THE NEW SCHOOL
Media Studies and Film Department
MEDIA SALES AND SALES MANAGEMENT
(NMDM 5314 A)
Fall 2011
Instructor- Charles Warner

Units - 3 credits
Email - charleshwarner@gmail.com
Website - www.charleswarner.us 

Course Description and Objectives

Description:  The media are undergoing rapid, momentous change in technology, in distribution, in consolidation, and in content.  The convergence of new and old technologies is redefining past business models of the media.  In this new, digital, interactive, highly fragmented, social-media exploding, and highly competitive media world, generating revenue is a top priority for survival.  Never before have those responsible for generating from 60- 100 percent of a media company’s revenue – advertising salespeople and sales managers – been more important and in demand.

This course introduces students to the principles of media selling – with an emphasis on ethics – and media sales management, especially selling online advertising (both search and display) and prepares them for selling and sales management jobs at a time when media companies are cutting back in many areas except sales and where jobs are increasing, especially in the online medium.  

Media selling requires dealing with unique challenges:

1. The course introduces students to a system of solutions selling – the AESKOPP system – in which the elements are attitude, emotional intelligence, skills, knowledge, opportunities, preparation, and persistence.

2. In-person selling especially in TV, radio, and print, involves negotiating, so this course includes negotiating strategies and creating value prior to negotiating.

3. Because of the migration of advertising dollars to the internet, this course will emphasize online and cross-platform selling – cross-platform selling requires knowledge of all advertising media.
4. Current management and sales management theory and practice as it relates to managing the media selling process, including strategy, structure, culture, execution, acquiring and retaining talent, innovation, and leadership.

5. Putting together a revenue budget that forecasts future revenue and future levels of sellout and inventory management for an advertising-supported website. 

Objectives:  During the sixteen-week course, students will learn the AESKOPP system of solutions selling and will gain knowledge and skills in the following areas:
1. Skills in ethical selling
2. Skills in effective communication, effective listening, and understanding people
3. Skills prospecting and identifying problems
4. Skills in persuasion and creating value

5. Skills in generating effective online sales proposals and presentations, and presenting them to both individuals and to larger groups
6. Skills in responding to RFPs
7. Skills in overcoming objections and in negotiating and closing

8. Knowledge of organization and time management

9. Knowledge of the latest management and sales management techniques and practices, including sales strategy, sales department structure, hiring, training, motivating, compensating, and evaluating salespeople, revenue forecasting, running meetings, sales information systems, and pricing strategies. 

Then, through a series of practical sales projects and case studies, students will apply the theories and practices to solving selling and sales management problems.
Finally, the instructor will attempt to help students discover what motivations they have to be in the media and in sales and to find their “pleasure.”  For, as Albert Einstein wrote: “One should guard against preaching to young people success in the customary form as the main aim in life.  The most important motive for work in school and in life is pleasure in work, pleasure in its result, and the knowledge of the value of the result in the community.”  

The Case Study Method

Many highly respected graduate schools of business use the case study method of teaching.  Students read material and then apply the theories, practices, and lessons learned in the reading material to solve problems in case studies.  Case studies can either be actual, real-life situations or armchair, fictional, cases that reflect approximations of a real situation.  This course utilizes armchair cases because real-life cases are out of date almost as soon as they are published in this rapidly changing media environment.


There will be two types of case analyses: 1) written analyses submitted (e-mailed) to the instructor and then discussed in class, and 2) discussion of cases in class.

The Contract: Discussion Participants: 1) To prepare thoroughly for case discussions; to read the assigned material and apply the lessons and principles in the reading material to cases.  2) To participate in class discussion.  You learn by participating, by discussing your analyses and recommendations.  You also learn how to present and defend your ideas.  You are expected to participate in class discussions (please keep in mind that 20% of your grade is based on class participation, so quality and quantity are both important).
Instructor: 1) To ask the right questions and to bring up the right issues for discussion.  2) To provide relevant knowledge and summarize the lessons learned from cases.

The Right Answer: In case analyses and discussions, there are generally not any right or wrong answers, just thorough or inadequate preparation, clear or fuzzy analysis and recommendations, and well or poorly organized thinking.  However, based on the instructor's knowledge, experience, and on his understanding of the literature on the subject, the instructor may determine some answers (analyses and recommendations) are more relevant than others are.

How to Write a Case Analysis: Read a case at your normal speed without stopping to take notes.  Read the assignment at the end of the case (if there is an assignment), and then carefully read the entire case again, taking notes in the margins as you read.  You are trying to identify problems in the case and formulate recommendations to solve the problems, then prepare an outline with the following four headings (please organize your written case assignments in four sections using these headings): 

1. "Summary" of the facts presented. 

2. "Analysis" of the problems. 

3. "Recommendations" for solutions to the problems. 

4. "Implications" your recommendations will have on the operation of the organization in the short and long term, and for broader policy implications.  In other words, if your recommendations are implemented, what changes will the organization have to make in the way it does business now and in the future?


Follow the above format even if there are assignment questions at the end of the case.  Weave the answers to the assignment questions into your Recommendations section whenever possible.
As you write your case analysis, you must include appropriate references to required and assigned reading.  Your references should be in the following formats: For books and articles, (Warner, 2004.  p. 126) and for web articles and material, (www.charleswarner/articles/budgets.html.  September 2010.) – the date in the reference is the month you accessed the website.  Do not include a bibliography at the end of the case analysis write-up unless you refer to books or articles that are not required reading.

Begin your write-up with a brief synthesis and concise summary of the facts in the case in one or two brief paragraphs of only several sentences under the heading of "Summary."  Do not put any discussion of problems or recommendations for solutions in the "Summary" section.


The most important section of your analysis comes next, under the heading "Analysis.”  This section should be the longest, most thorough section.  Salespeople and managers cannot solve problems unless they can first identify them.  Recognizing that something is a problem and then understanding the nature of the problem is the necessary beginning of all sales and managerial action.  Solutions generally fall into place relatively easily once a problem is identified and understood.  There are often several viable solutions, but you cannot implement any of them if you cannot identify the problem.  It is important that there are references to the assigned reading in the "Analysis" section.  Your grade will depend, to a large degree, on how many relevant, logical references you include in your write-ups and discussions.


Next, write your "Recommendations" as to how to solve the problems.  Put the solutions in order of priority.  It is important that there are references to the assigned reading in the "Recommendations" section also. 


Finally, in a section headed "Implications," you should write what implications your solutions will have on the organization's future.  Include appropriate references in the "Implications" section if appropriate.

Even though this is not an English course, you are expected to write in clear, concise, well-organized English.  Be particularly watchful for spelling errors, such as “it’s” in place of “its” and “their” in place of “there.”
E-mailing Assignments:  E-mail all assignments to charleshwarner@gmail.com. Unless otherwise notified, cut and paste assignments into your e-mail (write them in Word first so you can spell check them and then cut and paste them into an e-mail).  Do not send attachments unless otherwise indicated, I will return e-mails that have attachments for those assignments that do not specifically require attachments. 
Discussing a Case In Class: When discussing a case in class, please follow the guidelines for writing a case analysis: Begin with a brief summary of the case and then state your analysis of the problems in the case.  Students should state their analysis of the problems first and let others expand or elaborate or agree with everyone's problems analysis.  After the analyses have been stated and discussed, then everyone should state their recommendations and discuss (agree with or disagree with) others' solutions.  Please weave into your analysis and recommendations answers to the “Assignment” section of the case, if one exists.  
Team Case Discussions and Team Grades
The class will be divided into five teams.  All students must have a Gmail account because teams will discuss cases in a collaborative effort and then post or present their cases analyses as a team online or in class.  Teams should reach consensus on who should post or present the Summary, Analysis, Recommendation, and Implications sections.  The entire class will then discuss and comment on each team’s case post or presentation.

At the end of the semester, each student will grade the team’s leader and each team member on his/her contribution and cooperation in group projects.  Each person on the team will receive the team’s grade I give on a case analysis, and the average grade given to the team leader and a team member by other members at the end of the semester will be calculated at 15 percent of a student’s total grade. 
Grading

	1. Five written assignments:
	50%

	2.  Sales presentation:
3. Team grade:
	25%

15%

	4. In-class discussion and participation:
	10%

	Total 
	100%

	
	


Please read the article "Student Expectations Seen As Causing Grade Disputes" posted in the Library link on my website (http://www.charleswarner.us).

Please note the phrase that "students often confuse the level of effort with the quality of work."  In the courses I teach I award grades based primarily on the quality of students’ work.  In order to earn an A in a course, a student must: 1) demonstrate excellent effort (completing all assignments thoroughly and on time and participating in all class discussions), 2) consistently produce high-quality, well-written work on a relative basis (relative to other students in the course, as opposed to an absolute standard that I might set across all courses and all students), and 3) apply the lessons learned in the required reading material to class discussions and in written assignments by including references. 
Required Reading
Brafman, O. and Brafman, R. (2008).  Sway: The Irresistible Pull of Irrational Behavior.  New York: Doubleday.

Kirkpatrick, D.  (2010).  The Facebook Effect: The Inside Story of the Company That Is Connecting the World.  New York: Simon & Shuster. 

Ryals, L. and Davies, I. (2010) “Do You Really Know Who Your Best Salespeople Are?”  Harvard Business Review.  December.
Warner, C. (2009).  Media Selling, 4th Edition. Chichester, U.K.: Wiley-Blackwell. Available as an e-book at CourseSmart.com.
Warner, C. (2004).  Media Sales Management.  www.mediaselling.us.
Blogs/Newsletters/RSS Feeds
E-Marketer Newsletter, http://www.emarketer.com/  (subscribe to daily newsletter)
MediaPost: Media Daily News, Online Media Daily, Search Insider, http://www.mediapost.com/publications  (subscribe to daily newsletters)
Silicon Alley Insider, http://www.alleyinsider.com/ (subscribe to RSS feed)

Seth Godin’s Blog, http://sethgodin.typepad.com/seths_blog/ (subscribe to e-mail feed)
Advertising Age, http://adage.com (subscribe to e-mail updates)
Recommended Reading

Brinkman, R. and Kirschner, R. (1994).  Dealing With People You Can't Stand.  New York: McGraw-Hill.
Gladwell, Malcolm. (2005). Blink: The Power of Thinking Without Thinking. New York.  Back Bay Books/Little Brown.
Friedman, W.A.  (2004).  Birth of a Salesman: The Transformation of Selling in America.  Boston: Harvard Business School Press. 
Heath, C. and Heath, D.  (2010).  Switch: How to Change Things When Change Is Hard.  New York: Broadway Books.
Nelson, B. (1994).  1001 Ways to Reward Employees.  New York: Workman Publishing.

Pfeffer, J. (1992).  Managing With Power: Politics and Influences in Organizations.  Boston: Harvard Business School Press.
Pink, D. (2010).  Drive: The Surprising Truth About What Motivates Us.  New York: Riverhead Books.
Shell, R.  (1999).   Bargaining for Advantage.  New York: Penguin Books.
Thaler, Richard H. and Sunstein, Cass R.  (2008).  Nudge: Improving Decision About Health, Wealth, and Happiness.  New Haven: Yale University Press.

Laptops and Cell Phones
This course is primarily a discussion course.  Students do not necessarily need to take notes, because the instructor’s presentations and outlines of each week’s class are posted on his website (www.charleswarner.us).  Therefore, there is no need for laptops or cell phones in the classroom; shut them down and put them away, please.

Course Schedule

The following schedule is subject to minor changes because of the changing media selling and regulatory environment.  Students are expected to keep up with the assigned reading and be prepared to discuss assigned cases and topics in class.  My website URL is www.charleswarner.us  and my email is charleshwarner@gmail.com.
 

WEEK 1 (September 1)
	Introductions.  Why you’re taking the course and what you hope to learn.  Go over syllabus.  What Is Selling presentation in class.  Divide class into team.

	READ FOR THIS WEEK: Media Selling, Chapters 1-5.  Complete “Test Yourself” questions at the end of each chapter of Media Selling (complete them for your own review; do not hand them in).  

	DOWNLOAD and READ FOR THIS WEEK: From the Case Studies  link on my website “How to Write a Case Analysis,” “A Salesperson’s Dilemma” case, and “First Step in Becoming a Winner” in the “Library” link on my Website, http://www.charleswarner.us.  

	VIEW FOR THIS WEEK: “Did You Know?” at http://www.youtube.com/watch?v=cL9Wu2kWwSY

	WRITTEN ASSIGNMENT #1: Teams write an analysis of the “A Salesperson’s Dilemma Case” case and include in your analysis the Five Cs of Ethical Selling, due before class on 9/22 via e-mail to charleshwarner@gmail.com.  


WEEK 2 (September 8) 
	Discuss sales issues in the news.  Class presentations on Sales Ethics, The AESKOPP System of Selling, and Attitude and Emotional Intelligence.

	READ FOR THIS WEEK: Media Selling, Chapters 6-10 and complete “Test Yourself” questions at the end of each chapter (complete them for your own review; do not hand them in), read “E-mail Tips” in the Papers by CW link of my website.  

	INDIVIDUAL ASSIGNMENT FOR NEXT WEEK:  Project at the end of Chapter 6 and Project #1 and the end of Chapter 8 of Media Selling.  Post your notes on BlackBoard next week.


WEEK 3 (September 15)
	Discuss Creating Value.

	GUEST SPEAKER:  Digital agency executive on How to Read RFPs and agency structure.

	Post on Blackboard your notes on the projects at the end of Chapters 6 and 8 of Media Selling.

	READ FOR THIS WEEK: Media Selling, Chapters 11-14 and complete “Test Yourself” questions at the end of each chapter (complete them for your own review; do not hand them in) and “Winners and Losers: The Changing Media Ad Landscape, 1980-2011” at http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=157452&nid=130619

	VIEW FOR THIS WEEK: Creating Value in the Presentations section of my website.


`
WEEK 4 (September 22)
	DUE: Assignment #1, “A Salesperson’s Dilemma,” before class 9/22.

	Teams present and discuss “A Salesperson’s Dilemma” case.

	GUEST SPEAKER:  Online research executive.

	READ FOR THIS WEEK: Media Selling, Chapters 15-19 and complete “Test Yourself” questions at the end of each chapter, “Interactive Campaign Setup Best Practices” in the Library link of my website, “Industry Mobilizes to Create Measurement System Across All Screens” at http://adage.com/print?article_id=138482, “Web Analytics, Easy or Hard” at http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=113127#comments, “Traffic Jams” in the Library section of my website, and “Do Age and Gender Matter” at http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=113703.

	VIEW FOR THIS WEEK: Prospecting and Identifying Problems presentation on my website and review Discovery Questions, which can be downloaded from the Downloads link at http://www.mediaselling.us. 

	ASSIGNMENT FOR NEXT WEEK: Teams complete the “Benefit Matrix Assignment” in the Courses link and team leaders post the Benefit Matrix on Blackboard.

	ASSIGNMENT DUE OCTOBER 7:  Teams complete the “Sales Presentation Assignment #1” in the Courses link and email it to me as an attachment before class October 7, and I will critique several of them in class – this assignment will not be graded; its purpose is to give you feedback in preparation for your sales presentation assignment.


WEEK 5 (September 29) NO CLASS - ROSH HASHANAH
	Post on Blackboard team’s Benefit Matrix assignment.  Discuss on Blackboard 1) one sales issue in the news per student and 2) comment on each team’s Benefit Matrices.  In your comments, discuss the five needs you selected for Sy Abell and why you chose them.

	READ FOR THIS WEEK: Media Selling, Chapters 20-24, Appendix A and B.  Complete “Test Yourself” questions at the end of each chapter, “Talking Paper: The Scientific Principles of Media Planning Are Few, But Awesome” on www.ephrononmedia.com (click on “Archive” in the  nav bar, click on “Planning Link,” and then click on “Talking Paper” link).  Also read “Guide to Developing a Media Plan” in the Library link on my website and “Who’s Using What Media and When?” at http://adage.com/article/adagestat/infographic-generational-media-usage-time-day/229831/.

	VIEW FOR THIS WEEK: In the “Presentations” link on my website “Media Mix and the Natural Laws of Advertising” by Erwin Ephron.”

	SALES PRESENTATION ASSIGNMENT:  See “Sales Presentation Assignment #2” in the Courses link on my website; DUE as an attachment to me via e-mail by midnight Wednesday, October 26.


WEEK 6 (October 6)
	Critiques of Sales Presentation Assignment #1

	GUEST SPEAKER: Supply and Demand Side Exchanges Replace Networks.

	READ FOR THIS WEEK: Sway, Chapters 1-3 and “Managing Infinite Inventory” at http://www.mediabizbloggers.com/media-biz-bloggers/Managing-Infinite-Inventory---Leo-Scullin.html.  

	VIEW FOR THIS WEEK:  David Rose video at http://www.ted.com/talks/view/id/353  and “Killer Presentations” presentation in the Presentations section of my website.

	WRITTEN ASSIGNMENT #2: Based on the characters in “A Salesperson’s Dilemma” case (your team is Janet, the other side is Sy) complete a Negotiating and Closing Planner (a blank one can be downloaded from (www.mediaselling.us/downloads), consult with your team members, fill it out as a team, email it to me as an attachment before class next week, team leaders post it on Blackboard, and bring it to class next week. 


WEEK 7 (October 13)
	 Discuss Negotiating and Closing Planners.

	GUEST SPEAKER:  ESPN Account Executive

	READ FOR THIS WEEK: Sway, Chapters 4-6.  

	VIEW FOR THIS WEEK:  Servicing presentation in the Presentation section of my website.


WEEK 8 (October 20)
	Discuss Negotiating and Closing Planners.

	GUEST SPEAKER:  Google Executive.

	READ FOR THIS WEEK: Sway, Chapters 7-8 and Epilogue.

	VIEW FOR THIS WEEK:  “Six Principles of Effective Online Advertising” presentation in the Presentations link on my website.  

	WRITTEN ASSIGNMENT #2:  Teams’ analysis of the “Justin Freedman” case, due before class November 10 via e-mail (cut and paste).


WEEK 9 (October 27)
	TEAMS PRESENT THEIR ESPN SALES PRESENTATIONS.  E-mail your presentations to me before 4:30 pm Thursday 10/27 and bring it to class on a flash drive so you can present it to the class.

	READ FOR THIS WEEK: Media Sales Management, Chapters 1-4 available at http://www.mediaselling.us, and complete “Test Yourself” questions at the end of each chapter.  Also read for this week “How to Hire the Best People,” “Hiring Decision Scale Workbook,” and “Interviewing Guide” in the “Papers by CW” link on my website.


WEEK 10 (November 3)
	DISCUSS: Sales presentations.

	GUEST SPEAKER: Mobile marketing executive.

	READ FOR THIS WEEK: Media Sales Management Chapters 5-7 and complete the “Test Yourself” questions at the end of each chapter and “Both Advertisers and Viewers Look for Cable Efficiency” at http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=158859&lfe=1 

	VIEW FOR THIS WEEK: “Mary Meeker's Top Mobile Internet Trends” presentation in the Presentation section of my website.

	ASSIGNMENT FOR NEXT WEEK: Download “Feedback Guidelines” in the Courses section of my website, answer the questions in the guidelines, and email them back to me before class, November 10, your completion of this assignment will be graded as a portion of the Discussion grade.  

	WRITTEN ASSIGNMENT #3: “The Unorthodox Owner” case analysis by teams due via e-mail before class November 17.


WEEK 11 (November 10)
	DUE:  Teams’ written Assignment #2, “Justin Freedman” case analysis via email before class and also Feedback Guidelines from individuals via email before class.

	Discuss “Justin Freedman” case.

	GUEST SPEAKER:  ESPN Sales Executive.

	READ FOR THIS WEEK: HBR article “Do You Really Know Who Your Best Salespeople Are?” on eReserves.  

	VIEW: Compensation video (offensive content) at http://www.youtube.com/watch?v=cVLAvix-dX0

	WRITTEN ASSIGNEMT #4:  “Freebird Budget” due via email before class December 8.


WEEK 12 (November 17)
	DUE: Written Assignment #3 “Unorthodox Owner” case analysis before class via email (cut and paste).

	Discuss “Unorthodox Owner” case.

	GUEST SPEAKER:  YouTube Product Manager.

	READ FOR THIS WEEK:  The Facebook Effect Chapts 1-5 and “The Future of Advertising” at http://www.fastcompany.com/magazine/151/mayhem-on-madison-avenue.html and “Radio Listeners and Revenues Grow”

http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=157620#comments

	VIEW FOR THIS WEEK: Mary Meeker’s Internet Presentation – 2010.


WEEK 13 (November 24) NO CLASS – THANKSGIVING BREAK
WEEK 14 (December 1)

	Discuss current media sales issues in the news.  

	GUEST SPEAKER: VP National Sales About.com - What he looks for in hiring salespeople and biggest challenges.

	READ FOR THIS WEEK: The Facebook Effect, Chapts.  6-11, “Understanding Business Development” at http://sethgodin.typepad.com/seths_blog/2009/09/understanding-business-development.html.  

	ASSIGNMENT FOR NEXT WEEK:  Download all blank forms from Media Selling, Chapter 24 in the “Downloads” link on www.mediaselling.us and bring them to class next week.


WEEK 15 (December 8)
	DUE: Written Assignment #4; Freebird Budget before class via email as an attachment.  

	Discuss “Freebird Budget.”

	Time Management and Decision Making presentations by instructor and discussion of organization and time management forms.

	READ FOR THIS WEEK: The Facebook Effect, Chapts. 12-17

	WRITTEN ASSIGNMENT #5:  Individuals write a brief (no more than 400 words) paper titled “What I Learned About Selling Advertising From The Facebook Effect,” be prepared to discuss and send it to me via email before class 12/15.

	TEAM GRADES ASSIGNMENT:  Assignment in Courses section of my website.  Due December 15.


WEEK 16 (December 15)
	DUE:  Facebook Effect paper and Team Grades Assignment.

	GUEST SPEAKER:  President Katz Marketing Solutions, Bob McCurdy.  

	READ FOR THIS WEEK: “How to Measure Your Life” and “How to Get a Job” in the Library section of my website.
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