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Since	  2008	  I	  have	  worked	  with	  over	  200	  @tles	  and	  trained	  over	  3,000	  ad	  sales	  execu@ves.	  
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Ryan’s	  5	  Pet	  Peeves	  
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Ryan’s	  5	  Pet	  Peeves	  

People	  that	  stand	  outside	  your	  
door	  lurking	  for	  a	  “quick	  second”	  

conversa@on.	  	  	  	  
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Ryan’s	  5	  Pet	  Peeves	  

People	  that	  talk	  WAY	  TO	  damn	  
loud	  on	  their	  cell	  phones…	  

especially	  about	  personal	  stuff.	  



@ryandohrn	  –	  Ryan@360AdSales.com	  -‐	  www.360AdSales.com	  

Ryan’s	  5	  Pet	  Peeves	  

People	  that	  sit	  in	  the	  middle	  
seat	  and	  act	  like	  they	  are	  in	  first	  

class.	  	  
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Ryan’s	  5	  Pet	  Peeves	  

People	  that	  cut	  in	  line.	  	  Or,	  cars	  that	  
want	  into	  the	  merge	  lane	  aUer	  you	  

have	  merged	  early	  and	  they	  think	  they	  
are	  sooo	  smart	  and	  zoom	  by	  the	  line!	  	  
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Ryan’s	  5	  Pet	  Peeves	  

People	  that	  interrupt	  you	  when	  your	  
telling	  a	  story	  and	  then	  they	  con@nue	  
to	  tell	  you	  their	  story	  and	  then	  ask	  you	  
in	  an	  uninterested	  tone	  to	  con@nue	  on	  
with	  your	  story	  when	  they	  are	  finished	  

talking.	  
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Ryan’s	  5	  Pet	  Peeves	  

PreXy	  much	  all	  adver@sers	  that	  say	  
word	  of	  mouth	  is	  the	  best	  

marke@ng	  tool!	  
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tranger	  danger	  is	  real	  and	  must	  be	  addressed.	  
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tranger	  danger	  is	  real	  and	  must	  be	  addressed.	  

hem	  based	  conversa@ons	  get	  you	  results.	  
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tranger	  danger	  is	  real	  and	  must	  be	  addressed.	  

hem	  based	  conversa@ons	  get	  you	  results.	  

pportuni@es	  must	  match	  success	  stories.	  	  
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tranger	  danger	  is	  real	  and	  must	  be	  addressed.	  

hem	  based	  conversa@ons	  get	  you	  results.	  

rac@ce	  for	  the	  very	  best	  results.	  	  

pportuni@es	  must	  match	  success	  stories.	  	  



STEP	  #1:	  	  	  
UNDERSTANDING	  THE	  PROSPECT.	  	  
WHAT	  DO	  THEY	  CONSIDER	  
BEFORE	  BUYING	  FROM	  YOU.	  	  	  
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Better understanding why advertisers vanish 
and/or do not communicate back with you.  
 
© 2012  
 
 

 
The Sales Consideration Funnel 

 
 

 
 

How will this make me money? 
 
 
 

Will this sales person be there for me? 
 
 

What will I feature in my ad?  Ad creation, 
UGH!  What will my ad look like? 

 
Will this make me look good in the industry? 
 
Do I like the idea and or price? 

 
 

 
 
Instead… most sales reps see it this way….  
Here is our circulation. 
Here is our price. 
Don’t you want exposure? 
More exposure = more money to you. 
 
What can I do to better understand the funnel? 
How can I change my patterns to better focus on these needs? 
How can I do this via voice mail and email?!
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Is	  this	  sales	  person	  a	  waste	  of	  $me?	  

How	  will	  this	  impact	  my	  business?	  

Who	  else	  has	  tried	  this?	  	  Pioneer?	  	  

Will	  they	  be	  there	  aTer	  the	  sale?	  

Do	  I	  like	  the	  idea	  or	  price?	  

Sales	  Considera$on	  Funnel	  –	  What	  your	  prospect	  is	  “really	  thinking”.	  



STEP	  #2:	  	  	  
BUILD	  TRUST	  THROUGH	  
KNOWLEDGE	  OF	  THEM	  
PERSONALLY	  OR	  
PROFESSIONALLY.	  	  
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Set	  $me	  aside	  for	  research	  and	  
enter	  this	  data	  in	  to	  your	  CRM.	  
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STEP	  #3:	  	  	  
SHARING	  SUCCESS	  STORIES.	  
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DO	  NOT	  think	  of	  the	  color	  RED.	  
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DETAIL	  OUT	  AND	  PRACTICE	  YOUR	  
FOUR	  BEST	  SUCCESS	  STORIES.	  	  
THE	  MORE	  SPECIFIC/RELEVANT	  TO	  
THE	  PROSPECT	  THE	  BETTER.	  
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We	  will	  wrap	  each	  and	  every	  thing	  
we	  offer	  around	  a	  success	  story.	  	  	  
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STEP	  #4:	  	  	  
ASKING	  CRITICAL	  QUESTIONS	  TO	  
DETERMINE	  PROBLEMS,	  ISSUES,	  
GOALS.	  
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WHAT	  ARE	  YOUR	  10	  CRITICAL	  
QUESTIONS?	  
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If	  we	  could	  create	  the	  perfect	  ad	  for	  
you	  what	  would	  you	  want	  to	  happen	  

from	  ad?	  
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How	  many	  @mes	  do	  you	  feel	  a	  new	  
customer	  of	  yours	  needs	  to	  see	  your	  
adver@sing	  message	  before	  they	  make	  
a	  decision	  to	  do	  business	  with	  you?	  
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In	  what	  areas	  do	  you	  out	  perform	  your	  
compe@@on?	  
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Are	  there	  any	  new	  products	  or	  
services	  you	  will	  debut	  in	  the	  next	  6	  
months?	  Let’s	  plan	  ahead	  together.	  
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How	  does	  social	  media	  play	  a	  role	  in	  
your	  adver@sing?	  
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What	  ads	  have	  worked	  for	  you	  in	  the	  
past?	  	  
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STEP	  #5:	  	  	  
PROVIDING	  SOLUTIONS	  THROUGH	  
YOUR	  OFFERINGS.	  

NO	  FOLLOW-‐UP	  INFO	  TO	  BE	  SENT	  
IF	  YOU	  CAN	  AVOID	  IT.	  
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WHO	  ARE	  YOU	  “REALLY”	  SELLING	  TO?	  
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Sell	  Sheets	  –	  3	  Important	  VISUALS	  	  



Reader	  
Data	  	  
Sheet	  
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Mul@-‐
Media	  

Offerings	  
Sheet	  
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Power	  Pricing	  Grid	  



STEP	  #6:	  	  	  
SOFT	  CLOSE,	  OBJECTIONS,	  NEXT	  
STEPS.	  PROPOSAL?	  
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I	  HAVE	  NO	  MONEY!	  	  	  

Ok,	  if	  money	  was	  not	  the	  issue	  do	  you	  like	  the	  idea?	  	  
Ok,	  what	  would	  it	  need	  to	  cost	  to	  take	  a	  next	  step	  
together?	  	  	  
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I	  have	  to	  take	  this	  to	  my	  partner	  for	  input.	  

Great!	  	  What	  do	  you	  think	  they	  will	  like	  or	  dislike?	  
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We	  are	  prehy	  busy	  right	  now,	  no	  need	  to	  adver$se.	  

The	  economy	  is	  s$ll	  killing	  me.	  	  We	  just	  can’t	  afford	  
it.	  	  

We	  will	  wait	  un$l	  aTer	  the	  elec$on.	  	  
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In	  1933	  P&G	  debuted	  its	  first	  
serial,	  Oxydol's	  Own	  Ma	  Perkins,	  
and	  women	  around	  the	  country	  
quickly	  fell	  in	  love	  with	  the	  tales	  of	  
the	  kind	  widow.	  	  

The	  program	  was	  so	  successful	  
that	  P&G	  started	  cranking	  out	  
similar	  programs	  to	  support	  its	  
other	  brands,	  and	  by	  1939,	  the	  
company	  was	  producing	  21	  of	  
these	  so-‐called	  "soap	  operas."�	  	  
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WHAT	  ARE	  YOUR	  SOFT	  CLOSES?	  
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STEP	  #7:	  	  	  
TIME	  TO	  REVIEW	  THE	  PROPOSAL	  
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I	  would	  like	  to	  follow	  up	  quickly	  via	  phone	  Are	  
Thursday	  from	  3:15-‐3:30	  for	  a	  15	  minute	  chat?	  
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TRY	  THREE	  TIMES	  BEFORE	  
YOU	  GIVE	  UP!	  
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STEP	  #8:	  	  	  
RELENTLESS	  FOLLOW-‐UP	  	  
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OVER	  90%	  OF	  SALES	  PEOPLE	  GIVE	  
UP	  ON	  FOLLOW-‐UP	  AFTER	  4	  
ATTEMPTS.	  	  MOST	  FOLLOW-‐UP	  BY	  
EMAIL	  ONLY.	  
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CONSIDER	  EVERY	  OTHER	  DAY.	  	  OR	  
EVERY	  3RD	  DAY	  AT	  A	  MINIMUM.	  
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