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2020 EXCHANGE EDITORIAL CALENDAR

Issue Featured Content Ad Close Materials Due

Spring
March

Survey: Risk Management
Bonus distribution: FinNext January 31 February 7

Summer 
June

Surveys: Payments Fraud, Compensation
Featuring: New FP&A, CTP certification holders May 1 May 8

Fall 
October

Survey: Liquidity
TMS Buyer’s Guide
Bonus distribution: AFP 2020

August 28 September 4

Winter 
December

Survey: E-payments 
Featuring: New FP&A, CTP certification holders October 30 November 6

Every issue includes insights and best practices from treasury and finance corporate practitioners, thought leadership from industry experts and a CE quiz with recertification credit.

Editorial calendar subject to change

Exchange
Association for Financial Professionals’ Quarterly Magazine

Spring 2019

Treasury and Finance Professionals 
    Leverage New Skills and Tools

Plus: 
   Results of the 2019 AFP Risk Survey

Better Business and Sales Forecasting
Applying Cost and Capital

APIs and Connectivity
New CTPs
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Exchange
Association for Financial Professionals’ Quarterly Magazine

Fall 2019

Treasury and fi nance professionals 
gather in Boston to renew their 
commitment to face the future

Learning for LIFE      
Fareed Zakaria on the changing 
global landscape

AFP Research: Liquidity and
Electronic Payments  

Federal Reserve, SEC urge 
corporates to prepare for 
Libor’s end

The California Consumer 
Privacy Act deadline 
approaches

Exchange
Association for Financial Professionals’ Quarterly Magazine

Summer 2019

Financial Planning & 
Analysis Ponders 
Its Future

PLUS:
 Libor Fallback
  Language

What's Next 
for FP&A?
Decentralized Budgeting 
Meets Headcount Planning

How Machine Learning 
Improves Forecasting

The First FinNext Tech 
Challenge Champion

5 Practices of Highly 
E� ective FP&A Teams

Case Study: Verizon 
Upskills Finance

Can Finance 
Measure Innovation?

Association for Financial Professionals’ Quarterly Magazine

Winter 2018

What’s New in Blockchain 
and Libor

Developing high-potential talent

Machine learning for finance

Cross-border payments

New CTPs and CTPAs

Move
On the 

The Biggest Event 
in Treasury and 
Finance Comes 
to Chicago

PLUS: 
Results of the 2018 
AFP Technology Survey

Exc ange
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Key Type
Size  

(trim)
Bleed  

(includes .125” allowance)
Live Area  

(safety allowance)

A Full Page (Non-Bleed): 8.125 x 10.75  — 7.625” x 10.25

B Full Page (Bleed): 8.125 x 10.75 8.375 x 11 7.625” x 10.25

C Full Page Spread (Non-Bleed): 16.25 x 10.75  — 15.75” x 10.25

D Full Page Spread (Bleed): 16.25 x 10.75 16.5 x 11 15.75” x 10.25

E 1/2 Page Horizontal (Non-Bleed): 7 x 4.5 — —

F 1/2 Page Horizontal (Bleed): 8.125 x 5 8.375 x 5.125  7.625 x 4.75

G 1/2 Page Horizontal Spread (Non-Bleed): 15.75 x 4.5 — —

H 1/2 Page Horizontal Spread (Bleed): 16.25 x 5 16.5 x 5.125 15.125” x 4.75

I 1/2 Page Vertical (Non-Bleed): 3.375 x 9.25 — —

J 1/2 Page Vertical (Bleed): 3.375 x 10.75 4 x 11  3.75 x 10.25

K 1/3 Page Horizontal (Non-Bleed) 7 x 3  — —

L 1/3 Page Horizontal (Bleed): 8.125 x 3 8.375 x 3.625 7.625 x 3.25

M 1/3 Page Vertical (Non-Bleed): 2.25 x 9.25 — —

N 1/3 Page Vertical (Bleed): 2.75 x 10.75 2.875 x 11 2.5 x 10.25

O 1/4 Page Vertical (Non-Bleed): 3.375 x 4.5 — —

ADVERTISING SPECIFICATIONS

All sizes given in width x height (shown in inches), based on an 8.125” x 10.75” magazine. All specifications for bleed ads include bleed and gutter safeties.  
Standard trim for bleeds is 0.125”.

Preferred Materials

•  Print-ready PDF files, saved 
at 300 dpi or higher with 
crop marks and bleed 
allowance of 0.125”. 
Embedded images must be 
at least 300 dpi and CMYK 
format. All fonts must be 
embedded.

•  All RGB and PMS colors 
Must be converted to CMYK. 
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Number of Insertions*

Size 1x 2x 3x 4x

Premium Pages:

Cover 2 (Inside Front Cover) $8,700 $7,900 $7,100 $6,400

Cover 3 (Inside Back Cover) $8,000 $7,250 $6,500 $5,900

Cover 4 (Back Cover) $9,400 $8,500 $7,600 $6,900

Standard Pages:

Full Page $6,950 $6,250 $5,600 $5,100

Spread $13,500 $12,150 $10,900 $9,800

1/2 Page $3,800 $3,400 $3,100 $2,800

1/3 Page $2,500 $2,250 $2,025 $1,800

1/4 Page $2,000 $1,800 $1,600 $1,450

Guaranteed Pages:

3, 5 or 7 $7,300 $6,500 $5,900 $5,300

*Number of insertions are based on a calendar year. 

2020 EXCHANGE ADVERTISING RATES

Stretch your advertising dollars and grow your brand with 
these added offerings:

Other advertising opportunities include belly bands, poly wraps, inserts,  
pull-outs, bifolds and trifolds.

Advertorials
Demonstrate thought 
leadership with an article 
highlighting your products 
and services. Time key 
product launches with the 
themes outlined in the 
editorial calendar.

Bank of America Merrill Lynch Article

“ Bank of America Merrill Lynch” is the marketing name for the global banking and global markets businesses of Bank of America Corporation. Lending, derivatives, and other commercial banking 
activities are performed globally by banking affiliates of Bank of America Corporation, including Bank of America, N.A., Member FDIC. Securities, strategic advisory, and other investment banking 
activities are performed globally by investment banking affiliates of Bank of America Corporation (“Investment Banking Affiliates”), including, in the United States, Merrill Lynch, Pierce, Fenner & Smith 
Incorporated and Merrill Lynch Professional Clearing Corp., both of which are registered broker-dealers and Members of SIPC, and, in other jurisdictions, by locally registered entities. Merrill Lynch, Pierce,  
Fenner & Smith Incorporated and Merrill Lynch Professional Clearing Corp. are registered as futures commission merchants with the CFTC and are members of the NFA. Investment products offered 
by Investment Banking Affiliates: Are Not FDIC Insured • May Lose Value • Are Not Bank Guaranteed. ©2018 Bank of America Corporation. ARQVKF7X 09-18-0427

Companies that operate across multiple 
regions can significantly boost cash flow, 
buying power and visibility by creating a 
single global card program.

There are several ways for treasurers 
to roll out a single card program to 
thousands of users across many countries 
and currencies. While every business 
faces different circumstances and every 
company’s needs are unique, there are 
many best practices that can help you 
launch, expand and consolidate globally.

Path 2: The accelerated approach 

For some clients who have launched globally, time has been of 

the essence. Due to a range of circumstances, they’ve needed 

to get up and running quickly — without months of advance 

planning or the luxury of launching in staggered phases. 

In one case, a client with operations on several continents 

faced an emergency when its main card provider retreated 

from the market. We were able to standardize their 
program globally, going live with thousands of new 
cards within weeks so that our client could avoid 
costly business disruptions.

While this example may be extreme, there is a clear 

playbook for issuing plastic in a more accelerated 

timeframe, especially if you’re consolidating multiple card 

providers into a single program. The first step is securing 

executive sponsorship, since help from senior leaders 

can be crucial to expediting your implementation. Build a 
clear business case by highlighting the working-capital 
benefits of a single card program, along with the 
increased visibility and control over employee spending. 

Choosing the right bank is also essential. In addition to the 

KYC nuances and local-issuing bank relationships mentioned 

above, there are significant details that can unnecessarily 

delay your launch unless your bank helps you anticipate ways 

to solve for them. For example, every country has a different 

online application process, requiring their cardholders to 

enter their birth dates in different formats. And in some 

countries the application requires cardholders to upload 

a verification code, which they’ll also need when it’s time 

to activate their card. If you’re in a rush to launch, it is 
crucial to get those things right the first time. 

Close bank collaboration also pays off when it’s time 

to issue the cards. In some cases, we can send plastic 

overnight — with local-language support — so that 

employees can use the cards within days.

Managing the Globe
Two paths to navigating a worldwide card program

Conclusion

Every company’s needs are unique, and your path to a 

global card program will be one of a kind. Whether you 

have time to launch in phases or need to expedite 

issuance to keep key projects on track, we can work 

with you to tackle the details and get your cardholders 

up and running. The financial and operational benefits 

are simply too great to ignore.

Best practices for launching globally

 Create plans well in advance of 

implementation (when possible)

Establish global project managers and 

local, in-country teams

Solidify executive sponsorship by 

highlighting working-capital opportunities

Understand local-market variations, 

including Know-Your-Customer (KYC) 

requirements

Draw on other internal teams, such as 

training and communications, to make 

things easy for cardholders

Key takeaways

 �Creating a global card program can help boost 
working capital and visibility while reducing risks

 �The best practice is to plan ahead and design a 
phased approach where small groups of countries 
go live at the same time 

 � If you need to move quickly, work closely with your 
bank to make sure you get the details right

Path 1: The phased approach

In an ideal world, you’ll have many months  —  even a year 

or more — to plan your global rollout. This may seem like 

an abundance of time, but you can use it to strengthen 
your business case, secure buy-in from senior 
management and other internal stakeholders, and 
closely investigate regulatory nuances in each country 
where you plan to launch.

After securing support from finance leadership, shift 

your focus to the central challenge: issuing, activating 

and managing cards in all of the places where you do 

business. If you’re going live in many countries, a phased 

approach can help you take gradual steps toward a full 

implementation. As an example, if you’ll need to go live 
in more than 20 countries, you could divide them up 
into phases in which a new wave of countries goes 
live every 45–60 days. If you’ll be launching in several 

neighboring countries within a single region — Latin 

America, say, or Asia Pacific — consider grouping them 

together into a single wave. Staggering your roll-out can be 

a great way to surface issues in a smaller setting and fix 

them before they affect you globally.

Collaboration with your bank will prove essential during 

each step, especially when it comes to understanding local 

regulations. Every country has different rules, in particular 

when it comes to Know-Your-Customer (KYC) regulations, 

which can vary greatly. Bank of America Merrill Lynch has 
people on the ground who can help you understand how 
to navigate each market, provide the right documents 
and work with local-issuing banks where needed.

If you work at a large company, building relationships internally 

can enable you to draw on other departments to help ensure 

the success of your global card program. One way to do this 

is to partner with communications and training to design 

materials that help cardholders get up and running quickly.
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Enhance your brand image and awareness with Exchange advertising. Contact the AFP sales department at 301.961.8861 to reserve space  
before your competition does.
Terms and Conditions

Payment/Agency Commission
Payment is due within 30 days of invoice. A 15% discount is 
given to recognized agencies.

Inserts
Each page of an insert counts as one insertion toward 
frequency discounts. For pricing, contact the AFP sales 
department at 301.961.8861. 

Contract Regulations
• Insertion orders or AFP contract is required.
• Verbal agreements will not be recognized.
• No cash discount.
•  Rates are based on the number of insertions contracted  

in a calendar year.

Publisher’s Approval
•  The publisher reserves the right to cancel or reject 

any advertising at any time, and to add the word 
“advertisement” at the top of any copy, which in the 
publisher’s opinion simulates editorial matter and might be 
misleading to the reader.
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