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• Branding i Marca Personal amb Linkedin 

• Objectiu: Venda 

• El Pla de Màrketing Estratègic 

• El Pla de Marketing Social Media 

• Les 4 P’s 

• El Pla de Vendes Social Media 
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Branding i Marca Personal 



Branding 

http://www.youtube.com/watch?v=BxShzoUjiAQ


Objectiu Professional: 
Vendre 

 

 



El Pla de Màrketing Estratègic 



Fases 

• What, Who, How 

 

• PLC, Market, Positioning, Porter  

 

• SWOT, Key Success Factors 

 

• Strategic Objectives, Positioning proposal 

 

• Marketing Plan 



Product Price 

Place Promotion 

Les 4 Ps del Product Mix 



Product 



Price 



Place 



Canals - Xarxes Socials 



Canals - Xarxes Socials (II) 

Users (M) 

- Facebook apps?      -Cercle de Confort 



Diferenciació 

Promotion 

Tècniques 
Passives 



A per la venda! 



Pla de Vendes Social Media 



Pla de Vendes 2.0 
I.  Set Revenue target 

 
II. Select Sell Strategy: Passive/Active (or both) 
 
III. Evaluate a Global Social Media Channels 
    - Where’s my client? 
       B2B?   
       B2C? 
 
 IV. Resource the sales initiative adequately according 
      to Sales Plan  



Pla de Vendes 2.0 
V. Develop Specific Sales plan for each channel 

Channel Strategy Resources Expected 

Revenues 

Expected                    

Cost 

Expected    

Gross Income 

Linkedin Passive ½ FTE $75,000 $40,000 $  35,000 

Linkedin Active 1 FTE + Ads $250,000 $80,000 + 

$50,000 

$120,000 

Twitter Passive ½ FTE $55,000 $40,000 $  15,000 

TOTAL $170,000 



I. Estratègies Passives 
 Be on Linkedin.com 

 Complete your profile to 100% 

 Include Key Words 

 Make it look like your CV, oriented to what you would like to be 

 Make your e-mail /contact info visible 

 Include websites to showcase your work 

 Use applications 

 Description Line is KEY 

 Update your Status frequently – relevant info 

 SHARE 

 Proactively send invitations to peers, managers, collaborators, clients, providers, Send invitations to ex- … 

 Ask for recommendations 

 Join groups 

 Participating in Q&A positions you as a Subject Matter Expert in front of a very large audience  

 Strong settings section where you can control what is sent out 





II. Estratègies Actives 



A must Have – Premium acc. 



II. I Bàsica 

1. Cerca Targets (empreses) -> Identificació de Persones 
2. Conectar - Cercar email – grups – inMAIL 

• Com conectem amb un target? 
 

3. Contacte en 3 passos: 
• Invitació 
• Compartir 
• Reunió 
 
 

Exemple: Target – CIOs d’empreses Espanyoles 
 



II. I Bàsica II 
LinkedIn Tips and Tricks 

Sometimes, especially with people in the 3rd line, only the 
summary of somebody's profile is shown and this person's 
experience, career history, education and additional information 
is not visible.  
The website displays: "Expanded profile views are available only 
to premium account holders. Upgrade your account."  
 
 
 

 

Also in some occasions the person's last name is not visible 

 

 

 

By entering the job title between brackets (Here: "Business 

Development Director at SRM Group") into Google, most of 

the times you will get to see the full name and you will be 

able to access his/her profile. 

 

 

(*) Thanks to Eric Maree, Director at execus 
 

 

http://www.linkedin.com/mnyfe/subscriptionv2?displayProducts=&c=20&goback=%2Ewvp_*1_*1_*1%2Enpv_512858_*1_*1_name_llHa_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1_*1&trk=oon_expprf_cndr


II. II Avançada 

1. Dissenyar una campanya – Targets 
2. Obtenir base de dades de Targets 
3. Llançar campanya de emailing – mailchimp, google 

mail merge o Outlook fusion 
4. Generar Leads - … 

 
 



II. II Avançada II 

Com creem la base de dades? 
 
A. Network Grabber  
         
      +   Linkedin 
 
      +   email verifyer 
 
 
 

 
 

https://www.youtube.com/watch?v=757JT9T5Ygw
http://www.email-unlimited.com/help/email_verifier_professional/tutorials/verify-email-addresses.htm


II. II Avançada III 

Com creem la base de dades? 
 

 
B. Google + Linkedin + Surf7 mail extractor 

- site:es.linkedin.com/in/ OR site:es.linkedin.com/pub/ "gmail.com" 
OR "yahoo.com" OR "hotmail.com" OR "msn.com" OR "aol.com" 
OR "mail.com" "IT Director" OR "Director IT" OR "CIO" OR "CTO“ 

- http://eel.surf7.net.my/ 
 
 

C. Automàticament – email extractor 
- site:es.linkedin.com/in/ OR site:es.linkedin.com/pub/ "gmail.com" 

OR "yahoo.com" OR "hotmail.com" OR "msn.com" OR "aol.com" 
OR "mail.com" "IT Director" OR "Director IT" OR "CIO" OR "CTO“ 

 
 
 

http://eel.surf7.net.my/


II. III Revolució Linkedin 

Cercle Perfecte de Vendes 
1. Campanya 
2. Identificació -> TOTA LA INFORMACIÓ (Nom, posició, 

empresa…) 
3. Contacte -> InMAIL 
4. Generar una conversa i despertar interès 



II. III Revolució Linkedin 

“Cercle Perfecte de Vendes” 
 
Com fem una campanya?  ---- Linkedin Ads 
 
 



II. III Revolució Linkedin 

1. Campanya 



II. III Revolució Linkedin 

2.  Identificació 

http://www.linkedin.com/wvmx/profile?trk=nmp_profile_stats_viewed_by


II. III Revolució Linkedin 

3. Contacte 



II. III Revolució Linkedin 

3. Client - Funnel 

Engagement 

Client 

Audience 

 Lead 

Campaign 
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• Estratègia de Venda Activa 

• Tècniques Bàsica, Avançada 

• La revolució de Linkedin - Cicle de Venda PERFECTE 



Moltes Gràcies! 

Jordi Gili 
 
Jordi.gili@tomsawyer.es 
 
 


