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Why Social Sales?
Preface: Why this guide is not about
social marketing
When people think about businesses engaging on social media, most still tend
to think of social marketing campaigns. A viral video from a global beverage
company. Holiday coupons shared across the social networks. Scheduled tweets
advertising upcoming promotions.
Today, however, we are witnessing a sea change in how businesses approach
social media. Social media is rapidly becoming more essential for sales forces
than it is for corporate marketing departments.
This is already the case for many top companies. A recent Forrester study cited
the largest deployment of the Hearsay Social Sales Solution as three times
larger than the largest social marketing software deployment, demonstrating
the extensive impact of empowering salespeople on social media. Day in and
day out, these non-technical employees leverage Facebook, LinkedIn, and other
social networks to share business-related content and bolster the relationships
they have with their customers and prospects.
In the following chapters, we break down why social media makes sense for
salespeople, how to develop an intelligent social media strategy for large
organizations, how marketing can support sales with content, and more. Let this
guide be a resource for you when developing your company’s social sales strategy.
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How a social strategy brings the human
touch back to business
By: Hearsay Social Founder & CEO Clara Shih
Note: This is an abridged version of an article by Clara
originally published in Advertising Age. See more posts by
Clara at hearsaysocial.com/blog.

Long before the digital age, all business was local and social. Shopkeepers,
barbers, and Avon ladies alike intuitively knew that their ability to connect with
customers would often determine whether or not a purchase would be made.
They also understood that investing in building long-standing relationships with
customers would result in repeat visits and loyalty.

On stage at fMC (Facebook’s marketing conference) in 2012, Walmart CMO
Stephen Quinn hearkened back to this bygone era:
“If you went back 120 years ago, a retailer would be a pillar in the community.
[Retailers] would know not only everybody, but their likes, what they thought
was interesting, what new products they might be interested in.”
So, what happened to the shopkeeper who cared about customers? The answer
is very simple: technology “disintermediates” the human touch so that customers
can take care of all their buying online.
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In his eloquent foreword to my book, The Facebook Era, 1-800-FLOWERS
founder and CEO Jim McCann captures it perfectly:
“Past technologies helped drive down costs, improve reach, and grow the
business, but in the process we lost something very important: customer
connection. I have missed the direct customer dialogue I had in our retail
flower shops. The digital age has felt largely transactional in comparison.”
Disintermediation may be fine for highly commoditized brands and products,
but if you want to build brand differentiation and customer loyalty, there are no
shortcuts to authentic engagement. Local social media engagement requires
greater coordination than having brand pages alone, but like anything, what you
get out of social media is proportional to what you put in.
It turns out shopkeepers, barbers, and Sam Walton had it right all along.
Customers want to be treated like real people, not an audience segment. Having
20 million fans secures bragging rights for any brand, but from the perspective
of the fan, it’s generally far more engaging and rewarding to be part of a smaller,
more intimate community.
Today, social selling on a local level is a really good idea. But as more of
your customers get smartphones, check in to your store locations, and begin
demanding authenticity with a human touch, it will soon become a necessity.
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THEN & NOW

SALES: WHAT HAS CHANGED

THEN
BROAD ADVERTISING

It used to be that yellow pages, billboards,
radio and TV ads were the best way to get your
message out there and generate new leads.

COLD CALLING

Did you know it takes an average of
8 calls to reach someone and only
2% of those result in business
meetings? Talk about inefficiency!

ROLODEXES

Your list of contacts used to be static, and required
manual updates when someone moved or
changed jobs. (Or, you just lost touch!)

GENERIC QUARTERLY OUTREACH

For prospects that weren’t ready to buy, or
customers that may have been interested
in additional products, you tried to reach out
on a regular basis, and hoped that it was at
the right time.

CUSTOMER FEEDBACK FORMS
Customer testimonials provided
valuable marketing content. Sales
people used to only get this type
of feedback by asking for it.
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NOW
SOCIAL PROFILES & CONTENT
A presence on social media
provides a big impact for little
investment. Now you can be
findable and easily nurture leads
with a flow of relevant content.

REACHING OUT WITH SOCIAL CONTEXT
You can now start every conversation with
context about your prospect. Extra points if you
get someone in your network to introduce you.

LINKEDIN, FACEBOOK & TWITTER
Social networks keep you in touch with
contacts, no matter where they go. All
you have to do is connect once!

SOCIAL SIGNALS

Your customers and prospects are sharing
information about key life events on social
every day. Instead of randomly reaching
out, pay attention for social signals
and call when they’ve had a relevant
change or success you can talk
about.

SOCIAL MEDIA CHATTER

Consumers are 71% more likely to make a
purchase based on online referrals (Hubspot)
Good thing customers are increasingly turning
to social networks to share praises and
recommendations.
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How social marketing and social sales
work together
Embracing a social sales strategy does not mean you’ll be abandoning your
social marketing strategy. Empowered salespeople present a huge opportunity to
extend social marketing campaigns across the entire organization.
Corporate marketing departments at leading organizations typically dedicate
themselves to managing multichannel campaigns built around sophisticated
content, working overtime to get the most mileage from those campaigns.
Sponsorships of athletic events, TV spots, games—all of these are marketing
programs intended to build brand awareness and, ultimately, help increase
revenue driven by sales.
What if there were a way to exponentially increase the reach of those campaigns?
Social sales makes this possible.
Think about it purely in terms of social media. Which is more powerful: publishing
a video to a single Facebook page for a brand or 10,000 salespeople publishing
the video to all 10,000 of their own personally-managed Facebook Pages? It’s a
no-brainer: the reach and impressions for a campaign grow exponentially when it
is distributed by the sales organization.
Salespeople who are just beginning to use social media for business can leverage
marketing content to kickstart their social media presence, while more social
savvy salespeople can supplement their individually-created posts with the
marketing department’s high-production videos and other assets.
In short, in the social media era, social marketing supports social sales and vice
versa.
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SOCIAL SELLING:
8 TIPS TO GET STARTED

1

Learn your company’s policy. Industry regulations may dictate how you can represent your
company or products online. Take some time to learn your company’s policy so that you can
appropriately represent the brand and comply with regulations.

2

Build a complete profile or page. This is different than a resumé or a website. Tailor the
content on your social sites to the channel. Imagine your ideal prospect stumbling onto
your page; does it have the information they’d need to inspire and persuade them to work
with you?

3

Invest in visuals. Whether it’s a professional headshot for a B2B salesperson, or an
engaging visual to attract consumers, photos matter.

4

Build your network. Your online network should match your offline one. Reach out to
friends, family, customers, coworkers, and ex-coworkers to connect. Joining industry, alumni,
and local groups is also a great way to connect with more people.

5

Do your research. Once you’ve built your network, use it to research clients and prospects
before you go into a meeting. Who do you know in common? What have they been up to
lately?

6

Nurture leads. The social news feed is just another way for you to share relevant content
with leads. Posting valuable, engaging content positions you as the expert and helps you
stay top of mind.

7

Request referrals. Are you connected to a prospect through a friend or former colleague?
Ask them to refer you. A referral will be significantly more likely to take the meeting.

8

Lather, rinse, repeat. Just like your offline sales process, social selling is ongoing. Keep it
up and reap the rewards.
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How to be a social salesperson
1. Be findable
Today’s customers want to make purchases on their terms, and that means doing
research online before walking into a store or talking to a sales representative.
According to a recent CEB report, 57% of the typical decision-making process
now happens before customers even engage with sales. You need to be where
your customers and prospects are, and with almost two billion people on
Facebook, LinkedIn, and Twitter, it’s clear that they are on social networks.
While many businesses and big brands have worked tirelessly building out their
social marketing programs, organizations often neglect the social presence of
their sales representatives and relationship managers. This oversight could be
costing you business.
Sales reps who leverage social in their selling process are 79% more likely to
attain their quota than those who don’t, according to Aberdeen Group. And yet,
many sales organizations haven’t ramped up social to get where they need to be:
55% believe they would be more productive if they had a larger social presence,
according to The Sales Management Association.
To kickstart their social media and social selling efforts, businesses and sales reps
must start with this easy step: be findable.

EXPERT TIP
“First of all, [social selling]
is about being found.
And with the plethora
of social media sites out
there, you can use them
to make sure you and
your message gets found
instead of somebody
else’s. If you go do a
Google search for ‘Craig
Elias,’ I’ve used social
media to dominate the
search results.”
Craig Elias
SHiFT Selling,
Inc.

Do your financial advisors have LinkedIn profiles? If a potential prospect searches
Facebook for insurance agents, will any of your agents pop up in the results? Do
your reps have any presence on social media whatsoever?
There is an unstated expectation from buyers that they should be able to find
businesspeople online. Creating complete social profiles is just the first step to
making that a reality. When buyers know that they will have to work with a sales
representative, they typically want to know that rep is credible. The best social
salespeople build out their online presence by sharing their education and work
experience, connecting to their customers (who can provide references), and
participating in relevant communities, like LinkedIn Groups.
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Today, and increasingly so in the coming years, wealth managers, insurance
agents, recruiters, and other relationship managers will struggle with meeting
their quotas and maintaining relevance if they are not prepared to manage their
social media presences. But those who do create and cultivate social media
pages will consistently see their work rewarded.

Joel McKinnon, Farmers Insurance, has
created a findable online presence with
social profiles on LinkedIn, Facebook, and
Twitter. By using engaging images and
updating them regularly he is able to stay
top of mind with customers.
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2. Become the trusted advisor and teacher
Today’s customers don’t just want to be sold something; they want to feel
empowered to make a purchase decision after doing their own research. If you
aren’t adding value by building a relationship and guiding your prospect along
their decision-making journey, you risk losing out to someone who does play the
role of trusted advisor.
Social media is an enormously powerful and effective tool for sales reps to
demonstrate expertise and consequently build trust. Successful salespeople stay
top of mind with their customers and prospects by regularly sharing helpful tips
relating to the products they sell, relevant news, and personal updates that build
emotional rapport and convey positive character, such as a philanthropic interest.
Don’t think you have anything to say? That’s no reason to go dark on social
media.
In the social media era, corporate marketing teams work tirelessly to feed
hungry audiences on social networks. For B2C companies, this takes the form
of advertising campaigns and other promotions, while for B2B companies, this
could also include white papers and fact sheets. By consistently engaging your
followers with a steady stream of high-value content, you will ensure that you
remain relevant and continue to be seen as a thought leader in your space.

THE SOCIAL ERA DEMANDS SOCIAL SELLING

| © 2013 HEARSAY SOCIAL

EXPERT TIP
“Whereas furnishing
content was something
that could be done only
rarely through traditional
channels like phone or
mail, in social media, a
constant flow of the
right content can create
strong relationships and
greater pull for services
and products.”
Augie Ray
Social Media
Director
Fortune 100
financial services
company
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3. Be authentic and maintain relationships
The personal connection is equally important in B2B as it is in B2C sales. So long
as you are not just competing on price and there is risk in the purchase decision,
prospects will always be inclined to buy from someone they know, like, and trust.
Your customers don’t want to constantly hear sales pitches and endure
advertisements while browsing their favorite social networks. To be truly
successful on social, salespeople need to show their human side, the only way to
truly resonate with customers and prospects.
When salespeople show their human side on social media, they prove to their
followers that they are authentic in their conversations online. It’s important to
remember that this can take many forms. Some insurance agents sponsor little
league teams, so it’s appropriate to see them sharing videos from the latest
game. One financial advisor may have a particularly photogenic puppy, so she
might engage her customers and connections with pet photos.
As much as customers appreciate your business sense and thought leadership,
they’ll also appreciate seeing the whole you.
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EXPERT TIP
“In the social media
world, we need to
revive the ability to tell
a story in a way that
engages people so they
really want to listen.
Customers today are so
sophisticated they can
smell a sales pitch in a
second. The problem with
most corporate stories are
they’re boring, centered
around the product, or
boastful.”
Gerhard
Gschwandtner
Selling Power
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4. Use your network to go in warm
The cold call is dead. In the blink of an eye, social networking sites have risen
to usurp the decades-old model of identifying prospects, cultivating leads, and
dealing with customers.
Customers expect sales representatives to have the right context when they
reach out. And, just as customers are researching you on social media, you
should be researching them. Successful social sales reps have mastered use of
LinkedIn and Facebook as research tools. By the time they go to call, email, or
message someone, they are already able to speak knowledgeably and credibly
regarding their job, industry, family, or interests. Some successful social sales reps we
talked to even print out social profiles of their customers before meeting with them.
Going in with this context leads to better conversations and stronger relationships.
Going in ‘warm’ also means using referrals and introductions from friends and
colleagues. Social media significantly streamlines the referral process. For
example, financial advisors are often taught to ask for referrals after a good
meeting with a client. With social media, they can research a client’s network in
advance and request introductions to the specific people in their network who
would be the most likely targets. The flip side of this approach also works: if you
look up a target prospect via social media, check out which friends or groups you
have in common, and ask for your friends to introduce you.
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5. Use social signals to prospect and
upsell at scale
Delivering personalized service is nothing new to a seasoned salesperson, but
scaling this with social media technology is key to boosting sales productivity
and effectiveness. Today’s customers expect reps to do their homework and to
reach out at the right time with the right message. Successful social salespeople
don’t annoy prospects before they are ready to hear from them. There simply
aren’t enough hours in the day to be high-touch with everyone all the time, so
the smart salesperson strives to be low-touch until it’s the right time to become
high-touch.
Thankfully, in the social era, it turns out that the type of updates people love
to share on Facebook and LinkedIn happen to be buying signals for many B2C
relationship-based sellers, or opportunities for B2B sales reps to build rapport.

Examples of “social signals” from Facebook:
engagements, weddings, and expanding families
are examples of key life events that people share on
social media.
Smart social sales reps use these “social signals” to know exactly when to reach
out to customers to upsell them or when to re-engage a prospect that may have
gone dark.
For example, people don’t want to hear from a mortgage broker until they are
ready to buy a house. They typically don’t want to hear from a life insurance
advisor until they’re married or having their first child and suddenly need to plan
for the future. As a sales rep, your social media accounts are a gold mine of data.
If you don’t listen, you may miss these golden opportunities.
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ABOUT HEARSAY SOCIAL
Hearsay Social empowers global sales forces to efficiently and successfully use
social media to attract prospects, retain customers, and grow business. The
enterprise-ready solution enables sales representatives to quickly and easily
move beyond yesterday’s sales tactics and adopt today’s leading social-selling
techniques. The Hearsay Social platform boosts sales productivity and
incorporates best practices while ensuring brand integrity and compliance for
even the most regulated industries. Tens of thousands of salespeople worldwide
use Hearsay Social every day to hear and respond to everything their customers
and prospects are saying on top social networks, including Facebook, LinkedIn,
and Twitter.
•

Focused on sales: The Hearsay Social platform is optimized for salespeople,
empowering them to easily adopt leading social-selling techniques to attract
prospects, retain customers, and grow business. Easy to use capabilities such
as social signals alerts, scheduling, and libraries of ready-to-publish content
provide everything sales representatives need to sell socially. Move beyond
tired sales tactics and successfully adopt leading social-selling techniques.

•

Enterprise ready: Hearsay Social’s flexible platform integrates seamlessly
with existing systems, hierarchies, and workflows so that organizations can
rollout successful social selling programs at unprecedented scale, while being
highly efficient for administrators and meeting the compliance requirements
of the most regulated industries.

•

Success included: Combining technology, services, and partnerships,
Hearsay Social is the proven leader in delivering rapid social selling success.
Including training, implementation, and account management, Hearsay Social
provides everything the enterprise needs to quickly and successfully adapt to
the social era.

Connect with us to learn more today:
www.hearsaysocial.com
Hearsay Social Blog: hearsaysocial.com/blog
Facebook: facebook.com/hearsaysocial
Twitter: @HearsaySocial
LinkedIn: linkedin.com/company/hearsay-social
Google+: http://plus.google.com/+HearsaySocial
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