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The Four Stages of Learning 
a New Skill…



You don’t know 
what you don’t 

know
(Unconscious incompetence)



You know 
what you 

don’t know
(Conscious incompetence)



You know what you 
know

(Conscious Competence)



You’ve forgotten what 
you 

know and you just do it
(Unconscious Competence)





Pushy Aggressive
Slimy

Sleazy

Commission Hungry

Shady Abrasive

Bothersome
Cut Throat

Selfish

Rude
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Welcome to Sales!



What do you mean consulting?



Giving expert advice



You can be a salesperson or 
a business person who 

happens to sell.



Ideas sell better 
than salespeople do.





Era 1: Persuade





Era 2: Solve problems



Era 3: Become a source of 
business advantage







I will not ask for your business until
I can first come up with a plan for 

improving it



Consultant Style Selling…

• Different from traditional selling

• It’s not about you, it’s about the client

• Focused on solving problems

• Positions you as the expert

• Establishes you as a trusted advisor



WHAT’S THEIR 
PROBLEM?

THAT’S YOUR 
PROBLEM



Four Types of Sellers

1. The Commercial Visitor
2. The Product Peddler
3. The Consultant Seller
4. The Sustaining Resource







90% of Sellers Today

The Product Peddler
The Commercial Visitor



40% of 
Sellers!





50% of 
Sellers!



Product Peddler
✓ Open
✓ Pitch
✓ Deal with objections
✓ Close
✓ Deal with objections
✓ Close
✓ Deal With Objections



Top 10% of Sellers Today

The Consultant Seller
The Sustaining Resource



8% of Sellers!



2% of Sellers!















You have a choice…
Sell products, or create 

solutions that solve 
problems.





The Three Secrets (traits) of Selling 
Success

• Empathy

• Expertise

• Problem solving skills



When you’re known for being a 

problem solver, people come 

to you for help.



The rules of advertising.



People do NOT buy products or 
services.  

They buy what the product or 
service does for them.



People DO NOT respond to ads



People respond to needs



Concept: Triggering Events 
start the buying process.





Advertising plants 
seeds. 

Triggering events 
make the seeds 

sprout.



Discover Needs
Discover Needs

Evaluate Options
Evaluate Options

Resolve Doubts
Resolve Doubts

Buy
Buy



The purpose of advertising is to 
help your clients become known 

before they are needed.



How Pastor/Dr. Sheldon Nix 

defines branding:

Your brand is what people 
think of you when they 

think of you. 



Be a source of business 
intelligence and information 
with your prospects and 
customers.







www.dealermarketing.com











7 Steps to 
Selling Success



Solution A: Use Common Sense

1. Create a profile of your 
station’s listeners. 

2. Create a list of prospects 
whose customers best match 
your station’s listeners.



Solution B: Research

1. Local qualitative data

2. National qualitative data

Do Your Homework!

Consumer Buyer Profiles, Prospecting Report, Top Business Trends, 

Instant Backgrounds, Co-op funding, The Pitch, Radio Sales Today…









URBAN AC DELIVERS THE MARKET FOR 
ACURA TL
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RECENTLY BOUGHT/LEASED ACURA TL URBAN AC

Source: GfK MRI Doublebase 2019



Urban AC Format Indexes High for Users of 
Tire Care Products

INDEX

100%

180%

URBAN AC U.S. A18+

THE URBAN AC LISTENING AUDIENCE IS 80% MORE LIKELY TO HAVE PURCHASED 

TIRE CARE PRODUCTS IN THE PAST YEAR THAN THE U.S. POPULATION IN 

GENERAL

Source: GfK MRI Doublebase 2019



Hot AC Format Indexes High for Day Spa Clients 

INDEX

100%

153%

HOT AC U.S. A18+

THE HOT AC AUDIENCE IS 53% MORE LIKELY TO HAVE VISITED A DAY 

SPA IN THE LAST 6 MONTHS THAN THE U.S. POPULATION IN GENERAL

Source: GfK MRI Doublebase 2019



GOSPEL DELIVERS THE MARKET FOR JAGUAR
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Source: GfK MRI Doublebase 2019



Gospel Radio Indexes High For Cleaning Services

INDEX

100%

179%

GOSPEL U.S. A18+

Source: GfK MRI Doublebase 2019

THE GOSPEL AUDIENCE IS 79% MORE LIKELY TO HAVE USED A 

PROFESSIONAL FURNITURE CLEANING SERVICE IN THE PAST YEAR THAN 

THE U.S. POPULATION IN GENERAL



CHR Format Indexes High for Gamers

INDEX

100%

150%

CHR U.S. A18+

THE CHR AUDIENCE HOUSEHOLD IS 50% MORE LIKELY TO OWN A 

HANDHELD VIDEO GAME SYSTEM THAN THE U.S. POPULATION IN 

GENERAL

Source: GfK MRI Doublebase 2019



Urban Format Indexes High for Movie Goers 

INDEX

100%

170%

URBAN U.S. A18+

THE URBAN FORMAT AUDIENCE IS 70% MORE LIKELY TO HAVE ATTENDED THE 

MOVIES ONCE A WEEK OR MORE THAN THE U.S. POPULATION IN GENERAL

Source: GfK MRI Doublebase 2019



Country Format great for ATV/UTV Owners

INDEX

100%

192%

COUNTRY U.S. A18+

THE COUNTRY FORMAT AUDIENCE IS 92% MORE LIKELY TO OWN ANY ATV/UTV 

THAN THE U.S. POPULATION IN GENERAL

Source: GfK MRI Doublebase 2019













Top Business Trends 2023
RAB Member Response
Hotline: 800.232.3131
Email: member_response@rab.com
Web: www.rab.com 

READING THIS CHART:
Numbers are monthly percentages of 
each category’s yearly business.

“HOT” months (8.6% or more of annual 
sales) are in RED.

Average months (8.0% - 8.5%) are in BLUE.

Below average months (under 8%) are in 
BLACK.

These trends are based on national three-
year industry averages to minimize such 
variables as moveable holidays, inflation 
or recession, product shortages, and so 
forth. Actual local or regional curves may 
differ due to climate, market variation, 
etc.

Note: Full data for categories highlighted 
in yellow was not available for 2023 at the 
time of this report.

Source: Data from the U.S.
Department of Commerce as of 
November 2023.

Jan Feb Mar

Qtr. 

Total Apr May Jun

Qtr. 

Total Jul Aug Sep

Qtr. 

Total Oct Nov Dec

Qtr. 

Total

All Retail Sales 8.4 8.3 8.2 25.0 8.3 8.3 8.3 24.9 8.4 8.4 8.5 25.3 8.4 8.2 8.2 24.8

Appliance Stores 7.9 7.5 8.6 24.0 7.7 8.4 8.6 24.8 8.2 9.1 8.3 25.5 8.4 8.9 8.5 25.8

Auto Dealers (New) 7.6 7.5 8.8 24.0 8.4 8.9 8.8 26.1 8.6 9.0 8.5 26.2 8.1 7.6 8.1 23.8

Auto Dealers (Used) 7.4 8.3 10.2 26.0 9.0 9.2 8.6 26.8 8.4 9.1 8.3 25.7 7.8 7.1 6.6 21.5

Auto Parts, Acc.&Tire Stores 7.5 7.4 8.6 23.5 8.3 8.9 9.0 26.2 8.6 9.2 8.6 26.5 8.2 7.9 7.7 23.8

Beer, Wine, Liquor Stores 7.1 7.1 7.9 22.1 7.9 8.6 8.6 25.1 8.7 8.3 8.2 25.2 8.2 8.6 10.9 27.6

Book Stores 11.0 6.7 7.1 24.8 6.9 7.8 7.0 21.7 7.0 10.5 8.7 26.2 7.0 7.4 13.0 27.4

Building Supply Stores 7.1 6.8 8.3 22.3 8.4 9.9 9.2 27.5 8.5 9.0 8.1 25.5 8.7 8.2 7.8 24.7

Consumer Electronic Stores 8.0 7.4 8.2 23.6 7.2 7.9 7.9 23.0 7.8 8.3 8.3 24.4 8.0 9.4 11.5 28.9
Department Stores 5.9 6.9 7.5 20.4 7.6 8.3 7.5 23.4 7.1 7.2 7.1 21.4 8.3 10.6 16.1 34.9

Discount Stores 7.2 7.1 8.0 22.2 7.9 8.1 7.8 23.8 8.1 8.9 7.7 24.7 8.2 9.2 11.9 29.3

Drug Stores 8.2 7.7 8.6 24.4 8.1 8.7 8.6 25.4 8.3 8.8 8.5 25.6 8.2 7.9 8.5 24.6

Electronic Shopping & Mail-Order Houses 7.7 7.3 8.2 23.2 8.0 8.6 8.2 24.8 8.4 8.6 8.1 25.1 7.9 9.1 9.9 26.9

Family Clothing Stores 6.0 6.2 7.9 20.0 7.9 8.3 8.0 24.2 8.5 8.9 7.8 25.2 8.2 9.7 12.7 30.5

Food and Beverage Stores 8.1 7.6 8.3 23.9 8.2 8.5 8.3 25.0 8.5 8.5 8.2 25.2 8.3 8.4 9.1 25.9

Fuel Dealers 12.2 10.8 10.4 33.4 6.6 5.9 5.6 18.1 4.6 5.7 6.1 16.5 9.4 10.0 12.6 32.0

Furniture Stores 8.0 7.8 8.8 24.6 7.6 8.1 8.4 24.1 8.2 8.5 8.4 25.0 8.7 8.9 8.7 26.3

Gasoline Stations 7.5 7.1 8.2 22.8 8.0 8.5 8.4 24.9 8.5 9.1 8.7 26.3 9.4 8.6 7.9 26.0

Gift, Novelty & Souvenir Stores 5.7 5.9 7.1 18.7 7.1 8.1 8.4 23.7 9.3 8.2 8.7 26.2 12.5 7.7 11.2 31.5

Grocery Stores 8.2 7.6 8.3 24.1 8.2 8.5 8.3 25.0 8.5 8.5 8.2 25.2 8.4 8.4 8.9 25.7

Hardware Stores 6.9 6.6 8.3 21.8 8.5 9.8 9.5 27.8 8.6 8.9 8.1 25.7 8.2 8.0 8.5 24.7

Health/Personal Care Stores 8.1 7.7 8.6 24.4 8.1 8.7 8.6 25.4 8.2 8.7 8.5 25.4 8.0 8.0 8.8 24.8

Hobby/Toy/Game Stores 7.1 6.8 7.6 21.4 6.8 7.1 7.1 21.0 7.0 7.5 8.1 22.6 8.6 12.7 13.7 34.9

Home Furnishings 8.0 7.7 6.8 22.5 3.6 5.7 7.9 17.2 8.6 9.5 9.2 27.3 8.9 9.7 10.6 58.4
Jewelry Stores 10.2 9.9 5.7 25.8 1.8 4.4 8.4 14.6 9.5 9.9 10.0 29.4 9.9 9.6 10.6 60.2
Limited Service Eating Places 7.7 7.5 8.7 23.8 8.5 8.9 8.9 26.4 9.0 8.9 8.5 26.5 8.0 7.5 7.9 23.4

Men’s Wear Stores 11.6 11.9 10.6 34.1 9.3 3.9 7.6 20.8 10.2 9.5 10.1 29.8 9.9 10.6 15.0 71.0

Motor Vehicle and Parts Dealers 7.5 7.6 9.0 24.1 8.5 9.1 8.9 26.5 8.6 9.0 8.5 26.2 8.0 7.5 7.8 23.3

Office Supply Stores 9.3 7.6 8.7 25.7 7.6 7.9 7.5 23.1 8.0 10.5 8.2 26.7 7.9 7.3 9.3 24.5

Paint & Wallpaper Stores 6.8 7.0 8.7 22.5 8.2 9.8 9.6 27.6 8.8 9.7 8.7 27.2 8.7 7.4 6.6 22.8

Full-Service Restaurants 7.6 7.6 8.7 23.9 8.2 9.0 8.8 26.0 8.7 8.9 7.9 25.5 8.0 7.8 8.8 49.2

Shoe Stores 5.9 6.7 8.4 20.9 7.9 8.3 7.8 24.0 8.6 10.6 7.8 27.1 7.9 8.7 11.4 28.0

Sporting Goods Stores 6.3 6.4 8.2 20.9 8.2 8.5 9.0 25.7 8.9 9.3 7.7 25.9 7.7 8.2 11.5 27.5

Supermarkets 8.2 7.6 8.3 24.2 8.2 8.5 8.3 25.0 8.5 8.5 8.2 25.2 8.3 8.4 8.9 25.7

Used Merchandise Stores 8.3 8.0 8.9 25.2 9.3 8.5 7.9 25.7 8.1 8.2 8.3 24.6 8.0 8.6 7.9 24.5

Warehouse Clubs/Superstores 7.7 7.3 7.8 22.8 8.2 8.5 8.4 25.1 8.5 8.6 8.2 25.3 8.5 8.6 9.8 26.8

Women’s Wear Stores 6.2 6.8 8.4 21.4 8.3 9.1 7.8 25.1 8.0 8.1 7.9 24.0 8.3 9.6 11.5 29.4



Instant Backgrounds

• #1 tool used by RAB members

• Whitepapers on key business 

categories for radio

• Every Instant Background 

includes:
– Total ad spending

– Ad-to-sales rations

– Why Radio statistics

– Links to additional resources

– Snapshot of your advertiser’s customers



Getting More Appointments
     Using New Resources





SMBs on average are 
called on by 37 
media reps per 
month. 

Source: Borrell Associates

Please, 
go 
away.

Why is getting an appointment so hard?



To get an appointment in today’s environment 
you must be perceived as both different and 

better.



Getting More Appointments
      Using New Resources



• Learn about the prospect’s industry

• Learn about the prospect’s company

- Website, Social Media, Search

• Have an Valid Business Reason (VBR)

• Walk the store

• Know the decision-maker’s name

• Prepare smart questions in advance

HOMEWORK

Getting More Appointments
      Using New Resources



Getting More Appointments
     



Getting The Appointment

Before The Call…

1. Create a Valid Business Reason for contacting 
the prospect

2. Prepare your Meeting Planner

3. Hone your Elevator Speech



Getting The Appointment

The process:

 Who you are: “Hello, my name is ___________  

 How long will this take: ________________________

 Valid Business Reason: “I’m calling because …

 Purpose of the call: “I’d like to schedule a brief meeting with you…” 

 Ask for the appointment: How’s Wednesday at 2:15?



Getting The Appointment

Hi, this is _____ I’ve only got a minute. I’m calling 

because I noticed some negative reviews of 

your business on Yelp.com and I can help you 

counter them. I’d like to schedule a brief 

meeting with you to discuss.  How’s 

Wednesday at 2:15?

What can you do for the client?



Getting The Appointment

Build a relationship with 
the first person you 
encounter…

How do you “get around” the Gatekeeper?  
You don’t.



• Who you are

• Who you’re with

• VBR

• Purpose & benefits

• When you will call

Send a Pre-Call Letter

Getting The Appointment

My name is Jim Smith. I’m a Retail Marketing Specialist with Becker Media. I specialize in helping local 

retail businesses  increase their sales and strengthen their brands in the Dallas – Ft. Worth area. I’ll be 

calling you next Tuesday morning to arrange a meeting to determine how I may be of benefit to you and 

your air-conditioning company.

Sincerely,

Jim Smith

August 9, 2016

Ray Setzer

Avery Air Conditioning

10326 Brockbank Dr.

Dallas, TX 75229



Research 

• Learn about the 
INDUSTRY

• Learn about the 
BUSINESS

• Learn about the 
INDIVIDUAL

• Develop questions

• Informed

• Professional

• Open-ended

• Headquarters  or owner

• Fiscal year

• Background information

• Organizational structure

• Marketing practices

• New products / services

• Sponsorships and causes

• Walk the store









Jschmidt@rab.com

to 
Selling Success
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