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Lead Generation: Exclusivity and Leadership 
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https://www.youtube.com/watch?v=MJXLV_DMKa0


Trust, Acceptance, Desire 
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TRUST 
 

ACCEPTANCE 
 

DESIRE 
 

• Transparency 

• Videos 

• Testimonials 

• Thought Leadership 

• Humanized Social Engagement 
Tactics 

 

 

• Social Influencers 

• Surveys and Trivia Quiz 

• Media coverage 

• Testimonials 

 

 

• Case study 

• Live social media covered 
events 

• Messaging and content 

 

 

 

To generate brand awareness, 
gain acceptance and drive traffic 
to the site, is a “Trust, 
Acceptance, Desire” model. 
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Stats: The Impact of Social Selling  
Social selling has become necessary for sales executives to implement in their overall business structure 
to drive new leads and affiliates. To conduct successful social selling you must be able to inform, educate, 
listen and influence your perspective buyer.  

 
 
• 54% of social salespeople have tracked their social selling back to at least 1 

closed deal. (Source) 

 
• 82% of prospects can be reached via social media. (Source) 

 
• 10.8% of social sellers have closed 5 or more deals attributed to social media. 

(Source) 
 

• 72.6% of salespeople using social selling as part of their sales process 
outperformed their sales peers and exceeded quota 23% more often. (Source) 

 
• 80% believe their sales force would be more productive with a great social media 

presence. (Source) 
 

• 2/3 of companies have no social media strategy to implement in their sales 
tactics. (Source) 
 
 

https://www.slideshare.net/secret/211obqeB5hMVql
http://www.slideshare.net/sergeygusarov165/social-selling-facts-and-stats
https://www.slideshare.net/secret/211obqeB5hMVql
https://www.slideshare.net/secret/kFdU767zyWS30G
http://www.slideshare.net/TheSalesMgtAssoc/social-media-and-the-sales-organization
http://www.slideshare.net/TheSalesMgtAssoc/social-media-and-the-sales-organization


Organic Vs Paid: How to Measure the Success 

• Implementing a regular cycle of organic content deployment is a necessity for any 
organization. Organic content deployment will give users an insight into your 
brand’s voice on social media, why they should follow you and participate in your 
social stratosphere. Build trust and consistency. 

 

• Whether you run paid or organic campaigns, it is imperative that you use social 
listening tools to identify users and conversations from users on social media that 
you would like to engage with. Taking this initiative will educate you on what type of 
content you should create to drive new leads or engagement in general.  

 

• Launching paid advertising campaigns allows you to position your brand, or product 
directly in the eyes of your target audience. By using analytics throughout your 
preliminary deployment, you will identify the content that best designates with your 
target audience. Use paid initiatives to leverage your content and position it in front 
of your prospects on social.  

 

• Contests and Sweepstakes  

 
.  
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Although there is success in both organic and paid social media deployment, the key is to run strategic 
campaigns where you can leverage paid social to increase organic activation to reduce CPA 



Key Insights That Determine Social Growth 
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X 
 

X 
 

Reach 
 

Frequency 
 

Engagement 
 

Stimulate shares 
 
Launch follower 
campaigns 

Editorial calendar 
creation an deployment 
 
Encourage employees 
to post more updates 

Improve  
content quality & 
relevance 



Analytics for Campaign Optimization 
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Twitter Follower Insights Bit.ly Click Measurement 

Device Insight 

Google Analytics URL Creator 



BUSINESS TO CONSUMER 
SOCIAL MEDIA 

With millions of consumers online, social media 
has become a platform for users to share their 
buying experience and share specific information 
that give marketers insight on content that will 
resonate well with them with the ultimate objective 
of converting social media users to consumers.  

 



B2C: How to Generate Sales Through Social Campaigns  

• Once you execute the appropriate social listening to identify your target audience on 
the social spectrum, remember to treat every impression like it’s your first 
impression. Just like sales in person, each potential consumer must be approached 
in a sensitive manner.  

 

• Social media is a very visual platform. Statistics show that the highest engaged links, 
and content on social media are graphics and video. If you are looking to drive 
people to your website, Ecommerce storefront or product page, brand messaging is 
not enough. Look into 15 – 20 second videos. 

 

• Collect emails regularly. You have some people that may come from social, but do 
not make a purchase. Instead they need more convincing so they just enter their 
email and leave. This is your chance to do research and follow-up.  

 

• Simply having a Bitly tracking link is not enough. Work with your website developer 
to implement a social tracking pixel and CampIDs. This way in your monthly report 
you view how many people purchased a product through your social initiatives.  
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With millions of consumers online, there is always a great opportunity to reach your target audience 
online, and run strategic campaigns to stimulate sales. 



B2C Case Study: The 1U Mobile App (Paid)  
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Results:  

 Launched video campaign that drove more than 6,000 clicks to the waitlist page 
 In just 3 months accumulated 31,000+ total page likes to the 1U Facebook page 
 Generated more than 13,000+ clicks to the waitlist page on social media 
 Achieved 30% conversion rate from people driven to the waitlist page and emails 
 Drove 20,000+ signups from social media  
 Used custom audience campaign and look-alike audience campaign to activate 

users. 
 Generated more 19,000 views on YouTube in just 3 months. 

https://www.youtube.com/watch?v=z3rzg9lCchY


B2C Case Study: The 1U Mobile App (Organic)  
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Results:  
 The #Only1U Selfie Contest was shared by more than 100 people on 

Facebook and Twitter. 
 The #Only1U Selfie Contest increased engagement by 25% on Facebook 
 The #Only1U Selfie Content had over 150 submissions in less than 2 

months. 
 The #Only1U Selfie Content drove over 1,000 visits from audience who 

was not following the page at the time. 
 The #Only1U Selfie Contest drove 100+ new leads. 



BUSINESS TO BUSINESS 
SOCIAL MEDIA 

More businesses are looking to unlock the mystery 
of how to successfully launch campaigns that will 
consistently drive lead generation and how to 
justify spend to internal executives. With the B2B 
approach it’s important to note that less is more to 
fulfill your primary objective. 

 



B2B: Lead Generation and Measurement 
 

• Know your audience and the best social media platforms to seed 
content. 

 

• Understand the importance of Trackable Links, Retraceable pixels 
and Google Analytics. 

 

• Content is key in any B2B campaigns. Create a series of gated 
content. 

 

• Remember to make your sales material into easily snackable 
content.  

 

• Calculate content creation spend with engagement to determine 
total spend 
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Use Gated Content To Drive Leads on LinkedIn 

 

 

LinkedIn Ad 
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B2B Case Study: APPrise Mobile   

Results:  
 Teamed up with PRSA to launch Twitter chats with key messaging. 

Generated over 15 solid leads from 3 Twitter chats and over 1,000 forms of 
engagement. 

 Used executives and thought leaders LinkedIn profiles to participate in 
groups and discussion. 

 Used LinkedIn Sponsored Updates and native ads to drive more than 30 
leads within a 2 month time frame and converted 35% into paying customers 
of APPrise Mobile 
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KCSA Strategic Communications 
880 Third Avenue New York NY 10022 
www.kcsa.com 
Gakinrolabu@KCSA.com 

Follow me on Twitter @GaetanAkin 
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