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Congratulations...
Deanna Ladd of Bellevue, MI

Auction Survey Winner of a $100 MasterCard! 
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I continue to prioritize sales into our
members' publications. Last November I
sent out a request for our members to
reply if they would like me to represent
them in a proposal to NSA Media for the
Meijer Stores preprint business. The
immediate response from our
membership was incredible! Thank you
to those of you who informed me you
already have the Meijer business. As I
mentioned, I will not interfere with
anything you already have in place. For
our members who welcomed me to
represent their companies for this
business, I have informed those who are
under current consideration by NSA
Media, who will present their publication
to Meijer to either move their insert
completely to a CPM member
publication, or at least augment current
circulation in a competing publication with
the addition of several key zip codes.

NSA Media has also informed me that
they have not yet had a chance to review
everything I provided to them, however
they intend to. I believe many of our
member publications will be added to the
Meijer Stores buy - I just don't know
which ones and when that will happen. I
will keep all participating publications
updated as I learn more. 

As I previously mentioned, I will be
attending the Michigan Auctioneer
Association (MAA) Conference once
again this year on Jan. 31 - Feb. 2 in
Frankenmuth, MI. 

MAA is one of the largest and most active
auctioneer associations in the country,
and I have forged many wonderful
business relationships from being
involved with this great group of
auctioneers. For the seventh consecutive
year, I will man our CPM booth to
encourage auctioneers to continue to
advertise in their hometown and
surrounding community newspapers and
shopping guides, and to also consider
one of CPM's advertising networks for an
extended reach. 

This year, MAA asked me to be a judge
in their scholarship program, which I
agreed to participate in. In the past, I
have served as a judge for their
advertising contest as well. Each vendor
also has the opportunity to speak during
the vendor appreciation luncheon which
is attended by the large group of
auctioneers from around the state. I
always look forward to this portion of the
conference as it allows me to address all
attendees to share the value and reach
of our members' publications and CPM's
many advertising network opportunities.

Thank you to our members who featured
the Auction Survey Ads on behalf of CPM
and our Members. According to Tim
Bingaman, President and CEO of
Circulation Verification Council (CVC),
who conducted the online survey on our
behalf, we had an excellent response
from your readers, which has yielded
very valuable insight! 

The reader survey for Michigan's Auction
Industry is something we wanted to
provide to MAA conference attendees, as
it is the most recent information from
readers of community publications across
the state t hat was concluded on Jan. 22,

2018. CPM Board President Don Rush,
and Board Member Wes Smith, are
featured speakers at this year's MAA
conference and have prepared an
informative program that will include our
survey results. I will have printed copies
of the survey at the CPM booth for
conference attendees as well. 

The winner of the $100.00 MasterCard
randomly drawn by eve from qualified
survey entries is Deanna Ladd of
Bellevue, MI. The Publication Ms. Ladd
saw our promo ad in was the Battle
Creek Shopper News. The Battle Creek
Shopper News has also won a $100.00
prize from CPM for featuring the promo
ad the winner responded to and
completed the survey.

A big thank you to Tim Bingaman and
the CVC staff for putting this survey
together for us on relatively short
notice!

I have attached a pdf of the auction
survey results with this email for your
review. Feel free to share the results with
your local auction professionals. 

Good Selling!
Jack

By Jack Guza
CPM Executive Director

Executive Director Updates 

 
www.research.net/r/2018CPM
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I suppose any time is 
the right time to look 
over your newspaper 
operation and search for 
ways to make improve-
ments., but the begin-
ning of the year seems 
especially appropriate 
for such a task.

As I sat at my trusted 
keyboard to begin, I sent a note out to 
newspaper friends throughout North 
America to ask for their suggestions. 
Let me share a few of those fi rst:

Tom in Mississippi

Tom writes, “Do what you do best 
the most. Fulfi ll your purpose to your 
community.”

Tom makes a great point. In study 
after study, we’ve learned it’s all about 
community. Successful community 
papers remain focused on local stories.

Look over your newspaper with the 
rest of your staff. How did you do in 
2017? How can you be even more in-
volved in your community in 2018?

Karen from Tennessee

Karen writes, “Why not try some-
thing new this coming year or replace 
an outdated tradition?”

Tradition is a good thing. Sociolo-
gists tell us it’s an important factor in 
binding families and groups together.

Author Frank Sonnenberg wrote, 
“Tradition contributes a sense of com-
fort and belonging. It brings families 
together and enables people to recon-
nect with friends.”

When I speak on the topic of “Getting 
People to Pick Up Your Paper,” I remind 
listeners of the importance of building 

trust in our communities. One of the 
ways we build trust is by creating tradi-
tions in our newspapers.

However, Karen is right. The new 
year is the perfect time to look over 
our papers and ask ourselves which 
traditions build trust with our com-
munities and which ones would be 
best left behind.

My son and I have taken an annual 
“Walk across Knoxville” each year 
on Labor Day. As he has grown into a 
young adult, it’s become obvious the 
tradition doesn’t fi t neatly into his 
schedule due to changing obligations, 
as well as a greater number of options 
available to a young adult. So this 
year, I let it go. He went to DragonCon, 
dressed as the Joker, and had the time 
of his life. 

We’ll walk across the city again, 
but it doesn’t have to be on Labor Day. 
Much like a newspaper, we’ll adjust to 
better fi t our current lifestyles.

Gary in Missouri

Gary added the new year is a good 
time to take a look at your online pres-
ence. Find ways, we wrote, “to turn 
your website into a revenue stream 
rather than a revenue drain.”

When’s the last time you took a good 
look at your website?  Does it represent 
your newspaper in a positive way? I 
would suggest your gather a group to-
gether once a year, and the start of the 
year is as good a time as any, and look 
over your digital presence.

Mark from South Carolina

Mark wrote the beginning of the year 
is a good time to go through old news-
papers and fi nd great stories to reprint. 
"Great stories are still great stories!" 
Mark added.

Amanda from Tennessee

“My dad always suggested we go 
through papers from the previous year 
and pick out certain events that are re-
occurring and mark them on calendar. 
We tend to get so busy sometimes that 
we miss things.”

That’s a great checklist item, Aman-
da. Go through your pages from 2017. 
What are some events you want to be 
sure and cover in 2018? Put those down 
on a calendar.

Did you cover any stories that would 
make good follow-up stories in 2018? Put 

those on the calendar. Who are advertis-
ers that were running in early 2017 that 
aren’t in your most recent issues? Make 
a point to give them a call. We can gar-
ner a wealth of information by looking 
through pages from the past year.

Christina from Missouri

“Delete fi les. I do that at the begin-
ning of every year. I often go back and 
fi nd fi les fi ve or more years old I don’t 
need anymore.”

That’s a great idea, Christina. Bulky 
hard drives really slow down a com-
puter’s performance. Let’s take it a step 
further, though. In addition to outdated 
fi les, go through your computer and 
uninstall applications you no longer 
use. 

I did this on my desktop last week 
and found more than 20 applications to 
throw away. They add up quickly.

Okay, now for my list

My friends made my job easy, leav-
ing just a little space for my checklist 
of to-do items as we kick off 2018 at our 
newspapers:

• Create focus groups by inviting 
readers and non-readers to look over 
your newspaper as a group and make 
suggestions.
• Strategize staff training. Everyone 
needs training from time to time to 
improve skills and provide motivation. 
The fi rst of the year is a good time to 
look through your newspaper staff and 
see what types of training would be 
most benefi cial.
• Go through your list of advertisers. 
Who hasn’t run an ad in six months? 
Studies indicate it’s 20 times as easy 
to bring back an old customer than to 
recruit a new one. 
• Go through your list of subscribers. 
Your efforts may be more fruitful if 
you focus on getting former readers to 
return before gaining new subscribers.
• Do an equipment inventory. Do you 
have computers, software or other 
equipment that is slowing down your 
production process. Now is a good time 
to begin planning to replace outdated 
equipment.

It’s a short list, but if you accomplish 
just one or two of these checklist items 
you’ll be well on your way to improving 
your newspaper’s outlook for 2018 and 
beyond.

Kevin Slimp
kevin@kevinslimp.com

Checklist for the New Year

Earl Goodman Goodman, Tennessee Press Ser-
vice, looks over his January calendar.
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Tips are
important,
especially tips
for helping
people.
Selling is the art and
science of helping
folks solve problems.
People say that selling is a science
because it’s been thoroughly studied
and we have lots of information about
what works, such as the AIDA model
(Awareness, Interest, Decision, Action)
to pull prospects into the sales funnel.

“Art” is also a key component of the
selling process because people who
have problems often don’t want to pay
a fair price for the solution.  Sometimes
they don’t want to pay any price.

When you get right down to it, some
folks aren’t even aware that they have
a problem.  That’s why when selling, it’s
good to educate prospects and share
tips with them.

After all, it’s a lot easier to sell a roof to
a man who knows that its time to
replace the shingles.

Whatever you sell should make that
person’s life better.  Salespeople often
help solve problems that have already
occurred.  Really good salespeople
help solve problems before they
happen.  Tweet This

If you’re in sales, you can constantly
improve your craft if you engage in
lifelong learning.  If tips are constantly
flowing toward you, you’re more likely
to pass tips along to others.

Here are ideas for selling to anybody,
originally published in the book, Work
Hacks: 300+ Cool Ideas to SPEED
Career Success. Continued on page 4.

Tips for Selling
Anything to Anyone

Michael Angelo Caruso
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How to sell anything
to anyone

1 Helping people is noble and
necessary.

Successful salespeople believe that
their goods and services have value.
You can achieve this mindset by
differentiating your offering from the
competition. If you sell a commodity
that does not enjoy differentiation, then
the difference is you. Believe that your
offering will benefit people and you’ll
always feel good about selling.

2  Sell to people who want
your stuff.

Try to find prospects that already
purchase the kinds of things you offer.
If the prospect is not pre-disposed to
buying your product, you must execute
the “two-step sale” of first educating
and then selling.

3  Let them tell you what’s
important to them.

To quote my father, “I never learn
anything while I’m talking.” Most sales
people talk too much. Get to know
people before trying to sell them.

Try to identify the person’s personality.
Is he a micro-manager that will want to
dictate terms of the sale or a person
who is easily influenced? Ask open-
ended questions to get the prospect
involved. Always stay positive. If the
prospect keeps trying to talk about the
negative side of things, only agree
when the issues are inconsequential.

For example, you might agree that the

weather has been bad, but not
necessarily agree that all salespeople
are crooks.

4  Link what they’re saying to
what you’re selling.

Use the prospect’s verbiage, tone, pitch,
and energy as clues. Link what’s
important to them to what you offer. You
might say, “I’m so glad to hear you say
that you like quality because my product
is the best on the market.” Be assertive,
not aggressive.

Once, a man seated next to me on an
airplane was lamenting about how
difficult it was to travel ten days a month
while leaving three small children at
home with his wife. I inquired about the
kids and he gave me their names and
ages. He said travel was an unfortunate
requirement of his job. I asked what he
did for a living and he told me he was a
sales manager.

I asked, “What’s the hardest part about
being a sales manager?” and he
responded, “Getting people to work a full
day.”

Finally, the man asked me what I did for
a living. I said, “I teach sales managers
how to get their people to work a full
day.” He laughed and asked for my
business card.

5  Be gracious and be grateful.

Always be grateful for a customer’s
time and patronage. Find consistent
and creative ways to say “thank you.”

Michael Angelo Caruso is one of America’s
premier keynote speakers. He is known as
“the speakers’ speaker.”

Mr. Caruso teaches presentation skills and is
in demand for conventions, conferences, and
annual events of all kinds. Michael specializes
in working with leaders, salespeople, and the
customer service industry.

Mr. Caruso has spoken in South America,
Africa, Australia, Asia, the Middle East, and 49
of the 50 states. He spends lots of time
working and playing in California, Texas,
Florida, and New York.

Tips for Selling Anything to Anyone (Continued from page 4)
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What sets advertising amateurs
apart from professionals? Let’s
examine some key skill areas.

1. Amateurs do most of the talking in sales
appointments. Professionals do most of the
listening. When they meet with prospective
advertisers, they work to learn marketing
goals. They concentrate on discovering
“pain points.” And they learn about the
results of previous campaigns. That’s
accomplished with questions – along with
attentive listening. 

2. Amateurs use puffery in ad copy.
Professionals use relevant information. They
stay away from empty claims and
exaggerations like “unbelievable,” “fantastic”
and “incredible.” Instead, they focus on
specific features and benefits that mean
something to readers. 

3. Amateurs sell one ad at a time.
Professionals sell campaigns. The best ads
are not stand-alone sales, they are elements
of bigger marketing campaigns. By taking
the time to develop an overall strategy,
professionals have a guideline to follow.
There’s no mystery about what to do next.
They simply follow the plan. 

4.Amateurs create spec ads before learning
the prospect’s needs and developing a
marketing strategy. Professionals believe it’s
important to diagnose the patient before
writing a prescription. I cringe when I hear

stories of ad ideas that have been created
without doing any homework first. Most of
those ads are laughably off target. 

5. Amateurs don’t know the difference
between image ads and response ads.
Professionals know that distinction can
make or break advertisers’ expectations.
Image ads are designed to create and
strengthen brand identities, while response
ads are designed to motivate consumers to
“buy now.” 

6.Amateurs see print and digital as separate
entities. Professionals know that print and
digital work together to project a cohesive
brand image for their clients. In today’s multi-
media environment, the companies with
strong marketplace identities understand
that everything must work together. Logos,
type fonts, benefit statements, theme colors
– they all play important roles. 

7. Amateurs run anything their advertisers
request, because they don’t want to risk
offending paying customers. Professionals
know they’re obligated to stand up for solid
advertising principles (with diplomacy, of
course). I’ve never seen a sales person’s

business card that listed “Order Taker” as a
job title. 

8. Amateurs wing their way through
appointments. Professionals provide
prospects with a printed agenda and follow
it carefully. They know how to keep things on
track. They stay away from running down
rabbit trails that can derail a presentation. It’s
a matter of respecting the other person’s
time and making a professional impression. 

9. Amateurs don’t care about typography.
Professionals understand that type has been
called “the voice of print” for a good reason.
They know that all upper-case type should
be used sparingly in headlines – and almost
never in body copy. They understand the
nuances of serif and sans serif fonts. And
they know how to use line-breaks to create
readable headlines. 

10. Amateurs think they know everything.
Professionals are not complacent. They
strive to learn more about their prospects,
their market, their competitors, and
advertising in general. There’s truth in the old
saying, “The biggest room in the house is
room for improvement.”

By John Foust
Raleigh, NC

Amateur vs. Professional

(c) Copyright 2017 by John Foust. All rights reserved. John Foust has conducted training programs for thousands of newspaper advertising professionals. Many ad
departments are using his training videos to save time and get quick results from in-house training. E-mail for information:  john@johnfoust.com
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   It’s no secret America’s newspapers
are struggling to find their place in
today’s social media society.
   Many major metro dailies now only
offer home delivery on Thursdays,
Fridays and Sundays, the days they
carry an exceptional number of high-
revenue inserts. The balance of the
week interested readers have to buy
the paper at a convenience store or
other dealer.

In smaller markets that were once
five or six-day-a-week dailies,
publication has been cut to three times,
twice or just once a week.

Community news always has been
important to society. The earliest
humans recorded their experiences and
challenges on cave walls in France as
far back as 17,000 BC.
   Newspapers have survived
competition from radio, television and
even early forms of the internet. So why
the difficulty today?
   For one thing society has become
more diverse. There is more desire to
be different and separate than to be of
one mind and purpose. Where a
community newspaper once brought a
group of people together, many
residents would just as soon see it torn
apart.
   For another, some publishers
became arrogant. High profits and
soaring circulation gains blinded them

to the possibility of serious competition
created in the form of shared
information networks such as Facebook
and Snapchat.
   In many communities the passion for
publishing, once driven by a local
owner, has been lost to directives from
upper management located in distant
states. Many of those chains have no
knowledge or understanding of the local
community’s needs, motivation or
history.
   And worse, too many industry and
community leaders have “drunk the
Kool-Aid” and believed social media
promoters are correct when they claim
that freely shared individual social
commentary is going to produce free,
independent thinking and offer a cost-
free way to advertise local businesses
and create community consensus.
   But nothing is free. Those same
social media promoters have found
ways to maximize their growing,
international revenue by controlling who
actually sees the message and by
selling small company e-mail lists
passing through their system to like
larger online retailers like Amazon and
Walmart. Small businesses, believing
they are creating their own market are
simply helping increase the prospect list
of their greatest competition.
Cont. on page 8)

By Peter Wagner
Founder and Publisher,
The N’West Iowa REVIEW

The challenge ahead
for newspapers and
the community.
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   Additionally, local and national blogs
and social messaging does little to
create a united community. Such one-
sided voices often broadcast unchecked
and even fake news. Many of those
sources cannot be trusted as balanced
or even intending to share the truth. As
former President Barack Obama stated
on “CBS This Morning” on Wednesday,
Dec. 27, those who depend on social
media for their news can be “cocooned
in information that (only) reinforces their
current biases.”
   Interestingly, the outside media that
most often reports the “falling” numbers
in newspaper circulation are the over-
the-air non-cable television networks
that have problems of their own. The
large and ever-growing selection of
cable channels and live-streaming
networks and the consumer’s ability to
watch programs commercial free on
Hulu or other servers has cut deeply
into the local television station’s
audience and revenue.
   Are all newspaper dead or dying? Not
necessarily. Some groups and many
independent family-owned papers are

taking steps to remain an important part
of the community.
   A recent comScore readership study
reported 18- to 34-year-olds, long
thought forever lost to print media, are
spending more time reading printed
newspapers than checking out the news
online.
   But publishing companies are going
to have to work diligently at keeping
their subscriber base.

That effort may include investing in a
larger newsroom to write more original
content. It may require investing in more
computer programs and equipment. It
will demand an expanded creative team
capable of producing a more attractive,
interesting design.
   Keeping up with the future will surely
require new forms of delivery to assure
the subscriber gets dependable on-time
“to the door service” as the post office’s
delivery days and times diminish. That
printed paper will have to be augmented
with new, innovative online services and
breaking news updates.
   Finally, newspapers will need to offer
an increased local presence in

everything from being more visible
reporting about all things important to
the reader — the city council, college
concerts, high school sports and local
successes — to the sponsorship of both
educational and simply enjoyable
community events.
   Newspapers will make it through the
current storm to brighter days ahead.
They are the heart of every community.
They are the cheerleaders, fact
checkers, community watchdogs and
creators of community consensus and
commitment.
   Thankfully, that’s the kind of
challenge we committed journalists can
get excited about.

Peter W. Wagner is founder and
publisher of the award winning N’West
Iowa REVIEW. He is a regular presenter
at State Press Association Conventions
and Group Seminars. You can contact
him with questions regarding your
newspaper at
pww@iowainformation.com or (cell)
712-348-3550.

The challenge ahead for newspapers and
the community.
Continued from page 7

  U S    A T    W W W . S A P A T O D A Y . C O M

S        (931) 223-5708     (888)450-8329 fax 13

Learn how to 
PROFIT

from selling websites to
your advertisers at:
SiteSwan.com

  U S    A T    W W W . S A P A T O D A Y . C O M

S              (888)450-8329 fax 13
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Ad Talk
with Ellen Hanrahant

Until next month!

Details...details
  

 
 

 
 
 
 
 
 
 
 
 

Design or Decorate?
 
 

  
 

  
 
 
 
 

 

 
 
 
 
 

  
           

 

Subtle Changes are Important
   

 
 
 
 

 

  

 

 
 
 

         
 

 

 

  

CUSTOMER APPRECIATION SPECIAL!

New 
customers 

always 
welcome

  

 

 

Celebrating 30 Years of Doing Your Hair Your Way!

 

 

  

CUSTOMER APPRECIATION SPECIAL!

New 
customers 

always 
welcome

 

Final Notes…
 
 
 
 

 Best wishes for a great
  20 18!
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Negotiate! For some ad sales
people it’s a dirty word. It’s the
point at which their brains
freeze and they start spouting
garbage, either talking their
potential profit down or, worse,
talking themselves out of the
sale altogether. Well, from an ad
sales training perspective, I’m
here to tell you that negotiating
is absolutely all right, that your
customer is expecting it in one
form or another, and that you
should welcome it as an
accepted step on the way to
making a mutually beneficial
deal.

NOTE:  You can listen to podcast on this topic at this link: 
http://360adsales.com/ad-sales-training-podcast

Negotiating is a skill that can be learned
just like any other. Unfortunately, many
ad sales training courses, and
employers, either ignore it or gloss over
the subject as if it was something
everyone should already know how to
do. And when you’re out on the road, not
knowing how to negotiate (and an awful
lot of people don’t) can be a killer. So, in
this blog we’re going to take a look seven
of the negotiating skills ad sales

superstars use to rack up outstanding
sales figures.

Here’s an admission; my wife tells me I’m
a terrible negotiator. Not because I’m no
good at it but because I do it all the time,
everywhere; looking to get a good deal at
a restaurant, selling a car, whatever; I’m
constantly looking to improve the deal.
How do I do it? Here’s the list: Seven
Negotiating Skills of the Ad Sales
Superstars:

1. Shut up! Okay, okay, I know it’s a
media sales person’s job to talk, to
explain the deal in the most persuasive
way. But here’s the thing; make your
pitch, present the terms of your deal and
… shut up. Let the client speak first, let
them start the conversation. We’ve
probably all done it – that thing where
you make your pitch and then
immediately offer a discount or an
adjustment before the client has a

chance to say anything. There’s a term
for that; it’s called ‘negotiating against
yourself’, and clever it isn’t. Once I’ve
presented my deal I simply say, “What do
you think?” That’s it. Then I wait for the
client to respond.

Of course, there’s more to it than that.
Your  attitude is also a factor here.
Consider this; I’ve often thought about
writing a book I would call, “Sell Less,
Sell More!” Great title huh? No, it isn’t, it

doesn’t work. Why would anyone buy a
book that tells them to sell less? The
point I am making here, and the point of
the book too, is that if you slip into ‘sales
person mode’ you are not going to do
well. People like to negotiate with other
normal people, not someone hell bent on
selling them something. So don’t do it.
Stay out of sales person mode, and don’t
negotiate against yourself. (Continued on
page 11)

By Ryan Dohrn
President/Founder, 
Brain Swell Media LLC

Seven Negotiating Skills of the
Ad Sales Superstars
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At the end of your pitch simply say, “So,
what do you think?” And zip your lip!
Remember, price is usually the deciding
factor when two products seem to be
similar, so your prospect will likely say
something like it’s too expensive, or this
isn’t right, or that isn’t right. This is when
you look back over your pitch. Have you
done a good job in showing how different
your product is, or how well it will solve
the client’s problem? The bottom line is
that you never make the objection for
your prospect, let them bring it up first.

2. Don’t give a ‘range’. Top ad sales
people don’t so why should you. Having
listened to the prospect’s objection,
which will probably be connected to
price, don’t jump in with your
size tens and offer to reduce it
by say, fifteen, twenty, even
thirty percent. Think about that
for a second. If you were the
prospective buyer, which
percentage figure would you
leap on? Always, always, quote
one specific figure and leave
yourself room to increase the
discount if you need to. 

If my prospect tells me it’s too
expensive I’ll get the
conversation off money for a
moment. I’ll come back with,
“Okay, I understand, but do you
like the solution? Does it solve
your problem?” Getting
agreement on this point is obviously a
positive step. Then come back to money.
“So where would you like the price to
be?” Give the prospect time to speak, let
them give you a figure. Whatever it is,
you’re going to negotiate. Say they want
25% off, your response should be
something like, “I don’t know if we could
go to 25%. We monitor our business all

the time and I know that isn’t something
we could typically do. What if we could
get to around 5% or so. Would that work
for you?”

And then guess what? You got it - shut
up! Give the prospect the time and the
room to negotiate with you. Just
remember, don’t give your prospect a
range, and don’t give them hopes of
securing a big number discount.

3. Negotiate with the decision maker.
How many of us get this one wrong.  I
know it is often impossible to meet with
the decision maker.  I get it.  You must
understand this, if you’re gonna be a
great negotiator you have to negotiate

with the decision maker or work with
your liaison to closely negotiate with
their boss. It is as straightforward as
that. Yes, I know it’s as obvious as a
jumbo jet landing in your back yard, but
folks still get it wrong. 

So, you are meeting with the liaison to
the decision maker, what do you say?

For example: “Hey, I’m happy to talk
prices with you but what often happens
is that I negotiate with you, you then go
negotiate with your boss, and then you
both come back to me with a different
number. Could we either talk directly
with your boss, or could we work
together to negotiate with that person?” 

It’s polite, non-threatening, and kind. It’s
an easier, more pleasant way to phrase
what you need to say. And you never
know, the person you are talking to might
well have the authority to seal the deal
themselves. The point is, you will find
out, either way, before you get too
deeply into the negotiating phase.  

4. Get something if you give
something. If you are going
to make concessions, you
need to make sure you get
something in return. Let’s
face it, healthy
customer/sales executive
relationships are born out of
mutual respect; an element of
trust has to exist. Keeping
that tenet firmly in mind, you
should never simply accept
all a customer’s demands
without requesting a quid pro
quo from him. A ‘good’ deal is
usually a ‘win win’ for both
sides.

When I’m selling advertising, I often offer
a compromise solution which will leave
both parties feeling they’ve done well.
For example, if my prospect has told me
the price is too high, I will, perhaps, offer
something like a 15% discount if they will
agree to up the contract term from three
to six months. 
(Continued on page 12)

Seven Negotiating Skills of the Ad Sales Superstars
(Continued from page 10)
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In essence, what you’re doing is making
it clear to the prospect that in return for
reducing the price, something they really
want in the deal is going to disappear.
The fear of losing that element of the
deal might just be enough to persuade
the prospect to come up on the price.

The bottom line with this negotiating skill
is that you always get something in
return for what you’re going to give.

5. Expand the conversation beyond
money. In the course of your
negotiations with your prospect, they
might well become fixated, to the
exclusion of everything else, on price. If
you don’t know already, this is not
unusual. So fixated, in fact, they lose
sight of the proverbial forest through the
trees. How do you counter this? You take
the negotiating conversation beyond only
money. The gambit ad sales superstars
move into at this stage, is to stay on the
subject but shift the focus. They ask a
series of questions to which they usually
know the answers will be, simply, “Yes.” 

“I know you’re looking for a price
reduction on this, but let me first clarify –
do you believe this product is going to
solve your problem?”

“Yeah.” (That’s a yes).
“And do you think this is all going to
happen within the sort of short time-
frame that’s going to make you happy?”

“Yeah, maybe.” (That’s a qualified yes).

“So where would the price need to be,
knowing this product is going to fix your
problem – and fix it fast?”

Then shut up. Remember skill number
one of our seven and say no more. Let
the prospect give you a number. Don’t

negotiate against yourself. Expanding
the conversation will remind the prospect
of some of the benefits of the deal they
may have forgotten in their apparent
fixation with price. You can talk about
value, solutions, problem solving, the
differentiation your company brings to the
equation; in fact, whatever is appropriate
to your product and circumstance. 

What you should not do is waffle, raise a
different subject, or spout garbage,
because that makes no sense. Yes, I
know many widely acclaimed ad sales
training “experts” tell you to do just that,
distract your prospect, but they’re wrong
on at least two counts. First, many of
these so-called media sales training
“gurus” haven’t sold a thing in the last 15
years – except maybe their own books. I
sell advertising every day. Second, being
distracted is not something most
professional people enjoy. They will know
what you’re attempting to do, and they
will also know you’re going to have to
come back to that price pain point
anyway. Your job is to fix the pain. If you
know the source of the pain, and you
know how to fix it, what would that be
worth to your prospect? 

And that’s where expanding the
conversation beyond money is the skill
you need to use.

6. Keep the conversation light. Now,
that doesn’t mean you should launch into
a stand-up comedy routine, though that
might be marginally better than a turgid,
dirge-like meeting which leaves both
parties depressed and deal-less. The
fact is you want to ‘partner’ with the
person you are talking to – even though
you may be approaching the deal from
different directions. You certainly don’t
want your prospect to sign a deal under
duress, or have him feel stressed, so

keep the conversation light.

Again, drawing from my own experience,
I try to maintain the tempo of my speech
at a high level. I keep my charisma high.
I focus on the things the prospect has
said to me. As we’re speaking I go back
and review my notes. I avoid trying to tell
a lot of jokes – humor is, after all, deeply
personal, and this guy is here to talk
business anyway.

Don’t slump back in your chair; don’t get
heavy and quiet; don’t be weird or over-
intense; don’t ‘eye-lock’ the prospect too
often.

Do sit forward, in your chair, and do keep
the conversation light and flowing. Even
when it comes to that huge mental hurdle
– asking for the sale – still keep it light.
Use language like, “I know you really
love this. We know you guys have the
money so let’s make it happen.”

As an aside, I recently heard someone
recommending an old used-car
salesman tactic to sell software. You
know the one, write the price on a scrap
of paper and shove it back and forth
between you. My first thought was to
wonder if that person had sold a single
thing in the last 20 years. My second
thought was that 1996 was calling – they
want him back!

7. In negotiations, be prepared to walk
away. There will be times when you just
have to walk away from the table.
Sometimes you have no option but to say
the deal simply isn’t going to happen,
that you and the prospect are too far
away from each other, that he doesn’t
like the compromise you are proposing
and you cannot accept his.
(Continued on page 13)

Seven Negotiating Skills of the Ad Sales Superstars
(Continued from page 11)
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Here’s the sort of thing I say. “You know,
I really wanted you as a client. I really
wanted to help you solve your problems.
I really wanted to make this work, but, as
I look at it, I don’t think it’s going to work.
So, on this occasion, I’m going to say
we’ll have to pass.”

Interestingly, when you tell a prospect a
deal isn’t going to work, or that the two of
you aren’t a good fit, the prospect will
often suddenly about turn and become
more accommodating. Don’t be bluffing
when you say you will walk away from
the deal; professional buyers will spot a
fake move before you even get out of
your chair. Be serious about it, and be
prepared to walk away if necessary. 

Although walking away may kill the deal,
it is still part of negotiating, and certainly
being prepared to do so is a skill ad sales
superstars use. As ad sales people,
negotiating is an integral part of our
everyday life. If you’re not negotiating
you’re not in a lot of meetings and, more,
I’d say you’re not really in the game.

Okay, so those are the seven negotiating
skills ad sales superstars use every day.
They’re not the only skills you need in
your selling armoury, there are probably
another fifty, but they are skills that will
serve you well when you are sitting in

front of a prospective client. Don’t just
read them here and say, “Yeah, that’s a
good one, I’ll use that,” and then forget it.
Practise these skills and use them all.
The more you use them, like any skill, the
better you will get at using them in real
situations – and the more, and better,
sales you will make.

Finally, let’s just run through them again;
Seven Negotiating Skills of the Ad Sales
Superstars:
1. Present your pitch and let the prospect
speak first. Never negotiate against
yourself. 
2. Never give a range. Instead, give a
number you can be flexible with if
necessary.
3. Always try to make sure you are
negotiating with the decision maker.
4. If you have to give something, make
sure you get something in return.
5. Expand the conversation beyond
money. Draw the prospect into talking
about benefits and value.
6. Keep the conversation light; as light as
you can without being silly.
7. If you need to – walk away.

Remember, if ad sales was easy,
everyone would be doing it. 

- Ryan

Listen to Ryan’s ad sales podcast, Ad Sales
Nation, on iTunes or on Soundcloud.  Keep up to
date with Ryan’s ad sales training advice on
Facebook at:
https://www.facebook.com/brainswell/

Ryan Dohrn is an award winning ad sales training
coach, a nationally recognized internet sales
consultant, and an international motivational
speaker. He is the author of the best-selling ad
sales book, Selling Backwards.  Ryan is the
President and founder of Brain Swell Media and
360 Ad Sales Training, a boutique ad sales
training and sales coaching firm with a detailed
focus on ad sales training, internet consulting, and
media revenue generation. Ryan is also the
Publisher of Sales Training World.

Contact information:
Ryan R. Dohrn, President/Founder
360 Ad Sales Training and Strategy
Brain Swell Media LLC

Ryan@BrainSwellMedia.com
http://www.BrainSwellMedia.com
http://RyanDohrn.com
http://360adsales.com
http://sellingbackwards.com
http://SalesTrainingWorld.com
http://AdSalesNation.com 
Follow him on Twitter.com/ryandohrn for daily tips
and advice.
http://www.linkedin.com/in/ryandohrn

Seven Negotiating Skills of the Ad Sales Superstars
(Continued from page 12)
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If building relationships is the key to
advertising sales success, then trust is the
foundation. Ask any top advertising sales
performer what is their success and you’ll
hear that building trust is absolutely vital
in their relationship with customers. But
how do you build trust? Trust is built over
time and is all the little things you do that
makes a difference. When it comes to
earning a customer’s trust, actions speak
louder than words. Sometimes it takes a
little more time and effort to forge that
bond, but trust is the most important factor
in developing long range relationships.
The 4 elements of trust are: competence,
reliability, intentions, and appearance.

Competence

When you know advertising and your
publication well, you will inspire the
customer’s confidence. They will look to
you for answers to their problems, so
make yourself a well read resource. Take
constant responsibility for your own
career growth and sales expertise. Do the
things necessary to encourage your
customers to have faith in you.

Reliability

Your reliability will be the most important
factor in their decision to trust you.
Position yourself as a problem solver in
correcting problems quickly and efficiently.

Like it or not, your reliability may suffer
due to a careless sales secretary or
absent minded service 

person, so insist on a high level of
performance from everyone who comes
in contact with your customers.

Intentions

At certain times, your relationship may get
off track due to some glitch in
communication. But if the customer
knows your intentions are good. You
usually will have a good chance to
redeem yourself. Emphasize that their
needs come first and you’ll do whatever it
takes to earn their complete trust and
satisfaction.

Appearance

Though appearances can be deceiving,
sometimes you can judge a book by its
cover. If you drive a clean, late model car,

and have a well-groomed, professional
appearance, customers will be more than
likely to view you as the representative of
a reliable, well established publication.
Enhance your image further with good
posture, a broad vocabulary, a clear
voice, and frequent eye contact. The latter
says to the customer “you can trust me”.

The bottom line for trust

Placing an ad campaign with a publication
salesperson involves a certain amount of
risk for many customers. They don’t know
if the salesperson will deliver everything
that was promised or whether the
salesperson is motivated by financial gain
or truly wants to help. When
you put your customer’s mind at ease
(trust), you have made yourself a valuable
asset to them. The more your 

customers trust you, the greater the odds
that your profitable relationships with them
will last a long time.

By Bob Berting
Berting Communications

The Trust Factor

Bob Berting is a professional speaker, advertising sales trainer and publisher marketing consultant who has conducted over 1500 live seminars, tele-seminars and webinars for
newspaper sales staffs, their customers, and print media associations in the U.S. and Canada. His newest offer for the newspaper industry is a package of his two e-books “
Dynamic Advertising Sales and Image Power’ and “Advanced Selling Skills For The Advertising Sales Pro”. Both books can be ordered on his website www.bobberting.com
individually for 19.95 or both for 35.00. Contact Bob at bob@bobberting.com or 800-536- 5408. He is located at 6330 Woburn Drive, Indianapolis, IN 46250.
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