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Who We Are

The CLM is dedicated to meeting
the professional development
needs of the claims and litigation
management industries. Founded
in 2007, the CLM membership
benefits from our networking
events, continuing education
programs, award winning
magazines and a wide variety of

industry resources.

We are proud to be affiliated with
The Institutes Risk & Insurance

Knowledge Group.

——1

Annual Conference
Our largest annual industry event attracts
1,500 participants and features nearly
100 interactive educational sessions and
networking events.

—1

Conferences
Conferences that focus on a
specific industry or topics.

<[>

= S

CLM Tracker
Track and renew adjuster licenses easily,
quickly and online with CLM Tracker.

Claims College
Divided into specialty schools, the Claims
College is a true educational experience
designed to help educate and grow the
claims profession. Successful participants
earn the CCP and ACP designations.

Chapter Events
Free educational and networking
opportunities held throughout the country.

[

Magazines
Our flagship publication,

CLM Magazine, along with specialty
publication — Construction Claims — are
provided free to all CLM Members and
Fellows, who are also encouraged to
contribute to the editorial content.

Litigation Management Institute
Provides a comprehensive understanding
of the business of litigation management.

Successful participants earn the
CLMP designation.

Webinars
Over 40 webinars held annually cover
a wide range of topics with an online
archive available for download.

@

I

Service Provider Directory
More than 10 million listings in
300 categories with results in every state.
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CLM Community

Fellows 54,040
Members 7,713
TOTAL 61,753

CLM Fellows are industry professionals — claims,
risk, and litigation managers; service providers;

and industry executives.

CLM Members are outside counsel.

Fellows 86%

Audience
CLM Fellows
Insurance Company 28,375 Insurance Company
Service Providers 10,644 YN
TPAs 6,810
Corporate 5168
Brokers 2196
Other 847 Corporate Service
TOTAL 54,040 10% Providers
20%
Brokers 4%
Other1%
4 rev. 09262025



Your Marketing Partner

CLM is not only the largest professional association in the
insurance industry; CLM is a community of professionals who
collaborate to improve their own knowledge, network with their
colleagues, and establish industry best practices.

With our wide array of industry-leading resources and our
unmatched, engaged audience, CLM can help you meet your sales
and marketing goals. Let us work with you to understand your
goals and design a cost-effective package that delivers the results

you need. Our offerings include:

Print and digital magazine
Website ads

eNewsletter ads

Executive roundtables
Custom content campaigns
Conference sponsorships
Local chapter sponsorships
Webinars

Service Provider Directory
Lead generation campaigns
Podcasts

CLM is a valuable network of
professionals with great insight.
— Insurance carrier executive

CLM is an impassioned group of
individuals who make me proud
of what | do.

— Law firm partner

CLM is a combination of
expertise, professional learning,
and some fun too!

— TPA executive

o0 00 o o
o O 00
@ o

o
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Award-Winning Magazines | AUDIENCE

CLM MAGAZINE
PRINT AND DIGITAL DISTRIBUTION

52,505

TOTAL DISTRIBUTION

CLM Magazine, published six times per T

yedar, is the flagship publication of the
CLM. It covers the trends and topics of
interest to professionals responsible

for the cost-effective resolution of

property and casualty claims, including

risk and litigation managers; insurance

and claims professionals; corporate counsel; outside counsel; and
claims services providers. CLM Magazine has been recognized by both
the American Society of Business Publication Editors and the APEX

19,118

Awards for excellence in design and editorial content.

g,ﬂm/#w/ Average number of printed issues mailed each month.
HNARDS FOR
PUBLICATION EXCELLENCE
Average number of digital edition emails sent each issue.
WINNER WINNER WINNER
= = - ®
AWARDS FOR AWARDS FOR AWARDS FOR L. . .
PUBLICATION EXCELLENCE PUBLICATION EXCELLENCE PUBLICATION EXCELLENCE AverClge percentage of dlgltG' edItIOn Unlque opens.
WINNER WINNER WINNER
A APEX.  APEX
APEX C
- (392
- -' AWARDS FOR
AWARDS FOR
PUBLICATION EXCELLENCE SRR PO PUBLICATION EXCELLENCE
PLLCATION KL O

000 000
T
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CLM Magazine| READERSHIP
XX ° .
® 0o
o o
® 0o o ° °
. WHAT OUR Habits, Preferences, Comparisons
[ ([ J .
o ° FREQUENCY WHEN READ
e ® ¢ My clients are all in CLM and its important to keep in o o
e o touch with what is going on. o o
o ® o — Partner
o ® . . . Read four out of four (45%) or three out of Read each issue of CLM Magazine within a
® o Helps mz W't7 emerging trends and gives me a head four (26%) recent issues of CLM Magazine. week of receipt.
start on developing new strategies.
oo °
® oo — Vice President
D ® oo | feel that [CLM Magazine] does a great job addressing TIME SPENT READING HOW OFTEN EACH ISSUE IS READ
0 oo the key topics relevant to me and my career. | also get to
. ‘ o0 know other professionals through their writing or being °
4 4 by highlighted. o -
. ® °® — Director, Risk Management - Insurance
) ) o ) o Spend reading each issue of CLM Magazine 44% read each issue twice, and an
o oo [CLM Magazine] provides insights into emerging issues for 30-45 minutes or longer. additional 21% read it three times
X X X and a current peek at who's who in the claims industry.
o — VP Field Claims
) @ ® . . :
) ° It is a very valuable resource and its curated content is RESPONDENTS RATE CLM MAGAZINE
my go to.
: .: oo — Commiercial & Environmental Claims Manager o
) [
o0 [CLM Magazine] is a great thumbnail on hot topics o
o () ?nd trends and a gateway to deeper dives on issues of Rate CLM Magazine as a personal favorite or important publication in the industry.
) interest and concern.
: . : — Vice President
o . [CLM Magazine] provides insights into emerging issues
. ‘ and a current peek at who's who in the claims industry.
. . — VP Field Claims
Source: Baxter adView Pro Independent Analytics: CLM Magazine - July 2021
o O
' . ® F rev. 09262025
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[ X ) )
o0 0o Save the ad, discuss the product with colleagues, visit the advertiser’s website,
4 oo ® . oo try the product, recommend a purchase, or purchase themselves.
°
)® oo
® °®
) oo0ve
o [ X )
X XN
o
) @ o
) o
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b _®ece -l Editorial Calendar

DO o o of
® 0 o o
. ® o
@ oo
> e Each issue will feature reader favorites such as:
: CLM National; News & Verdicts; Voices; Member/Fellow Profile;
. . . . R R .
¢ Claims Career Advice; CLM Events; and Between the Lines.
[ °
[ J (] ° e .
Additional features currently scheduled for each issue are below.
(N J
D © oo
S ee ISSUE CLOSING DATE:
® o 1/16
Leading Out Loud:
o0 ° The Risk Cannabis A A Al Technology MATERIAL DEADLINE:
Mangement Issue Voices: Special eReport: 1/23
© o January / Addressing the risks of L Member/Fellow Profile peJanuary’:
. . oo Februa ry today and tomorrow Compensation Webinar Rewind Nuclear Verdicts
. . . o Risk reduction and i h"Ioncg.em.eln t CLM Events in Focus Special eReport:
Professional Liability Feb
.. . . recovery Ask the Expert ebruary -
roduct Liability
. ' Product Liabilit;
) @ove e
2/28
. . o —— | Leading Out Loud: /
XX X Conforome 1 Around the CLM Transportation MATERIAL DEADLINE:
Py nierence fssue Subrogation Voices: Special eReport: el ] 3/7
Coveripg t9p clair:ns Diversity, Equity & Member/Fellow Profile March - Conference
) @ . and litigation topics Inclusion Webinar Rewind Insurance Fraud PLRB
that will be featured i X .
) . at CLM's Annual Transportation CLM Events in Focus Special eReport: RIMS
o '. oo Conference Ask the Expert April -
Transportation
X B X
PP e
5/2
Leading Out Loud:
round the
. . A d the CLM Workgers Comp
) . o Hurri Se I Environmental/ Voices: MATERIAL DEADLINE:
urricane Season Issue : Special eReport:
o [ ) () MGy / Toxic Tort Member/Fellow Profile pe May - P CLM Workers e
What to expect as o ) . y- Comp Conference
() . June BircaneEeason Product Liability Webinar Rewind Property Claims
! i . CLM June Focus
. ‘ begins Insurance Coverage CLM Events in Focus Special eReport:
Ask the Expert . June -
. . Hurricane Season
o O
F
XX
e0000 9



b _®ece -l Editorial Calendar

. . () ® o
® 0 o o
. ® o
@ oo
’ e Eachi il f favori :
ach issue will feature reader favorites such as:
o 5 , g q
. CLM National; News & Verdicts; Voices; Member/Fellow Profile;
Y ° a o 0
. Claims Career Advice; CLM Events; and Between the Lines.
®
[ ] () Y oy .
. Additional features currently scheduled for each issue are below.
D © oo
[ ®
.. ISSUE CLOSING DATE:
) 7/1
The Claims Coll Leading Out Loud:
o0 ) ec aims =0 ege/ Around the CLM 9 ;
onstruction Construction
Insurance Fraud Voices: : MATERIAL DEADLINE:
[ ] o o0 Ju |y / Conference Issue : ) Special eReport: 7/18
. . . ° A t Top lstiins e CdSUd'ty & Risk Member/FeIIow Profile JUIy _ Claims Co||ege
ugus litigation challenges Management Webinar Rewind Cyber Construction
. . oo on the min<.:is Property CLM Events in Focus Special eReport:
. . . . of construction Ask the Expert August -
. . professionals Casualty Claims
) ®oe ISSUE CLOSING DATE:
. . ® The Litigation Leading Out Loud: e
( X N N Management Issue Predue el B
CLM Litigation Voices: Litigation Management MATERIAL DEADLINE:
o September Mo Ao Member/Fellow Profile Special eReport: Litigation Ep
) ‘ . / October Force updates SES e Webinar Rewind September - Al Ig?,r:g:;:ﬁ:t
' . Top litigation FEEHCE CLM Events in Focus Spe;f‘:oic:;iort:
management N
: . : ( X ) challenges/solutions Ask the Expert Litigation Management
) [
oo ISSUE CLOSING DATE:
o () Around the CLM Leading Out Loud: 10/31
round the :
) @ ) : Subrogation MATERIAL DEADLINE:
® November / The Phenoms Issue ADR Voices: . Special eReport: CLM Women's n/7
. [ ] CLM celebrates . Member/Fellow Profile N Leadership Summit
D mb Claims Counsel . . .
[ ) . ece er its 2026 o Contractual Webinar Rewind Subrogation CLM December Focus
. ‘ Phenoms Under 40 xtra-t-ontractua CLM Events in Focus Special eReport: &Holiday Party
December -
Ask the Expert
. . P Women in Claims
o O
p—
XX
e0000 1o



®. 2% CLMMagazine| PRINT & DIGITAL OPPORTUNITIES

®eoo DIGITAL EDITION SPONSORSHIP

]
Our most popular sponsorship. Your logo prominently appears on the
‘ digital edition email, TOC page, and a full page ad ad adjacent to the
* ) y

* cover. Only one per issue.
[ J °
° ® . Average number of CLM Magazine
oo digital edition emails sent perissue.
o oo RATE: $1,750 PER MONTH
¢ o ©
o o
& | Helmsman . o
[ X ) [ | Miragantn Seviio LLC™
® P - Average percentage of CLM Magazine
P PP digital edition email unique opens.
0 oo
® oo
® o
| JON
o " X ) Septembers GLM Magezine 1s Now Avaliabls
X X N e
. b
o0 © e
et e e 1 CElTpte s €0 st by Thoran B Brrence
‘ Aeprdme, Foogmety brarcgs b gtk
000 oo I
. . . b g bligete b aeda:
| N J
o [
SEPTEMBER 2019 DIGITAL EDITION
. . SPONSORED BY:
[ ® o :
o © @ Helmsman
.' Mamapement Services LLCT
. . CLM MAGAZINE
o o L
o0
eo0000 I



Special eNews Reports

An integrated advertising opportunity that reaches your audience through
digital and print channels. Our readers truly value this specialized content
delivered directly to their inbox each month:

JANUARY: Nuclear Verdicts

*  FEBRUARY: Product Liability 33 2 91

*  MARCH: Insurance Fraud '

+ APRIL: Transportation Average number of CLM Magazine eNews Reports sent.

7%

Average percentage of CLM Magazine
* AUGUST: Casualty Claims Special eNewsletter unique opens.

*  MAY: Property Claims

¢ JUNE: Hurricane Season

e JULY: Cyber

e SEPTEMBER: Al

. OCTOBER: Litigation Management Includes your logo at the top of the eReport email, a 600x200 banner

in the body of the email, and a Full Page ad in the same month’s issue
°*  NOVEMBER: Subrogation of CLM Magazine.

* DECEMBER: Women in Claims RATE: $5,000 FULL PAGE AD CLM MAGAZINE

+ DIGITAL AD SPECIAL EREPORT

D

e CUSTOM ENEWS: YOU PICK A TOPIC THAT ALIGNS $2,000 DIGITAL AD SPECIAL eREPORT
WITH YOUR MESSAGE AND WE'LL PULL TOGETHER ONLY THREE SPONSORSHIPS AVAILABLE
SPECIALIZED CONTENT ON THAT TOPIC. PER REPORT.

12 rev. 09262025
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CLM Magazine| WEEKLY eNEWS & WORKERS' COMPENSATION eNEWS
. [ X ) ® o
® 0o
® o
@ oo
o CLM delivers a curated selection of content in the form of a weekly CLM eNews and monthly Workers Comp eNews.
. Our readers look forward to seeing these in their inbox in a format designed to be easily shared and bookmarked.
[ ([ J °
@ ¢ CLM MAGAZINE CLM MAGAZINE
e WEEKLY eNEWS WORKERS' COMPENSATION eNEWS
[
PS ° Delivers a curated selection of content to over Puts a spotlight each month on workers’
PY ° 31,000 inboxes each week in a format designed compensation trends and topics through objective
o o to be easily shared and bookmarked. Our readers member-contributed content. Distributed
o0 P look forward to this weekly digest and love to in January, March, May, July, September &
) o e share articles with their teams and colleagues. November. Delivered to over 33,000 inboxes.
D ® oo
o0 oo
) : oo
° y
) oove y .
® o0 Average number of CLM Magazine Average number of CLM Magazine
o0oo eNews emails sent each week. Workers’ Compensaton
® ® eNewsletter emails sent.
) @ ® O
' ° © o
000 oo o
) @ O [ ] Average percentage of CLM Magazine
"X ) weekly eNews unique opens. Average percentage of CLM Magazine
® o Workers' Compensaton
) @ P eNewsletter unique opens.
P ® o RATE: BANNER AD (970X250)
o O $2,600 PER MONTH. AD POSITION ROTATES EACH WEEK. RATE: TOP BANNER AD (600X200) $2,000 PER ISSUE
® ‘ 2 SPOTS AVAILABLE PER MONTH MIDDLE BANNER AD (600X200) $1500 PER ISSUE
o0 BOTTOM BANNER AD (600 X 200) $1500 PER ISSUE
)
) : o ° r 13 rev. 09262025
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o0
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D @0 0 o0 o
CCO Engagement Strategy
Do e o ofm
® 0o o
® o
® oo
° CCO DISCUSSION SERIES CCO CONNECT eNEWSLETTER
A virtual series created exclusively for Chief Claims Officers. This series Bi-monthly eNewsletter, distributed in January, March, May, July,
‘ launched in 2024 and will occur every other month. Sponsor for this series September and November, to keep Chief Claims Officers Connected.
[} Y ° . . . . . .
will receive branding and exposure on the entire series as well as first .
° ° right of refusal for 2026. Currently sent to almost 400 industry CCOs
® PY ° * 20% unique open rate
o0 RATE: SERIES SPONSORSHIP - $17,500 FOR THE YEAR *  Opportunity to put your message in front of this exclusive
o L e First right of refusal to sponsor in 2026 audience
Y ® . . . .
.. Sponsor entire CCO webinar series RATE: SINGLE SPONSORSHIP - $2,500 PER ENEWSLETTER
°o . * Logo recognition on CCO webinar series landing page, OR ANNUAL SPONSORSHIP FOR $12,500
° ® o invitations, registration page & during kick off of live webinar +  Logo at top “CCO Connect newsletter brought to you by...”
) ® ®e e 30 second video pre-roll « Include text Ad
0 oo * One Html email blast to audience « Headline 30 characters
.. (| X ) e Must be approved by CLM and educational focused «  Description 90 characters
. ® : o (promote whitepaper, etc) +  Then “read more” link
o o0 PAST TOPICS INCLUDED: * Great opportunity to promote thought leadership content
X X X ¢ Challenges of Catastrophe and Climate Risk for this audience
o e The Next Horizon of litigation management
) @ o Navigating the Al | dg Id t'fg ing Use C d Q&A SPONSORSHIP
. avigating the Al landscape: Identifying Use Cases an
RATE: $3,500 PER NEWSLETTER
) o : . )
| I . o
o . . C X ) ntegrating S? utl?ns ) ¢ Instead of the text Ad, work with our editorial team to put
) @ © [ ) * ANew .quqd|gm !n Insurance - Prefilct and Prt-?-vent together a Q&A article on the topic of your choice. Article will
o0 e Capturing and Using Data from Claims Operations be featured in this eNewsletter
« M . ",
e to come * Bonus promotion - Upgrade for an additional $1500 ($5k
o veo o
total) and promote this article to our entire audience in
': Py : I)and p hi icl ire CLM audi i
P . our Weekly CLM newsletter in addition to this newsletter.
o0
e © -
XX
e0000 14



Print Advertising Rates

® 0 o
. ® o
@00 CLM MAGAZINE
D ©
. 2024 4 COLOR RATE 2024 B&W + 1 COLOR RATE PREMIUM POSITIONS
[ J [ ] °
P ° +  Spread $7,500 Full $3,750 Back Cover $6,500
® ® ° +  Third Spread $6,500 Half $2,000 Inside Front $5,500
. : e ° o Full $4,250 Third $1,500 Inside Back $5,500
PY ° Half $2,500 Quarter $750 Opposite TOC, Editor Letter $5,000
o o +  Third $2,000 Belly Band Or Cover Tip $7,000
®0 0o Quarter $1,000
o oo
(]
) o0 ® ® : PACKAGE DISCOUNT ON SCHEDULE OF FOUR PLUS PRINT ADS. ASK YOUR SALES REP FOR DETAILS.
)® oo
o o
) oo0ve
o o0
( X N N
o
) @ o
) o
000 oo
e 0Ce LESSONS FROM THE
° : ¢ SUPREME COURT
) @ () .
o ® o
o O
( 1 ]
. . All rates shown are net rates
e © L
XX
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Leading Out Loud

Put your expertise front and center with CLM Magazine’s newest native
advertising opportunity. Limited to just four positions, you'll participate
in a moderated discussion meant to showcase you and your company’s
knowledge. Educational in nature and curated by our trusted CLM editorial
team, these final pieces will serve practical purposes for our readership

while demonstrating thought leadership in focused competencies.

SPONSORED CONTENT " SPONSORED CONTENT

HOW HAS THE RISE OF E-COMMERCE AFFECTED CLAIMS AND LITIGATION? WHAT TRENDS IN
FRAUD HAVE EMERGED? AND FINALLY, WHAT ARE SOME OF THE BIGGEST CHALLENGES AND
OPPORTUNITIES FACING THE TRANSPORTATION INDUSTRY TODAY?

aaaaaa

wwwwwwwwwwwwwwwwwwwwww

Cfleet
esponse

packaging,andor placardng.

16 CLMMAGAZINE 114 -0

RATE:
$6,000 W/FULL PAGE AD PER SPONSORSHIP
$5,000 W/HALF PAGE AD PER SPONSORSHIP

CLM Editorial Staff will create a list of questions regarding a specific
topic to be answered electronically (email) by all participating sponsors
as thought leaders. It will be presented in the magazine, CLM eNews and
on the CLM Magazine website as a roundtable discussion with our CLM

editorial staff.

- One topic per month

> Includes a minimum of two and a maximum of four
participants per topic

- Full or half page ad included in CLM Magazine

+ Includes respondents headshot, bio and
company logo within article

+ CLM editorial staff will provide a list of topics and
questions for each topic Q&A

TOPIC SCHEDULE:

+  JANUARY / FEBRUARY: Technology (Al)

*  MARCH / APRIL: Transportation

* MAY / JUNE: Workers Comp

e JULY / AUGUST: Construction

e SEPTEMBER / OCTOBER: Litigation Management
*  NOVEMBER / DECEMBER: Subrogation

16
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Special Advertising Supplement
XX ° .
® 0 o o
D o
@ oo
> o EXPAND YOUR REACH WITH THIS SPECIAL AD SUPPLEMENT DISTRIBUTED WITH BOTH OUR
. PRINT AND DIGITAL MAGAZINE EDITIONS - PLUS BONUS DISTRIBUTION AT PLRB!
[ ([ J .
® ° This native advertising opportunity creates a powerful combination of your supplied content and a full-page advertisement that readers
9 y Yy 9
L4 ® ® will remember. Articles should offer objective and practical strategies for readers with a focus on cutting-edge training, tools or situations
e e faced in personal or commercial claims - LIMITED TO 700 WORDS AND CANNOT CONTAIN EMBEDDED ARTWORK.
D © oo
o [
¢ e MARCH / APRIL: 2093
. . ® pRopERTY CLAlM STRATEG'ES PROPERTY CLAIM STRATEGIES SUPPLEMENT
o oo Technology and the 'Four-Step Approach’
D ® oo Readers look forward to the annual CLM to CAT Event Handling
o0 oo Property Claim Strategies supplement N
)@ oo for best practices on handling the unique S <oy
nature of fire, flood, earthquake, and e rotlom
. . : hurricqne Clqims' ‘C: or high-tech, a four-step fundamental
o : oot
desired outcomes. — —
o | X ) AD CLOSE: 2/28 MATERIAL CLOSE: 3/7 N l -
"“ ed of - L aniel, recen romoted to 1
o000 RATE: $4,000 = . pr 3 L"4G; e vite Hesttent |
. on o - Pru:qos4 "(tl'qtegies
. . . s Lmn-wmne’m o supp: Mthr
. . data to far more complex tools. New ieaming yielce tne aj
000 oo Immediate Responses.
)& 00
(X ) emerts efeciveywilcortine o Providing the highest quality
° ° s s et e claims service for our client partners.
. Everlasting Relationships.
) @ [ 9
. . . ot comnnne www.custard.com 1.888.CUSTARD
o O
o0
o O
' . ® r rev. 09262025
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CLM Profiles

This native advertising opportunity creates a powerful combination of your supplied content and a full-page advertisement that readers

will remember. Articles should offer objective and practical strategies for readers with a focus on cutting-edge training, tools or situations
faced in personal or commercial claims - LIMITED TO 700 WORDS AND CANNOT CONTAIN EMBEDDED ARTWORK. Includes distribution in
both print and digital edition of the magazine. Profile will also be distributed in the Sponsored Content section of CLM magazine's website.

PROFILE TOPICS INCLUDE:

+ Workers' Compensation

+  Forensic

+ Field Adjusting

+ Insurance Fraud

+  Restoration

+  Cyber Risk

+ Legal

- Extra Contractual
+  Subrogation

+  Construction

RATE: $5,000

Jm— CLM PROFILE

By Andrew Titley

Every year, the number of wildfires
increases, along with the number
of businesses and residences.
damaged by them. According

to the National Interagency Fire
Center, there were 58,985 wildfires
affecting over seven million acres
of land in 2021 alone. That's a 17%

How Restoration Can Take the
Financial Burden Off Wildfire Victims

that have been passed down for
generations, as well as precious,
one-of-a-kind artwork that is.

hard to come by. Some items are
necessary to restore because they
are essential for getting businesses
running again, such as important
original documents and electronics

19 and a 223%
increase from 1983.

Not only are these fires displacing

that. for companies
and individuals.

One of the biggest benefits for

homes and businesses each year,
but also billons

be the cost comparison
of restoring versus replacing
Restorati

of dollars in damage, topping $16.5
billon in 2020 as reported by Yale
Climate Connections. This does not
include indirect damages, which
‘came to about $150 billon in 2018,

than replacing all-new property,
clothing, appliances, and documents,

specialists can often restora

case, can be quickly transferred to
work sites where experts will restore
and return them as good as new.

When compared to the time and
money it would take to find the
exact or similar items that were in a
business or household, restoratias
the preferred choice wher

to both convenience

Weratch. A disaster

Eye, and replacing everything a
business o individual needs and
values should not be the only plan
of action. As victims cope with what.
happened, they will be relieved to
find that many of their belongings
can be restored. There are pienty
of contractors who can restore

process that items will

tat to home and

look and function just as they.

by more ways than

did before disaster struck. It
includes everything from cleaning
to deodorizing toxic fumes, deep.
sanitizing, color restoration,

one. While clients focus on restoring
their routines, well-being, families,
and businesses, contractors can
take the restoration of precious

and repairing 9
tools, appliant

the list of worries for

have saved
victims everywhere big money on
transitioning *back to normal.”

BENEFITS OF RESTORATION

There are many benefits to restoring
textiles, electronics, documents,

art, and other belongings after a
wildfire, and almost anything can be
restored by the right professionals.
Besides the environmental impact

When it comes to wildfires, experts
often use carbon dioxide to rid
objects of soot and neutralize
toxicity unti the fumes become
unnoticeable and do not pose any
health hazards. They will likely

also have to disassemble and
reassemble items in order to restore
them as neatly as possible.

afraction of

As the number of wildfires continues.
toincrease, the cost of damage
caused doesn't have to. Experts
who have the knowledge and skils
necessary to bring a wide variety

of items "back to lfe” gives you

2 partner you can trust and your
clients a major weight taken off their
shoulders (and bank accounts).

Andrew Titey is owner of Prism Speciaties,

of g waste,

take

items

34 CLMMAGAZINE JULY 2022

3 the

Y,
(93 b4c$
45

Pris

SPECIALTIES

P
B

1§

1

The Leader in Specialty Res“s‘quhL"'rvices
&

Electronics Art

Appliances Paintings
Workout Equipment Works on Paper
Power Tools
Computers & TV

Call us today: (888) 608-8351

@ P o

Documents

Medical Records

Legal Files
Tax Records
Digitizing

Textiles

Leather Goods
resses
Bedding

Shoes & Purses

When the loss needs an expert,
let Prism Specialties be your first call.

www.prismspecialties.com

Co.

Arcade Equipmer.

Medical Equipment

Office Equipment
Servers

18
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Claims Perspective Sponsorships

Our content team will work with you to develop & promote custom, educational content that engages our readers.

Even the best content is only as good as the audience it is delivered to. This content that we partner with you to produce is distributed to our
loyal audience via best-in-class offerings. Whether it's the gold-standard credibility of our award winning print magazine, or the cutting edge

design of the digital channels, your content is integrated into our distribution network in a manner that maximizes exposure to our audience.

Each print issue of CLM Magazine includes only one “Perspective”. This is your chance to present your thought-leadership article in the

gold-standard print edition of CLM Magazine.

REVISE &
DISTRIBUTE

CLIENT
REVIEW

SME CALL

v

4 WEEKS

GOLD DISTRIBUTION PACKAGE — $10K

eNEWS - Article will be promoted in CLM Magazine's weekly eNewsletter

P N

PRINT - Two-page article in one issue of CLM Magazine (1,000-1,200 words)

CONTENT RIGHTS - Sponsor owns rights to the original content and will also
receive a PDF for their own marketing purposes

- DIGITAL EDITION - Article appears in digital edition of CLM Magazine .

WEB - Article appears in sponsored content section of CLM Magazine website

PLATINUM DISTRIBUTION PACKAGE — $12,500

WEB - 50,000 digital impressions promoting article delivered through CLM
Magazine's website and offsite display network.

PRINT - Two-page article in one issue of CLM Magazine (1,000-1,200 words) ©

- DIGITAL EDITION - Article appears in digital edition of CLM Magazine
eNEWS - Article will be promoted in new Text Ad spot in two issues of CLM

EMAIL - Article is delivered to over 45,000 CLM members & fellows in a custom ]
Magazine's weekly eNewsletter

email blast
CONTENT RIGHTS - Sponsor owns rights to the created article and will also

+ WEB - Article appears in sponsored content section of CLM Magazine's website ) : .
receive a PDF for their own marketing purposes
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o0 e o The CLM's Construction Claims magazine, published quarterly, features articles on all
o000 e aspects of construction-related claims, including construction defect, site accidents/
) ® P injuries, insurance coverage, subcontractor issues, and new technologies that address
o0 oo both national and regional/statewide audiences. Articles are written by some the
.. o0 top leaders in the industry, and the publication is distributed to more than 10,000
'. ) professionals in the construction claims industry—all of whom are members and
) ® ©oo0o fellows of the CLM.
[ [ X
® 0000 RATE
X ® FULL PAGE: 1X $3,750 4X $3,000
) ’ ® HALFPAGE: 1X$2,500 4X $2,000
000 oo
X BN XN ) 2026 SCHEDULE:
o0 : o SPRING ISSUE SUMMER ISSUE FALL ISSUE WINTER ISSUE
) @ ® CLOSE DATE: FEBRUARY 7 CLOSE DATE: JUNE 6 CLOSE DATE: AUGUST 8 CLOSE DATE: NOVEMBER 7
o0 © o MATERIAL DUE: FEBRUARY 14 MATERIAL DUE: JUNE 13 MATERIAL DUE: AUGUST 15 MATERIAL DUE: NOVEMBER 14
@ . BONUS DISTRIBUTION BONUS DISTRIBUTION
.. . CLM ANNUAL CONFERENCE CLM CONSTRUCTION
. . P RIMS CONFERENCE
0 00 of
XX
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°

CONSTRUCTION CLAIMS
PRINT AND DIGITAL DISTRIBUTION

e 43,065

© cl- AI ms TAC wsa TOTAL DISTRIBUTION
[ ]

°
oo o i
w e 10,064
. . . Y e ey | - | %
00 oo . o ¥y
'. C X ] ' . F 1) Average number of printed issues mailed each issue.
. ® o [
®o e g E
44434 FIREPROOFING y
X . CA L I FO R N IA Average number of digital edition emails sent each issue.
EMHANC IrﬁWIL 5-|"'IE'|' T IN CONSTRUCTION
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o o Average percentage of digital edition unique opens.
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pe Construction Claims| PROFILES

This native advertising opportunity creates a powerful combination of your supplied content and a full-page advertisement that readers

will remember. Articles should offer objective and practical strategies for readers with a focus on cutting-edge training, tools or situations
faced in personal or commercial claims - LIMITED TO 700 WORDS AND CANNOT CONTAIN EMBEDDED ARTWORK. Includes distribution in
° both print and digital edition of the magazine. Profile will also be distributed in the Sponsored Content section of CLM magazine's website.

PROFILE TOPICS INCLUDE:

BENEFITS OF RESTORATION

objects of soot and neutralize
toxicity unti the fumes become

who have the knowledge and skils
necessary to bring a wide variety

) e eotmonts )
«  Construction Defect Prlsm
® How Restoration Can Take the SPECIALTIES
+  Product Liability Financial Burden Off Wildfire Victims
. . . ro UC Iq I I By Andrew Titley
. Every year,the number of widfies  that have been passed downfor  case, can be auickly transferred to
. . . [ ) . Fo rensic increases, along with the number generations, as wel as precious, work sites where experts wil restore
of businesses and residences one-ota-kind artwork that s andreturn them as good a5 new.
‘damaged by them. According hard to come by. Some items are
(N ] tothe Netlonal Interagency Fe  neceseary torestore because they  When compared to the tine and -
o C b R N k Center, there were 58,985 wildfires are essential for getting businesses money it would take to find the m
yber RIs affocting over seven millon acres running again,such as mpartant | exact or smir fems that were in a ]
ofland i 2021 slone. Thats a % original documents and dlectronics  businsss o household, restoratia
. . 19 and a 223% that. for companies  the preferred choice whe:
. Increase from 1983, and nciiduals toboth convenlenca
- Workers Compensat
@ oo orkers Compensation
oo the cost comparison
homes and businesses each year,  ofrestorng versus replacing y
' . AI but also billons Restorati W¥tch. A disaster |
of dollars in damage, topping $16.5 ‘specialists can often restora 5 Yy -
. . Climate Connections. This does not business or individual needs and ( rS =
. include indirect damages, which values should not be the only plan 4 -
«  Claims Technol ogy came to about $150 bilon n 2016, ofacton.As victms cope wih what (3
happened, they will be relieved to 4
. ‘ . ) find it mary of the beangings [} S
can be restored. There are plenty Th L d . S . It R 4 T
. property of contractors who can restore e Leader in Specialty Resw. A’p( vices
. . process that ite will tate to home and 6
look and functi t as they b more ways than
g before disaster strock I one. While clents forus on restoring
. . . ) Includes everything from clearing  tht outines, welkving,famies, i Art Dm— Textiles o
o deodorising toxic fumes, desp  and businesses, contraciors can
RATE: $4,500 e, ot s e resnimet edoo ! v || et O
o 14 than replacing all-new property, and repairing g the list of worries for Appliances Paintings Medical Records i« quip)
clothing, appliances, and documents, tools, applian afraction of Workout Equipment Works on Paper Legal Files Dresses Medical Equipment
9 have saved Power Tools Tax Records Bedding Office Equipment
victims everywhere big money on /s the number of wildfires continues Computers & TV Digitizing Shoes & Purses Servers
often use carbon doxide torid caused dosst have to Experts

o0 00 o0 o
o O 00

There are many benefits to restoring
textiles, electronics, documents,

art, and other belongings after a
wildfire, and almost anything can be
restored by the right professionals.
Besides the environmental impact

unnoticeable and do not pose any
health hazards. They will likely

also have to disassemble and
reassemble items in order to restore
them as neatly as possible.

When the loss needs an expert,
let Prism Specialties be your first call.

of items "back to lfe” gives you
2 partner you can trust and your
clients a major weight taken off their
shoulders (and bank accounts).

possoliord et Call us today: (888) 608-8351

of g waste,

take

items
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www.prismspecialties.com
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Construction Claims | eNEWS
XX ° .
® 0o o
o o
® oo
® A powerful native advertising opportunity that enables you to work with our
o editorial team to develop engaging content punctuated with your branding.
® ° ° Includes distribution in both our print and digital magazine editions.
[ J °
° ° R «  TOP BANNER AD (600X200) $2,000/ISSUE '
Average number of Construction Claims
Y ) - MIDDLE BANNER AD (600X200) $1,500/ISSUE eNews emails sent each edition.
o ® o -  BOTTOM BANNER AD (600X200) $1,500/ISSUE
o [ )
. o)
o0 P eNewsletter specs: Max file size: 300K, File formats: gif, jpg or png ® o
° o A f C ion Claii
oo verage percentage of Construction Claims
D ® 2026 CONSTRUCTION CLAIMS News unique opens.
0 oo eNEWSLETTER SCHEDULE:
.: ® : FEBRUARY eNEWSLETTER [
) ® ® CLOSE DATE: FEBRUARY 6 * MATERIAL DUE: FEBRUARY 13
o X ]
o000 APRIL eNEWSLETTER
® CLOSE DATE: APRIL 11 - MATERIAL DUE: APRIL 18
: ® . JUNE eNEWSLETTER
® CLOSE DATE: JUNE 13 - MATERIAL DUE: JUNE 20
000 oo
)@ 0T o AUGUST eNEWSLETTER
oo CLOSE DATE: AUGUST 8 - MATERIAL DUE: AUGUST 15
o [
) @ [ OCTOBER eNEWSLETTER
o o o CLOSE DATE: OCTOBER 10 * MATERIAL DUE: OCTOBER 17
o O
(] ‘ DECEMBER eNEWSLETTER
o0 CLOSE DATE: DECEMBER 12 * MATERIAL DUE: DECEMBER 19
% r
rev. 09262025
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Brand Boost Digital Display Advertising
. [ X ) ® o
® ® o o
D °
® oo
> o ADVERTISING HAT TRICK
. A winning ad combination that prioritizes reaching your target audience by activating on-site banners, expanding reach through off-site
P Y . placement via a vetted network, and using social media to create a multi-pronged campaign that surrounds your ideal customer.
[ °
° ° . DISTRIBUTION NETWORK
(N J
)00 oo CLM + AUDIENCE TARGETING DISTRIBUTION
g o ) CLM * L ) THE INSTITUTES NETWORK
® o Reach the CLM audience of claims and litigation professional + . . .
. . . e - Target your ideal customers on the Tl Display Network, which
similar audiences that exist across TI's display network and 15t party ) . )
o0 °® Y e Camy includes several hand select site properties to ensure targeted reach
o0 oo L >
9 ® oo ##% INSURANCE PROFESSIONALS The Institutes
. . [ X ] This Includes: Risk and Litigation Managers, Insurance
and Claims Resolution Professionals, and Corporate/Staff
.: . : Counsel OFF-SITE NETWORK
& /i /& Enhanced exposure against your ideal customer profile wherever
. . o ﬂﬂﬂ OUTSID E DEFENSE co UNCIL they are browsing the web through our vetted network.
This Includes: Outside Defense Counsel Attorneys,
. . : : Mediators, and Arbitrators @
. o o o
Py ##% CLAIMS SERVICE PROVIDERS
) . . This Includes: Sales,_Marke_ting, and_ Business SOCIAL MEDIA
) . Development Professionals in Law Firms and TPAs Reach your ideal customers in their social media feeds through
000 oo
o oce Size: 748K+ £
| N J "
. . * At launch, The Institutes network includes: Risk & Insurance, Insurance Information Institutes, Claims and Litigation Management, Insurance Thought Leadership, & MyPath
) @ [
o ® o RATE:
e O $26 CPM (Cost per thousand impressions)
:‘ Ex: $1300 net rate per month = 50,000 Minimum Guaranteed Impressions
o
o © -
XX
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> e Webinars
DO o .
® 0o
. o o
oo CLM Community Webinars Sponsored Webinars
b © Attendees love these free one-hour educational sessions as a quick way Put your brand center stage! Provide valuable
‘ to earn CE/CLE. Taught by industry thought leaders on an array of topics, insights to attendees and highlight your subject
¢ ° ‘ there are ample opportunities to reach your target audience. Sponsor a full matter expertise and success stories with a webinar
: ° N . year of webinars for a Community aligned with your brand. Each sponsored moderated by a CLM editor. Content must meet
® e Community will be required to host at least 2 webinars per year. Choose from our editorial guidelines, which may limit promotion
) © ® 0 list of communities listed below: of certain products or services. Great for brand
PY ° SPONSOR BENEFITS — INCLUDE: building, product promotion, executive visibility and
¢ e + 30 second video pre-roll thought leadership.
[ : : . zour logo on event. regi.strc:tion email c:.nd promos INCLUDES:
+ Yourlogo on the slides in the presentation deck . Registration list with email addresses
) o ( N Recognition by the seminar moderator - Your logo on event registration email
0 oo One html email blast to registrants before or after each webinar - Your logo on the slides in the presentation deck
) oo Registration lists (no email addresses) + Recognition by the webinar moderator
. ¢ CHOOSE FROM THE FOLLOWING COMMUNITIES:
) (| JON T ' RATE: $7,500
() o0 Alternative Dispute Resolution * Insurance Coverage
000 (ADR) + Insurance Fraud
() Casualty & Risk Management + Product Liability
X ® Construction Claims -+ Subrogation 3 6 9
) () Cyber, Management & +  Transportation
Y ) . o0 Professional Liability + Workers Compensation
o O : ° E)l(\:r-:qrfl(t:ﬁri?:g{}ilInclu5|on * Young Professionals Average number of registrants for community webinars.
o () RATE: $5,000 Annual Sponsorship
) @ P (two sponsorships available per community) o
PS P ° OR Sponsor ALL Communities for $20k 9 /°
o O
. . Average attendence rate for community webinars.
o0
o O
' . ® r 25 rev. 09262025
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P e Tech Talks
po e .
® 0o
. [ ]
® oo VIRTUAL, SOLUTION-FOCUSED PROMOTIONS SPONSORSHIP OF A CLM TECH TALK INCLUDES:
> © - S . . o .
Here's your chance to position your product or service directly in + Registration list with email addresses
° o : front of CLM members who are searching for innovative solutions. - List of questions asked by attendees with email addresses
° o Take advantage of these new, twice-monthly, 15-minute recorded Email bromotion of event. includin
°® P ° talks. Consider this your opportunity to showcase your technology, mate o ' g
. . . name/organization of speakers
o0 whether related to Claims, Legal, or InsurTech, in an educational
X ) o0 and entertaining manner in front of a targeted and interested Social media promotion of event, including
) ® audience. Sponsors can present with an industry speaker to name/organization of speakers
e o highlight a problem or challenge they faced and how the featured
o0 ® product provided a solution. RATE: $5,000
o oo
4 ® L Attendees will be invited to submit questions that will be
00 oo forwarded to the sponsor for response — and continued
.: ® : engagement. CLM Tech Talks will be limited to twice monthly.
) ooe
o [ X
( X N N
o
) @ ®
) o
000 oo
X I LK
5 o
o [
) @ [ .
® ® o Average Tech Talk Registrants Attendence Rate
‘oo
o
o0
o O
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b 2%l Podcasts
XX ° .
® 0 o0 o
D o
® oo
> o This podcast is built for the next generation of professionals in with fresh takes on the headlines you've been watching unfold. It's
. claims, insurance, and litigation management—a smart, engaged not a lecture—it’s storytelling, insights, and connections that reveal
) ° o audience that's tough to reach through traditional channels. Each how this industry touches everyday life in unexpected ways. Always
o ° episode blends easy-going conversations about career journeys authentic, always fun, and always easy listening.
[ J [ °
e e WHY SPONSOR CLM PODCAST: Exclusive annual sponsorship - $10k
> © ¢ Sponsorship is more than just airtime—it’s a chance to put your +  Sponsor will be recognized as the exclusive sponsor for all
e © brand at the center of a growing, connected community. You'll: 2026 podcasts
PP : ¢ Reach rising leaders shaping the future of claims and risk +  Logo Recognition in all podcasts and in social media and
S ° management. email promotions.
) o PP Stay top of mind in a format where branding feels seamless, + 30 second video pre-roll
o0 oo not disruptive. + 1 podcast per month
.. o0 Align your brand with a positive, professional, and +  Focused on Young professionals.
. o community-driven conversation that listeners look forward
) 0o to
o [ X J This isn't just advertising. It's an opportunity to connect with the CLM
X X N industry in a way that feels natural, authentic, and memorable.
o
00 O ‘ |
000 oo k_r_)
)& 00 1
| N J
o ot FIRST NOTICE
o o o PODCAST
°0S 5
o0
o O —
' . : o0 ‘ 27 rev. 09262025
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CLM Litigation Management Task Force
DO o .
® 0o
D o
® oo STATEMENT OF PURPOSE
D ©
. One pillar of the CLM vision is to further and promote the highest standards of claims and litigation management. Recent CLM Studies and other
) ° o data have identified that many of the pressures and challenges faced by claim organizations in the property casualty industry are shared among
o ° outside defense firms. The purpose of the CLM Litigation Management Task Force is to identify strategies and actionable ideas that address
® ® ° these challenges, bring outside defense counsel, claim organizations, and industry partners into greater operational alignment, and to create
e o opportunities for all parties to work together toward increased effectiveness.
D © oo
[ [
° o INDUSTRY SUPPORTER OPPORTUNITY
PP ° CLM is looking for the generous support from our partners to help underwrite the costs of this industry initiative. Your contribution will show your
support and backing of this initiative to your industry partners and help provide CLM the resources needed to help make this task force possible.
o oo
D o oo By contributing, CLM will recognize your company or firm as one of our Underwriting Supporters for the CLM Litigation Management Task Force.
0 oo All Supporters have equal visibility and are offered at a cost of $3,500. See below for a list of supporter benefits.
)@ oo
. o SUPPORTER DETAILS
) (] o All supporters will receive the following benefits:
o | X ) Logo and thank you included on the Litigation Task Force Findings Report
X X N Logo and thank you included on the Litigation Task Force page located on the CLM website
® Logo and thank you included in Ad in 3 issues of CLM Magazine
) © . Logo and thank you included in social media campaign regarding task force
) ® .. : ° Verbal recognition during the 2026 CLM Annual Conference session presenting the study results (March 2026).
) © ® Verbal and logo recognition during CLM webinar presenting the report results
P An advance copy of the Report with permission to email and distribute a “sneak preview” of the report
® ® First opportunity to renew Contribution in future years to keep Task Force functional
) @ J
) ® o Supporter Contribution - $5,000
o O
o0
o O
@ ® r 8 rev. 09262025
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P Lead Generation Campaigns
po e .
® 0o
. [ ]
® oo These powerful campaigns combine targeted emails with digital
> o display to produce a top of funnel combination designed to build
o o : awareness and generate leads. 30 K+
[ J °
° . o Each campaign includes one targeted email blast PLUS a minimum Avg over 30k+ email sends per campaign.
PP of 25,000 impressions delivered through a combination of ROS
X P display ads on the CLM website and our offsite display network.
® ° (See page 23 for offsite display network details.)
3 O.74%
o0 P MONTHLY: $4,500 [ o
o0 $500 DISCOUNT FOR 6X Average unique open rate of lead gerneration emails.
D ® oo
o0 oo
)@ oo
® o
) ooe
o [ X
( X N N
o
) @ ®
) o
000 oo
X I LK
| N J
o [
) @ [
o o o
o O
o0
o0
o O —
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2026 Events Calendar
XX ° .
® 0 o
D ® o DATE CONFERENCE/EVENT LOCATION
o0 . .
> : MARCH 24 CCO VIP Event (invite only) DISNEY WORLD | ORLANDO
. MARCH 25-27 Annual Conference DISNEY WORLD | ORLANDO
: ¢ . ‘ MAY 20-21 Workers Compensation Conference NASHVILLE
oo o . JUNE 17-18 Focus Conference NASHVILLE
e « Cyber
D O OO o + Risk Management
e o «  Subrogation
o o « Transportation
o0 ° « Claims & Litigation Management
° e e
) : : ° SEPTEMBER 9 CCO Summit (|nV|te only) BALTIMORE
o0 oo SEPTEMBER 9-11 Claims College BALTIMORE
.: ® : SEPTEMBER 23-25 Construction Conference DALLAS
) ®oe OCTOBER 13-14 Litigation Management Symposium CHICAGO Mxﬁféglﬁ""“
® ° : : o OCTOBER 14-17 Litigation Management Institute CHICAGO WEEK
® DECEMBER 2 Women’s Summit CHICAGO
) @ ® DECEMBER 3 Focus Conference & Holiday Party CHICAGO
) ® « Alternative Dispute Resolution
000 oo «  Extra-Contractual
& 00 « Insurance Coverage
® : ® + Insurance Fraud
. Claims & Litigation Management
) @ ° 9 9
o ® o ) )
I Sponsorship: Sponsorship@TheCLM.org LOCAL CHAPTER EVENTS HAPPEN YEAR-ROUND. LEARN MORE:
o0 Speaking: Programming@TheCLM.org TheCLM.org/events
o0
o O
o0 T
XX XX 30
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Local Chapters

WHAT
Free educational and networking opportunities held throughout the country. Available tiered sponsorships starting at $650.

CLM Guidelines require service providers, consultants and vendors to sponsor in order to attend any events.

L

Arizona
Arizona Chapter

California

Orange County Chapter

San Diego Chapter

Colorado
Denver Chapter

Connecticut
Connecticut Chapter

Florida

Fort Lauderdale Chapter

Miami Chapter
Orlando Chapter
Tampa Chapter

Georgia
Atlanta Chapter

ocal Chapters are active in 15 states

lllinois . Texas
Chicago Chapter Austin Chapter
lowa zallos Chgr;]ater
lowa Chapter ouston Chapter
Kentucky WGSShIngtlorz: ]
Kentucky Chapter eattle Chapter
Missouri Wisconsin

St. Louis Chapter Wisconsin Chapter

New Jersey
Northern New Jersey Chapter
Southern New Jersey/
Philadelphia Chapter

New York
Long Island Chapter
New York City Chapter

. Region 1 . Region 2 . Region 3

. Region 4 . Region 5 Region 6

CONTACT STEPHANIE LOPEZ:
STEPHANIE.LOPEZ@THECLM.ORG
FOR ADDITIONAL SPONSORSHIP DETAILS

31
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Digital Display Specs
. [ X ) ® o
® 0 o0 o
D o
® oo For flawless campaign execution across The Institutes Display Network, provide multiple units in various sizes.
> e This achieves desired results and delivers your message effectively to your target audience.
) ° o CLM MAGAZINE WEBSITE DISPLAY SPECS Web banners are not permitted to use redirecting URLs.
[ ° - File types accepted: JPG, PNG or GIF Track campaign analytics with a UTM
: L] ° . Max file size: 150K Up to 1024 characters
(]
> ® ® o Ad sizes: 728 x 90, 300 x 250
o o Provide a URL for your website or landing page Animated ads are restricted to 30 seconds maximum
(ot 0 15-20 fps frame rate), after which animations will stop.
¢ ° You can give the viewer the option to restart the animation.
L ° CLM REQUIRES ALL OF THESE AD SIZES FOR BOTH ONSITE
{ ] o o0 AND REMARKETING INVENTORY. (BrandBoost) . . . .
) ® P AD SIZES: URL Requirements: Landing pages MUST contain a link back to
) our homepage, as well as link to your privacy policy.
o0 oo + Medium Rectangle: 300x250 Y pag youre v poliey
.. o0 + Wide Skyscraper: 160600 . .
. ) Billboard: 970x250 Brand notification: Your visitor should be able to have a clear
« Billboard:
) o ) . Leaderboard: 728x90 understanding of where they'll be going when they click your ad.
o o0 Half P 300%600 We require that the brand shown on the ad matches the brand of
+ Half Page:
X X N Mobil E derboard: 320x50 the destination landing page.
® + Mobile Leaderboard:
+ Social: 1080x1080*
) @ . Title: Ub to 140 ch ‘ Third-Party Ad Tags
itle: o characters
) ® . p. ) Supported Vendors / Tag Type:
o .. "X ) Description: Up to 30 characters
)@ Q@00 Brand name: Up to 30 characters Javascript: XD, AdForm, AdTech, EyeReturn, Facilitate Digital,
| X Link description: Up to 30 characters Flashtalking, SiteScout, Speedshift, Spongecell
) @ ® ® ° FORMAT GUIDELINES iframe: Netmining, OpenX, Zedo
o o () - File types accepted: JPG, PNG or GIF iframe or Javascript: Atlas, Doubleclick, MediaPlex, PointRoll
o .: + Max file size: 150K
. . Offsite and Facebook News Feed display ads will be live, in-market within three
) @ . business days after receipt of final artwork and advertiser approval.
XX
rev. 09262025
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* .22l EmailandLead Generation Advertising Specs
Do e .
® 0o
o
@ oo
° WORKERS COMP AND CONSTRUCTION eNEWS SPECS:
. File types accepted: GIF, JPG or PNG
P ° . +  Max file size: 100K
® ° - Ad size: 600x200 m—
] ) ° +  Provide a URL for your website or landing page - (Hall
oo T o
P P SPECS FOR THE CLM WEEKLY eNEWS: gﬁmﬁ : R
® P Sponsor Name: Sponsor name exactly how it should be written ] : ‘ e
® o + Creative Asset: 970x250 jpg or png mnw_::::;;m:__w = ﬁm’ﬂ e
o0 ° Copy: 350 characters or 50 words max ::m':uf'r_"mﬂ-?f.?&::: . - 1l e
o [ URL: Link for the image T S
D ® oo
o0 oo
.. . ® EMAIL LEAD GENERATION CAMPAIGN SPECS
. ® Display Ads - Refer to previous page for Ad sizes and specs
) o ® HTML file for the email with subject line
o o0 Please include URL for your website/landing page
X X N
. EMAIL LEAD GENERATION ADDITIONAL INFORMATION-
) @ ® Ad Size: 600 px wide (max)
) o File Size: 45K
[ .. oo Animation: N/A
o 0T e Looping: N/A
oo Delivery Type: HTML File
) @ ® o ° Rich Media Accepted: No rich media accepted
® P ® Lead Time: 10 business days prior to launch date
o . Append all the correct links and tracking codes
.. within the HTML file
o0
o O —
' . : o0 ‘ 33 rev. 09262025
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P Print Advertising Specs
XN ° .
® 0 o0 o
. [ ]
® oo FORMAT
b © TRIM SIZE: 7.875"w x 10.875"H
° LIVE COPY AREA: 7" x 10"
° ® . ONE-PAGE BLEED: 7.875" x 10.875" plus .125" bleed
® ° SPREAD COPY AREA: 14.875" x 10”
(] [ ° SPREAD BLEED: 15.75"” x 10.875" plus .125" bleed
() Vital reading matter should be kept .375"
D @ o0 from all sides of ad material that bleed. SPREAD BLEED SPREAD FULL PAGE FULL PAGE
° ° 15.75" x 10.875,, WITH 1/3 PAGE VE.RTICAL I?'-’LEED )
e .|  ADVERTISING SPECS et s
o0 ° PDFXla with fonts and 300 dpiimages embedded. plus 1257 bleed
® °® (Or Press Ready PDF Export Setting)
D ® oo
0 oo CANCELLATIONS:
. . o0 Advertisers and/or sponsors have the right to cancel
o [ ) within 72 hours of signed agreement. Advertising
) o o may be moved within the same calendar year as
o oo long as the request is received by the advertising
o000 close date indicated in the media kit. Request Hg/RzIZpgr\cl;EAL \.II/EZR?IO(‘:GAEL T\H/'EﬁféﬁGLE H;G;SSEAL
® for cancellation or changes must be received in NOBLEED NOBLEED NOBLEED NOBLEED
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