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Introduction
● Founder & CEO of 

digital marketing 
consultancy

● Fortune 500 legal 
technology client 
executive

● Lawyer by practice 
and training 

● 22 years in account 
management/sales

● Now I help companies 
and individuals amplify 
their brands through 
social media  

Mom of teens
evangelist of innovation & 
legaltech & authenticity
DC statehood
“don’t dim your shine 
because others can’t 
handle the light” 
all the GIFs
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Your Challenge

People don’t want to be 
sold to!
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Your Challenge
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The Goal
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How Clients Saw Me BEFORE
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How Clients Saw Me AFTER
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What Changed? Social Selling!

Definition: Strategically using social media to build relationships with 
potential and current customers to drive sales 

● Social selling is more about building long-term relationships than 
making direct sales. 

● It's a complementary strategy to other sales practices, such as cold 
calling and email outreach. 
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Who Can Engage in Social Selling? Everyone!

Follow these 4 steps:

1. Create your brand
2. Find your ideal customers
3. Engage them with insights
4. Build relationships
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Step 1 – Creating Your Brand: Focus on Authenticity
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Creating Your Brand: What Message Are Your Profiles Sharing?
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Creating Your Brand: Flesh It Out 

Think about what you want to 
showcase:

● Your expertise
● Who you tend to help and how
● What you bring to the table 
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Creating Your Brand: Get Introspective
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Set a timer for 20 minutes and write your answers to these questions:

1. What do you like most about working as a distributor?
2. What do customers and colleagues like about working with you?
3. What’s your favorite part of your day?
4. What’s your superpower or the special skills you bring to the table? 
5. What would you like to be remembered for? 

Creating Your Brand: Who Are You?
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Creating Your Brand: Weave It Into Your Social Media Profiles

1. Headline
2. Banner image
3. About section
4. Experience/volunteer listings

Work your personal brand into your LinkedIn profile in 4 places:
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Creating Your LinkedIn Brand: Harness the Power of Your 
Headline

Use your headline to showcase who 
you are and what you bring  to 
customers.

1.  Should be more than just your 
job title.

2.  Consider adding your area of 
expertise.

3.  Include your superpowers or 
special skills.
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Creating Your LinkedIn Brand: Sample Headlines
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Creating Your LinkedIn Brand: Don’t Waste Your Banner Image

1. It could be your company name, but if 
so, consider adding your motto.

2. Consider an image of a place that is 
important to you.

3. Tie your image to something in your 
About section.

Choose a background image. 
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Creating Your LinkedIn Brand: Sample Banner Images
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Creating Your LinkedIn Brand: Personalize Your About Section 
To Better Connect

Format:
• 1st sentence: Elevator pitch for what you do, who you help and 

why you love it (WRITTEN IN FIRST-PERSON VOICE!)

• Middle paragraphs: Why you chose this industry, why customers 
like working with you, what you bring to the table from your past 
experiences, what your superpowers are

• Conclusion: Anything you like to do personally

This is the key part of your profile where you can connect.
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Creating Your LinkedIn Brand: Sample About Section
Elevator pitch

Skills and 
superpowers

Personal interests
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Creating Your LinkedIn Brand: Showcase Your ROI in Your 
Experience

1. Ensure you’re writing 
about yourself and your 
work, not just the 
company’s work.

2. Include any statistics or 
ROI you can.

3. Write in first-person 
voice. 
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Creating Your LinkedIn Brand: Experience Listings
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Ways To Create Credibility in Your Instagram Profile

Bio/Header
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Step 2 – Find & Connect on LinkedIn With Potential Customers, 
Existing Buyers & Partners

Look up your former 
clients and your new 
prospects, then do 
some research.

Review their About 
sections and their 
Activity to find 
commonalities or 
interesting things.

Then connect – but 
warmly!
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Find & Connect With Customers: Don’t Miss Their LinkedIn 
Updates

Ring the bell so you always see 
their posts!
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Step 3 – Harness the Power of Engaging Your Buyers

Focus on commenting more than anything else you do on social media.
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Engaging Your Buyers: You Can’t Just Add an Emoji

There are many benefits of 
commenting over using mere emoji 
reactions:

• Amplifies that person’s content
• Draws poster’s attention to you
• Expands your network – others 

who react or comment will see it
• Gives you another way to engage 

with buyers
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Engaging Your Buyers: Comment in Easy Ways To Grow Your 
Business

• Easy does it!
• One sentence is 

sufficient.
• Quote a section of the 

post or underlying 
article that resonates.
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Engaging Your Buyers: Comment in Easy Ways To Grow Your 
Business
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Engaging Your Buyers: Share Insights
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Engaging Your Buyers: Formulate Intriguing Posts

1. You can do this with just 2 lines of text!

2. Use a headline/compelling first sentence (try a quote, 

question, statistic or theme).

3. Include lots of white space.

4. Last 2 lines:

• Last blank line

• Then 3-5 hashtags (general and specific)
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Engaging Your Buyers: Find Content To Share

1. Look at your connections’ content
2. Your own company’s content
3. Activities:

• Attending conferences (HINT HINT!)
• Webinar insights
• Achieving certifications 
• Work events (including business travel)
• Seasonal events

4. Third-party content – articles
• ASI industry news
• Marketing
• Branding
• Leadership
• Work-life balance
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Engaging Your Buyers: Sample Content for a Post
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Engaging Your Buyers: Sample Content for a Post
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Engaging Your Buyers: Sample Content for a Post



38 ©2024, The Advertising Specialty Institute®. All Rights Reserved.38 ©2024, The Advertising Specialty Institute®. All Rights Reserved.

Engaging Your Buyers: Craft Your Post To Grow Your Business

Headline 
• Did you know people keep promotional drinkware for a year or longer?
OR
• How do you ensure that people who take your company’s merch become customers?

Text 
Here are 3 things to prioritize when choosing promo items:

• Think quality
• Tell a story
• Measure the impact

Learn more in this article: 
https://www.forbes.com/sites/rhettpower/2024/01/14/giveaways-not-throwaways-reimagining-
promotional-items/

If you’re ready to hear more about the merch with the highest rate of callbacks, 
message me!

Hashtags: #merch #promos #marketing #branding

 

https://www.forbes.com/sites/rhettpower/2024/01/14/giveaways-not-throwaways-reimagining-promotional-items/
https://www.forbes.com/sites/rhettpower/2024/01/14/giveaways-not-throwaways-reimagining-promotional-items/
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Engaging Your Buyers: Sample Post 
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A Thought About Using Generative AI

● Erase the emojis if on 
LinkedIn.

● Ensure there’s plenty 
of white space.

● No more than 3-5 
hashtags.
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● You’ll get more attention 
from your followers.

● You can use emojis or gifs.
● You can put links in 

Instagram Stories (unlike 
Posts).

Ensure You Use Stories Feature on Instagram & Facebook!
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Engaging Your Buyers: Harness the Power of Trade Shows & 
Conferences

BEFORE: Focus on sessions you’re excited to 
see, or about being excited to attend in 
general.

DURING: Post a photo from the event – the 
venue, city, program, a selfie with fellow 
attendees, etc.

AFTER: Craft a summary post sharing 3 
insights you gained or specific activities you 
enjoyed at the show.

Every event you attend should provide 3 different posts!
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1. Engage with and amplify your customers by commenting on their 
content.

2. Send posts to buyers via the platforms.
3. Reshare customers’ posts if it feels natural.
4. When buyers go silent, comment on their content or send articles 

of interest.

Step 4 – Build Relationships
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Social Selling: Finding the Time

• Comment 2 
times

• Reshare 1 post
• Connect with 3 

people

• Comment 3 
times

• Reshare 1 post
• Connect with 5 

people

• Comment 5 
times

• Reshare 1 post
• Share 1 original 

post
• Connect with 5 

people
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Monday Tuesday Wednesday Thursday Friday

3/31: Share a 
photo from ASI 
Show Ft. Worth

4/03: Reshare an article on 
marketing and branded 
merch

 4/08: Share 
insights learned at 
ASI Show Ft. 
Worth

 4/10: Share an article from 
ASI about lessons from the 
Golden Globes swag bag

 

 4/15: Reshare a 
post from your 
company  

 4/17: Post on planning your 
promotional items for prom 
or spring dances

 

4/21: Post 
about Spring 
Break 

4/24: Share an ASI article 
on the impact of AI on 
branded merch

 

 4/29: Reshare a 
client’s post

5/1: Post #TBT to last year’s 
graduation promo items

 

Social Selling: Planning Ahead
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Conclusion: Invest in Yourself & Your Sales!
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Any Questions?



Share your feedback on the 
session with us!

March 29-31, 2025


