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Social Selling Down Under – How to Create Perceived Value

Lunch & Learn at HP Dübendorf

gunnarhabitz.com.au
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What Social Selling is Not

• Selling e-commerce via social media
• Turning the sales floor to silent mode
• Hiding behind technology
• Replacing phone calls with social media
• Sending InMails to customers waiting for their orders
• Inviting strangers to your network by pitching
• Thinking more about own brand than served audience

• Fine balance to operate Social Selling right
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Marketing talks to an audience
Sales talks to individuals

Smarketing combines it together
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“Social Selling is a clever approach of 
adding social media and digital tools to 

enhance business conversations.”

Gunnar Habitz
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The 7 E’s of Social Selling
Enter with Energy

Escape

Elaborate

Establish

Educate

Engage

Evolve

Execute
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1. Escape Missing Out



8

Typical Search for Services

Asking somebody for advice



9

Objections

• “I believe in referrals from existing clients”
• “Word of mouth served me well”
• “Not interested in e-commerce”
• “I sell to real people”
• “I don’t have time”
• “My agency does that for me”

• Social Selling is (still) a differentiator
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2. Elaborate Your Brand for Suitable Target Audiences
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What is a Personal Brand?

Walking in Your Own Truth Every Day
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Mind The Gap

Advantages for some
• High trust in services and products 

associated to a person
• Content communicates who you 

are and increase trust
• Authority with books or courses
• Appear on panels, in interviews, on 

social media, in printed press
• Become a “go to person”

Reality for many
• Job role @ company
• Online CV style profile
• Many don’t personalise
• No content shared
• Hard to find out who they are
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Package the Very You Into Your Brand

Food for Thought
• Which service do you provide
• How you deliver your USP
• Whom to you serve where
• Who do you partner with
• What are your personal values

• Present yourself using social media 
as standardised landing page
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Competency
How do you solve which problem for whom?
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Creativity
Being different and speak the language of your target audience



16

Who do I Need in My Tribe?

Do not think just about customers
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Composing Your Tribe

Stakeholder Groups
• Existing clients
• Prospects
• Suppliers
• Influencers
• Partners
• Competitors
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Ideal Customer Avatar(s)

Niche down to one person
• Generic information
• Demographics
• Goals & values
• Challenges
• Objections
• Research preferences
• Preferred platforms

How do you help them
• Speak their language
• Relevant material
• Tailored offering
• Existing case stories
• Hang out where they are
• Offline vs online
• Curiosity drives content
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3. Establish Sustainable Connections
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We need quantity of quality

Build mutual connections with the right audience
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Sources of the Tribe

Find
• Advanced Search
• Viewed Your Profile
• Content engagement
• Feed (#hashtags)
• Second grade connections
• Group members
• Followers
• People Also Viewed
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Personalise Your invite

Hooks
• Met at event mention discussion
• Reference to a piece of content
• Referred by common contacts
• Worked at the same company
• Alumni from the same university
• Sharing values, ideas or industries
• Friends from times gone by
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Connect Offline

QR Code for 1:1 Find nearby
• Requires Bluetooth
• All on this screen

Remember
• This is just quantity
• You don’t know who is 

around there
• Watch their profile 

afterwards
• Send a message with a 

personalised hook
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4. Educate With Convincing Content
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Content is not King

Content is Prince and Context is King
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80% educational
20% about our services
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What

Created
• Company blog
• Newsletter topics
• Case studies
• Industry event
• Weekly series
• Interviews
• Upcoming events
• … and about our own services

Curated
• Google Alert
• Feedly.com
• Flipboard.com
• Bloglovin.com
• Forbes
• Industry Associations
• Influencers
• … and from our target audience
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Where

LinkedIn Post
• 1300 characters max 

(approx. 200 words)
• Use #hashtags
• Add photos
• Close with question
• Remember URL to 

send or repost later
• Great for video

LinkedIn Article
• Longer format
• Easy accessible
• Thought leadership
• Ideally 1200 to 2000 

words
• Relevant keywords in 

h2 headlines
• Add more pictures

Others
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When

Timing
• When the target audience is active
• Different time per platform
• Be the first adding comments with 

further links and tagging people
• Relevant to the context

Methods
• Manually: hard to catch timing
• Automated: algorithm doesn’t like 

posting by external tools
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Who

Self
• Ideal for experienced professionals
• Bloggers, journalists
• Starting solopreneurs
• Side hustlers
• Steep learning curve

Partner
• Content Marketing Experts
• Search Engine Optimisation Gurus
• Digital Marketing Agencies
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5. Engage Regularly With Your Audience
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Relevance and Balance

It is about them and not you
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Nurture

Interest
• You think about 

them genuinely
(incl. birthday)

Trigger
• Concrete events 

mentioning their 
name

Content
• Send or tag your 

audience in relevant 
material
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80% Without Visible Purpose

And only the rest about your agenda
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6. Evolve Discussions Towards Mutual Benefit
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Remember the Target of Social Selling?

Turn conversations offline
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Real Life Examples

Partner Position Prospect
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People Like to Work With People They 
Know, Like And Trust

and who inspire, educate and entertain them



40



41

7. Execute a Winning Routine
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30 min Daily is Possible

You have the time for that
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During the Week

Establish
• Invite using your 

templates

• Watch who viewed 
your profile

• Respond to 
invitations

Engage
• Nurture your 

contacts with or 
without agenda

• Endorse skills

• Send genuine 
birthday wishes

Evolve
• Bring discussions 

further

• Request referrals to 
others

• Suggest a call or 
meeting
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For the Week

Educate
• Plan content for the 

week

• Adjust your editorial 
calendar

• Post 3x per week at 
least, not too much

Enjoy
• Learn for your 

personal growth

• Enhance your 
networking skills

• Improve your 
curiosity

Examine
• Review what worked 

well or not

• Capture what you 
learned

• Collect effort in 
numbers
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LinkedIn Social Selling Index
www.linkedin.com/sales/ssi

Write on a small paper without sharing
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www.linkedin.com/sales/ssi

Pro’s and Con’s of the Social Selling Index

What to measure?
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Always Remember the Core Essence

Provide perceived value



49 Escape

Execute

Evolve
Engage

Educate

Establish

Elaborate
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Questions?

Answers!
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gunnar@gunnarhabitz.com.au, www.gunnarhabitz.com.au, 0481 232 126


