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Your challenge

People are wary of being 
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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How clients saw me AFTER

She Breaks the Law community
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What changed? Social selling!

What is social selling? Strategically using social media to build 
relationships with potential and current customers and 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? Anyone!

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 is your profile sharing?
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Creating your brand: Flesh out your brand

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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Creating your brand: Who are you?

Take 5 minutes and jot down your answers to at least 2 of 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? 
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Creating your brand: Now weave it into your profile

1. Headline

2. Banner image
3. About section
4. Experience listings
5. Recommendations

Weave your personal brand into your LinkedIn profile in 5 places:
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Creating your brand: Harness the power of your headline

1. Should be more than just your job title.
2. Consider adding your area of expertise.
3. Include your superpowers or special skills.

Use your headline to showcase who you are and what you bring to 
customers.
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Creating your brand: Sample headlines
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Creating your 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 brand: Sample banner images
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Creating your 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 brand: Sample About section
Elevator Pitch

Skills & 
Superpowers

Personal Interests
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Creating your 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 brand: Experience listings
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Creating your brand: Harness the power of satisfied customers

1. Request recommendations from past clients or colleagues.
2. Don’t send the default message – tell them why you’re asking 

them.
3. Offer to write one in return.

Solicit recommendations!
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Creating your brand: Sample recommendation request



28 ©2024, The Advertising Specialty Institute®. All Rights Reserved.28 ©2024, The Advertising Specialty Institute®. All Rights Reserved.

Step 2: Find & connect with your potential customers, existing 
customers & 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 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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Engage your buyers: You can’t just add an emoji

Benefits of commenting over mere 
emoji reactions:

• Amplifies that person’s content in 
the LinkedIn algorithm

• 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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Engage 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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Engage your buyers: Sharing insights
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Engage your buyers: Formulating 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)



35 ©2024, The Advertising Specialty Institute®. All Rights Reserved.35 ©2024, The Advertising Specialty Institute®. All Rights Reserved.

Engage your buyers: Finding 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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Engage your buyers: Content for a sample post
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Engage your buyers: Content for a sample post
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Engage your buyers: Content for a sample post
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Engage your buyers: Crafting your post to grow your business

Headline 
• Did you know people keep promotional items for an average of five months?
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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Engage your buyers: Sample post
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Engage your buyers: Harnessing the power of trade shows & 
conferences

Every event you attend should provide 3 different posts!

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 three insights you 
gained or specific activities you enjoyed at the show.
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Step 4: Build relationships

1.Engage with and amplify your customers by commenting on 
their content or resharing it.

2.Send posts to buyers by clicking the Send button.
3.Reshare customers’ posts if it feels natural.
4.Use LinkedIn messaging instead of just emails.

5.When buyers go silent, comment on their content or send 
articles of interest.
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Social selling: Harnessing the time for it!

• 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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Social selling: Planning ahead

Monday Tuesday Wednesday Thursday Friday

1/02: Share attending ASI 
Show Orlando

1/07: Reshare an 
article on marketing 
and branded merch

1/09: Share insights learned 
at ASI Orlando

1/14: 2025 Reshare 
a post from your 
company

1/16: Post on planning your 
2025 promotional items for 
events

1/20: MLK 
Day

1/26: Share an article from 
ASI about lessons from the 
Golden Globes swag bag

1/30: Share an ASI article 

on the impact of AI on 

branded merch
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Conclusion: Invest in yourself & your sales!



46 ©2024, The Advertising Specialty Institute®. All Rights Reserved.46 ©2024, The Advertising Specialty Institute®. All Rights Reserved.

Any questions?



OrlandoOrlando

Share your feedback 
on the session with us!

January 4-6, 2025
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