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			Preface

			Social Selling is one of the biggest opportunities today for sales and marketing teams to develop deeper relationships with their customers and grow revenue. However, as is the case with any disruption, it will require a change of behavior and strategy – and a blueprint for how to navigate the new waters.

			Enter “Mastering Social Selling Like a Boss.” Sylvie Lachkar and Herve Kabla have written a highly readable and pragmatic guide that is a must read for anyone looking to reap competitive advantage for their sales teams.

			Social selling is not a new phenomenon. Selling is inherently social. Great sales reps have always known that it is better to leverage referrals and introductions than to reach out cold, and that sharing unique insights is far more helpful than simply pitching a product.

			What changed the game is the explosion of data made available by social networks that make social selling more scalable and effective. Additionally, with the advent of the digital revolution, buyers have access to a lot more information, making them savvier than ever before.

			The convergence of these two trends creates opportunity for companies that move quickly. Marketing teams, with their historic roots in creating and distributing content, have traditionally led the charge in their firms. Since content is a cornerstone of social selling, marketers are tasked with creating the content, which their sales reps can now amplify through social channels.

			But how do sales and marketing organizations execute on this new reality ? This begs many questions. Which content should be shared ? What controls should be in place ? How do you measure results ? How do you inspire your sales team to adapt this into their daily routine ?

			“Master Social Selling Like a Boss” helps the reader address these important questions and provides both strategic and tactical advice on how to create and distribute content in a social media world. But social selling goes far beyond content, and the book helps the reader in other important areas, too.

			For example, today there are more buyers in the B2B buying process than ever before. The Corporate Executive Board (CEB) states there are, on average, 5.4 buyers in the B2B buying process due to more buying committees and more budgets. This means the digitally savvy seller must map out many key influencers at their accounts. Historically this has been hard to do. However, social networks, such as LinkedIn, hold a treasure trove of valuable and accurate data, which help sales reps find and target the right people and companies.

			What’s more, sales people today not only encounter more buyers, but they also face an increasingly hostile landscape to cold outreach. Cold calls are much harder in a world where many people have moved to cell phones and only answer from recognized numbers. Emails are still an important channel, but response rates are very low and dropping.

			Lachkar and Kabla explain the structure of social networks both at a conceptual and tactical level so the reader can learn how to best create and leverage a digital network that can lead to warm introductions. In my division at LinkedIn, warm introductions have replaced the cold call, and are now the number one source of leads for our sales team, above all other marketing campaigns ! EY, one of the world’s largest consulting firms, is following a similar pursuit. They are in the process of rolling out thousands of LinkedIn Sales Navigator seats that will unlock their firms’ collective network, thereby making the need to cold call approach zero.

			Whether it’s content sharing, finding the right people, or leveraging warm introductions, Lachkar and Kabla bring a wealth of experience, perspective and experts to bear. Both have transformed organizations into social selling powerhouses. Lackhar and her colleagues have helped more than 10,000 SAP sales reps on their journey to be one of the most socially savvy tech firms in the world. Kabla runs Be Angels, a leading digital agency that has helped hundreds of clients implement their global strategies on social media.

			Any sales or marketing leader who wants to transform their company into a great social selling organization and bring a competitive advantage to their firms will find “Mastering Social Selling Like a Boss” an invaluable guide.

			Mike Derezin, VP Sales Solutions, LinkedIn

		

	
		
			Foreword

			Back in 2004, while launching a new ‘business developer’ project for the French sales department of Dassault Systèmes, Hervé received several emails from some former Israeli colleagues whom he had worked with two years previously. These rather unusual mails were all quite similar – they invited him to sign up to a website called LinkedIn. At first, irritated by their repetitive nature, he tagged them as spam. But they kept coming, and some were from people for whom he felt a deep professional respect. Intrigued, he finally accepted Yaniv Golan’s invitation to join the strange website.

			You must remind yourself of the context of the time to understand Hervé’s hesitance. The ‘social web’, as it is now called, did not exist, and neither Facebook nor Twitter had become what they are today. The web was gradually imposing itself as a medium for information and entertainment, but not yet as a professional tool. Hybrid solutions like Plaxo, halfway between a Microsoft Windows application and a website, were beginning to offer to digitalise our address books, but their intentions were unclear. For example, once Plaxo had recovered the addresses of our contacts, it began to send automatic invitations of its own accord, and ended up being viewed as more of a virus more than a tool to enhance productivity.
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			Legend : Created by Sean Parker, Plaxo appeared before Facebook and LinkedIn

			It was therefore with some trepidation that after signing up to LinkedIn, Hervé agreed to invite some of his contacts. Not all of them, but those with whom he thought it would be interesting to share this new find. In doing so, by the way, he contributed to the viral diffusion of LinkedIn, like Plaxo. Some of his contacts accepted the invitation, but one of them, Bruno, who was working at IBM at that time, gave him an answer that was both surprisingly frank and logical in its interpretation of the situation.

			“So Hervé, are you leaving Dassault Systèmes ? ”

			It was the spring of 2004, and Hervé had no intention yet of parting ways with the undeniably successful software publisher (he eventually did, four years later, to set up his own digital agency). But creating a profile on LinkedIn was, at that time, a sign that he was getting ready to pack his bags, and broadcasting his resume online gave the impression that he was proudly announcing to online recruiters that he was ready to go elsewhere. The purpose of LinkedIn was clear -- users turned to these professional social networks first, and foremost, to look for a new job.

			Hervé’s response to Bruno was totally spontaneous, but he still references it during seminars or training sessions when asked to explain what ‘social selling’ is.

			“No Bruno, it’s in case you leave IBM.”1

			
				1	 At the time of writing, Bruno was still at IBM… according to LinkedIn. 

			

			We all have to adapt at some point. Quoting François Chane, his first manager at GFI Informatique2, Hervé likes to recall that : “The only thing you can be sure of when you join a company is that you will eventually leave.” At that time, being constantly introduced to a multitude of people through the pivotal role he played between Dassault Systèmes, the Israeli subsidiary that he helped to prosper, IBM and its distribution partners, Hervé was obsessed with maintaining professional relationships. If he could work with Bruno during his tenure at IBM, it was not only because he was an ‘IBMer’, or because the Dassault Systèmes solutions were perfectly suited to the sales process at IBM. It was also because he and Bruno had succeeded, where others would not have known how, in creating the complicity that results from successful joint projects. For Hervé, if Bruno were to join HP or another major player in the global IT industry, it was obvious that they could conceivably continue doing business together. But how could he keep in touch with contacts that, from one day to the next, could change jobs, employers, email address or phone numbers ?

			
				2	 GFI Informatique is a french IT company with 11000 employees in more than 8 countries

			

			Professional social networks, particularly LinkedIn, thanks to its international spread, provided an answer to that question. From now on it would not be up to us to track our network of contacts, but rather our network would follow us. The first brick was laid in the ‘social selling’ movement.

			More than 10 years have passed since that episode, and professional social networks are now firmly established. LinkedIn claimed more than 450 million members at the end of 2016, and there is no easier way to find a former colleague or client, or to contact a prospect by recommending a connection in common to justify the quality of the invitation, or by using its search engine. How do these tools contribute to the sales process, and what can we really expect from them ? Are they reserved for B2B or can they be used for B2C ? How much will all this cost us ? How do we integrate CRM ? And how do we train salespeople ? That is the kind of topic this book addresses, with an educational approach, with examples and testimonials from various people and companies.

			Coincidentally, in seeking contributors for this book, Hervé used LinkedIn to search his network for people claiming to be experts in social selling. Imagine his surprise when he came across Sylvie’s profile, having met her more than 25 years before at GFI Informatique. She had become, in the meantime, the undisputed expert in social selling for the teams at SAP. This fortuitous reunion gave birth to the collaboration on this book.

			From theory to practice

			To satisfy both the purists and the bewildered, we have divided this book into two parts. The first is devoted to concepts and theory and the second is devoted to implementation and practice.

			Firstly, let’s forget the social networks, and talk about sales – mainly B2B. Many experts, often American, have extolled their revolutionary sales techniques, sometimes based on convoluted patterns which although simple at first glance, reveal inopportune complications in their implementation. The social selling approach is based on professional use of social media, and we will be looking at this aspect for readers who do not feel comfortable with these tools that have invaded our daily lives, and whose professional uses are rich and varied. We will then devote a significant part to social selling and look at how this approach, while not a sales technique by itself, can be perfectly integrated into some of the patterns previously established.

			Credit where credit is due, we will devote an entire chapter of this book to LinkedIn, which was a pioneer in social selling and is unquestionably the largest professional network in the world. Without claiming to be a LinkedIn user manual, this section will allow you to perfect your knowledge of this tool, its strengths and its limitations, so that you can adapt to it as wholeheartedly as a new driver who finds themselves driving without thinking after a few hours of practice. We will then look at how other platforms can participate to the social selling movement, and the impact of this in terms of organisation. The last chapter is a gold mine containing examples of how to implement these practices.

			Throughout this book, as is customary with the ‘Like a Boss’ series, you will find testimonials and expert opinions from business leaders from quite different backgrounds but all of whom are involved, to some extent, in the system of social selling. We have chosen them for the variety of their testimonies and their different perspectives with regards to developing techniques.

			We prefer the term ‘social selling’ to ‘social sales’. The reason is simple : it is the term that best suits both solution providers (LinkedIn) and those who use them.
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			Part one : Theory

			“A new scientific truth does not triumph by convincing its opponents and making them see the light, but rather because its opponents eventually die, and a new generation grows up that is familiar with it.”

			Max Planck

		

	
		
			Sales techniques

			To begin your social selling apprenticeship smoothly, here is a warm up : a quick overview of the main sales techniques, and how social media will influence them.

			Why look back on sales techniques ? Because above all, if, as a business, you lack good commercial methodologies, sales techniques and customer interaction methods, social selling will be of no help. A poor seller remains a poor seller online, and could even cause more damage. Social selling is only one vector, a catalyst for all the skills of sales teams and their leaders. They apply their priorities and their business strategy via social networks.

			How do you become a great salesperson ?

			What salesperson has never asked that question ? And what company director has never wondered about recruiting a great salesperson ? The issue is not a new one -- back in 1964, Mayer and Greenberg asked the question in the Harvard Business Review3. Because selling is essential to the proper functioning of a company. And although sellers, as individuals, paradoxically do not have a good image in some western countries, selling is also one of the most difficult tasks to be carried out within a company. Unfortunately, we see startups and SMEs all too often that are able to design the most innovative products but struggle to develop sales in a harmonious way. “Finding good salespeople is not easy, ” we often tell business leaders that we meet. But what is a great seller, where do you find them, and how do you train them ?

			
				3	 What makes a Good Salesman, David Mayer & Herbert Greenberg, http://bit.ly/1964-mayer-greenberg 

			

			A great salesperson combines many qualities, which require both skills and a thorough knowledge of the products or services on offer, but also a good dose of emotional intelligence, curiosity, organisation, flair, timing and, sometimes, motivation. We find a multitude of talents in a great salespeople, and it’s not for nothing that many corporate executives started out in sales, which allowed them to develop a network of customers, an excellent understanding of their needs, or some ability to develop price options that satisfy suppliers and customers.

			For some, these talents are innate. For others, conversely, the development of these skills requires specialised training, which aims to promote the mastering of tools and approaches that are transformed over time. The qualities that made a good seller in the Eighties are not necessarily those required to perform in 2015 – the Internet has come to being since then, and the redistribution of roles between buyers and sellers continues to evolve ; the capacity for critical analysis and the development of ‘personal branding’4 are part of a fashionable mix these days.

			
				4	 A concept we will look at in further detail later on

			

			Paradoxically, sales function is one of the most neglected areas of the education sector, although this doesn’t necessarily reflect the training institutions that develop programs or the desires of students who spend the most critical years learning about an industry.

			But how many of their graduates choose to become, and remain, salespeople ? Quite a few in some cases ; those who have taken their studies as far as possible. Take a look in France, for example. Only 10 % of former students of HEC (Hautes Etudes Commerciales) and ESSEC (Ecole Supérieure des Sciences Economiques et Commerciales) position themselves in sales, and it is actually the ‘second rank’ schools that see this ratio rise to 20 %, and where we find the most candidates with budding sales careers.

			Marketing, finance, accounting and consulting are, paradoxically, the most popular career paths for the alumni of business schools, as shown in the survey ‘Insertion of young graduates’ conducted in 2012...
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