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By Patty tascarella

Given her background in 
broadcast and cable tele-
vision advertising sales, 

Melanie Querry had a different 
perspective when she started ad-
vertising agency Beyond Spots & 
Dots four years ago.

It also was unusual. Increas-
ingly, Pittsburgh agencies out-
source the purchase of space or 
time in publications, television 
and radio on behalf of clients.

“Media buying is second na-
ture and we do it well, and that’s 
the part we find easy,” Querry 
said.

The issue was how to “dig deep-
er,” she said, providing a wide 
range of marketing communica-
tions services to clients, but also 
positioning Beyond Spots & Dots 
as a “consultant” that could “help 
them grow their business inside 
and out.”

Querry, who started her agency 
with a client she worked closely 
with for more than a decade 
through other posts, was a solo 
operator for around eight months. 
The key, she decided, was in who 
she hired.

Half of Beyond Spots & Dots’ 
staff hail from companies rather 
than agencies. Graphic designer 
Maggie Keller previously worked 
at BNY Mellon. CFO Andreas 
Beck came from Federated In-
vestors Inc., where he was an as-
sistant portfolio manager.

“Knowledge from the indus-
tries helps,” Querry said. “It 
gives us a competitive edge we’re 
able to apply to current and fu-
ture clients.”

The insider stance of being on 
the other side has helped grow 
business, she said.

“Andreas worked hands-on 
with Fortune 500 CEOs, being 
on conference calls and meet-
ing them face-to-face,” she said. 
“That gives us the ability to uti-
lize that knowledge with our 

clients. Being able to work with 
decision-makers has allowed us 
to really act as consultants.”

Just as other shops may out-
source business functions, if 
there is a “specific need” that 
isn’t under Beyond Spots & Dots’ 
roof, Querry will partner with 
another agency or freelancer to 

fill it.
Numbers-wise, it’s paying off. 

Last year, Beyond Spots & Dots’ 
revenue reached $1.5 million, 
double-digit growth over the pre-
vious year.

Rick Brown, executive vice 
president and COO of Downtown-
based recruitment firm O’Connor 
O’Connor Lordi Ltd., said Beyond 
Spots & Dots’ strategy fits with a 
growing style of management that 
operates creatively and lean.

“Companies run by Gen X, 
Gen Y and baby boomers who 
are young thinkers are realizing 
you’re better off if you have good, 
solid experienced business people 
who have imagination and aggre-
gate them,” Brown said. 

“Each will have some area 
of expertise they bring to the 
party.”

ptascarella@bizjournals.com | (412) 208-3832
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Prospecting is the life blood of business, 
yet a surprising number of people don’t 
have clear strategies to the protocol of 

successful prospecting.
Here are some Dos and 

Don’ts to prospecting:
• DO start the call in 

a way that the prospect 
doesn’t expect: I’m not sure 
you and I need to be speak-
ing today. Would it be OK 
if I tell you why I called, 
then you decide if we should 
continue talking now or at a 
better time?

• DO ask questions and 
welcome the prospects questions and com-
ments: Is that a challenge your business 

faces? Is that something you’d like to know 
more about?

• DO measure the prospect’s interest and 
needs: Would it make sense for us to find 
out if there is a fit?

• DO abort the call if there is no fit or it 
the prospect is unwilling to engage in a 
conversation.

• DON’T start the call with gratuitous 
or insincere questions or remarks: It’s a 
pleasure to talk to you, or it’s certainly a 
privilege and honor to talk to you.

• DON’T monopolize the conversation.
• DON’T attempt to “sell”: This special 

opportunity is only available until ...
• DON’T try to coax an uninterested, un-

qualified prospect into continuing.
It may seem unrealistic at first to say 

the “Do’s.” If you try it in role play with a 
co-worker or spouse, or say it to yourself 
by answering your own question, they will 
begin to roll off your tongue with ease. 

You must say it with confidence and be 
engaging. Tonality is a big component, as 
well. In order to connect with your pros-
pect, you must match the rate of speed in 
which they are speaking and the sound of 
their voice — if they talk in a low tone, you 
better do the same. 

Prospecting is like connecting. If you 
don’t prospect, you don’t connect — and 
if you don’t connect, you don’t go to the 
bank.

NANCY SCOTT is a business growth expert for Sandler Training in  
Sewickley. You can e-mail her at nscott@sandler.com.

What is the worst habit 
you see among people in 
your business today?

“The worst habit defi-
nitely is people out to sell 
something to a consumer, 

and it’s not 
necessar-
ily the right 
thing for 
them. ... The 
consumer 
ends up buy-
ing some-
thing and, 
three or four 
years later, 

they may have to do it 
again because it’s either 
a bad product or a bad 
installation. ”

“The first thing that 
comes to my mind is 
smoking. When you’re 

interview-
ing for a 
position, 
50 percent 
of people 
don’t like 
the smell of 
smoke. So it 
automatical-
ly puts you 

in a negative light when it 
comes to a position. And 
I don’t mind smokers. I 
grew up around smokers. 
... If you go in and you 
smell of smoke, you’re al-
ready starting in the hole 
for that interview.”

“I always wish people 
would approach issues 
with an open mind and 

weigh all 
the alterna-
tives with 
logic before 
exercising 
predisposed 
opinion. I 
think we 
learn more 
that way. I 
think all of 
us should 

ask questions before we 
have the answer. I appre-
ciate open minds as all of 
us experience issues.”

— BY Tim SChOOleY

Steve Renne-
kamp, president, 
Energy Swing 
Windows

Virg Palumbo, 
market director, 
Kforce inc.

Arthur Ziegler, 
president, pitts-
burgh History 
& landmarks 
Foundation

|n Beyond spots & Dots
Advertising agency

BaseD: Downtown

FounDeD: 2006

emPloyees: 6

revenue: $1.5 million

WeB site:  
www.beyondspotsanddots.com

n challenGe: position the 
company as a top-shelf consultant by 
providing a wide range of expertise.

n solution: Hire people who have 
worked for companies rather than 
agencies.

Have a small business issue you’d like us 
to cover? Contact managing editor Jennifer 
Curry at jcurry@bizjournals.com.
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Kforce inc.

Arthur Ziegler, 
president, pitts-
burgh History 
& landmarks 
Foundation

|n Beyond spots & Dots
Advertising agency

BaseD: Downtown

FounDeD: 2006

emPloyees: 6

revenue: $1.5 million

WeB site:  
www.beyondspotsanddots.com

n challenGe: position the 
company as a top-shelf consultant by 
providing a wide range of expertise.

n solution: Hire people who have 
worked for companies rather than 
agencies.

Have a small business issue you’d like us 
to cover? Contact managing editor Jennifer 
Curry at jcurry@bizjournals.com.

|n iNSideR’S 
View

Nancy
Scott

Proper prospecting is key to operating a successful business

Joe WoJCik

Melanie Querry, president of Beyond Spots & Dots, has found suc-
cess hiring people who didn’t work at advertising agencies.

Given her background in broad-
cast and cable television  
advertising sales, Melanie 
Querry had a different perspec-

tive when she started advertising agency 
Beyond Spots & Dots four years ago.

It also was unusual. Increasingly, Pitts-
burgh agencies outsource the purchase 
of space or time in publications, televi-
sion and radio on behalf of clients.

“Media buying is second nature and 
we do it well, and that’s the part we find 
easy,” Querry said.

The issue was how to “dig deeper,” 
she said, providing a wide range of mar-
keting communications services to cli-
ents, but also positioning Beyond Spots 
& Dots as a “consultant” that could 
“help them grow their business inside 
and out.”

Querry, who started her agency with a 
client she worked closely with for more 
than a decade through other posts, was a 
solo operator for around eight months. 
The key, she decided, was in who she 
hired.

Half of Beyond Spots & Dots’ staff 
hail from companies rather than agen-
cies. Graphic designer Maggie Keller 
previously worked at BNY Mellon. CFO 
Andreas Beck came from Federated  
Investors Inc., where he was an assistant 
portfolio manager.

“Knowledge from the industries 
helps,” Querry said. “It gives us a com-
petitive edge we’re able to apply to cur-
rent and future clients.”

The insider stance of being on the 

other side has helped grow business, she 
said.

“Andreas worked hands-on with For-
tune 500 CEOs, being on conference 
calls and meeting them face-to-face,” she 
said. “That gives us the ability to utilize 
that knowledge with our clients. Being 
able to work with decision-makers has 
allowed us to really act as consultants.”

Just as other shops may outsource 
business functions, if there is a “specific 
need” that isn’t under Beyond Spots 
& Dots’ roof, Querry will partner with  

another agency or freelancer 
to fill it.

Numbers-wise, it’s paying 
off. Last year, Beyond Spots 
& Dots’ revenue reached $1.5 
million, double-digit growth 
over the previous year.

Rick Brown, executive vice 
president and COO of Down-

town-based recruitment firm O’Connor 
O’Connor Lordi Ltd., said Beyond 
Spots & Dots’ strategy fits with a grow-
ing style of management that operates 
creatively and lean.

“Companies run by Gen X, Gen Y 
and baby boomers who are young think-
ers are realizing you’re better off if 
you have good, solid experienced busi-
ness people who have imagination and  
aggregate them,” Brown said.

“Each will have some area of exper-
tise they bring to the party.”


