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Go from leaving money on the table,

to maximizing your sales potential on
< LinkedIn. K

Prepare for a transformation with these

6 best practices!



THE 6 PRACTICES

e Strong Online Presence
e Know Your Audience

e Communicate & Engage
e Provide Value

e Set a Meeting

e Manage Your Pipeline

Let's Get Started



BUILD AN ONLINE PRESENCE

You Need To:

e Create a strong professional profile
e Reinforce your thought leadership

e Engage your audience with content & conversation

This will establish you as an authority online, make your brand
more personable, and help build and nurture stronger
relationships.

Let's view an example of this...



BUILD AN ONLINE PRESENCE

Example:

Ty,

/A RICHARD VAN
\R8) penBiom KEYNOTE SPEAKER

: TRAINER ON SOCIAL & VIRTUAL SELLING

Thought Leadership - Tailor Made Training
Sales Navigator - Social Selling - Consultancy

Follow #linkedinByRichardvanderBlom

m A

Richard van der Blom ) - 31 Wi A% Epaecig B

. . . . . Linkedin & Social Selli
Social Selling & LinkedIn Sales Navigator Training Programs for il Sl et

: Traini
your sales team ;? Marketing, Content & Employee Advocacy b
Training for your Marketing team ¢ Keynote Speaker ’ WhatsApp @ + 316 5511 7282
-4

Talks about #socialzselling, #leadgeneration, #salesnavigater, #virtualselling,

and #inkedinbynchardvanderblom richardvanderblom@justconn

= : : - ecting.nl
Greater Valencia Metropolitan Area - Contact info

Join my TRIBE Community here 4

92.317 followers +« 500+ connections

Richard is aleader in the social selling space! Learn from him.



KNOW YOUR AUDIENCE

Understand their:

e Concerns
e Results they want

< e Expectations K4

e Desires

This "C.R.E.D" will allow you to create a strategy that is tailored
to what drives them toward what they seek.

Compile all this information on one page by creating an audience
persona (or avatar).

Let's look at an example...




KNOW YOUR AUDIENCE

Example:

Jill Anderson

Bio Goals
Jill iz & R=gional Director who trevels 4-B tmes = T spend l2ss time booldng Tavs
=ach month for work. She has & specific ragion in = T narrow fer options guickly

which shs travels, and she often visits the same
cities and stays at the sams hoisl She iz

frustratad by the fect that no-matter how F-‘fLEStraUDﬂIS
frequenty she takss similar trips, shs spends a Mg ) i
-_.,.- b " ips, shs sp »  Too much tme spent bookding - she's busyl
howrs of her day booking ravel She sxpeacts her 1= 2 iy )
: ? ; » Too mary websiss visited peruio
trepvel solutions to be as organized asshe is. P s -
- = Mot terribly tech savey - dosen't like the

ProcasEs
Personality
Motivations

inrovert Extrover:
|
Anarytical Creathve Price
"V'm loodang for a site that will simplify the , u _
: ) E Laonyal Fiockis Comfort
planning of my business trips ™ ]
|
Smzziia Aotive
. [} Convenience
e |
WORK: Regionsl Director —
FAMILY: Married, 1 Child P o e il
referred Channels R
LOCATION; Austin, T ol
ARCHETYPE: The Freguen: Shar s S
Chrome R
s

e — KAYAK .Expediﬂ

Traditional Ads l n

This fictious avatar creates the "roadmap" to your audience.



COMMUNICATE & ENGAGE

This requires you to:
e Connect/ Follow
e Nurture relationships

e Engage (via comments, shares, and messages)

This will help you to constantly be top of mind and help build
familiarity and trust. And who do we tend to do business with?
Those we trust!

Once again, Let's see an example...



COMMUNICATE & ENGAGE

Example:

Aim to comment on at least 10 posts from folks in the niche
you are focused on.

Wal Roskens Tews = 2na - Bl

I warite irhpactiul Livioedin conbent Eor you w0 woo don't neve to | Bringin

Anather success story of someons wha has benefited from takng
your clazs, Chris Mucciol That's excellent]

Like Rephy ? Haphesy

[ Chris Muccio [N Beiras

| gadde catrent and former corporaae lesdet 1o add & Sere’ 6.

Thanks Val. Jeff Kolodony was locked-in when it came to
learming keywords and it has worked well for ham,

Like 437 | Reply

‘ Jelf Kolodny « 2nd Ed

A& South Florids photographer, highiy siofied o1 oreabing excepti-

Finding the right keywords is critical 1o Seo Success

ke 1 | Reply

Jeff Kolodny » 2nd e me

4 Seubn Rans photcangher, Righly siolled st cresting exceplicnsl ima_
Hey Chris. thanks for talking sbout me in youwr post. Using the correct
key words has helped mie land a wide range of jobs in many different

spaces, The key s to find those high volume low competibon
kepanrds, i helps if you kndw how your potentsl slients thank.

Like - 1 | Beply . 1 Bepi

# Cheis Muccio [[TI=9 Bd »

| gsde cunrent and farmer corporate lesders 1o “sdd 8 oern® $0..
¥ou absolutely nailed the KW strateqy Jeff and glad your
execution has been working so well, Looking beyond weddngs.

| think the guality of your photography is 55 strong, it's
something that most people on Linkedin can leverage from a

professions standpoint 103, Now._ tims 10 stralegre _ Sés more

Lk Ragiily

David Burns - 2nd fig #=e
Lo Feindgr & Partnar Cross Kayt Copan

Super helpful as dealing with keywords, while b0 impartant is veny
difficult to get right. | knew Pee wasted countless hours trying to

perfect my key words.

Liks= Faaky T Raghy

& oo B v
| guvthe Crarmted. g Foemiar corporsts Mader 1o "add 8 era” 1o

Mot shways easy but when it's nght it drove high intent traffic

Like | PReply

Debra Levine = 2nd b ==
Hefping Erderprenewes Sucoeed mn Susiness and Life

Wicwl 1 kenow about key words but have not bean great about taking
Botbon ba implement. You've got me mothvated now.

Liks a 1 Ry T Ry
@ Chris Muccio [CT0) 6

| guide romerd snd former corporsts lesdart i “sdd 8 e’ 1o

Outstanding!

Lilis Fapty

Kristin Kocis Malzon [She/Har) « 2nd £if =
I bl piysical thevapy practices genecste 1 PRSI RHE [700-,

Digital marketing remains confusing to o many people- even ma
sometimes! Thanks for shaning thes mformation,

Like « 7 | Reply - 1 Reply
Chris Muggio B v
| guindh gxcrrnll pfdl Posrmar Sorpdrite Seadien 15 "add & Era” to.
It certainly 5. The kiyword path is the most direct one to
creating the know, hiog and trust with one's audsence

Lifie Ry




VALUE DRIVEN CONTENT

Things to do:

e Answer questions

e Provide actionable tactics
e Explain a process

e Share a case study

e Provide niche related ideas and information

This will help you become an authority in your niche and boost
your following. Remember, aim to educate your audience and
potential customers. Avoid pitching.

Let's see an example...



VALUE DRIVEN GONTENT

Example:

Jorerny Moser « Jra+ Dine of the biggest levers in content strategy for SEQ is identifing what small
CECH @ WSERP — SEC & Lnk Byilding Gramth Pattanr far SaaS aed + Fodlow b k !
S websites ase doing well enough to rank amongst big websites.

This SE0 content t nteed ta i nki
et o e Then, create better content adisst pages on your site, build tapeesl suthanty, snd

How 1 ise The Underdog Strategy: hammer it home with high authasity links. Guaranies you'll outrank them.

Semre thes oppoartumity in your niche befare it's oo late.

When crésling & new plece of content you seasch the targed keyword in Gooagle,

¥ou open the top result from a big site. - WA o

Bpartth rdall AR DR UR B
Wiu creabe 8 conbent bhed and bade your strategy off it
6 After 33l i's rankang firsh makes sense 19 analyze i nght? Irdematcona MakeSing Strategy: 4 Piliary ol Goeng (lobal B 7
T ol E el el EOelr il A0 D F s o p SRR g TU R T R L ]
g . Teiotial Mg SIrsegy. 10 BaTR 4% B
¥
The problem? You Boely don't have their suthonty, f you pubished the same e ; eaphd il / - o
articha, i woulldn't rank as wall
. ¢ Puople aleo mek
[
stiad, ves Ty Lindiirciong Suategy. T Defiestrve Gase ho Giobal Markaiing Birsbegy | Wrike BB B4 1
e i P i Eav ey Sy - Pl g b <
Lessate the amalladt least suthontates dbe cn the SEEPL gnd analyzs tham matesd
{se Image) 4 imherratons Markeeng: Shodepes. Esamphes, and Tips e B 5
5 VTS i e Gl bl e ol o2 A0 el ¥ 1 e (Pl o) A il
p-EEETLE e
Firsdl 1hse amall Gk 1Rt pre somehow ranking am L L Ea [
9 o 1} Busrassas VWitn Brillam Siobal W Birat 1 B I8
el e o gy Pl ilielpl O it ol D
Analyze... EL e
. i Haret T Blusiel A inlaeratoel Maskaieg S 10 B T
1. Their entive site: what pages do they haee that provide topscal autherity and PR e v i, oo e e | 71 G Thorw-ba-Biala- g
relgvancs signalsy B PR RATG ET IRy 1T BONEES e Pt

1l pfimctivn rdenaticral masrusbey atraleges by o branch
Z Their links: do they have move speafic. betber finks to that grouping of topics . _-_-.:..._-4-.....-.. CINTUTILS e hSTUT A T TR -

than you, even i it's 3 smaller site? Thay might have maore topically relevant bnks

15 this ey ey 1Ran others B 10 rernatioral Masel Erdry Steateges (Wth Delnson) _ 1 = T
TP e o DTN B0 TR Rk - I iral
Iminmn %
1 EEAT: wheve do thay have links, Inbenigws, mentions podcasis?
s Whad B sl okt and Wy i i et ! IFr m 4
L i T i O o el R ek il i Tl kel »
4 The page: what exests on that piece of content that does not on youwrs?
Top 10 Stratagees for Global Marbptreg - soiDRA g TP 13

5. SERP hastory: finally, anslyze SERRP history, How kang hive they been renking dos A S-S .

thes berm? - .
[ e+ = RE-H 154 commarin + 122 eposis

An example of guidance to help increase benefit from SEO.
Not a sales pitch.




SET A MEETING

Offer More:

e Schedule a time to talk

e Meet "live"

e Provide them with additional "value" through a
conversational approach

This will achieve two things. First, it will help you better
understand the needs and interests of prospects. Second,

it will assist them in moving one step closer to their ultimate
objective.

Let's see an example...



Litools

SET A MEETING

Example:

o CHAT

%

Ty piag Doam artlorndy

[enrper

:

The goals of this meeting are to learn about your prospects, share
helpful guidance and determine if you are able to help further.



6. MANAGE YOUR PIPELINE

When done correctly, the prospect literally asks for
the ability to buy when:

e They understand their issue
e They know you exist
e They know you provide the solution they seek

e They trust your capabilities

This will help increase the efficiency and precision of your
sales process.

Now... manage your pipeline



MANAGE YOUR PIPELINE

Example:

3

Qualified
10 000 S - 4 cheals

Umbralla Corp doal

Umarelia Comp

[ RELE

JMVD Inc deal
VD e

& A800%

Ownerate LLP deal
Cwrprats LLP

2 10008

Silicon Links Inc deal

Sitcan Links Inc

Piocos

= Contact Made
& 350 % - 3 deals

Principalspace inc deal

' nncipal Spaoe Inc '

& ) 2 300s

Blue Marbile LLP deal

ﬂ Biue Marbie LLP ﬂ'

M iGoos

ABC Inc daal

A ABC |no n

& 1m0

Demo Scheduled
3100 § - 7 deals

Moveer Limited deal

Maveer Limtad .'

14008

Wolfs Carp deal

Walls Corp (5]

i iroos

O Pitch meeting preparation
Tamanies - Prdis Yang

(y Firstpitch

Tamanmow - Prplis Yang

+ Scheduls an aclivity

Pryills Yang
+ E:" ﬁ Silicon Links Inc
25350% - 12 dealis [P Pipeline = S + Everyone -
Proposal Made = Megoliations Started -
270051 deal 4 200 %+ 7 dnals
Big Wheels Inc deal
Omnicorp deal uu?-.ww:--.:": o
Cmniesrp .
™ 26008
2 T00%
Mindbend LLP deal
Mindbond LLF ﬂ
B CED 10005

g



LET'S RECAP

Maximize your Revenue Generation potential on
LinkedIn with these 6 Best Practices

e Strong Online Presence

e Know Your Audience
e Communicate & Engage

e Create Valuable Content

e Set a Meeting

e Manage Your Pipeline



WHAT'S NEXT...

Add your comments

Want to add another "0" to your annual growth?

Get more free daily tips!



