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Agenda 
1.  Introductions  
2.  Objectives 

3.  LinkedIn Today 

4.  Relationships & Buyer Journey 
5.  Social Signals & Value 
6.  Triple C's of Social Selling 
7.  Twitter 
8.  Insights & Actions 
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Tell	us	about	you	



Program Objectives 

●  Build relationships of value to support the buyer journey 

●  Notice prospect social signals and respond with value  

●  Triple C's of Social Selling  

○  Content – Curate or Create 
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At the conclusion of this session, you will be able to: 
 
●  Spend your time effectively on LinkedIn and Twitter for 40 min a day 
●  Understanding how to evaluate a person's profile to engage 

with them on LinkedIn 
●  Create real value vs noise 
●  Stay on top of mind with your target prospects 
●  Think of designing a customer facing profile  
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What is the Product You! 

No Cost Barrier to entry  
Anyone can now produce low quality 

content  
Too much noise 

Credible ways to validate expertise 
  
 

Manage the Touchpoints 



LinkedIn Today 
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How LinkedIn Transformed 
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Stay Away 
From 



LinkedIn's Publishing Focus 
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LinkedIn’s SSI 
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LinkedIn’s SSI 

Look up your SSI 
http://bit.ly/mylissiis 
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Build relationships of value to support 
the buyer journey 
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Acquiring New Customers 
What are the Touchpoints  
Where are they in the journey 
What is YOUR GOAL! 
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Unknown T4 Prospects 

Known T3 Prospects 

T2 Prospects 

T1 Prospects 

•  T3 Meets your defined profile 

Targeting Prospects  

•  T2 Have identified KDM & BB 

•  T1 Have connected with KDM & BB  
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Targeting Prospects  

Manage the Touchpoints along the journey 
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Engagement Activities  





The Buyer's Journey  

Oblivious  Awareness Consideration Comparison Purchase Validation  Renew 



 Buying Journey Stages 
Oblivious - Not aware they have a need 

Awareness - Having knowledge of the need for an alternative solution 

Consideration - Evaluated or exhausted all known options and didn’t 
get desired results 

Comparison - Exploring external options for support and solution 

Purchase - Select a vendor to provide a solution  

Validation - Confirmed expected value was delivered. 

Upsell – Repeat business, (a license, subscription, or contract.) 

 

 



Align Content with the Buyer’s Journey 
What type of content do you use at each stage? 
◎  Oblivious - They don't realize they need you 
◎  Awareness - They realize they need someone's expertise 

◎  Consideration – Learning about alternative options like you 
◎  Comparison – Evaluating for the best support and gradually 

engaging with the market 
◎  Purchase – Accept support with a formal commitment 
◎  Validation - Assuring value is received 
◎  Renew - Expanding their investment 



Wasting InMail 
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Targeting Prospects  
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Manage the Touchpoints - 7 

TP1  

TP2  

TP3  
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Do they manage their own LinkedIn  

●  LinkedIn and Twitter is part of the process 
●  Does is feel like the actual person or a surrogate? 

○  Take title under consideration 

○  (Simple safe answers it is most likely a surrogate) 
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Real or Surrogate 
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Connect to Bridge Builders 

Intro to decision maker. 
Do they have access 
to senior executives.  

Unlock the gate  
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Activity 1 – Who are YOU looking for 
Describe in very granular detail 
●  Target Audience 
●  Decision Maker Profile 
●  Consumer Profile 
●  Other Participants Profile 
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Activity 1 – Who are YOU looking for 
Company Specifics  KDM Title Bridge 

Builders 
Executor Users Title 
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Notice prospect social signals and 
respond with value  
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Or 

JB 
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 Which Feed Post 
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Activity 2 – Evaluate your feed 

●  Facebook vs LinkedIn 

●  Promoted and Sponsored  
●  Top vs Recent (only on desktop) 
●  Insightful vs pats on the back 
●  Who is engaging with important people 



Name that Feed Post 

High Value Pro/Sp Ad Share fb Like / Share Hide  Old News 
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Feed Activities... 
•  Like for... 

•  Comment to.... 

•  Sharing  
•  Shout outs.... don't overdo it! 
•  Don't post and ghost 
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Noise Activities... 
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Feed Update Sorting... 
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Who is Using LinkedIn 
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Opening Door Signals 
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In the House 
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Opens Doors for Others  
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Opens Doors Pt2 



Activity 3 – Evaluating and Engaging  

●  Find a prospect and evaluate them 

●  Next steps  
●  Interruptions  

○  Welcomed  
○  UnWelcomed 
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Activity 3 – Evaluating & Engaging 
Company Specifics  KDM Title Bridge 

Builders 
Executor Users Title 

 
 
 
 

 
 
 
 
 

 
 
 
 
 



Evaluating and Engaging  



Digital Data Reality 
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Digital Truth Digital Lies 

Searches Social Media Posts 

Views Social Media likes 

Clicks Dating Profiles 

Swipes  



Digital Identity Impression 
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Google Presence 
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Google Presence 
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Proof of Value 
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Proof of Value 
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LinkedIn Presence 
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Triple C's of Social Selling 
  
 

•  Content – Curate or Create 
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How NOT to create value 
 

●  Creating NOISE 
●  Impersonal InMail or invites 
●  Just “Liking” 
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Longer articles, keyword drive 
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Confirm Title Name Incognito  

MB 
 



Your lesson in SEO!  

Why do magazines use 
catchy titles for articles inside 
the magazine?  

Why are “catchy titles” a bad 
idea on the web to attract 
customers?  
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Works for Video too 
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Don't write well?  

●  Bullet out the key ideas 
●  Add links to key content to quote or reference 
●  Add name to drop in article 
●  Get a writer to write it (600 to 1200+) 

○  $50 to $250  
●  Get a legal picture 
●  Edit back into your voice  
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Activity 4 – Content curation 

●  Valuable comments (is the place to start)  
●  Curating useful content  

○  Customer insight content  

○  Get your content keyword driven  
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Activity 4 – Content curation 

JB 
 



Activity 5 – Content Curation Comments 
●  What is the market challenge? 
●  What are the problems that the need solved?" 
●  What is the solution they may not see? 
●  List three possible articles to share 

Market Challenge Is this solution for 
them 

Insight Credible Source 
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Market Intel 
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Market Intel 
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Market Intel 
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Nathan Cavicchi 
 - https://twitter.com/TheNinMe  



We need a volunteer …. 

MB 
 



Find that Twitter 
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Finding them on Twitter  

●  Google Incognito on Chrome 
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Digital Dynamic Rolodex  
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Digital Reminders  
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And Twitter -  
The world conversation 

Both good and Bad 
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Tracking	the	conversation	of	YOU		
and/or	your	business	on	the	Web 

www.google.com/alerts 
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Deep Search on Twitter  

http://search.twitter.com 
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Hashtags 

•  Help your content be found 

–  #ShopLocal #KerrLake 

•  Branding 

–  #RedHat #MartinBrossman 

•  Side comment 

–  #NOT or #Fail or #justkidding 

Note: caps don't affect the 
hashtag just read better 

Hashtages work 
on: 
•  LinkedIn 
•  Twitter 
•  Facebook 
•  Instagram 
•  Youtube 



Adding to Lists on Twitter – Public & Private  



Adding to Lists on Twitter – Public & Private  
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Adding to Lists on Twitter – Public & Private  
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Mention on Twitter & Mention + share 
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Twitter Comment & Like  



answerthepublic.com  
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What did you gain from this program? 
What is your next actions? 
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