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Digital Marketing Professionals,

One of the guiding principles that Michael instilled in Dell is the democratization of IT, helping
transform business across industry and sectors. Helping customers, both commercial and
consumer, reach their full potential through the use of technology continues to be a guiding force
for us. [ have the advantage of both leading and experiencing the digital transformation
happening in our industry. Social media plays a pivotal role in this transition, for both business

and customers alike, in helping to develop a deeper and richer relationship with our customers.

Together with Carnegie Mellon University's Heinz College we set out to provide a more cohesive
understanding of the pivotal role social media is playing in strengthening the bond between sales
professionals and their customers. Today, social selling has become more than a hot topic in our
industry, and often the phrase without context can be misleading. Social selling is about

harmessing the value-driven culture of social media to connect with customers in a way that best

meets and exceeds their needs.

We're excited about the insights we've been able to glean from our research. We hope you gain
value from these best practices. We think a socially connected salesforce can truly create business
value for our customers as well as build and strengthen the relationships that exist between

companies and their customers. The sky's the limit!

Bryan E. Jones

Vice President, Dell Commercial Marketing

@BryanatDell

Watch Video ®» 7" Bryan Jones
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Carnegie Mellon University's Heinz College
and Dell have partnered to conduct research
on social selling in large IT organizations to
provide an up-to-date summary of current

Insights and best practices for companies
interested in the topic.

Industry Relevance

According to research findings, 75% of B2B
buyers are influenced by information found on
social channels, 67% of the buyer's journey is
now done digitally and 97% of the time cold

calling is ineffective.

“Social media plays a pivotal
Research also indicates that relationship role in this transition. for both
business and customers alike,
In helping to develop a
deeper and richer

building on social channels needs to be an
integral part of a company’s social sales strategy
and that the implementation of a
comprehensive social sales strategy along with
adequate investments will result in a more relationship with our
efficient sales cycle and better cross-selling customers.”

opportunities.
Bryan E. Jones

The objective of the report was to examine the Vice President, Dell Commercial Marketing

current state of knowledge and practice of

social selling. Here, we are sharing the major

findings, insights and best practices.

Social Business
x )
E I #"‘ @Dell @sbengine 3



The Social Business Journal 2015 Vol. 3

I have provided social selling workshops at a number of large companies and find that a
common problem is “mass training.” Cultural change is very difficult and while the
intention of company-wide sales training is often noble, it rarely works in this instance. A
better strategy is to look for the passionate few to drive the transformation. Who on the
sales team is ready to lead the change? Instead of training 50 people, maybe investing in
five will be more effective to achieve short-term wins. And of course the visible

sponsorship of leadership is key.

Mark Schaefer @markwschaefer
College Educator, Marketing Consultant
and Author

businessesgrow.com

While technology has empowered B2B media training as much as it does leadership
organizations to move much of the sales driven cultural shifts. The marketing

process online, these same organizations’ sales organization has taken the lead within Dell to
teams have yet to learn how to transfer the art drive the right social presence and personal

of their trade to the social networks where their relationship building on social platforms to
customers are, to leverage the information inform and enable customers to make the best
wealth available. They need support in commercial buying decisions for their specific
optimizing their social communication skills as needs. A very deliberate approach was chosen
well as their own social presence for the benefit that is based on transforming the marketing
of customers. Findings show that in order to do organization first in order to be able to fully
that, they need the full support of the entire support the sales teams all the way from
organization. training to execution and beyond. Success

equates to satisfied customers who look to Dell
Dell's Commercial Marketing organization is as a trusted end-to-end IT solutions provider

undergoing a digital transformation to become helping make their business ready for the future.

a social business within Dell. This entails social
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Social engagement is increasingly seen as A Social selling experts: What are common
critical in helping organizations quickly adapt to messages?

changing market dynamics and for responding A Social media platforms: Which channels are
more effectively to customer demands. The most appropriate in a B2B environment?
objective of this research was to capture current A The customer: Who is the target audience?
knowledge about social selling from the A Content & digital strategy: What type of
following perspectives with the goal of helping content needs to be delivered when, where
companies gain a deeper understanding of how and how

social selling can support business goals: A Competitive analysis: How other large IT

vendors are approaching social selling

To enable sales efficiencies, we have seen the digitization of customer data and its
incorporation into applications salespeople use to help organize processes, engage with
prospects and close deals. In a continuously changing business environment, data within
these systems often becomes out of date and loses its utility. Social data, captured from
discrete online interactions, can develop more real time data fidelity and pathways to
greater client engagement. However, social data is unstructured, multi-varied and often
difficult to assess. Combining these two data sources has numerous challenges but

successful efforts can provide a durable competitive advantage.

Ari Lightman @alightman

Professor and Director at Carnegie Mellon

: : socialtheorem.com
University
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Social selling experts
recommend these best
practices

Social selling influencers, the highly connected
social business industry experts and thought
leaders, offer valuable advice and best practices
that represent an excellent starting point for
organizations on their journey to build a social

selling strategy.

Social Business

X

The Social Business Journal

Know your prospects on social
Knowing the prospect is a prerequisite to initiate
a connection. Utilizing existing connections in
the form of associates, partners and existing
clients can enhance social traction. Central to
social selling is a focus only on relevant network
connections. Industry expert, Brian Bachofner,
suggests two practices as his pick for executing
a social strategy in acquiring new prospects:
Optimized landing pages and analytical email
tracking. Such tools help sales professionals to
determine the level of social traction their

communication is generating.
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