
6/19/18

1

The Sales Doctor Is In!
Presented by:  Ryan Dohrn
Founder, Brain Swell Media
@ryandohrn
Ryan@360AdSales.com 
www.360AdSales.com

Ryan Dohrn, CEO
Brain Swell Media
Publisher, 
Sales Training World

N A T I O N
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Over 400 magazine and newspaper titles.
Over 5,000 ad sales reps trained in 7 countries.
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@ryandohrn – Ryan@360AdSales.com - www.360AdSales.com

360AdSales.com

What is the most 
common comp plan for 
media sales reps?

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

Question:
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Big Payout Comp Plan (Example numbers only)

Base:  $24k 
5% on total sales from 0-50% of goal
7% on total sales from 51%-80% of goal
10% on total sales from 81%-100% of goal
20% on sales over goal    

@ryandohrn – Ryan@BrainSwellMedia.com - www.BrainSwellMedia.com

How do you find good 
salespeople?

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

Question:
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Referral Program
Train them via Junior Sales Path
Use Pre-Hire Testing

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

@ryandohrn – Ryan@BrainSwellMedia.com - www.BrainSwellMedia.com
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Account Executive Pledge of Expectations:

1. Be early for weekly sales meeting, 8am, Monday
2. Be early and prepared for weekly numbers one-on-one with Ryan.  Be prepared to 

discuss your 10 next meetings. 
3. Be early and prepared for weekly coaching one-on-one with Ryan.  Be prepared to 

discuss what you are doing to grow as sales person.  
4. Create and maintain a list of 50 prospects at all times.
5. Actively work 10 of the above 50 prospects daily via phone and email. Email only is 

NOT acceptable. 
6. All sales activity must be logged in the CRM.  No exceptions.  
7. Be early for work each day.  Work day starts at 8am.
8. Expect to be assigned other duties as needed to help the team succeed.
9. Leave all personal baggage at home.  Come to work with a positive attitude.
10. Look for ways every day to contribute in a positive way to the team.

I agree:  _________________________________________

Media Kits vs. Sales 
Sheets?

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

Question:
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@ryandohrn – Ryan@360AdSales.com.com	- www.360AdSales.com

Reader
Data 
Sheet
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Multi-
Media 

Offerings 
Sheet

@ryandohrn – Ryan@360AdSales.com.com	- www.360AdSales.com
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Media Kit Design 
Recommendations?

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

Question:

@ryandohrn – Ryan@360AdSales.com - www.360AdSales.com
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Landscape 
layout!  

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

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

How do we 
improve ROI for 
our advertisers?

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

Question
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Awareness Ads Need?

PurchaseBuying Cycle

Personal 
Consideration

Social Influence
YesNo

Doubt/Validation

Social Ad Campaign

Print Ad Campaign

Event

eNewsletter

Awareness Ads Need?

PurchaseBuying Cycle

Personal 
Consideration

Social Influence
YesNo

Doubt/Validation

Social Ad Campaign

Print Ad Campaign

Event

eNewsletter
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How has the January algorithm 
change from Facebook helped or 
hurt our advertisers?

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

Question

@RyanDohrn - 360AdSales.com   - Ryan@RyanDohrn.com 
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@RyanDohrn - 360AdSales.com   - Ryan@RyanDohrn.com 

@RyanDohrn - 360AdSales.com   - Ryan@RyanDohrn.com 
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Should we be selling retargeting 
and programmatic?

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

Question

@RyanDohrn
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@RyanDohrn

@RyanDohrn
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@RyanDohrn

@RyanDohrn
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@RyanDohrn

@RyanDohrn
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@RyanDohrn

89% of web users 
report that they find 

retargeting ads 
“creepy”

@RyanDohrn

eMarketer.com
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@RyanDohrn

Source:
InSkin
Media

75% of web users 
report that they feel 

LESS favorable about 
brands that use 

retargeting. 
@RyanDohrn
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Retargeting can create 
concerns over privacy.  
How do you want your 

brand perceived?

@RyanDohrn
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360AdSales.com

The Sales Doctor Is In!
Presented by:  Ryan Dohrn
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