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summary
In today’s sales and marketing landscape, social media has proven to be a highly effective selling tool. Social 
selling on sites like Facebook, LinkedIn, and Twitter has evolved into an essential piece of sales and marketing 
strategies for businesses large and small across the US and internationally. 

introduction
The internet is packed with social media sites chock full of information about companies, brands, products and 
services that provides an easily accessible and efficient decision making path for buyers. 

Adults spent an average of 109 minutes per day on social media in 2015
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Of the 323 million inhabitants of the US, approximately 87% are Internet users 

Approximately 68% of that group are active social media users.

More than 92% of adult Internet users  
have at least one social media account and  

78% are active on at least one account;  
the average user actively participates in 3.5 social networks. 

In a recent survey by PwC, nearly 
half (45%) of the digital shoppers 
polled worldwide said that reading 
reviews, comments and feedback 
influenced their buying decisions.

From: Fung Global Retail and Technology:  
Report on Social Selling 



keys to successful social selling
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Complete and current profiles – Your social presence is judged first and foremost by 
appearances. If your social media profiles appear to be inactive, or have incomplete or 
conflicting information across various channels, your following will lose trust. Ensure that your 
brand image and frequency of engagement is consistent across all of your social accounts.

Engagement – Social selling starts with relationship building. Social platforms require regular 
maintenance of your business page, thoughtful participation in discussions, and timely 
responses to your followers.

Consistency – Not only in the frequency of your posts and engagement, but consistency in 
your voice and the brand message you deliver through your content. 

Diverse content to convince and convert – Not everything should be about selling on social 
media. It sounds counter-intuitive, but you want to convince your followers to become 
customers, and you want to compel your customers to become repeat customers. In social 
media that is done through nuanced engagement over time, rather than going right in for the 
kill. The most successful businesses that are selling socially generate content that is a healthy 
mix of promotions, human interest, product or service-centric content, and entertaining posts 
and shares.









social selling: who’s doing it?
Social media has clearly taken hold with the American public and consumers consider social media to be a 
relevant resource when researching their purchases. Incorporating a social media strategy in your marketing 
plan should be more than just a standard practice; it should be a main area of focus. 

[ In 2016, the highest functioning sales and marketing teams have shifted gears to more digital-centric strategies ]

The LinkedIn study goes on to state 
that “Specifically, sales professionals 
see relationship building tools as 
having the highest impact on 
revenue”. There is no better medium 
than social media through which to 
build rich, intimate relationships with a 
high volume of customers. The reach 
of social media allows businesses 
to connect with their base on their 
customers turf and on their customers’ 
time. This convenience and ease of 
accessibility to company information, 
reviews, and to customer service staff 
is highly attractive to buyers. 

A recent poll of sales teams commissioned by LinkedIn revealed that: 

More than 70% of sales professionals use social selling tools, including 
LinkedIn, Twitter and Facebook, making them the most widely used 
sales technology.

90% of top salespeople 
use social selling tools

71% of overall 
sales professionals

From: LinkedIn: State of Sales Report 2016  



social selling: how do you do it?
Your selling tactics will vary from platform to platform but your strategy will apply consistently across all of 
your social accounts. There are five foundational ways to sell on social media: Posting, Sharing, Commenting, 
Advertising, and Shops. We’ll take a closer look at each.

Selling by Posting  
The simplest and most cost effective way to sell on social media is by posting offers and 
value propositions directly to your social feed. These posts are seen by your followers and 
anyone visiting your social profile page. When followers engage with your post by liking or 
commenting, that post will be served to many of those followers’ friends as well, creating 
an ultimate domino effect. So, the key to selling in your posts is to encourage some type of 
engagement from your followers with the post.  

Selling by Sharing 
When you share other content from the web with your followers, you are enriching their social 
experience. You aren’t directly selling anything by sharing; you are gaining exposure, building 
trust, and adding value to your brand in the eyes of your followers which in turn will gain you 
more followers. If people like what you share, they’re likely to check out your profile page 
which will expose them to your offers and get them into your pipeline. Social sharing is part of 
the long term relationship you are building with your followers and the more great content that 
you share, the more the trust goes up with your followers. What you share also speaks to what 
you stand for as a company which passively increases your value as well.  

Selling by Commenting 
On the surface, commenting on other posts doesn’t seem like it would do anything for 
sales, but it does. When you comment on other posts, your comments are not only seen by 
your followers, they will be seen by many of your followers’ followers. If your comments are 
meaningful and enriching, and people like what you have to say, they’ll like your page or 
follow your feed. Every new follower you gain is a new sales opportunity born..

Selling by Advertising  
All of the major social media platforms offer a paid social advertising program. The programs 
differ amongst the various social sites but all essentially work on a pay per click basis.

Targeted Ads  
These paid ads allow you to target customers based on several variables including age, 
region, occupation, interests, and much more. Targeted ads are served up to the entire base 
of the social media platform’s users (not just your own followers).

Re-targeted Ads  
These are paid ads served up to social media users who have previously visited your website. 
These ads are customized to speak to a follower who has already done some research on you 
or browsed your products and services, so your ad can be crafted more intimately for that user. 

suggested sites for social selling










selling in social media shops
If you’re selling physical products, many social media platforms provide you with the opportunity to embed a store 
directly on your social media page. This provides for a seamless buying experience for your customers who can make 
a purchase without ever leaving the social media site. One of the most popular solutions in this space is Shopify for 
Facebook.
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Since its inception in 2004, Facebook 
has been a one of the leading social 
media sites for all ages and is a highly 
valued resource for social selling.

The 140 character limit of Twitter forces 
companies to be brief and get their 
message across in a clear and concise 
manner. The brevity inherent with 
Twitter has elevated the platform to 
one of the most popular social media 
sites in the US.

LinkedIn has become much more 
than a business networking site. The 
platform allows businesses to provide 
relevant and valuable information 
to like-minded industry peers and 
creates a forum for business owners 
and executives to share insights, best 
practices and advice. 

STATS
129,658,552 
monthly users

71% of American adults with access to 
the internet use Facebook

80,173,808 
monthly users

50% of users visit or shop at the website of 
a small or medium business they follow
60% of users bought something 
because of a post they saw on Twitter

35,342,648 
monthly users

DEMOGRAPHICS (based on age group)
ONLINE USERS THAT USE FACEBOOK:
18 to 29  82% 
30 to 49  79%
Over 65  56% 

TWITTER USERS:
18 to 29  37% 
30 to 49  25% 

LINKEDIN USERS:
18 to 29  23% 
30 to 49  31%
50 to 64  30%
Over 65  21%

GREAT FOR:
 Driving online sales
 Increasing local sales
 Increasing brand awareness
 Promoting your app
 Finding leads
 Social customer service

 Allowing you to discover what’s 
happening right now in real time, 
with your customers, industry, 
competitors, and community

 Helping you to increase your brand 
awareness

 Providing social media customer 
service

 Continually updating users on 
industry news.

 Releasing new and engaging 
content tailored to specific 
audiences.

 Adding your voice to relevant 
industry conversations.

 Cultivating B2B Sales
 Lead Sourcing

SUCCESS STORIES
 The New York Times 
Saw a 2.3 times increase in volume of 
subscription conversions
 The Skimm 
Saw a 22% increase in lead quality, 
with a $1 to $2 cost per acquisition
 Absolut 
Saw a four point lift in favorability via 
Facebook
 Eggo 
Saw a 4.2 times return on ad spending 
and 3.2% in household reach

 Starbucks 
Regularly engage with their 11.7 million 
followers through posting questions, 
special discounts, and product 
announcements
 The Girl Scouts 
Saw over 19,500 app installations thanks 
to their Twitter campaign
 Sirius Decisions 
Saw a 16 times return on investment 
(ROI) from Twitter

 KLM 
Created a 24/7 customer service 
group on LinkedIn in order to respond 
to customers’ inquiries
 EY 
Used LinkedIn to position themselves 
as key thought leaders in the 
accounting industry
 HubSpot 
Drives high-quality leads in the 
LinkedIn feed with Sponsored Updates

  More than 1 billion 
people use daily

23% of all internet 
users use Twitter

414 million 
total users



about the author

Red Barn Consulting is an expert digital marketing, sales, and operations firm, specializing in banking 
and financial institutes. Their expertise includes:
• Creating accurate and relevant content geared towards the client’s industry
• Specialized sales training for your team including LinkedIn
• Complete social media, digital, and content marketing services,  
   including website creation 

Find more at redbarnconsultingllc.com

conclusion

With a growing number of social media users worldwide coupled with an ever expanding stable 
of apps, plugins, and digital solutions to assist businesses in selling on social media, social selling has 
become not only a viable sales revenue stream, but a significant one for many businesses. Social 
selling remains relatively low risk in terms of capital investment with labor hours being the majority of 
associated campaign launch costs. Marketing spend is mitigated by pay per click models making 
social selling viable for both large and small businesses operating on virtually any size budget. 
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