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Social Selling success is empirical



300+ Customer Engagements



Account 
Selection & 

Planning



Time Management:
Your risk vs. opportunity

“83.4% of SDR’s fail to hit consistent sales quota because in 
large part to time management challenges.”



Traditional Account Selection:
Wallet-share



Challenge = slow velocity



Additional Account Selection: 
Social Proximity



Social Proximity:
Sphere of Influence Methodology



Sphere of Influence in practice



a. Expand accounts:
Past advocates in new accounts



b. Expand accounts:
Current advocates “Sphere of Influence”

1st degree connection

Companies in his Sphere Shared connections in your Sphere



c. Named accounts:
Explore potential advocates

2nd or 3rd degree connection

Previous teammates, that are now customers of yours? Shared connections in your Sphere 



Account 
Segmentation

Plan



Not all accounts are equal, nor 
should receive equal attention



Vidyard ViewedIT:
Humanize your engagement with 
video



LinkedIn PointDrive:
A personalized insights sharing portal



Engage & 
Educate your 

Accounts



Engagement best practice:
Connect through a story



Touchpoint Cadence #1:
“Sphere of Influence” story



Video use case #1

https://share.viewedit.com/hskfZnRwXYYbxCBSgfxNvT


Next Step: measure engagement



Touchpoint Cadence #2:
Leverage insights to disrupt “Dead Zone”



The importance of engaging with 
insights

74%
of buyers choose the 

sales rep that was 

first to bring value

& insight

82%
of buyers viewed at 

least five pieces of 

content from the 

winning vendor



What type of insights should I be 
leveraging?



Video use case #2

https://share.viewedit.com/UAE2bL8WibxQWWnbwndhku


Q&A


