Media Sales Training for
New Video Platforms

...two days to greater understanding and
increased productivity in selling advanced
video platforms.

About the Workshop

“Media Sales Training for New Video Platforms”
provides a solid grounding in new advertising forms and
metrics with an incorporation of the fundamentals of
effective selling.

To be successful in this space, salespeople and sales
managers must remain Humble, Adaptable, Speedy,
and Experimental, and must encourage the same
outlook from their advertisers. At the same time, sales
professionals who really understand what is happening
and how it is relevant to today’s consumers are the
ones who will be the winners as this business grows.
They are the ones who will be able to partner
effectively with those advertisers who aren't afraid to
explore this new space.

“Media Sales Training for New Video Platforms” brings
all the new developments into clear focus. It combines
an introduction and deep dive into advanced video
platforms with an integration of solid media sales
basics.

There is some old and some new in the program. The
development of new video platforms introduces new
advertising forms and new metrics. We are also nhow
witness to the economics of "The Long Tail”. The Long
Tail, as described in Chris Anderson’s book of the same
name, is a way of looking at a new world of culture and
commerce. New video platforms are both part of The
Long Tail and a way of activating its selling power.

But although the new video platforms and The Long Tail
are new realities and new ideas, the fundamentals of
marketing and selling remain unchanged. The course,
“Media Sales Training for New Video Platforms”
introduces these new topics in a straightforward way
that steers clear of jargon and posing while integrating
sound selling and marketing practices.




About the Presenter

Kevin Barry has been a leader in the media
advertising industry for over 20 years, and has
trained thousands of
salespeople. Having been
a local cable sales rep, a
cable network executive,
and a leader within Cable’s
National Trade Association,
he has experienced the
industry from all angles.

The Curriculum

History of Media: Today’s new media are placed in
context with other major media. We emphasize the
essence of the communication and its value in
communicating with an audience rather than the
technology behind it.

The New Audience: The Greatest Generation,
Boomers, Gen-X, Millennials. This section puts a
sharp focus on the media and consumption habits
across our multi-generational economy. Sure, 20-
somethings are different from previous generations,
but have all the rules for media been re-written?
How are older generations responding to new media?
Is print dead? Broadcast TV? What does the total,
integrated new-and-"old” media landscape look like?

The New Forms: The rules of advertising and
media sales haven’t changed, but some of the forms
have. We give a thorough review of new media
forms, from online video to interactive television to
VOD. Even though most media departments sell
only one or two of these new forms, it's important to
understand all the available types of new media since
advertisers are looking at them side-by-side.

The Long Tail: Chris Anderson’s ground-breaking
book explores the far-reaching effects of consumers
(and marketers) having better access to what they
want. We explore the ramifications of Long Tail with
respect to media, marketing, selling, and consuming.

Audience Metrics: With the ability to do census-
based audience measures vs. those based
exclusively on samples, the world has changed with
respect to metrics. The Internet has introduced a
new set of expectations on the part of advertisers.
Learn what all the new types of measurement are,



and what are the advantages and limitations of each
of these seemingly “perfect” forms of measurement.

Prospecting: This is different from working a
typical list or mining the local newspaper for leads,
but it’s not rocket science either. Focusing on
solving marketing problems for clients rather than
“selling your new media”

Marketing & Positioning: If a salesperson is going
to be a true marketing consultant and not just a rep,
he or she is going to have to make recommendations
to prospective advanced media users. While the
advertiser is the expert on his business, no one is in
a better position to understand the capabilities of
your new media than your own sales execs. We
cover marketing and positioning with an eye toward
helping your advertisers gain full advantage from the
new media forms you provide.

Proposal Writing and Presentation: What is
often a somewhat rote procedure in traditional media
becomes an essential part of the selling process with
New Video Platforms. Successful presenters have to
be Humble, Adaptable, Speedy, and Experimental
and encourage the same outlook from their
advertiser partners.

Negotiation: Negotiation is not to be shied away
from, but rather, it's an essential process of give-
and-take. Given all the variables associated with
these new media forms, we are about as far from a
simple commodity sale as it is possible to be.
Understanding the basics of negotiation will allow
your salespeople to hammer out what is in your
company’s best interest.

Closing: Session attendees learn how to continually
move the process along toward “yes”. With so much
uncharted ground and so many inexperienced
practitioners is this space, it is essential to remain
positive and upbeat while radiating confidence to
your potential media partners. Emphasis on a “can-
do” attitude that is always Humble, Adaptable,
Speedy, and Experimental.

Call Today to Schedule a Consultation with Barry
Marketing & Media. 631.935.4854
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