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What do SALES REPS need to know 
to SELL it? 

What do MANAGERS need to know 
to LEAD it? 



Can Reps    
 Sell Both? 



Yes.     

 You Have the Relationships 

You understand reach, frequency  -  advertising 
 

You know how to sell  - AUDIENCE.  



     

Do you KNOW 
what you have? 



Power of Print 
 

• More in-depth stories 

• Fewer Distractions 

• Easily Transportable 

• Permanent physical form for libraries, reference 

• Quality Readers – upper income, highly educated, professionals.  

• Credibility & Legitimacy – associate with a Trusted Local Brand.  

 

 

Power of Online 
• Interactivity – blogs, video, maps 

• Constantly updated 

• Easy to archive –  group stories (collections) 

• We can  Target – by content, by location, by time of day, etc.  

• Quality Readers – 90% of newspaper website readers 

  make purchases online.  

• Newspaper Website have high credibility – associate with a 

  Trusted Local Brand.  

 



Is this the year online ad spending tops print? 

“For 2012, eMarketer projects ad 

spending on internet platforms to 

reach $39.5 billion in the U.S., 

trumping the $33.8 billion it 

believes will be spent on 

newspapers and magazines.” 

David Hallerman 
eMarketer principal analyst 



  

Why don’t customers buy? 

• Typically most objections boil down 

to one of these three: 

3 Emotional Sales Barriers 

– Apathy – I don’t have time, I don’t care  

– Cynicism  - Advertising never works. 

– Fear – Is this right? Will I see return?  

 





  



The Role of Today’s  
Ad Executive. 

What is the role 

of today’s Ad 
Executive? 



The Role of Today’s Ad Executive: 

 
 

The   P’s  

Selling Online Advertising  



The Role of Today’s Ad Executive. 

 
 #1  People 

Understand your Audience 



NEWSPAPER AUDIENCE 

Online Audience 

Online AUDIENCE 

Affluent  Educated 
 

Working Professionals 
Earning Power 

Young  

Affluent 45% OVER 100k 

Growing  

Educated  65% college 



Who’s Online? 



1. Send or read email –  58%  

2. Use a search engine to find information –  50% 

3. Get news –  38%  

4. Go online just for fun to pass the time –  38%  

5.  Check the weather -  33% 

6.  Look for info on a hobby or interest –  29%  

7. Use an online social networking site –  27% 

8. News on politics or upcoming campaigns –  25%  

9.  Do any banking online –  24% 

10.  Do any type of research for their job –  23%  

 

Coming in the TOP  3 – Getting  the News   makes the list of Daily Activities.  

Top Daily Activity 





GOOGLE ANALYTICS 

Unique Visitors 

401,423 /Month 

1.6 Million Visits.  
# of times Someone interacts with 

website. 

6.7 million 

page impressions 



Website Traffic Equation 

Unique  
Visitors 

Total
Visits 

Page  
Views 
Per Visit 

Page 
Views 
Per Month 

Reach Frequency Depth 
Total  
Impact 



The Role of Today’s Ad Executive. 

Understand your product. 
Appropriate Impressions. 

Ad Executive. 

#2  Product 

Audience  +  Frequency  +  Message 



Example: Text-Based Ad targeted to content.  





Sell the Audience through 
TARGETING 

I Can Target By: 
 
• Geo/Location –  

 City, State, Zip 
• Channel –  

 Homepage, News, Obits, Life 
• Time –  

 Day Parting – Hours of the day (8 – Noon) 
• Day of the Week –  

 Monday, Tuesday, Weekend 
• Browser –  

 Internet Explorer, Firefox, Safari 
• Line Speed  

 Slow – Dial-up, Mobile or Wireless 
 Medium – DSI, Cab, Broadband 
 High – T3, Fiber optics 
 



The Role of Today’s Ad Executive. 

Make Solid 
Recommendations 

 

Know Audience 
Understand Client Goals 

Create campaigns with sufficient SOV 
Understand deliverables   



 
 

#3 Online Value Proposition  

    Existing print campaign may not translate online. 
The offer should be directed to the   

Target Customers   
&  BENEFITS to those customers.  



Value for the Client 

1. Did the CAMPAIGN drive incremental visits to my       

 store, to my website or build brand? 

 

2.   What was the Impact? 

 

3.   Do we need to modify?  

Adding your online audience gives our 

clients the ability to reach out to additional 

customers 



The Role of Today’s Ad Executive. 

 
 

#4  Pricing 

Targeting yields higher CPMs 
Understand how to Price. 



The Role of Today’s Ad Executive. 

LEVERAGING LIMITED  
INVENTORY 



Be sure to get a 

piece of the pie for 

your client! 



The Role of Today’s Ad Executive. 

Scarcity is the pillar of premium 
advertising.  

Strategic pricing premise – 
 

•As inventory decreases, price increases.  
 

•Real ad inventory , on any medium, is not infinite.  
 

•The more defined the audience the higher the CPM.  



#5  The Proposal  
 

Should include: 
-Total Audience 
-Plan of Frequency 
-Clear Message 
-Align with Campaign Goal 
-Measured and monitored 



  



How can newspapers improve the 

relationships with their advertiser, leading 

to increased ad revenue? 
Q: 
 Newspapers need to be problem 

 solvers for advertisers, finding ways to 

 increase store traffic or assisting with 

 marketing ideas. The relationship 

 starts with a genuine interest in the 

 customer’s business. Plan ahead and 

 be prepared when meeting with the 

 customer. Ask enough questions to get 

 to know the business so that you can 

make the proper recommendations so both you and your customer succeed. 

BECOME A GOOD LISTENER. Advertisers want to see ideas, ideas that will 

work for them. Research more than just the businesses’ website to come up 

with the right plan for your customer. Don’t forget to follow up with the 

customer after the ads have run to see if they worked for the customer, and 

rework programs that have under delivered. Be a secret shopper and relay 

feedback. Send notes of appreciation. Great customer service is often 

overlooked, do the little things, and revenue growth will follow. Be an 

ambassador for the industry. Informing advertisers about the progress being 

made underscores the value and commitment our industry has for the future.  

January 2012 



Newspaper Marketing TIPS 

DO 
• Learn to be client-centric in your thinking. Think of the print and digital 

products you offer as SOLUTIONS you can bring to bear on your 
client’s marketing challenges. To do so you must first understand your 
client’s business and goals. Asking your clients to invest in solutions 
you have strategically developed to address their needs is much 
more empowering than asking them to buy advertising.  
 – Bob Provost, Star-Ledger director of marketing 

DON’T 
• Default to buying into vender “turn-key” solutions for the program du 

jour. In a fast-changing world the decision to “build vs. buy” should   
be a just that – a decision – hopefully one that does not leave    
money on the table or share revenue when it is not required.              
 – Scott Stines mass2one president 

January 2012 



Two of the Most Important Questions to Ask 

   WHO do you want to reach? 

 

 

WHAT do you want 

to accomplish?  

Results, How are they measured? 

 



The most complex part of the sale 
should be understanding your 

customers’ business goals –  
 

NOT YOUR RATE CARD  



  



Sales documents should support 
campaign recommendations or 
introduce clients to potential 

audience segments.   



Evidence Defeats Doubt 
 

  D Demonstrations 

  E Examples 

  F Facts 

  E Exhibits 

  A Analogies 

  T Testimonials 

  S Statistics 



RESEARCH sells 

Without fail…  
 

Data driven decisions are: 

 the most certain 

 last longer 

 make the 

customer/prospect better 

advocates 

 improve the 

paper/advertiser 

relationship.  

Are easier to close! 



• Pulse Research Nov. 2010 - Grand Forks Herald Readers 
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• Pulse Research Nov. 2010 - Grand Forks Herald Readers 



Do you know your 
competition? 
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• Pulse Research Nov. 2010 - Grand Forks Herald Readers 



• Pulse Research Nov. 2010 - Grand Forks Herald Readers 



We have more 
traffic.  



Look at the entire 
audience.  



www.quantcast.com 

Quantcast is a Third-Party measurement company 
that allows you to understand your audience by 
tracking media consumption through cookie 
corrected audience data that is modeled into 
people-based estimates.  



Grand Forks Herald + 
 39 Websites in the Group  (ND, MN, SD, WI) 

 We reach 1.7 MILLION People per Month (USA). 

Listed in the Top 950 US Sites 

http://www.quantcast.com/


What does it all 
mean? 

I have access to a very 
LARGE AUDIENCE.  



Sell  
Audience! 

 



Zips in the 

Twin Cities  

Duluth 

North Dakota 

ZIPS 

IRON  

RANGE 

Maps are great 
 tools.  

The minute you begin 
defining the target – the 
closer you are to creating 
proposals that work.  



Sell the 
ENTIRE 

Audience.  



The Role of Today’s Ad Executive. 

Understand how to explain it –  
 
-Explain your traffic in simple terms.  
-Make it compelling. 
-Don’t confuse buyers with numbers. 
-Get Creative. 

SIMPLIFY 



How  affluent audiences expand when 
adding the newspapers digital audiences  

Remember – it’s not just about age. 
The value is our combined Affluent, Educated, 

Professional audience that is Growing. 



  





     

“By 2013, mobile phones will 

takeover PCs as the most common 

Web access device worldwide.” 
 

Gartner Inc. Key Predictions for 

IT Organizations and Users in 2010 and Beyond 



     

Mobile APP 



  



     

“Change is inevitable, 

except from vending machines. 

 
Larry the Cable Guy 



     It is not the strongest of the 

species that survives, nor the 

most intelligent that survives. It is 

the one that is the most 

adaptable to change.” 

 
Charles Darwin 



     

Questions to ask YOURSELF before 

implementing a training plan:  

Do you know your sales team? 

What motivates them?   

How do they learn and think? 



     Questions to ask YOURSELF before 

implementing a training plan:  

Do I manage the activity or the numbers?     

Does this digital project make sense?     



     

CONDUCTING THE CLIENT ADVERTISING 

NEEDS ANALYSIS 

Digital training that focuses on…  

 

 Why “Telling Is Not Selling” – 

  The purpose in asking good questions.  LISTEN!!!  

 

 How to select, and introduce, online products (solutions)  for 

discussion.  

 

 How to probe and develop the customer’s marketing challenges.  

 

 How to gain agreement that the customer is open 

  to considering solutions.  

 



     

CONDUCTING THE CLIENT ADVERTISING 

NEEDS ANALYSIS 

Digital training that focuses on…  

 

 

 How to use conceptual solutions (online specs) to create desire before 

 presenting pricing.  

 

 How to identify – and gain access to – the decision process.  

 

 How to close for the next step – and get it.  

   



     

Questions to ask YOURSELF as 

a digital manager:  

Are the digital plans and monthly 

expectations achievable? 

 

Is there buy in from the top down? 



     “Doing a project without an online 

component is like driving around 

without a seatbelt -- something’s 

missing.” 
 

Paula Walden 
Grand Forks Herald Classified Manager 



     

Questions to ask YOURSELF 

as a manager:  

How am I presenting online 

to my SALES TEAM? 

 

How are they presenting it 

to their CLIENTS? 

  

 

DON’T sell online like you’re 

selling watches on a busy street corner! 



     



     
“A question asked 

in the right way often points 

to its own answer.”  
 

Edward Hodnett 



     
Questions to ask YOURSELF 

as a manager:  

How am I presenting online to                          my 

sales team? 

 

     Sell online like it’s a tool that will get the job done         - 

IT WILL GET THEM RESULTS 



“If the only tool you have 

is a hammer, you tend to see every 

problem as a nail.”  

 

 
Abraham Maslow 



     
General Recommendations: 

• Approach training with enthusiasm. 

• Make digital training a priority. 

• Set a consistent training schedule. 

• Involve your leadership team in the planning,     

 management and training process. 

• Create a training syllabus. 



Online Training 



     
Syllabi 

Role Playing 

Overcoming Online Objections 

Targeting and Analytics -- How to use the numbers/analytics 

Back to the Basics -- eliminating confusion and reducing steps.   

Product Discussion -- Identify the 5 most compelling reasons for a 

business to buy that product.  (Break the reps into teams, fill a white 

board with the reasons they think are important and refine the list to the 

top 5 most compelling reasons.) 
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