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Digitalization and changes in B2B buyer behavior demand for new approaches for selling.
Customers search answers and gather information through online and social media and
choose to talk to the seller when they are already quite far in the buying process. Compa-
nies together with academics have started emphasizing social selling to meet the expecta-
tions of a modern buyer.

Social selling can be used in all steps of the selling process from prospecting to closing
sales and it should be an essential part of a company’s sales assets as it allows sellers to
engage with customers and build social capital that would invite customers to interact, en-
gage and build relationships with them.

This thesis examines how social selling can help the company called Frosmo to move from
more traditional and resource intense selling methods which include mainly cold calling to
the more modern way of social selling and how marketing and sales can work together in
the social selling to reach the company’s sales goals.

The methodology chosen for this study is constructive research. The work started with the
problem identification that was discovered through the day-to-day work with the sellers by
the researcher. After the problem was identified the understanding phase of the topic
started with an extensive literature review. Understanding phase included also qualitative
study with semi-constructed interviews with sellers. This helped the researcher to start to
construct the solution that included designing a training period for sellers about how to use
social selling in their daily sales work.

Training period was completed with analyzing results and having post-training interviews
with the sellers to gather feedback from the training. Lastly, some adjustments were done
to the training according to the feedback and new training will be offered to the whole com-
pany to learn about the principles of social selling.

The findings of the qualitative research gave positive indications that sales process can be
enhanced with LinkedIn social selling. The key factors are finding, connecting and network-
ing with prospect customers. Relevant and engaging content is mandatory to be able to
build trust and interest with the prospects and thus build fruitful relationships. To work
properly it involves good cooperation with sales and marketing and individual prioritization
of how the daily sales tasks are being managed.
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1 Introduction

Companies are facing major changes due to an increasing digitalization trend and sub-
stantial changes in buying behaviors of B2B context. Businesses and academics have
started emphasizing social selling to tackle these emerging opportunities and challenges
that arise from these trends. (Ancillai, Terho, Cardinali & Pascucci, 2019, 1.)

Itani, Agnihotri & Dingus (2017) explain in their research that the organizations where so-
cial selling is widely used sales professionals consider social media as an effective tool to
increase connectivity, build relationships and increase sales. Social selling offers sellers
insights that allows them to adapt offering and sales pitch according to the buyers’ needs.
(Itani, Agnihotri & Dingus 2017, 70.)

This thesis examines how social selling concept can help the company called Frosmo to
move from more traditional and resource intense selling methods which include mainly
cold calling to the more modern way of social selling and how marketing and sales can

work together in the social selling to meet the company’s sales targets.

As social selling is a wide concept, the study concentrates on social selling methods in

LinkedIn as it is also identified as one of the most strategic sales tools at Frosmo.

1.1 Case Company

Frosmo is a Finnish 10-year-old software company operating in the personalization soft-
ware business. Frosmo’s software is called the Frosmo Platform and it enables ecom-
merce business to implement digitally personalized customer journeys to help the online
business to drive revenue. The Frosmo Platform includes features such as Al-powered
product recommendations, experimentation tools, and features to personalize the cus-

tomer journey for each web visitor. (Frosmo 2019.)

The direct sales team consists of six direct sales managers, sales director, sales assis-
tant, solution consultant and partner sales manager. One sales manager is situated in
Frosmo’s Finnish headquarters, two sales managers are situated at London office, one is

in Stockholm, one in Poland and one in Manila.

Marketing is a new organization, having three members in the team. The researcher

started there as a CMO in May 2018. Content marketing specialist started in September



2018 and inbound marketing specialist has been in the company for two years but con-

centrating on copywriting before the new team set up.

The goal of the marketing team is to bring new leads to sales at a steady pace. Marketing
has not traditionally been an important function to help the sales to succeed but since the
researcher started as a CMO marketing is seen as one of the strategic activities to help

Frosmo to grow internationally.

There are some challenges in the traditional sales methods at Frosmo. Sales have been
using very traditional outbound methods when connecting with potential customers, cold
calling is the most used method. Cold calling is becoming an increasingly challenging
method of reaching decision makers. It is even more true with the complex software busi-
ness that Frosmo represents. According to the Development Technology report (2015, in
Paakkonen 2017, 29), it takes 18 calls on average to get hold of potential customers with
phone and around 1 % of the prospects call back (Paakkdnen 2017, 29).

Almost all Frosmo sellers reported during initial mapping interviews that the cold calling is
the most resource intensive work they do during their working days. Moreover, when they
talk to the potential buyer on the phone, without prior understanding of what Frosmo can
offer, sales are challenged to be able to convince the potential buyer for a meeting during

a short introduction over the phone.

As one of Frosmo’s seller put in the mapping interview was that we sell customer when
we want to, and what we want to. This approach does not consider what challenges the
buyer has, where they are in the buying cycle and whether they would need Frosmo’s
help from the beginning. Interestingly this problem of traditional selling is also stated in
several pieces of literature. Leboff (2016) writes that when sellers approach prospects,
even when they are interested the timing is often not ideal. Keeping the lead engaging
and “warm” can take a long time and a considerable amount of effort can add an enor-
mous amount to the cost of sales. (Leboff 2016, 36.)

Marketing has a possibility to help sales to overcome the problem of traditional outbound
sales of reaching the prospect and teach them the context of social selling and creating
content that is appealing to the target buyers through LinkedIn. Moreover, it is a re-
searcher’s desire to change the sales organization’s attitude towards social selling more

positive and establish best practices of social selling to the whole sales organization.



1.2 Objectives of the research and research questions

The objective of this thesis is to examine how social selling concept can help Frosmo’s
team to move from more traditional and resource intense selling methods to a more mod-

ern way of selling in LinkedIn.

This thesis will also research how social selling can be used as a tool for marketing and
sales to work together towards the same sales targets and what kind of results can be
gained. Social selling is a method that needs a new skill set and a new way of working.
This means thorough training and practicing together is required. As social selling is a
wide concept, the study will be focusing on how to use LinkedIn effectively.

The main research question is:

— How to enhance the sales process with social selling in LinkedIn

Sub-Questions that support the main research question are:

— How social selling in LinkedIn is able to help sales to reach their sales targets?

— Is social selling in LinkedIn able to reduce the number of cold calls used in the tradi-
tional way of prospecting new potential customers?

— How social selling can be used to help sales and marketing to work better together?

1.3 Structure of the thesis

In the literature review, social selling in B2B context is explained and several concepts
and theories linking social selling are introduced. These are including the role of sales in
creating a value, the concept of co-creation and a new approach for the modern sales fun-
nel is introduced. Study then explores the process of social selling considering the follow-
ing notions of social selling; building a personal brand, growing network, and building rela-
tionships, engaging through valuable content, listening to the signals, finding the time and

setting goals. Finally, the literature review explores the cooperation with sales and market-

ing.

Next, the thesis presents how the research was conducted, explaining methods and im-
plementation of the project. The last part of the thesis presents the findings of the re-

search conclusions and recommendations for further study.
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Figure 1. timeline and structure of the research and training

AN

T
g

The training period for the Frosmo’s sales team lasted for two months and included the

below-listed topics explained more in detail in the later parts of this Thesis. The topics

were introduced to the sales little by little during the weekly meetings and one longer train-

ing was also conducted 21 February. Table 1 shows the weekly training schedule.

Week Training topic Place

Week 2 Understanding of the principles of social selling Sales weekly meeting

Week 3 Building your personal brand Sales weekly meeting

Week 4 Listen Sales weekly meeting

Week 5 Grow your network and start building relationships | Sales weekly meeting

Week 6 Finding the time and setting your goals Sales weekly meeting

Week 7 How to integrate social selling into the sales and Sales weekly meeting
marketing process

Week 8 Grow your network and start building relationships | Separate training
Introducing the concept of groups and influencers

Week 9 Tools available to help in social selling Sales weekly meeting

Table 1. Weekly social selling training schedule




2 Social selling in B2B

This chapter starts explaining how sales have changed to meet the expectations of a
modern buyer and then define the concepts of value creation and co-creation in B2B sales
and what role sales have in these concepts. The chapter introduces different elements of
what constitutes value for customers and what are the trends driving value creation and
co-creation in the sales process. It further draws a bridge between the relationship and
trust building activities in value creation and usage of social media. The chapter then ex-
plains what the benefits of value creation and co-creation are. The chapter proposes a
new interpretation of modern sales funnel where engagement is indicated to be the most
valuable step in the sales process. The chapter then familiarize the concept of social me-
dia and identifies the opportunities for B2B sales of using social media in their daily sales
activities. It further explains the role of social media in value creation and the benefits of
social media in the B2B context. Furthermore, the chapter defines social selling from both

the academic and commercial point of view.

Finally, the chapter conceptualizes the process of social selling by defining how social
selling fits into the overall selling process. It continues to analyze the concepts including in
social selling i.e. build your personal brand, grow your network and build relationships, en-
gage through engaging content, listen to the signals of buyers and other stakeholders,
finding the time and setting your goals. Lastly, the chapter discusses the importance of co-
operation with sales and marketing and what are the steps for better alignment for these
groups to work better together.

2.1 Therole of sales in creating value in B2B

Digitalization has revolutionized the sales and marketing landscape. The traditional, out-
bound model where marketing sends messages to the target group assuming what they
need and sales trying to approach customers without prior interaction is outdated in the
modern world. Sales no longer control the flow of information in the buying process - the
customer does. If today’s buyers have questions, they search for answers online and only
talk to the salesperson when they have gathered enough information and are about to
make the decision. (Linkedln 2018, 1.)

The study of Agnihotri, Kothandaraman, Kashyap & Singh (2012) explain that value is a
multidimensional concept that is context specific and that services, resources, and experi-

ences are enclosed in the creation of value. In the same study, Holbrook (1994, in Ag-



nihotri et al. 2012, 336) describes value as an interactive relativistic preference experi-
ence. In modern sales paradigm, there are many selling concepts such as solution, con-
sultative and value-based selling and what unites them all is the concept of creating value
for the customers. Value is not just embodied in products or services transacted between
buyers and sellers, but rather originates in building and maintaining relationships. (Ag-
nihotri et al. 2012, 336; Hogenschwert & Geiger 2015, 8.)

All the above modern selling theories suggest that the role of salespersons is widening
from measuring only the sales performance but including other assessments such as cus-
tomer relationship performance and relationship quality. This shift demands sellers to per-
form behaviors such as communication, customer service and trust building via nurturing

the customer relationship also after the sales. (Agnihotri et al. 2012, 337.)

The study of Hohenschwert & Geiger emphasizes that value creation in the B2B field must
be partly understood at the relational, individual level of interaction in a B2B relationship.
Thus, through day-to-day interactions with customers, the sellers represent a crucial part
of value creation in B2B relationships. They create business value as they are in a promi-
nent position to understand the customer’s value drivers, communicate value propositions,
and provide customer insights back to the organization. The study further indicates that
value-oriented sellers use different tactics to influence the customer’s awareness and
emotions to change, strengthen or expand customers’ value perceptions in the solution,
the relationship or the salesperson. Value-oriented sellers can create tension in the sales
situations by identifying problems that the customer has not been aware of and disrupting
the customer’s existing thought framework with new insight. Therefore, to fully grasp rela-
tionship value the same study assumes that all salesperson activities can influence the
customer’s perception of a) the product or solution, b) the relationship with the salesper-
son and c) the salesperson. All these perceptions ultimately shape the customer’s inter-

pretation of the interaction as being valuable. (Hohenschwert & Geiger 2014, 139-140.)

Moreover, recent sales research describes the seller’s trust-building efforts as an intangi-
ble value offering in a customer-seller business relationship. The research has recognized
the following elements being the drivers for seller-customer trust; customer orientation,
competency, honesty, dependability, and likability. Agnihotri et al. (2012) suggest that so-
cial media tools offer a great platform for sellers to execute trust-building behaviors and
activities. (Agnihotri et al. 2012, 340.)

The study by Terho, Eggert, Haas & Ulaga (2015) suggest a positive relationship between

value-based selling and salesperson performance. Salespeople who practice value-based



selling focus on proactively crafting and promoting market offerings that have great poten-
tial to add value to the customer's bottom line through cost savings and/or performance

enhancements. (Terho, Eggert, Haas & Ulaga 2015, 14.)

2.2 Co-creation in modern selling

Terho et al. (2015) explains value-based selling has been defined as “the degree to which
the salesperson works with the customer to craft a market offering in such a way that ben-
efits are translated into monetary terms, based on an in-depth understanding of the cus-
tomer's business model, thereby convincingly demonstrating their contribution to custom-
ers' profitability” (Terho et al. 2015, 14). As such, value-based selling is deeply embedded
in value co-creation logic and emphasizes the importance of seller—customer interaction

for effective co-creation of value (Terho et al. 2015, 14).

Social media has blurred the boundary between the users and producers of value and the
roles and impacts of actors in value networks have changed accordingly. The study of
Ketonen-Oksi, Jussila & Karkkainen (2015) suggest that instead of companies being
solely the producers of goods, the service-dominant logic tries to understand the logic of
the entire service ecosystem. Based on ecosystem-level actor-to-actor networks, the
value is dynamically co-created through close collaboration between networks and differ-
ent actors in it. (Ketonen-Oksi, Jussila & Karkkéinen 2015, 1822.)

Co-creation is another phenomenon that will influence how sellers will operate in the fu-
ture. Modern buyers want to be actively involved in the companies’ innovation processes.
This will drive the growing importance of knowledge management in sales. Lemmes, Don-
aldson & Marcos (2014) are predicting in their book of co-creating that knowledge man-
agement or know-how will come more important than products during the sales process.
Capturing knowledge and disseminating it will be one of the challenges for the sellers in

the future. (Lemmes, Donaldson & Marcos 2014, 22.)

Social media offers a platform for co-creation with networking, updating and content con-
tribution by helping companies’ development and innovation. Thus, it can be argued that

social media will have an even more important role in helping sellers to co-create, partner
and manage knowledge within these networks (Ketonen-Oksi et al. 2015, 1822; Lemmes
et al. 2014, 22).



2.3 Modern sales funnel

One of the key challenges for modern sellers is to go beyond the immediate sales mode
and look at the buyers through continuous engagement that promotes customer retention.
Sharma and Sagar (2018) argue that modern sellers must recognize the importance of
engaging with informed buyer who has access to considerably more data and choices
than ever before. As buyers become more educated and informed, the sales process is
less about selling the products but more about creating valuable relationship. Customer
expectations are increasing with respect to sellers’ knowledge, time of response and
depth of communication. The emerging technologies and social media are changing the
way buyers make decision providing less opportunity to the sales force to interact with the

customer, hence giving less time for customer engagement. (Sharma & Sagar 2018, 301.)

Engaging prospect early and often is now prerequisite of modern business. That means
sellers must gain the attention and build the trust of buyers through subject matter exper-
tise and thought leadership in a non-promotional format. By producing digital content
which the buyer engages, the seller can influence the purchasing before the customer is
willing to contact the seller. (Huges & Reynolds 2016, 15; Leboff 2016, 36.)

Moreover, the concept of value creation and co-creation have an effect of the conven-
tional sales model. Thus, the traditional cone of sales model must be updated with the
modern concept of engagement element that is required in value creation and co-creation
processes. The wide top of the traditional cone used to reflect the volume of activities of
cold calling or sending out hundreds or thousands of emails. The modern sales funnel that
Leboff (2016) calls The Digital Sales Funnel works in a completely different way. First, it is
no longer the salesperson or marketing department that decides to communicate with the
individual, but rather prospects determine to engage with the company representatives.
That means that mass volume activities are no longer necessary, therefore the top of the
funnel is now smaller. (Leboff 2016, 92-93.)

The middle part is also wider in the Digital Sales Funnel. It means that when a prospect
has started to engage the material the marketing or sales are able to provide them, the
goal is to keep them engaged by providing them more content to learn from and engage
with to build the relationship further until they become a customer. (Leboff 2016, 94).
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Figure 2. Traditional sales funnel versus new Digital Sales Funnel (Adapted by Leboff
2016, 94)

Research shows that only 3% of buyers are actively seeking to buy. The rest 97% of po-
tential buyers have not accurately identified a problem or formulated any kind of action
plan. Thus, is important for a seller to show the opportunity cost of their status quo and the
conseqguences of the inaction with well thought and engaging insights and content.
(Shanks 2016, 93-94.)

2.4 Social mediain B2B sales

There are many definitions of social media. Marketo (2010 in Guesalaga 2015, 72) de-
fines it as the production, consumption, and exchange of information through online social
interactions and platforms. Kaplan & Haenlein (2010, in Guesalaga 2015, 72) define it as
a group of Internet-based applications that build on the ideological and technological foun-
dations of Web 2.0 and allow the creation and exchange of user-generated content. In the
study by Itani et al. (2017) the social media is defined from a customer point of view. So-
cial media is the technological component of the communication, transaction and relation-
ship building functions of a business which leverages the network of customers and pro-

spects to promote co-creation. (Guesalaga 2015, 72; Itani et al. 2017, 64.)

Social media can be used in all steps of the selling process from prospecting to follow-up
and it should be an essential part of a company’s sales asset as it allows sellers to en-
gage with customers and build social capital that would invite customers to interact, en-

gage and build relationships with them. (Agnihotri et al. 2012, 339.)



From a buyer’s perspective, they are using social media to compare products, research
the markets and build relationships with the sellers. Moreover, social media makes it eas-
ier to participate in discussion groups and social networks lower the barrier to building re-

lationships between people across borders and different cultures. (Itani et al. 2017, 65.)
2.5 Therole of social mediain the value creation

Sellers who are keen on creating value to their customers and prospects may want to use
social media to help them to achieve this goal. Using social media to generate engaging
content that interest customers and prospects signal that the seller really cares about the
buyer’s bottom-line goals. Successful sellers use social media to encourage customers to
interact, engage and establish a relationship with them. This will ultimately lead to cus-

tomer perceived value. (Agnihotri et al. 2012, 341.)

Agnihotri et al. (2012) propose the following;

“The greater the fit between the salesperson’s trust-building behaviors and the social me-
dia capabilities to pull customers toward salesperson generated content, the greater the
customer perceived value” (Agnihotri et al. 2012, 341).

And

“The greater the fit between the salesperson’s trust-building behaviors and the social me-
dia capabilities to push information through expanding networks of customer connections,

the greater the salesperson perceived value” (Agnihotri et al. 2012, 341).
2.6 The benefits of social mediain B2B

The study of Itani et al. (2017) explores the findings that sales management as well as the
sellers find social media as an effective tool to increase connectivity, build personal and
long-term relationships with customers, also globally. Hence social media has great po-
tential to increase sales. The study suggest that social media can play a major role in
providing sellers information that allows them to adapt their selling approach to meet the
customer needs better. This information can be about markets, customers, competitors

and company’s own brand through social listening. (Itani et al. 2017, 65-70.)

The research by Agnihotri, Dingus, Hu & Krush (2014) supports the assumption that the

effects of social media use by sellers’ influence customer satisfaction. This is based on

10



hypothesis that sellers adequately communicate information that is important to the cus-
tomer via social media channels. The data supports that customers value social media as
a channel to contact sellers and getting timely responses to their questions. (Agnihotri et
al. 2014, 175.)

2.7 Social Selling

Ancillai et al. (2019) introduce several definitions for social selling concept in their re-
search. They refer to Agnihotri, Kothandaraman, Kashyap & Singh’s (2012 in Ancillai et al.
2019, 1) description of social selling as professional selling approach “predicated on the
strength of social media allies within a social enterprise”, emphasizing seller’s use of so-
cial interaction-enhancing platforms for content-creation and networking. (Ancillai et al.
2019, 1))

Minsky & Quesenberry (2016 in Ancillai et al. 2019, 2) define social selling as the strategy
of including social media in the salesperson’s toolbox for the purposes of researching,
prospecting, networking and building relationships by sharing content and answering
questions. Overall, the academic research suggest that B2B social selling represents a
distinct subset of the broader digital marketing domain at the level of personal selling. An-
cillai et al. (2019) further argue that social selling is better understood as selling approach
which focuses on implementing digital marketing principles, including content marketing
and social media marketing at the seller level. Moreover, they refer social selling as selling
approach which leverages social platforms for a) understanding, b) connecting with, and
c) engaging influencers, prospects, and existing customers at relevant buying journey
touchpoints for building valuable business relationships. This definition emphasizes that
selling and value creation unfold over time and are embedded in broader social systems.
Instead of aiming for short-term sales, this approach addresses on influencing relevant ac-
tors’ engagement and interaction with the seller and other relevant actors in the service
system. (Ancillai et al. 2019, 1-2.)

There are similarities in the definitions of the academic research and those that are more
from commercial background. Below are two definitions written by authors that are being

identified as social selling experts from the commercial field.

Huges & Reynolds (2016) are explaining that social selling is about managing the online
community. It means that customers are online discussing brands, products, and services,
looking for insights and help to tackle work-related challenges. In the communities, people
share information and insights for the common good of that community. It is also a place

for discussions and helping others. Companies, as well as an individual seller, must find
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and build community. The strength of the community is that it is easier for prospects to ap-

proach sellers when they are ready. (Huges & Reynolds 2016, 10, 14-15.)

Shanks (2016) is conceptualizing the social selling in the following three ways.

Social
Selling

\I Referal Selling Insight Selling

Figure 3. Social selling (adapted from Shanks 2016)

Trigger-based selling is where there are internal or external events happening around the
buyer and these events digitally alert the seller real time, allowing highly contextual con-

versation between a seller and buyer (Shanks 2016, 4).

Insight-based selling is a notion where a buyer chooses the company according to the in-

sights and value its sales professionals can provide digitally. By leveraging digital insights,
the buyer can do better-informed decisions about the company and its’ products. (Shanks
2016, 4.)

Referral-based selling refers to the fact that buyers rely on other people when seeking re-
ferrals from companies and product. Good Sacial seller builds relationships in social net-
works to establish deeper connections with potential buyers’ products. (Shanks 2016, 4.)

2.8 The process of social selling

A central hypothesis of social selling from both academic and commercial literature refers
to being active at the right time matching with the phase of the buyer journey. The goal of
social selling is to establish such a relationship in social platforms that they can be moved

into real face to face meetings using traditional selling approaches. The goal of the social

12



selling is always to convert the relationships into sales and hence it is important the pro-
cess of networking and building relationships are tightly connected to the sales process

and CRM which is in use in the company.

Ancillai et al. (2019) explain that while social selling can help sellers to connect to buyers
in the early stages of buying, build trust, or be valuable advisors, sellers must reinforce its
potentials through concrete customer-oriented selling behaviors. In their research an indi-
vidual interviewee states “Social selling is about changing the way sellers engage with
buyers. Complex B2B sales have always been about relationships and most likely will al-
ways be about relationships. Social media is just another avenue to engage with and build
those relationships”. (Ancillai et al. 2019, 5-6.)

A big part of social selling is networking with other people and in social selling context that
is potential buyers and influencers. Most of the B2B seller uses customer relationships
management (CRM) software to keep the work organized. Shanks (2016) suggests that
CRM software is a collection of contacts, and social media should be treated as a collec-
tion of relationships. The goal should be to merge these worlds together, so they mirror
each other. Research by Ancillai et al. (2019) supports this by suggesting that companies
can help their sellers to network with customers by integrating traditional customer rela-
tionship management systems (CRM) with data from social media, referred to as social
CRM. Different research has shown that social CRM has a positive influence on sales per-
formance. (Shanks 2016, 72; Ancillai et al. 2010, 4.)

Social selling needs to fit into the overall selling process. It is a process that include steps
of building your personal brand, growing your network and building relationships, engag-
ing through engaging content, listening to the signals of buyers and other stakeholders,

finding the time and setting your goals

Integrate to sales process / CRM

Engage m
through \/

Build

personal

brand content

Figure 4. Process of social selling adapted and modified from process offered by LinkedIn
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2.9 Building your professional brand

Development of a strong personal brand is one of the key outcomes of social selling. Es-
pecially, systematic social selling activities have the potential to build a thought leadership
position. Ancillai et al. (2019) refer to Lacoste research (2016 in Ancillai et al. 2019, 8) that
has made similar observations showing that sellers use social media to build their profes-
sional creditability, which can streamline the bath from the first contact request to potential
customers. Furthermore, personal brand has an even broader role in supporting custom-
ers spontaneously to reach out to the sellers in respect of buying related problems. Inter-
viewee stated in the study by Ancillai et al. (2019) “Social selling is not about connecting
for an aggressive sales methodology; it is about building your reputation as a trusted advi-
sor and/or subject matter expert so that in the long run, your customer comes to you”. (An-
cillai et al. 2019, 8.)

In addition, Paakkodnen (2017) states in her book about social selling that In B2B, building
a professional personal brand is important as modern buyers think persons are more in-
teresting and trustworthy than companies. In average people have 10 times more follow-
ers than companies in social media platforms. (Paakkénen 2017, 87.)

A goal for B2B seller is to achieve the thought leadership status that brings competitive
advantage and help to create demand. An Edelman-LinkedIn study (2017) defines a
thought leadership as follows; “Free deliverables that individuals produce on a topic that
they know a lot about, and they feel others can benefit from having their perspective on”
The same study discovered that individuals with thought leadership status increases the
respect and admiration 