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Idea #1:
Revamp your
: consultative sales
N~’_approach to own
O the total sale.

@RyanDohrn — www.360.




What are your goals?
What are your problems?
When do you want to fix?
What is your budget?
Authority to buy?

Wh. reyov JLals?
What. v problems?
When dr U want to fix?
What’ ou udget?
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89% of buyers said
they would rather go
to the dentist than sit
through a needs
assessment.
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Advertisers buy

based on an equal
, dose of emotion,
=ego and logic.

Asking for a budget
means you are matching
your media to their idea

of what it might mean to
market their brand.

Mr. Advertiser, do you
want to be....

Present, Competitive or
Dominant?
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1. Match their desire to a
client you already have
running.

2. Tell them a success story.
3. Show them the cost to
have desire fulfilled.

nvest in an effective and
affordable media plan.
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20% ofr*

15% off*

| 10% oft*

Idea #2:

Always sell using

competitive
- angles and/or
-O- intelligence.

@RyanDohrn - www.360AdSales.com
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RoadRunner-

Idea #3:
Understand and
< explain the
-O- consumer buying
cycle.
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All advertisers want
o run ONE ad and
then get an
immediate
response.

Timothy Smith
featured this insight
in his book

Successful
Advertising...

@RyanDohrn — www.360AdS!

The 1st time people look at ad, they don't see it.

The 2nd time, they don't nofice it.

The 3rd time, they are aware that it is there.

The 4th time, they have a fleeting sense that they've seen it before.

The 5th time, they actually read the ad.

The 6th time, they thumb their nose at it.

The 7th time, they get a little iritated with it.

The 8th time, they think, “Here's that confounded ad again.”

The 9th fime, they wonder if they're missing out on something.

The 10th time, they ask their friends or neighbors if they've tried it.

The 11th time, they wonder how the company is paying for all these ads.

The 12th time, they start to think that it must be a good product.

The 13th time, they start to feel the product has value.

The 14th time, they start fo feel like they've wanted a product like this for a long
time.

The 15th time, they start to yearn for it because they can't afford to buy it.

The 16th time, they accept the fact that they will buy it sometime in the future.
The 17th time, they make a commitment to buy the product.

The 18th time, they curse their poverty because they can't buy this terrific product.
The 19th time, they count their money very carefully.

The 20th time prospects see the ad, they buy what it is offering.




Timothy Smith featured
this insight in his book
Successful Advertising in
what year?

Timothy Smith featured
this insight in his book
Successful Advertising in
what year?
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Idea #4:
Be prepared for
the five most

] 1
*~’_ common media
sales objections.

@RyanDohrn - www.360AdSales.com

Objection #1:
Word of mouth is my

best marketing vehicle.
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Ryan’s Reply...
The problem with

W.O.M. is that you
lose control of your
marketing message.

Objection #2:

| am moving my ad
dollars to social
media.

Ryan’s Reply #1...
Interesting. | do not

hear that much from
my clients any more.

ohrn — www.360AdSales.com




Ryan’s Reply #2...
How much time per

week do you plan to
spend managing your
social media?

Inc.com reports that
successful marketers

spend 15-20 hours
per week on social.

@RyanDohrn — www.360AdSales.com

Ryan’s Reply #3...
Social media

marketing used to
be cheap.

ohrn — www.360AdSales.com
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Objection #3:
| have no ad budget.

Or... My budget is
spent for the year.

@RyanDohrn - www.360AdSales.com
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Ryan’s Reply #1...
If | could bring you one

new customer what
would that be worth to
you?

Obijection #4: Can
you write an article

about us or report
on us for free?

Ryan’s Reply...
What do you offer for

free to your customers?

8/13/18
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Ryan’s Reply...
| am thrilled to hear that you

still believe in us. Awesome.
We have several sponsored
thought leadership programs
you will love.

- www.360AdSales.com

Objection #5: |
tried you guys

before and it did
not work.
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L/ Idea #5:

F Truly and deeply

= understand your
competition.

If you know the enemy
and know yourself, you
need not fear the result
of a hundred battles.

- Sun Tzu

Audience
Profiles

Cyber vs. Fiber
Rates

Good vs. Bad
@RyanDohrm - www.360AdSales.com
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< I Idea #6:
-O- Branding via
= print drives
digital response
rates.

@RyanDohrn —

Sixty percent of global
consumers with
Internet access prefer
to buy new products
from a familiar brand.

Sour Nielsen
yanDohrn - www.360AdSales.com
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Preach the
“Familiar Factor”.

Idea #7:
Going direct to
consumers is

\ ‘ (] ]
- O- intrusive.

Less than 57% of
consumers trust
email

Source: Nielsen Brand Trust Study

8/13/18
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You grow your
reputation in life
and in marketing
based on your
affiliations.

For more than 50 years we
have invested millions of
dollars to create an
audience that is willing to
accept your ad as a part of
the total story.

Idea #8:

Choose the

proper proposal
_for the client.

3
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Invest in an effective and
affordable media plan.

Print | Digital [E-news| Web |Social| Radio
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20% ofr*

15% off*

10% off*
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Option #1: MAXIMUM EXPOSURE PLAN.
- % page 4 color ad in Inspire Magazine. Ad created free of charge.
- Large top banner ad (728x90) on Inspire.com for one month
- Oneinclusion in the Inspire eNews sent to 5,700 readers
- 4 text mentions on the Inspire Facebook® feed
- Total Value, $2400
- MULTI-MEDIA DISCOUNT = - $500
- Actual Cost, $1900 / month*

tion #2: SMART BUSINESS PLAN.
% page 4 color ad in Inspire Magazine. Ad created free of charge.

- Large right banner ad (320x250) on Inspire.com for one month

- One inclusion in the Inspire eNews sent to 5,700 readers

- 2 text mentions on the Inspire Facebook® feed

- Total Value, $2000

- MULTI-MEDIA DISCOUNT = - $300

- Actual Cost, $1700 / month*

tion #3: BASIC MARKETING PLAN.
- % page 4 color ad in Inspire Magazine. Ad created free of charge.
- Large right banner ad (320x250) on Inspire.com for one month
- Total Value, $1800

- MULTI-MEDIA DISCOUNT = - $200

- Actual Cost, $1600 / month*

three consecutive months. Please call me ASAP to get lacked in! (222)-555-1212,
Ryan Dohrn

@RyanDohrn - www.360AdSales.com
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Where do you
grow from here?

8/13/18

Selling More Media
To Doubting Buyers.

RYAN DOHRN
360ADSALES.COM
RYAN@BRAINSWELLMEDIA.COM
@RYANDOHRN

19



