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Scan the Code to Connect with me
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https://www.linkedin.com/in/richardvanderblom/
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5 STEP SOCIAL SELLING METHOD
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THE AVERAGE SALES PROCESS

Master LinkedIn for Business Growth Innovating your Approach 4



LINKEDIN SALES:
Common Pitfalls

Marketing and Sales teams 
aren’t aligned on a unified 
approach.

Lack Of Alignment:

1
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LINKEDIN SALES:
Common Pitfalls

6

Automated outreach damages 
reputation by focusing on 
volume over quality.

Overuse Of Automation:
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LINKEDIN SALES:
Common Pitfalls

Tools are treated as “nice-
to-haves” instead of being 
strategically implemented.

Ineffective Tool Usage:

3
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LINKEDIN SALES:
Common Pitfalls

Essential LinkedIn profile 
elements are missing or 
underdeveloped.

Weak Linkedin Foundation:

4
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LINKEDIN SALES:
Common Pitfalls

Sellers are seen as 
salespeople rather than 
trusted advisors. 

Misaligned Positioning:

5
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LINKEDIN SALES:

Branding

Credibility

Content

Awareness

Outreach

Conversion

The Winning Strategy
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11Master LinkedIn for Business Growth Innovating your Approach

LINKEDIN 
BRANDING
A Thought Leadership Profile 

Benefits of a Customer Centric Profile:

Increases acceptance rate of sent 
invitations

Builds Trust and Credibility, triggers 
people to Follow

Enhances Visibility and professional 
Reputation

Offers Touch Points  to new 
opportunities and connections
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LINKEDIN BRANDING
First Impression

Banner: Credibility & Trust

Picture: Recognition

Headline: Added Value & 
Target Audience

Follower Count: Social Proof

Free Unique Insights: Conversion

Contact Details in: Invitation
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LINKEDIN BRANDING

Featured & Content
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LINKEDIN 
BRANDING
About Section
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TRIGGER

INTRODUCTION

SERVICES

ADDED VALUE FOR READER

CALL TO ACTION

About

Who Am I

What We Do

Just Connecting HUB

+31 6 5511 7282



LINKEDIN CONTENT

Why should I post Content on LinkedIn?
Drives Clients to your Profile

Offer Conversation Starters to your Target Audience

Identifies Potential Stakeholders, Ambassadors and Future Clients

Strengthens your activities by being Part of 
the LinkedIn Ecosystem

& Engagement Strategy
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LINKEDIN 
CONTENT
Tell Stories
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Engagement, 
Human Connection 
& Authentic



Be the Trusted Advisor

LINKEDIN 
CONTENT
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Expert Position
Silent Community
Shareable



Invite to Meet

LINKEDIN 
CONTENT

Master LinkedIn for Business Growth Innovating your Approach 18

Touch Points 
Before During After
Experiences



Help to Convert

LINKEDIN 
CONTENT
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Bottom of Funnel
UVP
Referrals



Industry Related

LINKEDIN 
CONTENT
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Follower Growth
Postman vs. Journalist
Independent



LINKEDIN CONTENT
The perfect post

Building Blocks:

Call to

Hook

Added value

Body

Conclusion

Engagement

Thinks To Consider:

Formatting

Type of post

No hard CTA

More comments = 
more growth

Consistency over frequency

Master LinkedIn for Business Growth Innovating your Approach 21



LINKEDIN 
ENGAGEMENT

Why should I spend my valuable time 
on engaging on other’s Posts?
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Triggers Reciprocity (Engagement = Reach Growth)1

Filters Buying Signals2

Increased Visibility in Peer Networks3

Digital Relationship Building4



5 Ways to Add Value with Comments
LINKEDIN ENGAGEMENT

Ask 
questionsSummarize

Add 
valuable 
insights

Share 
emotions

Offer 
someone 
the stage
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Strategic Engagement on Peer Posts

LINKEDIN 
ENGAGEMENT
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LINKEDIN COMMENT FRAMEWORK
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Type of Post What to Look For How to Respond Example

Informative Insights, data, research, tips
Share additional insights, add 
supplementary data, or give 
practical tips

Another interesting statistic 
I came across is…”

Opinion Personal opinions or viewpoints Share your own opinion or 
experiences that align or differ

I experienced it 
differently when…”

Questions Questions or requests for input, 
opinions, or experiences

Provide a detailed answer or 
share your experiences, and 
ask a follow-up question

In my experience, [specific 
approach] works well. What 
are your thoughts on...?”

Successes
Sharing of successes, 
achievements, or major 
milestones

Congratulate and share how 
you achieved similar 
successes

Congratulations! We also saw 
similar growth when we…”

Personal 
Experiences Personal stories or experiences Share a similar experience or 

provide supportive feedback
I had a similar experience 
when…”



5 STEP SOCIAL SELLING METHOD

Identify Engage Outreach Build Trust Convert
1 2 3 4 5
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Remember



The Power Trio Targeting Framework

STEP 1 IDENTIFY

Be Creative, Think in Alternatives
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DECISION 
MAKERS

INFLUENCERS

CHAMPIONS

Tips:

Use The Power Trio Targeting 
Framework

One Account, Multiple Leads
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Strategic Name Dropping 
by Adding Value

STEP 2 ENGAGE



How do People Judge Your Invite

STEP 3 OUTREACH

Think

Feel

Scan

Research

Decide

1

2

3

4

5
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Via Connection Request 
5 Powerful Hooks to Use

STEP 3 OUTREACH
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Status Activity (Published, Engaged)1

Feature Section on their Profile2

Strong Profile Mutualities3

Recent Posts of “the Company or Colleague”4

Website (News, Blogs)5



HOOK 1 - STATUS ACTIVITY
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HOOK 2 - FEATURED SECTION
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HOOK 3 - STRONG MUTUALITY
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HOOK 4 - COMPANY PAGE UPDATE
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HOOK 5 - WEBSITE

3
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STEP 3 OUTREACH
Via inmail

• InMails with more than 150 words

Dont’s
• Build rapport in the first 2 lines

Do’s

• Send an attachment or weblink

• Non personalised (Copy-Paste) InMails

• Have a conversation starter

• Demonstrate interest in the person 
by referring to content.

• Have a subtle trigger / introduction
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STEP 3 OUTREACH

* End “positive”

Subject Line

Personalization 

Trigger

Conversation Starter

1

2

3

4
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Via inmail



STEP 4 
BUILDING 
CREDIBILITY 
& TRUST
Via exclusive insights
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STEP 4 BUILDING CREDIBILITY & TRUST
Via exclusive insights

After your request is accepted, 
wait at least 2 days

Send a follow-up message including 
the "The magical question"

Positive response? Send the 
content as soon as possible

No response? Send a reminder 
after 5 days.

Response received? Send your 
second follow-up message.

Response received? Send your 
conversion message.
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Dear Tom,

Thanks for accepting my connection request. I connected with you 
because I saw your comment on a Social Selling article shared by our 
mutual connection Josh. We recently finished a benchmark on Social 
Selling in Europe. Do you want me to share some of the conclusions via 
an infographic? And if so, would you prefer a LinkedIn message or rather 
via email?

STEP 4 BUILDING CREDIBILITY & TRUST
Follow Up Message 1
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STEP 4 BUILDING CREDIBILITY & TRUST
Follow Up Message 2

Dear Tom,

Thanks for your positive answer. Attached the infographic on the 
benchmark Social Selling in Europe. For me, the thing that really stood out is 
the low adoption of Sales Tools by social sellers, apparently enablement is 
still crucial for success. Let me know what your biggest insight is.

PS: If you want me to send you the complete benchmark (9 pages), 
please let me know. Happy to send it over.
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STEP 5 CONVERSION
The Rule of 3
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Follow Up 
Message 1

Connection 
Request

Follow Up 
Message 2

3 Positive 
Responses?

Convert



SUMMARY
The 5 Step Social 
Selling Method

Branding + Content + Outreach = 
Conversion 

Position Yourself as a Thought Leader 
Aligned with Buyer Behavior  

Build an Authentic Content Strategy 
with Key Pillars  

Activate a Strategic Engagement Plan  

Master the 5-Step Social Selling 
Method

Remember: Build Trust 
Before You Sell
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QUESTIONS?
Google Shape;64;p20

Thanks for your Time
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