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What is social selling?

Why is social selling important?

Your potential buyers are looking for information online and making comparisons to support their 
purchase decisions. 75% of senior B2B buyers are said to leverage social media to support their decision 
making, while 57% of the purchase decision is made before the customer even contacts the supplier*. 
As the majority of masses with buying-potential are to be found through social channels, a whole lot 
is expected from sales representatives. Customers expect to be served with helpful information and 
proposed solutions. Research also shows that companies with social leverage drive more revenue and 
renewals.

Social media have made information available for everyone. Buyers can now find most of the 
information needed to make a decision without a sales representative’s involvement. Thereby, it is 
extremely important for sales representatives to take part in the conversation as early as possible.

“75% of senior B2B buyers 
are said to leverage social 
media to support their 
decision making”

Social selling is about leveraging social networks to interact with potential buyers to build revenue-
driving relationships. Social selling is considered to be soft selling; instead of aggressive pitches and 
hard selling, prospects are approached in a way that delivers actual value right from the start. Social 
selling is all about answering questions, offering interesting content and engaging with prospects until 
they are ready to purchase from you.

* Schaub, 2014. Social Buying Meets Social Selling: How Trusted Networks Improve the Purchase 
Experience



Why should salespeople be active on social media?

Social media is filled with information that serves as the basis for decision making. It’s where leads 
evaluate options for purchasing and it’s where trustworthiness is weighed. You represent the company 
and your professionalism online and prospects make evaluations both based on your activity and 
presence on social media. According to Forbes, sales representatives leveraging social media in their 
sales techniques outsell 78% of their peers.

How does social selling differ from traditional sales?

The traditional sales strategy says “Always Be Closing.” Taking in the social aspect, the mantra should 
be changed to “Always Be Connecting”. Having an active presence in social media discussions provides 
an advantage in establishing relationships before getting on the phone or setting up a meeting. Then 
there’s the thing about efficiency - interaction can be as simple as a comment, tweet, or retweet. 
It’s easier to have a meaningful call with someone you have already been in contact with. Once the 
relationship has been thoughtfully established, closing the deal comes more naturally.

“Sales representatives 
leveraging social media 
in their sales techniques 
outsell 78% of their peers.”
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Benefits of 
social selling

Business benefits

• Increase revenue
• Make your content more appealing to a wider 

audience through your employees’ networks

Employee benefits

• Drive trust and awareness 
• Boost thought leadership and lead generation
• Save time, meet and exceed your sales quota 

with shorter sales cycles

Key stats

• 64% of teams that use social selling hit quota 
compared to 49% that don’t*

• 72.6% of salespeople using social selling as 
part of their sales process outperformed their 
sales peers and exceeded quota 23% more 
often*

* Aberdeen Group, 2013



How to succeed in social selling? Learn about the social media strategies that can help you position 
yourself as an industry expert, drive revenue and keep your customers happy.

First impressions matters

At the bare minimum, social selling requires you to create profiles on the social media networks where 
you expect to find leads. Adjust your social media profiles to serve your purposes by polishing your 
professional image. Get rid of those bad photos and spelling mistakes, and try to look as professional 
and trustworthy as possible. Remember to ask for feedback. It pays off to spend time and put thought 
into creating your profiles.

Then Plan ahead and create a strategy. First, determine your target audience. Start by finding out who 
your potential customers actually are (i.e. their age, gender, occupation, location, etc.). This will help 
you to identify the channels they are using, and their needs and problems. 

Next, define where and how you are going to start conversations. Ask yourself how you will use different 
channels and tools to help solve your potential customers’ problems. For instance, if you are doing 
B2B sales, it is likely that LinkedIn is the right channel for you, and in that case you may want to adopt 
a professional approach to address your audience. If you are selling surfboards, Facebook or Instagram 
might be your channel of choice for more visual and laidback communication.

Tips for getting started with social selling
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Share and engage

After you have found the right channels and defined your general tone of voice, you need to identify 
and share information that is relevant for your prospects. Target your messages to match your audience 
and situation if possible. The key to success here is that you stay active and provide real value for your 
audience by sharing fresh and high-quality content. It is therefore a good idea to create a strategy for 
sharing on social media.

Aim to share at least twice a week. Be especially alert after adding new connections to make sure you 
are visible to them. This will keep you top-of-mind and relevant to your network. Coming up with timely 
quality content may sound like a mission impossible but it really isn’t. It is important to produce content 
yourself to showcase your expertise but not all content has to, nor should be produced by you or your 
company. The internet is full of interesting industry news, articles, videos, etc. which you can and should 
share to your networks. By sharing content produced by someone outside your organization, you can 
boost credibility and appear more authentic in the eyes of your audience. 

Sharing and producing content is crucial to your visibility and success but it is equally important to 
engage and interact with the relevant audiences. Always check who has interacted with the content you 
have shared and try to engage them in conversations. For example, if a prospect has liked your update, 
post a comment on it thanking them for the like and asking what they think about it. This will boost the 
update and keep it fresh longer. 

Especially on LinkedIn, look for or find the profiles of those who have displayed any interest in the 
content you have shared - since those people get notified about your profile view, it creates another 
chance to deepen the relationship. When you believe you have found a good/valuable prospect, send 
a personalized invitation to connect on LinkedIn. This way they see your future updates. Also consider 
sending a direct message.

In addition, like, comment and reshare other’s posts and participate in conversations. Engaging with 
others will not only gain you more visibility, but demonstrates that you have opinions and that you are 
interested in your industry and other people’s opinions. This helps you to increase your perceived value 
and position yourself as an industry expert, which ultimately leads to people more willingly buying from 
you.



Demonstrate your value and call-to-action

Even though social selling is all about soft selling techniques where you position yourself as an expert in 
your field, you can still push your prospects in the wanted direction. Show the value of your offering by 
providing something of benefit to prospects. There are a number of ways to do this: e.g. you may want 
to drive people to your company blog by placing a relevant link to your social media post. A company 
website is a great place to drive traffic and get your potential customers to look at your offering without 
making a commitment. 

In order to persuade your prospects to take the next step in their buyer’s journey, you should always 
place a call-to-action on the landing page where you are driving traffic. For instance, this can be a 
link to a trial, newsletter subscription form or a guide (like the one you are reading at the moment). 
However, keep in mind that not all content you post to social media should link to your own content. 
This only makes you look spammy and will do you no good. Depending on the network, a good rule 
of thumb is to follow a 5:1 ratio, between the content produced by someone else and the content 
produced by you or the party you represent.

You can’t manage what you don’t measure

It is vital to measure the impact of your shared content - what works and what doesn’t. Analyze and 
identify the type of content and the time of shares which generate the biggest impact. This will help you 
to plan your future content strategy and make adjustments along the way.
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How a well-established 
Employee Advocacy tool can help 

in social selling

Employee Advocacy platforms function as content 
hubs. Having relevant and up-to-date content 

easily available for sharing helps your social sellers 
to maintain a top-of-mind awareness in their 

networks.

Platforms like Smarp are equipped with advanced 
social monitoring tools that help you to make 

educated decisions on optimal sharing times and 
analyze what content resonates the best.

State-of-the-art gamification features that 
emphasize quality over quantity educate and 
motivate your salespeople not to spam their 

networks with an excessive amount of content.



A checklist for companies to 
help employees to succeed in 
social selling with Employee 
Advocacy

1. Build a strategy

In order to help your people to better succeed in social selling, your 
organization needs an overall social selling strategy with clear goals in place. 
This way it’s easier to measure the outcome, instead of investing time and 
money in ‘this and that’ and fixing poor results afterwards.

2. Broaden your scope & encourage participation 
organization-wide

Why limit your scope to the sales team? Involving everybody in Employee 
Advocacy is a proven way to boost social selling. However, success will hinge 
upon the willingness of your staff members to actively and regularly participate 
in online discussions and share posts. This is why it’s important to get employee 
buy-in to the program.

To make it easier, automated tools can simplify the process to the single click 
of a button. A gamified system can increase excitement and maintain interest 
among users.

3. Provide curated content

When crafting content for social selling, remember to craft your content 
carefully. Content should be educational, relevant, interesting and visually 
appealing. Remember to provide a range of content to support the different 
stages of sales funnel. While promotional content and offers can be introduced 
into the mix, use such content sparingly. For best results, encourage employees 
to propose and create content themselves.
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4. Allow the free use of channels

If you have defined your social selling channel mix for your corporate 
marketing and communications, with Employee Advocacy you should forget 
about that, as your employees should decide for themselves what channels 
they feel comfortable using. They are bound to know their networks better 
than you. You should simply define the default channels available for them.

Employees who are new to social media might need training and help in 
adapting to different social media channels. Your task is to make them feel 
confident in their daily social media activities.

5. Keep your content flowing regularly

Follow the activities  of some of the most influential people on LinkedIn and 
you will find that they post content at least two to three times a week. An 
effective social selling program needs to be consistent to create a lasting 
impact. It might be a good idea would be to create several posts in advance 
and feed them out at regular intervals. Social sharing platforms provide a very 
convenient way to notify users about new content.

This way you will not only get employees into the habit of sharing content 
regularly with their personal network, but also build a content asset online 
to inform and engage your employees. This is invaluable for search engine 
optimization and credibility.

With Employee Advocacy, social selling can be made made easy and coherent. 
By leveraging the right technology and enabling your employees to become so-
cial selling masters online, you can gain positive traction and boost your sales.



About Smarp

Smarp is an internal content hub designed to keep employees engaged and informed through internal 
knowledge sharing. Smarp also functions as an external sharing platform, enabling Employee Advocacy 
and improving employer branding, personal branding, talent acquisition and social selling. 

Smarp is intuitive and easy to use, and our gamification feature makes content sharing fun and 
rewarding. Since 2011, Smarp has helped hundreds of organizations and their employees to humanize 
their brand and make knowledge sharing simple and powerful. Are you next?

TO LEARN MORE ABOUT SMARP

Check Features or Start Free Trial

Trusted by world’s leading brands
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