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About Peter 

Peter Ebner is recognized as the printing industry’s leading sales trainer. As author of 12 industry 

specific books and audio programs including Breaking the Print Sales Barrier and A Field-Tested 

Prospecting System he presents over 200 talks, seminars and in-house training programs each year. 

His articles on sales and marketing are published regularly and his sales training manuals and audio 

programs are already being used by thousands of print salespeople and managers to increase sales and 

profits. But what makes his webinars so effective is his extensive hands-on industry experience. It not 

only reflects his personal experience; selling printing for over a decade, but also the experience of the 

thousands of owners and salespeople he has trained. In other words, he knows firsthand, the challenges 

you face selling printing and he’ll show you how to land more jobs.  
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Authoritative Selling 
 

 

During the past 30 years print sales has undergone a number of changes and the industry is about to 

undergo the most dramatic transformation yet. As in the past, those shops that embrace change will 

flourish, while those that try to hold on to traditional selling models will quickly find themselves 

struggling to retain market share.  

 

Selling is show and tell 
“Anyone that can sell, can sell printing; after all, sales is sales” was that mantra of the 70’s and 

thousands of printers proved it correct. Any shop that was fortunate enough to employ a skilled 

pressman gained instant success. During this period there was no need to train salespeople because 

selling was little more than a show and tell activity where salespeople could land a job by simply 

showing a sample of their high quality work. But by the 80’s things had begun to change. Better 

presses meant that more and more shops were producing excellent work, so quality was losing its 

competitive edge. Furthermore, the advent of new digital technologies brought about the realization 

that the show and tell approach to selling was inadequate; print sales now required a specialized set of 

skills. Printing had become more than putting ink on paper; it had evolved into a diversified and 

complex procedure and shops quickly realized that they could gain a competitive edge by ensuring that 

their salespeople were knowledgeable and had a full understanding of the printing and prepress 

process.  

  

The print sales professional  
The 80’s and 90’s was the era of the print sales professional. Print buyers were in the dark; they didn’t 

understand the application of new digital print technology; it seemed like the whole process had 

changed. Prepress had gone from paste-up to computer generated graphics; jobs could now be run 

offset or digital and short runs, print on demand and variable data were all options to consider. Print 

buying had become complicated and confusing and the print sales professional was perfectly 

positioned to clarify the process and help the buyer make the right decision. Print sales had become 

synonymous with print knowledge and shops across North America quickly realized that they could 

gain a competitive edge by getting their salespeople up to speed. Training was the order of the day and 

salespeople flocked to technical and production seminars.  

 

By the turn of the century the print sales arena was not only over crowed with print sales professionals, 

these salespeople had exhausted their usefulness. Digital printing had lost its mystic, it had become 

main stream and print buyers no longer needed the help of a salesperson to explain the process; they 

were familiar with digital applications and were capable of writing their own specs. In this new 

environment the print sales professional was quickly losing ground.  

 

The Consultative sales approach 
Since the existing sales strategy could no longer sustain current sales targets, a shift to the consultative 

sales approach offered a viable solution. In fact, consultative selling appeared to be the silver bullet, 

the goose that laid the golden egg and the Midas touch all wrapped into one and any salespeople that 
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embraced the consultative approach flourished. While the print sales professional, was busy quoting 

jobs and competing on price the consultant offered alternative print solutions. This new breed of 

salespeople was able to differentiate their services and gain market share by changing the specs.   

 

While the consultative approach appeared to be the ultimate solution for competing in a crowded 

marketplace the strategy was short lived and by 2004 was beginning to show serious signs of failure 

because the consultative sales approach has an inherent flaw; it focuses on printing. This sales model 

was build on the misguided belief that prospects are looking for solutions to their printing problems.  

 

Consultative selling is founded on old, outdated sales theory which states “If the salesperson can 

identify a problem and offer a solution, the prospect will buy from that salesperson.” And although the 

“finding a problem and offering a solution” methodology sounds correct, in practice it fails miserably. 

As most print salespeople have already discovered, uncovering a problem is not a challenge because 

90% of all jobs can be improved, so offering the prospect new ideas that enhance quality, reduce cost 

and increase efficiency is easy. But these solutions usually fall on deaf ears because contrary to 

accepted sales theory people don’t fix problems; they only fix big problems and printing is rarely, if 

ever, a big problem.  

 

Furthermore, the consultative sales approach has lost its uniqueness. While, as little as 5 years ago it 

was refreshing to meet a print salesperson that did more than quote the job, nowadays asking probing 

questions and suggesting print alternatives is common practice. In fact, it is so common that price has, 

once again, become the primary point of differentiation. As a result the consultative sales approach is 

dying a slow death and any salesperson that clings to this approach will suffer the consequences.  

 

The Authoritative sales approach 
The print sales model is once again undergoing a major change and the emerging authoritative sales 

approach is unlike anything the industry has seen before. Although the progression from show and tell 

to print sales professional to consultative selling showed some remarkable advances all three sales 

models collapsed for the same reason – they were built on the misguided belief that printing can be 

sold, when in fact nobody wants printing. Here’s what I mean. Prospects do not want brochures, 

business cards, catalogues or product labels; they only invest in these products because they believe 

that they (printing) will help them gain market share, increase sales, generate leads, improve brand 

recognition; in short they want to reach their business objectives. Without the benefit of these business 

solutions – no one would order printing!    

 

Unlike previous sales models the authoritative selling approach focuses on offering business solutions 

and in order to provide these solutions salespeople will need to transform themselves into industry or 

product experts. Which means that authoritative salespeople will not offer their prospects brochures, 

catalogues, labels, mailers and general commercial printing - because diversity dilutes expertise, 

instead they will focus their efforts on a niche market and become the recognized authority in that 

market. Here’s an example of what I mean. Direct mail is a billion dollar industry and thousands of 

printers are clamouring to get their share of this lucrative market. But competition is tough because 

printing has become a price sensitive commodity were pencils continue to be sharpened every day. 

Even so, the authoritative salesperson will make huge inroads into this market by positioning himself as 

a direct mail expert. This new breed of salesperson is not only familiar with the printing processes he 



 Prospecting Techniques that Drive Print Sales  
Game changing print sales strategies that increase sales and profits 

 

© Peter Ebner 2012                                                                                             www.EbnerSeminars.com                                                                                         5 | P a g e  

also has an in-depth understanding of direct mail. He knows which color sells best; what type of 

envelope is most likely to get opened; how to use postscripts to increase direct mail response; which 

type of postage to affix and which type face to avoid. He’ll be able to answer questions like, Should I 

save money by printing on both sides of my sales letter? Which pulls better a two-page or a one-page 

sales letter? When writing an offer which gets a better response, half price, buy one get one free, or 

50% off? He’ll also be familiar with the latest postal regulations and he’ll be able to advise his 

prospects on how to manage their mailing list.   

 

Not only will the authoritative salesperson outsell the competition, selling will become easier than ever 

because positioning yourself as an industry expert creates a paradigm shift. Instead of being viewed as 

an adversary who is trying to get top dollar the authoritative salesperson is perceived as a business 

partner who can provide valuable solutions. Here’s a short comparison of the consultative and 

authoritative selling approach.    

 

        Consultative Selling      Authoritative Selling 

 

Salesperson is perceived as an adversary.    Salesperson is perceived as a business partner. 

Salesperson looks for problems.   Prospect presents problems and is looking for 

solutions. 

Price shopping is common practice.   Prospects are willing to pay extra for business 

solutions. 

Salesperson offers better ways to   Salesperson offers ways to achieve business 

objectives. 

run the job.                     

  

Salesperson is recognized as a print expert.  Salesperson is recognized as an industry expert. 

     

The winds of change are already blowing and within a short period will turn gale force as more and 

more salespeople turn to the authoritative sales approach. Those that embrace this coming storm will 

find print sales more lucrative and more enjoyable then every before while those who resist will watch 

their commissions erode as they struggle to maintain market share. 

 

 

Peter Ebner   
The printing industry’s leading sales trainer  
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Huge Growth Opportunity 
What are your chances of landing a new account? 

Ecstatic

Happy

Dissatisfied

 
____________% of all prospects will consider changing suppliers 

 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

 

 

 
3 New Business Opportunities 

 

1. Existing accounts 

Do you want all of your customers printing business? 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

You should only go after _________________________ work. 

 

2. Expired accounts 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 
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3. New business 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

  Vertical marketing is the key to print sales success  
Vertical marketing means _____________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 
10 Prospecting Rules 

 

Rule #1   You must call on volume accounts  

Your income is more affected by the size of your accounts then by the number of accounts. 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

Calculate the size of accounts you should target.      Example 

I want to earn $ ____________________ annually.    $100,000    

My commission is ________________ %.    10%  

I must generate $_______________ in annual sales.   $1,000,000 

I can manage _______________ accounts.     50 

I need to call on accounts that spend $____________ annually.  $20,000 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 
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Rule #2   You must make prospecting a habit  

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

To reach the prospecting Tipping Point you must meet with _________ new prospect. 

 

 

To fast track sales you must meet with ________ new prospecting every ________. 
 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

 

 Rule #3   Never tell the receptionist what you are selling  

As soon as the receptionist discovers what you are selling she’ll prejudge the value of your services. 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

To prevent the receptionist from prejudging the value of my call I can,  

  

1. Drop the give-away word 

2. Use an _____________________ 

3. ___________________________ 

 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

By following this rule I can eliminate the _________________________________________________ 

objections. 

 

 

 Rule #4   Call on the boss  

 

If you don’t know who the decision maker is you must always prospect_________________________. 
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___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

Three reasons why calling on the boss is vital to print sales success  

1. _______________________________________________________________________ 

2. _______________________________________________________________________ 

3. _______________________________________________________________________ 

 

 

The decision maker is the individual that has the ability to____________________________. 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

    

 
Script – Identifying the decision maker 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

Most receptionists will ask ____________ screening questions. 

 

After answering a screening question you must always ask a question.  

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________ 
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When the receptionist won’t give you the prospect’s name 
 

1.________________________________________________________________________________ 

2.________________________________________________________________________________ 

3. Ask for accounts receivable.  

 

 

 

Dealing with voice mail 

Curiosity not information grabs attention 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

When leaving a voice mail message 

1. Don’t leave your company name. 

2. _____________________________________________________________________. 

3. Instead of the company telephone number leave ______________________________.  

4. The most effective way to circumvent voice mail is to___________________________________ 
___________________________________. 

 

 

Script – Voice mail 
___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 
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 Rule #5   Always offer benefits first   

Never mention printing until after you’ve mentioned the benefits. 

Instead of printing, I should offer my prospects ____________________________________________. 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

 

 Rule #6   Quickly establish credibility   

Credibility accounts for 80% in the decision making process   

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

2 ways to establish credibility 

1. Years in business. 

2. ______________________________________________ 

 

When name dropping, the accounts should be in the prospect’s industry. 

How many names should you drop? ________________ 

 

 

 Rule #7   Ask for 5 minutes of their time 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

 

 Rule #8   Always ask for the appointment 

Don’t wait for the prospect to invite you to his or her office. 

 

The only way to ask for the appointment is by using the ______________________________ closing 

technique. 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 
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___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

 

 Rule #9   Offer a Universal Benefit 

Universal benefits stem from the prospect’s job title so they are always the same, no matter what 

company you call on.  

 

The are only 3 key decision makers; Ted,____________________ and _______________________ 

 

TED is an acronym for _______________________________________________________________ 

There is only 1 Ted per company 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

Is Ted interested in price?    _______________________ 

Is Ted interested in quality?  _______________________ 

Is Ted interested in printing?  _______________________  

 

Ted is the president or owner. 

 

Ted’s Universal Benefit is _____________________________________________________  

 

   

JIM is an acronym for _______________________________________________________________ 

There could be several Jims per company. 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

Is Jim interested in price?        _______________________ 

Is Jim interested in quality?     _______________________ 

Is Jim interested in printing?   _______________________  

 

Jim is usually the marketing manager or sales manager but could also be the production manager. 

 

Jim’s Universal Benefit are________________________________________________________ 

___________________________________________________________________________________  
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PAT is an acronym for _______________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

Is Pat interested in price?        _______________________ 

Can Pat change the specs?      _______________________ 

 

NEVER CALL ON PAT 
___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

 

 

Script – To the decision maker 
 

1. Introduction 
___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

2. Establish credibility  
___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

3. Universal Benefit 
___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

4. The offer 
___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

5. Close 
___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 
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Turing objections into appointments 

 

 

What are you selling? 
We are manufacturers. We have printing presses in the back, but that’s not what I sell. I work with 

companies like yours, offering solutions that increase sales and help them gain market share. All I 

need is 5 minutes of your time.  

 

After responding to an objection you must always _______________________________________ 

 

 

I’m happy with my printer 
I understand and I would never ask you to change suppliers. All I’m looking for is 5 minutes of your 

time to quickly share some ideas that other companies like yours are already using to increase sales 

and gain market share.  

 

 

I’m not interested 
___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________ 

  

I’m too busy 
___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________ 
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Send me some literature 
That’s exactly what I would like to do. I’d like to send you a detailed report that shows you how to 

increase sales and gain market share, but to do so I need to know a bit about your company. Let me 

assure you this will only take 5 minutes of your time.  

 

 

 Rule #10   Farm major accounts 

Farming puts you in position for when the present supplier drops the ball 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

 

1. Create a list of 25 major accounts 

2. Contact everyone on the list once month by _________, _________ or __________. 

3. The contact must be for the prospect`s benefit. 

 

Farming must be an uninterrupted activity for ____________ consecutive months.  

 

 

Notes 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 

___________________________________________________________________________________

___________________________________________________________________________________

___________________________________________________________________________________ 
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How to Grow Rich 

Selling Printing 
 

Those of you who have attended my seminars have heard me adamantly claim that anyone, irrespective 

of their previous sales or graphic experience, can generate a million dollar sales portfolio within 12 to 

18 months. Yes, you read correctly, even if you are new to printing and have never made a sales call in 

your life, you can be earning about $100,000 within 1½ year!  

 

This claim always causes a stir in the audience and is usually followed by a surge of questions which 

can be summed up as follows. “If your claim is true why are so many print salespeople, who have been 

in this industry for years, still struggling to make a living?” The answer to this question lies in the 

following short parable.  

 

Susan was about to start a new career as a secretary in a small accounting firm. Although she had no 

typing experience she was a quick learner and within a few weeks, using only two fingers, she was able 

to type over 30 words a minute. All went well for the next few months but then the office got busier. 

Unfortunately, Susan’s typing wasn’t quite fast enough to keep up with the new workload so she soon 

found herself answering to her office manager. “Susan, as you know your work has been falling 

behind. Is there anything we can do to help you increase your productivity?” asked her manager. “Yes 

there is” Susan replied. “The problem is I’m working on an old computer and it’s just not fast 

enough”.  

 

Within two days Susan was typing away on her new machine, but to her surprise she still couldn’t keep 

up with the incoming work. “Susan, I notice that you are still falling behind, is there anything else that 

I can do to help?” asked her office manager. “The problem is there’s just too much work. I need an 

assistant” said Susan. “But you already have a staff of eight assistants at your disposal, why don’t you 

share the work with them?” A smile suddenly came over Susan face. “That’s great” Susan said, 

“Where would I find this extra help?” “Look no further than at yourself” said the office manager “You 

have four assistances, which are eager to help, on each hand”.     

 

The reason that so many print salespeople are struggling to make a living is because like Susan, they 

refuse to accept the fact that they alone determine the outcome of their activity. Instead, they believe 

that their misfortune is the result of events that are beyond their control.  

 

Here are 3 sales idioms that show the fallacy in this type of thinking.  

 

You are in control of your own destiny, so grab hold of the reigns 
Which of the following is costing you sales? 

 

 Your territory is no good. 

 Your shop’s prices are too high.  

 There is too much competition in your area. 
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 Your company lacks a marketing program or sales support material.  

 The company doesn’t provide training. 

 You don’t have time to prospect for new business. 

  

The list of complaints is endless, but they all add up to one thing – a rejection of personal 

accountability. Salespeople don’t like to face the fact that they, and only they, are responsible for 

our own success or failure.  

If you searched out North America’s top income earners, those that are earning $150,000 a year or 

more selling printing, you won’t find them cluster together in one geographical area or working for 

the same printer. They can be found everywhere: in large cities and in small towns and you’ll find 

just as many working for an instant print shop as you’ll find working for a large commercial 

lithographer. In fact, the only commonality is that while other salespeople complain about the 

adversities that print sales presents, each of these individually has risen to the challenge and turned 

their situation into a success. They took full responsibility for their situation and thereby took 

control of their destiny.  

 

Failure is a hard lesson, but a great teacher  
Go ahead, feel proud and gloat over your accomplishments, but don’t disregard or minimize your 

failures, because you can learn more from your failure than from your success. Without question 

failure is a hard pill to swallow so many salespeople try to sugar coat the pill by blaming lost jobs on 

circumstances that are beyond their control. For some reason, they feel that blaming themselves 

would be an admission of weakness, when in fact it is a show of strength, because it takes a strong, 

secure individual to say “I lost that job because I made a mistake.”  So instead of denying failure, 

hold yourself accountable for lost sales and you’ll gain a huge advantage over other salespeople 

because only when you take responsibility for lost sales you can learn from your mistakes.  

 

By holding yourself accountable, the once dreaded objection suddenly becomes a powerful teacher 

that shows you how to create a perfect presentation because whenever your prospects give you a 

reason for not buying, they are in fact showing you where your selling skills need improvement. For 

example, if your prospects are often saying “Let me think it over and I’ll get back to you” they’re 

telling you that you haven’t given them a reason to order today. Likewise, when your prospects 

claim that your price is too high, they are telling you that your presentation did not justify the extra 

cost.  

 

     A positive attitude instils false confidence, unless it is supported by knowledge and skill     

It is individuals like Anthony Robins and Napoleon Hill, who lead us to believe that we can Think 

and Grow Rich; that we can simply visualizing our way to success. Although the benefits derived 

from the belief that one will succeed cannot be minimized, a positive attitude on its own will not 

land you a new account. Believing in yourself may give you the courage and confidence to call on a 

new account, but from that point forward attitude is usurped by knowledge and skill. When your 

prospect says “I’ve been dealing with the same printer for over 5 years so I’m not interested in 

changing suppliers at this time” all the positive attitude you can muster won’t close the sale, if you 

haven’t learned how to handle this objection.  
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Sales, just like law, accounting and medicine is a profession and as with all professions, proficiency 

requires the acquisition of specific skills and knowledge. In other words, if you’re continually losing 

jobs to lower prices; if you’re finding prospecting or closing a difficult task, these challenges are 

nothing more than an indication that you have not yet fully developed your selling skills.  

 

So don’t settle for being a salesperson – become a professional. Spend a few hours each week 

developing your selling skills and expanding your print knowledge. Read books, listen to CD’s and 

attend seminars/webinars because without question the more proficient you become, the more jobs 

you’ll land. Although Think and Grow Rich may be a motivating idea that will get you going in the 

morning Learn and Grow Rich will get results; results that can easily add up to a million dollar in sales 

within 12 to 18 months.  

Peter Ebner   
The printing industry’s leading sales trainer  

 
 

 


