Oriental Trading
Overstock.com
Patagonia
Payless Shoesource 
Peapod
Pep Boys
Petflow
Plantronics
Plow & Hearth
Publishers Clearing House  
Quill.com
QVC
Refrigiwear Inc.
Rite Aid  
Safariland
Sams Club
Scholastic
Sear’s
Sephora
Shades of Light
Sierra Trading Post
Sports Authority
Staples  

Starmount
Sterling Jewelers 
Swiss Colony
Talbots  
Target  
The Container Store
The Golf Warehouse
The Home Depot  
The Kroger Co.
The Popcorn Factory
The Vermont Country Store
Things Remembered
Timberland Company
TJX 
Toys R Us
True Value Company
Universal Screen Arts
Victorias Secret Direct
Vitamin World
Walgreens
Weight Watchers International
White Flower Farm
Wine Country Gift Baskets
Winn Dixie Stores
Wireman 
YUM! Brands
Zazzle.com

Meet Your Potential Customers
Audience Includes companies that sell direct-to-customer through  
ecommerce, store, mobile, catalog, TV, and more.

Just some of the  
Multichannel  
Merchant Readers  
include:

26%

18%

22%

34%

40%

40%

20%

Multichannel Merchant Coverage by Type of Marketing

Multichannel Merchant Coverage by Number of Employees

500+

100 - 499

20 - 99

1 - 19

B2C

B2B

BOTH
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“ I’ve really enjoyed the experience of being able to hear from 
industry leaders on what is new, what is coming up, and what to 
look forward to. I know I’ll be able to take that knowledge and 
apply it to my everyday and our business.

   —LINDSEY SPURLOCK, OPERATIONS MANAGER, HOT TOPIC

“ Multichannel Merchant is our “go-to” media source for help in 
building the Ripon Printers brand and generating quality sales 
leads. They provide us with the integrated print and online 
channel opportunities we need to get our marketing messages  
in front of important decision makers.” 

   – CAROL CLUPPERT, DIRECTOR OF MARKETING, RIPON PRINTERS

“  The Operations Summit has been fantastic. I’ve learned so much, 
even things that I didn’t know I needed to learn and it’s only the 
first day. So, I’m very excited to continue learning and excited 
about all of the expertise that the people have who are here. 
Everyone I meet has great things to tell me. It’s just been such a 
great opportunity. I hope that more people will get involved and 
the more talent and expertise that’s added to this show will 
continue to make it awesome.”

    –  HOLLY ANDERSON,  
DIRECTOR OF OPERATIONS, SPOONFLOWER

Testimonials from the 
Multichannel Merchant Community   

Audience  
by Company  

Revenue

VP OPERATIONS, MIDSIZE ECOMMERCE COMPANY 
Whether B2C or B2B, Multichannel Merchant offers up inspiration  
through proprietary research and executive summaries, awards  
programs and events & research, as well as fresh tactics, resources & 
technology applications that boost productivity, increase customer  
satisfaction and decrease costs.  

30%
$5 - $50 MILLION

21%
$50 - $500 MILLION

31%
LESS THAN $5 MILLION

17%
MORE THAN $500 MILLION
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Multichannel Merchant Product Portfolio
From digital Products on our website, via email & social, to live events and awards  
to research, print and custom solutions. Select products, an integrated program or  
customized solutions to achieve your marketing goals.

PRODUCTS Brand 
Awareness

Thought 
Leadership

Lead  
Generation

Engage 
Prospects 

& Customers

Customer 
Education

Events & Awards

Operations Summit 4 4 4 4 4

Growing Global 4 4 4 4 4

Best Places to Work Award 4 4 4 4 4

Customer Experience Award 4 4 4 4 4

Print | Digital Editions

Quarterly Strategic Reports 4 4 4 4

Digital

PISCES Content Marketing 4 4 4 4 4

AMPlify Email & Social 4 4 4 4 4

Merchant IQ | InteractiveQuiz 4 4 4 4 4

ePromotion 4 4 4 4

Introstitial 4 4 4 4

Buyers Guide 4 4 4

Targeted eNewsletters 4 4 4

Run of Site Advertising 4 4 4

JobZone 4 4

Engaging Content

Webinars 4 4 4 4 4

Sponsored Editorial Reports & Research 4 4 4 4 4

ShopTalk | Video Interview 4 4 4 4 4

Custom Programs

Content, Research, Campaigns 4 4 4 4 4
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Live & Annual Events 
Not to be Missed!

      2014 GROWING GLOBAL

      2014 OPERATIONS SUMMIT

    2 NEW AWARDS PROGRAMS

OPERATIONS SUMMIT 2015 – 
APRIL 14-16, LOUISVILLE, KY 
The Operations Summit is the only event of its kind—exclusively about 
ecommerce and catalog direct-to-customer operations & fulfillment.  
Our unique sponsor & exhibit packages give you the opportunity to 
participate fully in the event. Plus, the exhibits are very close to the 
concurrent sessions—providing you with more traffic. More than 
500 high level decision makers will be in attendance for the 2015 
Operations Summit. This is your opportunity to get in front of them!  
Key benefits: Exhibit area is right by conference rooms providing more 
traffic, networking and:

 • High profile branding

 • Positioned as industry leader

 • Save travel time and money –meet your target audience all under one roof

 •  Opportunity to participate fully in the event—moderate roundtables, host 
dinner groups, introduce speakers & more

GROWING GLOBAL 2015 
Now in its 2nd year, Growing Global is a great opportunity to reach companies 
looking for global ecommerce marketing and operations resources. 
Global merchandise sales are growing by the minute, and merchants are 
scrambling to figure out which products to sell to which countries, and 
what channels they should use to reach global markets. 

Growing Global 2015 is designed to help merchants figure out which 
opportunities are the best for them, whether or not they should use 
marketplaces, third party providers or partners to help them market, fulfill, 
and delivery their merchandise. We’ll explore what’s working now, what 
pitfalls to watch out for, and how to overcome the language and culture 
barriers. Merchants will learn which marketplaces are working best where, 
what regulations they need to worry about, how to protect themselves 
from fraud, how to get started, or how to grow to the next level. 

AWARDS 
The 2015 Best Places to Work Award, to be presented at the Operations 
Summit 2015, honors direct-to-customer companies who have provided 
outstanding organizational structure and policy to drive their operations 
and fulfillment teams. If your company has a story to tell on how it’s 
promoted teamwork drives success, this award is for you! 

The 2015 Excellence in Customer Experience Award will also be 
awarded at the Operations Summit, honoring companies who have 
powered their organization through providing stellar customer experience 
through back-office excellence. We are seeking companies who continually 
provide – and innovate – continual excellence in customer experience –  
if you’ve achieved this than this award is for you!
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Digital 
EPROMOTIONS 
Our list, your creative. 
Your message is delivered without clutter to 30,000 ecommerce and catalog 
professionals. An ideal way to drive event registrations or information downloads.  
Excellent for promoting new products and services. Sent to to 30,000 professionals 
involved in marketing and delivering merchandise direct-to-customer.

AMPLIFY | EMAIL + SOCIAL  
This program adds social punch and AMPlifies your results. It’s content marketing  
with an interactive poll and social sharing. The end result for you is expanded 
reach, increased leads and engagement with prospects. You also get a dashboard 
with all the key metrics including impact of the added social media on your results.

MERCHANT IQ | INTERACTIVE QUIZ 
Sponsor a short 6-10 multiple-choice quiz on a specific topic or issue facing 
multichannel executives. Entertain operations pros and marketers – while educating, 
branding your company and generating leads. The quiz is promoted on the  
Multichannel Merchant home page, as well as through enewsletters and an  
email promotion.  

CO-OP FEATURED CONTENT 
Co-op Featured White Paper program can economically deliver your white paper to  
30,000 subscribers each week. We can even host and collect the registrations for you.

ePromotions Amplify Marketing IQ / Interactive Quiz Co-op Featured Content
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Content Marketing & Sponsorship
WEBINARS 
Our sponsor-involved thought leadership webinars offer live educational programming 
to our audience with the ability to reach 78,000 professionals involved in marketing, 
ecommerce and delivering merchandise direct-to-customer. Our sponsor gains  
broad exposure as a thought leader and generates leads. Up to one hour in length, 
Multichannel Merchant offers our audience and speakers real-time interaction through 
live polling, Q&A, social media, setting the stage for an engaging and enlightening 
program. As a participating sponsor, you can help shape the topic (subject to approval) 
and have a member of your team included as a program speaker.

EDITORIAL SPECIAL REPORT & RESEARCH SPONSORSHIPS 
Offers you the chance to align your brand with relevant, quality content. Content  
is gated for download, so you receive quality leads as part of your sponsorship.  
Types of content available for sponsorship include just about any topic you can  
imagine, along with:

 • Executive Summaries
 • Tech Reports
 • Research & Benchmark Reports

PISCES | PREMIUM INTEGRATED SPONSORED CONTENT |   
NATIVE ADVERTISING 
Distribute your content to our website in a hyper-targeted way and make  
high impact with our audience. Increase brand awareness, maximize exposure,  
and generate leads. Making your content work harder for you has never been  
so easy. Here’s what you get: 

 • Your content in our nav bar and search results 
 •  A corporate profile with your latest company news  

and social updates hosted in the Pisces community
 • Leads with gated content 
 • A dashboard tracking views and interactions with content 
 •  Easy export to your CRM system to follow up with your  

leads in real time
 • Ability to update content 24/7, manage leads and review analytics

SHOPTALK  
Our NEW ShopTalk series is a video interview with our editors conducting a Q&A 
discussion with your company’s high level executive and a senior level ecommerce 
marketing and/or operations customer. The 30 minute discussion will revolve around 
a topic—talking about trends, opinions, future outlook and/or vision—and the impact 
on the ecommerce company to expand their business, increase sales and/or boost 
customer satisfaction. This product will be made available on-demand and registration 
will be required to view the video. The video will be promoted via email, enewsletters, 
social and our website. ShopTalk is a new and engaging way to address the key issues 
of the day and showcase your company as a thought leader.
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Ad Placements in our  
Digital and Print Publications  
Help You Stand Out 
Ads in print and digital reports are not only affordable but  
effective. These reports have long shelf lives and readers refer  
to them over and over throughout the year. Your ad in our  
Quarterly Strategic Guides or Marketplace will reach  
50,000 professionals involved in marketing and delivering  
merchandise direct-to-customer.

These readers cover all key vertical markets and job functions. 
You can also choose from three Enewsletter titles to place  
your message — MCM Tuesday/Thursday, Global  
Ecommerce and O&F Advisor. A great way to promote 
time-sensitive events and promotions, as well as build your 
brand. Ask your Account Manager for more information.

Enewsletters

      

  

NORTH POLE

FEDEX

NORTH POLE

UPS

NORTH POLEUSPS

OPERATIONS + FULFILLMENT

WWW.MULTICHANNELMERCHANT.COM

Will They 
Deliver?

Circulation: 21,000 
Frequency:  2x week 
 

Circulation: 30,000 
Frequency:  1x week 

Circulation: 14,000 
Frequency:  1x week 

MARKETING &  
ECOMMERCE GUIDE



2014 MEDIA KIT   10

AD UNITS

Super Leaderboard Ad Unit (970 X 90) 
Located at the very top of the page, run of site.

Medium Rectangle/ 
BoomBox Ad Unit (300 x 250) 
Located to the right above the fold, run of site.

Sticky Super Leaderboard Ad Unit (970 X 90) 
Fixed to the bottom of the window, above the fold,  
as the visitor scrolls down the web page. 

Introstitial Ad Unit (640 x 480)  
Your company ad will appear before a visitor  
can enter the Chief Marketer website. This ad  
unit captures the visitor’s browser for display  
then redirects to the requested site page after  
15 seconds. The ad is served to unique  
(every 48 hours) visitors for a seven day  
period (Monday - Sunday) for a flat rate.  

Buyers Guide  
Be found when ecommerce, marketing, operations 
and corporate managers are ready to buy.  
The Multichannel Merchant Source Directory 
gives readers easy access to all the leading  
products, technologies and services available.  
Our Gold Package provides ongoing exposure for your content  
marketing efforts. A great way to differentiate yourself from others  
in the field and generate interest and inquiries.

We’ll Direct Traffic to Your Website 
Advertise on the Multichannel Merchant website to build awareness, drive traffic  
and generate leads. Marketing, Operations and Executive professionals go to  
www.multichannelmerchant.com to find solutions to their top challenges. 

DIRECTOR OF  
GLOBAL MARKETING 
This on-the-go executive uses Multichannel Merchant to get insights  
and trends into the rapidly expanding world of Global Ecommerce.  
From newsletters, to research to live and digital events, the Global  
Marketing Director counts on Multichannel Merchant for strategies and  
tactics that will help their brand to break into and expand its global sales.
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Custom Solutions
After understanding your business objectives and challenges,  
our sales and marketing team can create a custom program  
for you that gets results.

CUSTOM CONTENT CREATION  
Whether you’re looking to create white papers, microsite, special supplements, 
webinars, great sales collateral, educational materials or an enewsletter—or even 
your own print or digital publication—our experienced staff of industry savvy content 
experts and graphics specialists can help you develop professional sales and 
marketing materials.

CUSTOM RESEARCH AND REPORTING 
Multichannel Merchant and Access Intelligence Research & Consulting Group can 
customize a study designed to address your specific objectives and needs—and 
develop a research methodology designed to turn data into insights. We leverage 
our trusted brands, industry leading data and market expertise to provide clients 
with insights that improve their business performance. Some of our clients include 
Gartner Group, George P. Johnson, Microsoft, Mosaic Experiential Marketing, 
Neustar, Ogilvy and UPS.

Contact Us  
Call of Email your Account Manager about putting together a powerful  
integrated campaign for maximum impact and measurable results.

PUBLISHER 
Ellen Shannon  
eshannon@accessintel.com  
919.923.6003

SALES & MARKETING EXECUTIVE SALES & MARKETING EXECUTIVE 
Elizabeth O’Connor  William Camaraza 
econnor@accessintel.com wcamaraza@accessintel.com 
203.899.8494  954.389.1442

SALES & MARKETING EXECUTIVE SPECIAL PROJECTS SALES EXECUTIVE 
Candice Hadley  Cynthia Foristel 
chadley@accessintel.com cforistel@accessintel.com 
630.554.8989  203.899.8482

 
 
 



2015 EDITORIAL  
CALENDAR

E  Ecommerce     O+F   Operations & Fulfillment       M   Marketing      G   Global

EDITORIAL 
FOCUS

Executive Summaries Tech Reports Research &  
Benchmark Reports

Reports that focus on industry trends, 
research and related information

Latest technology trends to help 
Multichannel Merchants select 

technology and run their  
Omni-channel businesses

Proprietary research that helps 
multichannel merchants to benchmark 
their business ecommerce, marketing, 

operations and management

JAN E   Social Media M   Email

FEB O+F
    Omnichannel Inventory 

Management E   Payments E    Holiday 2014 Ecommerce 
Benchmark

MAR G   Global E   Ecommerce Platforms

E    Holiday 2014 Catalog 
Benchmark

E    Ecommerce Fraud 
Benchmark

APR O+F   
  Order Fulfillment 

          Automation E   PIM O+F   Operations & Fulfillment

MAY O+F   Returns E   Security  

JUNE M   Personalization E   Search E   MCM Outlook: B2B

JULY G   Global Search E   Ecommerce Tech  
          Trends Wrap Up

G   MCM Outlook: Global

AUG O+F   Shipping O+F   WMS M   MCM Outlook: Catalog

SEPT G   Marketplaces E   Shopping Carts E    MCM Outlook: 
Ecommerce

OCT O+F   3PL O+F   OMS 

NOV M   Catalog M   Data Management

DEC M   Email E   Mobile

THOUGHT 
LEADER  
TALKS 

Video

Editor leads Q&A with Sponsor + Merchant - Talk Trends, Outlooks

Sample topic ideas include Omnichannel,  Customer Experience, Fraud & Payments, Search, Mobile, 
Direct Mail/Catalog, Marketplaces, Global, Contact Center, Email, Operations, and Shipping
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PRINT 
The Multichannel Merchant Strategic Guides give you a reference tool for technologies, successful strategies, 

trends, outlooks, research results, and great ideas.  There are two Ecommerce & Marketing Guides  
(February & September), and two Operations & Fulfillment Guides (April & October).   

A great place to brand your company as a strategic leader.

FEBRUARY 
Ecommerce & Marketing Guide

APRIL 
Operations & Fulfillment Guide

•  Big Data

•  Search Engine  
Marketing (SEM)

•  Product Information  
Management (PIM)

•  Social Media

•  Global

•  Email

•  Ecommerce Platforms

    

AD CLOSE: 1/14/15   MATERIALS DUE: 1/21/15   

Bonus Distribution:
• eTail West Feb. 17-20

• NEMOA March 11-13

• MRC, March 24-26

 •   Customer Service/Experience Omnichannel  
Inventory Management

 •  Omnichannel Inventory

 •  Order Fulfillment Automation

 •  Payments

 •  MCM Outlook: Operations & Fulfillment

AD CLOSE: 3/12/15   MATERIALS DUE: 3/19/15 

Bonus Distribution:
• Ops Summit Apr 14-15

• IRCE, June 2-5

• etail East August 10-13

SEPTEMBER 

 Ecommerce & Marketing Guide
OCTOBER 

Operations & Fulfillment Guide

A look at the technologies and tactics direct-to-customer 
merchants use to create customer experiences and drive 
revenue, including:

•  Personalization

•  Global Search

•  Marketplaces

•  Search

•  IRCE Wrapup

•  MCM Outlook: Catalog

•   MCM Outlook: B2B

•   MCM Outlook: Global

•    MCM Outlook: Ecommerce

•  Shopping Carts

     

    

AD CLOSE: 8/17/15   MATERIALS DUE: 8/24/15

Bonus Distribution:
• Shop.org 10/03/2015

• NEMOA, Sept 15-17

A look at the technologies and tactics direct-to-
customers use to create customer satisfaction, fulfill 
customers’ orders and deliver them to their doors, 
including:

•   Returns

 •   Shipping

 •   3PL

 •    Warehouse Management 
System (WMS)

 •   Order Management 
System (OMS)

 •   Security

 •   Shopping Carts

 

 AD CLOSE: 9/14/15   MATERIALS DUE: 9/21/15

Editorial content, bonus distribution and material due dates are subject to change
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EDITORIAL CONTENT SPONSORSHIP PACKAGES

Multichannel Merchant offers content sponsorship programs for editorial Executive Summaries, Tech Reports and 
Research and Benchmark reports. The sponsorships offer companies branding while being associated with relevant 

content, as well as online lead generation as the content is gated by a registration page in order to access the content. 
The content is promoted to ecommerce, marketing and operations managment via a dedicated email alerting our 
audience of the content subject matter & availability, and is also featured on our website and in our enewsletters.

The Editorial Content Sponsorship Package includes:

Asset Length Approx. 6-7 pages

Website-Reg Page Acknowledgement 180 Days

Solo Epromotion 50,000/1x

Co-op Epromotion 4x

Enewsletter Promotion 4x

Print Ad Adjacent Editorial*  
(Content will be edited for print) Full Page

Digital Ad Full Page

*Multichannel Sponsored Content Packages including webinars & website quizzes available.  
Contact your Account Executive for more details.



ENEWSLETTER SPONSORSHIPS

MCM Tuesday MCM Thursday 

O+F Advisor Global Ecommerce

All ads submitted will be put on a “PupTFN” status. This means that 
we will run the current ad on file, for each insertion until new creative 
is submitted and received.

Sponsor Deliverables 
Option 1: Image with Text 
A)  Rectangle ad unit: 300x125, Max file size 35kb.  

Recommended Frames: 1 (If multiple frames provided—1st frame 
should have important details) Format: GIF static or JPEG.

B)  Header text: 50 characters including spaces, Body text: 65 
characters including spaces. (Please note that if character count 
exceeds the max, the file will be truncated to the character limit.)

Option 2: Text Only 
Header text: 100 characters including spaces, Body text: 300 
characters including spaces. (Please note that if character count 
exceeds the max, the file will be truncated to the character limit.) 

EDITORIAL CONTENT SPONSORSHIPS

Sponsor Deliverables
• Logo Format: GIF static or JPEG.
• Referring URL

Material Deadline: 5 business days prior to launch

CONTACT: If you have questions, or need help, please contact: 
Online Client Services Coordinator, Multichannel Merchant:  
Chris Intili • (301) 354-1437 • cintili@accessintel.com

PRINT PUBLICATIONS

Magazine Trim Size  ..........................................................7 7/8" x 10 3/4"

Full Page with bleed .........................................................81/8" x 11"

Live Area ...............................................................................7" x 10"

Half Page Horizontal .........................................................7" x 43/4"

2 Page Spread ....................................................................153/4" x 103/4"

2 Page Spread with bleed ..............................................16" x 11"

Live Area ...............................................................................15" x 10"

All live matter not intended to bleed should be kept 1/4” (0.25”) from trim

* All bleed dimensions include a 1/8” (0.125”) head, foot, face and 
gutter trim

 ** For best results, make sure words and critical information are not 
split over crossover. Gutter clearance: 3/16” total (0.1875”).

Guidelines
•  Set up documents to final size for output. (For bleed ads, files  

should be set up for bleed size of the magazine with crop marks  
set at the trim size. For non-bleed ads, set the file and crop marks 
to the actual ad size).

•  If using Adobe Illustrator to create ad, save as a PostScript file then 
run through Acrobat Distiller 5.0/1.4 to create PDF that ensures 
proper conversion of transparencies or layered graphics.

•  Do not compress linked graphic files when preparing final PDF 
or TIFF.

•  All files must be converted to Grayscale for black & white ads OR 
CMYK for 4-color ads (not RGB or include any Spot Colors).

•  All photos and art must be a minimum 300 dpi resolution—don’t 
include any low-res images in hi-res PDFs or TIFFs.

•  Trapping must be completed prior to creating final files: 0.20 pt. 
value and overprint black.

Accepted Media/Transfer
•  CD or DVD
•  FTP upload—contact Production Manager for instructions.

CONTACT: If you have questions, or need help, please contact: 
Display Production Managers, Multichannel Merchant:  
George Severine • (301) 354-1706 • gseverine@accessintel.com

2015 PRODUCTION  
SPECIFICATIONS



EPROMOTIONS

DELIVERABLES
Formats currently accepted: GIF, Animated GIF, JPEG, HTML

Dimension: 650 pixels width max; File Size: 50K limit

HTML DESIGN REQUIREMENTS
•  Use HTML software such as Dreamweaver, MS FrontPage or Adobe 

GoLive to create the HTML. Do not use MS Word, MS Publisher, or 
other graphics/desktop publishing software.

•  Do not use Cascading Style Sheets (CSS), JavaScript,  
Submission Forms, Layers, or Rich Media (i.e. flash movies, 
animation)

•  Use basic HTML tags for the coding.

•  Do not use comments in the HTML code of your email as they  
can potentially flag spam triggers.

•  Provide a hyperlink to a related website or an email address  
that the recipient can contact.

•  Minimize use of graphics/images in the design to avoid  
potential issues.

HTML DESIGN RECOMMENDATIONS
•  Use fonts that are universal on the Internet

•  Minimize the number of fonts/sizes/colors used in the design  
for easy flow and professional look.

•  Avoid using white (#FFFFFF) text.

•  Use ALT tags in the HTML code for each image used in the  
HTML design.

•  Minimize graphics and images to logos, photos of products,  
or situational photos that support the message visually.

•  Keep the length of the email short, concise, and about one  
page max in length. 

•  Use bullet points to identify key points in the message.

•  Clearly identify the “call to action.”

•  Consider using a “preheader,” that greets the user, has a short 
summary and call to action. This is good for mobile users and  
preview pane.

•  Make the hyperlink prominently displayed to measure results  
by click-throughs.

WORDS TO AVOID IN YOUR SUBJECT LINE
When creating your subject line, avoid using the following or similar 
words or characters.

‘xxx’, ! or multiple !!!!, $ or multiple $$$, adv., apply now, consolidate 
debt, fast cash, free offer, free upgrade, Free or FREE, mortgage rate, 
New Customers, Offer, free gift, One time, please read, save $, 
Urgent, %, win a

Material Deadline:  Minimum of 5 business days prior to 
deployment. Missing Items will delay deployment. Epromotion  
dates are scheduled far in advance. If the deployment date is  
missed due to materials, you will incur media charges. 

Additional Production Charges if required: Up to $175  
could apply if HTML needs refinement. 

WEBSITES

Run-of-site Advertising
Super Leaderboard Ad Unit—970x90

Medium Rectangle Ad Unit—300x250

DELIVERABLES
•  Accepted formats: GIF, Animated GIF, JPEG, Flash,  

Unicast, Eyeblaster, Pointroll, Envliven, Bluestreak, Motif.

• Non-accepted formats: Java, Java Applet.

•  3rd Party Ad Serving: Most 3PA tags are accepted including  
DART, Atlas, Bluestreak and Mediafarm. All 3PA must be  
accompanied by anti-caching documentation.

•  Banner specs: 970x90 = 60kb; 300x250 = 60kb.  
Maximum Frames = 4; Maximum Loops = 3 times. 

Material Deadline: 5 business days prior to launch

Introstitials
Interstitials and Introstitials are unique ads that appear between  
a user’s click and the display of the destination URL. These units 
capture the user’s browser for display of the full page ad and then 
redirect to the requested URL after 7-10 seconds.

DELIVERABLES
•  Banner Dimensions: 640x480 up to 60kb 

•  Banner Formats: Formats for inter- and introstitials are limited to 
GIF, Animated GIF, JPEG, and SWF

•  3rd Party Ad Services: Multichannel Merchant will accept most  
3rd Party Ad Tags

Material Deadline: 5 business days prior to launch

Sticky Super Leaderboard 
This ad unit is affixed to the base of the window/above the fold  
and remains there as the visitor scrolls down the web page.  
The visitor can choose the close the ad unit. The ad unit measures 
970x90 pixels. 

DELIVERABLES
•  File Formats:  SWF (FLASH)**, GIF or JPEG    

** Please note: If a flash file is being provided, please create in AS2, 
use Flash 10.1 or lower, and make sure the below action script 
coding is inserted in the file and the URL is NOT hard coded/
embedded in the file. Publisher will put the URL on the order.  
In addition please provide a backup gif/jpg file.

•  Animation: Yes.  If the ad is animated, it should continuously loop 

•  File Size: The file size must be 60K or less

Material Deadline: 5 business days prior to launch

CONTACT: If you have questions, or need help, please contact: 
Online Client Services Coordinator, Multichannel Merchant:  
Chris Intili • (301) 354-1437 • cintili@accessintel.com
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