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HOW TO CREATE LEADS AND CLOSE
NET-NEW BUSINESS WITH BUYER 2.0

Larry Levine

Social Sales Strategist
Dealer Marketing
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MY STORY - STARTING OVER

27 > years in the industry
Los Angeles sales “rat race”
» Zero account base
+ 2014 Results
— >$600,000 in net new business

— $1,250,000 in sales revenue
against a $840,000 budget

— $1,600,000 pipeline leveraging '_'

LinkedIn relationships

www.linkedin.com/in/larrylevine1992
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BUYER 2.0

. Empowered with information
2. Afraid of making bad
decisions
Pressed for time

Researches Online
Google Linked [[Y
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Review Buyers are 57% of the way
through the buying process
before engaging with a vendor

or sales rep.

Consumer Economics Board

Survey of 1,400 business decision makers
Harvard Business Review, July 2012
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MEET THE NEWEST MEMBERS OF
YOUR SALES TEAM

Google Linked in}
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84% of C-level/VP ‘
executives surveyed
use social media to
e purchasing
decisli

IDC
Social Buying Meets Social Sellin
April 2014
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HOW WILL YOU ADAPT TO BUYER 2.0?

Sales ' lin|
Online f & in(w
Marketing Google

57%

In Person
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DIGITAL
PROSPECTING

Cold calling isn’'t dead it is just
different
1 s w2z M@MADQD
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1. 375 million-users -

2. 200 conversations per
minute in LinkedIn
groups

. 121" most popular site
in United States

Alexa
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97 million uni
visitors each month

July 2015, LinkedIn Q2 Earnings Report
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REPS USING SOCIAL SELLING REALIZE A 66%

GREATER QUOTA ATTAINMENT
THAN TRADITIONAL PROSPECTING MEANS

Sales Benchmark Index

www.dealermarketing.net

[ dealer-marketing-systems
214.224.0050
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HOW DO YOU TAKE ADVANTAGE?

www.dealermarketing.net
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Build Request

Connect Credibility Meeting

Y
New Sales Skills Needed
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MINING CONNECTIONS LINKEDIN
SALES MOMENT

Guthy-Renker
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MINE CONNECTIONS

L ] — 2 .
In PREMIUM Eearm for people, jobs, companies, and more..

Home Profile Connections Jobs Interests

Advanced Search
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B Foople
b Advanced People Search

Keywords Retatons DGIaSe T LRty Mullpie

First Kame

Last Narse L

ocaten

reent Compary Years ol Expetience

Second Level
= Connections &
Group Members

Location

R — Title
Location
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204 Conmctions Group Marrbmrs «

Dan Thorman ) =
CFOManaging Fariner at Treughiil Madia Ceous. nc

| I

CFO, Managog Parmar a1 Thoughtul Medi Group, Inc
Thorman Davelopmees. inc

3t Madizon Road Holdrgs

g Oficer a1 Nearwars Natworks, Inc

lim Holmes 3%
Cwnat I Mansging Dvector / CFO -3,

235 Results

Frat Name

Aliance Maheting

2nd Connections x  Group Members x  Reset

Dan Thorman [ 2w
CFO/Managing Partner at Thoughtful Media Group, Inc. -

» 1 shared connection - Similar

CFO, Managing Partner at Thoughtful Media Group, Inc.
President at Thorman Development. Inc.

“ast Managing Partner at Madison Road Holdings

Chief Operating Officer at Nearware Networks, Inc.

" = Frank Te ‘"
o CFO WD
%6 st

RN+ 1 sharwa consacton

MINE CONNECTIONS
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Linked [

WARNING: THIS COULD BE HAZARDOUS
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Your LinkedIn profile:

1. Does not present you as a
helpful expert

2. Does not capture your
target audience

3. Lacks educational content

4. Does not explain why
someone should meet with
you

in /in/larrylevine1992 llevine@dealermarketing.net
3 @LarryiLevine 214.224.0050 x. 302
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DIGITALLY ENHANCED SALES SKILLS

Mine Build Request Go Deep &

Connections Credibility Meeting Wide

T
New Sales Skills Needed

in /in/larrylevine1992 llevine@dealermarketing.net
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Relationship
Funnel

[ dealer-marketing-systems
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dm;

SOCIAL SELLING SEES A 15%
CONVERSION RATE

Sales Benchmark Index
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S

. Connect
Communicate
Convert

Get Meeting

Appointments
Assessments
Proposals
Sales

www.dealermarketing.net
214.224.0050

www.dealermarketing.net
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HOW TO WRITE THE PERFECT

LINKEDin INVITE
Your profile photo is the first thing a
person sees on your LinkedIn invitation, l

so make it a good one.
How do you know them? Did you meet
| ata conference or read something

o . . ¢ C Y
pers?;ﬂt\?f:;?;:::::g; ;:j?,;nsv;z'l: '/ J they produced? Make the connection!
their name correctly. ~ .
Hi Jane, | really enjoyed the article you Incase
Why do you want to connection with wrote on interviewing tips and would love :::z’tiz:: reea;nember or you haven't
them? It's important they don't think to connect and follow your work. | run sales yor
you're just out to increase your training at a car dealership in Virginia and
numbers. frequently have to interview prospective

salespeople for open positions. I'm always

looking for ways to improve our selection il Add a few kind parting words. It's

always nice to include a few kind
best, John Doe. 1| parting words about their work, job
experience, or company.

Don’t forget a warm sign-off! It's a
small detail that can make your
invitation feel much more welcoming
and personal.

&
process. keep up the good work! All the
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LINKEDIN SALES MOMENT

Charter School
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Mine
Connections

R
Connect equest

Meeting

Y
New Sales Skills Needed
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BUILD CREDIBILITY

A SALES MANAGER'S GUIDE
TO LINKEDIN
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Headline: What You Do

HEADLINE (Not Your Title)

Larry Levine

Transforming how Copier Reps grow net new business
through LinkedIn & Storytelling » Check out how in my

Business : Profile Summary
Head Shot Greater Los Angeles Area | Marketing and Advertising

(First
Impression)

Dealer Marketing

Konica Minolta Business Solutions US A | Inc.,
Document Systems, Copytron

Education  California State University-Northridge

Personal

URL B nitps:/iwww.linkedin.com/in/larrylevine1992 Bm Contactinfo
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“Sales Connect
Conference —
LinkedIn 2014”

Of B2B decision-makers expect
new or different insights from

sales professionals
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POSITIONED
MY PROFILE
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Linked m

WHAT SHOULD YOU DO?
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THREE PILLARS OF SUCCESS

Killer
Profile Social
**Selling Skills**
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NEXT STEPS

TO LINKEDIN

A SALES MANAGER'S GUIDE

Learn how to manage and coach sales
reps to use LinkedIn for prospecting.

Larry Levine
Social Selling Coach
llevine@dealermarketing.net
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