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We Are In a
Hyper -Connected
Multi - Channel
World
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The Sales Sherpa FPalh =

Helping your partners make
decisions more easily, more

quickly, & with less risk.
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OPPORTUNITY STAGES
It is all about where the "Customer” is?

Initial Interest Problem Definition Solution Decision

Decision

Mgmt Execs

Staff

—

Recognizing Defining Evaluating Resolving Verbal I H
Problem Solution e Options Concerns % Negotiating {
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Leverage Your

LinkedIn Presence

©® Grow Your Network Online

e Build Relationships
through Engagement

Start Conversations &
Demonstrate Expertise
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Leverage Your

LinkedIn Presence

Grow Your
Network Online
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Strength of
Weak Ties
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LINKEDIN " INVITATION

(I saw your post on /We are
working with a client like you and

found )

Would it make sense to grab a quick

conversation?

Brian
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Who to Bring Into
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LINKEDIN MEETING REQUEST

| wanted to share (an article, a piece of
research, etc) that | thought you would find
relevant. | know that (why they would find it
relevant). If | can help you with (the topic of
the content), let me know.

{Or a different call to actioncan bei A Woul d
it be worth grabbing a quick call to see how
we might be able to help vy

Brian
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L everage Your

Linkedln Presence

a Build Relationships
through Engagement
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The 3 Layers of
Engagement

Concentration
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Newsf eed:
Listening
\ — @dfishrockstar
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4 Ways to Engage First

Like:

Fast & Easy

No need to really engage
No chance to really engage
Keeps people at a simmer

Too oo oo o

omment:
Stands out
More impact
Can start a conversation
Takes time

Do To T Do ()

Share:

A Huge amount of support

A Easy

A Algorithm is in flux right now
A Only use in certain situations

Send:
A 11
A Reinforces the relationship
A The modern article clipping
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Congrats/Thanks for Sharing
|l nterestinge( Question)
| ove found thateée
Highlight a point they make

You bringup agood point, (Tag
someone), what do you think?

1.
2.
3.
4.
5.
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Invest In
Your Future
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L everage Your

Linkedln Presence

e Start Conversations &
Demonstrate Expertise
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Leverage Other
Peopl e0s

Your Company - Marketing

Your Company 1 Linkedln Page

Your Influencers

Your Google Alert

Your Industry Outlets
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Create the Framework

| thought you would find this
Interesting (relevant/useful/fun)
becauseée
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David JP. Fisher « You v
Showing Sales Professionals and Leaders How to Leverage Digital |...

1w » Editzd «

Here's a key mindset shift that will set you up for a better LinkedIn Profile.

%

It's your "personal brand” landing page.

That might not seem like a big shift, but it's really powerful.

Companies spend a lot of time and energy making sure that they are
sharing a compelling story when they have a visitor to their website. They
want that visitor to opt-in, continue to read, and then take action.

That's the same thing we want our first-time visitor to do when they visit
our profile.

A lot of my perspective has been influenced by ideas, conversations, and
debates I've had with my friend Andy Crestodina at Orbit Media Studios.

When | think of how we're sharing our personal brand on our Linkedin
profile, | look at the ways that companies are sharing their brand on their
company websites,

L ]
# E I Ad d So ask yourself, are you conveying the message you want on your Linkedin

profile? Are you creating the impression {and driving the action) that you
want?

L} n
M l I Itl I I led Ia (If #linkedin #personalbrand #socialselling #socialnetworking

#contentmarketing

A p p ro p r i ate) Becky Brown Anthony Carlson Cara Andeline Kicki Bjorkwvall Steve Watt

“What do you do?” How does your profile answer?

Einch saveticen st suppert tha s,

. Haadlina: X is what | do.

° Description: X is what | love doing.
ahlhﬂmthlﬂnm

° Bxperence: i'we done X at different piaces.
°€Mullul:xllwl'maﬂlﬂll-

° Endorsements: & lot of prople say I'm good at X
° Recammendatians: Say some I'm very good at X

° Interests: X is a frend I'm watching,
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David J.P. Fisher « fou i
Showing Sales Profezzsionzls and Lesders How to Leverage Digital L.

1w v Edited +
Here's a key mindset shift that will set you up for a better Linkedin Profile.

5

It's your "personal brand” landing page.

That might not seem like a big shift, but it's really poweriul.

Companies spend a lot of time and energy making sure that they are
sharing a cempelling story when they have a visitor to their website. They
want that visitor to opi-in, continue to read, and then take action.

That's the same thing we want our first-time visitor to do when they visit an
#4 1 Use 3-5
-—

A lot of my perspective has been influenced by ideas, conversations, and
debates I've had with my friend Andy Crestodina at Orbit Media Studios.

When | think of how we're sharing our personal brand on our Linkedin
profile, | look at the ways that companies are sharing their brand cn their
company websites.

So ask yourself, are you conveying the message you want on your Linkedin
profile? Are you creating the impression {and driving the action) that you
want?

#51 Bonus |

#linkedin #personalbrand #socialselling #socialnetworking
#contentmarketing

Optimize for
Mobile

Becky Brown Anthony Carlson Cara Andolino Kicki Bjorkvall Steve Watt

“What do you do?"” How does your profile answer?

Einch sacctin sheuld tuppert 1he s,

° Headling: X is what | da.

° Crescription: X is what | love dodng.

° Arthulty: ¥ ks what | talk about.

° Experience: |'ve done X at different places.
° Cariifications: X is what I'm skdilled ak.

° Endorsements: A lot of people say I'm good at ).

° Recammaendatiars: Say some I'm very gead a X

° interests: X is a trend i'm watching.
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