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Thank you for taking the time to read my newsletter.
About once a week I will pick various topics and add valuable advice
to help you and your business achieve excellence.
Enjoy the newsletter and look forward to catching up soon
PS - Each week, I will also try and share a success story or coaching
video from the ActionCOACH UK team - which showcases some of
the great results that are achieved, when working together with a
business coach.
Regards
Karl

ActionCOACH
Facebook

Altrincham, UK

karlmorris@actioncoach.com

07766 053306

actioncoach.co.uk/karlmorris
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Top Tips for Selling on Social Media

What level of business does social media deliver to you? - Becs Bate
interviews Karl Morris
"I was delighted to welcome Karl Morris, a super positive and energetic business growth coach, to my
latest livestream to discuss how to sell without turning people off. Keep reading to hear his top tips on
how to sell on social media.
All of Karl’s clients have one main goal, and that is to grow their business. To grow, they may have
several elements in their growth strategy, but social media MUST be one of them.
Social media is an amazingly effective way to get messages out to people, and to turn potential
prospects into customers. But I completely understand why some people are hesitant about selling,
and constantly asking themselves, ‘what should I be posting on social media?’ If this sounds like you,
try Karl’s suggestions and gain more con dence!"
Watch the full interview at - https://www.youtube.com/watch?v=3jZ-V7eScCg
The audience and the message
One of Karl’s pieces of advice before embarking a strategy to sell on on social media, is to consider the
audience and the message. Exactly ‘who’ do you want to read your posts, and ‘what’ is it you want to
say.
Everyone who reads your posts is a ‘suspect’; you can suspect that you can do business with them.
To Sell or not to Sell on Social Media
Do people want to be sold to on social media? Probably not.It’s fair to say that most of us have
experienced ‘being sold to’ on social media. It can feel like an intrusion, someone or a company trying
to draw us into something. It can feel uncomfortable.
Things have changed. Back in the 1990s it was common to see a ‘call to action’ attached to every
single piece of marketing. We no longer live in that world, thanks to social media we live in a world
where we want to know more about a brand, a person, a product or a service before we put our hands
in our pockets and part with our money.

Three things that you MUST consider
Here are three questions Karl wants you to think about when you’re planning your social media
marketing content:
1. Do you come across as approachable?
Only when you come across as friendly and approachable will others feel comfortable about
getting in touch with you.
2. Do you come across as professional?
Your pro le and your headshot will go a long way to give the right impression, but check the
content of your posts and the comments you leave on other posts. And what type of content do
you share? Is it professional and relevant to you?
3. Is it clear that you are low risk to connect with?
What this means is, are you genuine and not the type of person that will send a salesy direct
message the second a LinkedIn connection request is accepted. And not that person who leaves
negative comments or attacks you when you may have a slightly differing opinion. We’ve all seen
them – and highly likely stayed clear of them!
What’s In It For Me?
It’s good practice to always think like the reader when deciding what to write in a post. You can
guarantee that the reader will only stop to read a post if they believe that there is something in it for
them.
Will it add value, will it solve a problem they have, will it entertain them, will it inspire them – whatever it
does, the content should give the reader something they want.
Remember, you are a subject matter expert in your eld – share your knowledge and provide useful
information.
Knowledge is power after all.
Create curiosity for when you want to sell
This is one of the greatest social media tips: write your social media posts to get people to be curious
about who and what you are. People thrive when they are curious, it drives them to nd out more.
This is exactly what you want your potential customers to be doing.
And once your potential customer has discovered that 1) you’re approachable, 2) you’re professional
and 3) not going to bombard them with private messages or emails, they will feel con dent to get in
touch with you.
This is when you start the process of building a relationship by thanking them for reaching out,
discussing their needs and sending them more information – the stuff you don’t share to everyone
though your social media platforms.
Know. Like. Trust.!
When you get to know someone, you’ll know if you like them or not. And if you do like them, the
likelihood is, you’ll trust them.

Know you. Create social media posts that tell the reader about you.
Like you. Be helpful and put value into the posts to satisfy the ‘what’s in it for me’ craving. Remain
positive and supportive in both your own posts and in the comments that you make.
Trust you. Provide tips and share knowledge to demonstrate that you are an expert in your eld.
People are more likely to get in contact with you when you tick all three of these boxes.

Touch points
Did you know that it can take up to 27 touch points before a customer makes that call to action –
whether that’s to contact you or make a purchase from you.
With this in mind, you need to be posting regularly to keep your name and your brand at the front of
their mind.
Test and measure
It’s crucial that you continually test and measure the success of your posts. You need to know what is
working well, and just as importantly, you need to know what doesn’t work well.
If it’s working well keep doing it, if it’s not, then stop.
Have a look at your own data: check the likes, the interactions, the views, etc.
Do your posts with images outperform those with text only? If so, which pictures work best –
with people or without.
Do your videos encourage people to comment more?
Do you achieve good reach during the commute hours, on a Sunday night or on the school run?
Do your posts where you provide top tips achieve the most likes?
Do your Facebook posts do better than your LinkedIn posts?
These are only ve examples of the things to look for. The results will tell you what your audience
wants to see and read about, where they hang out and when they do their scrolling.
Keep testing until you establish the optimum formula. But never stop researching and educating
yourself.
Social media is an investment – make it work for you!
Converting conversations to posts
Analyse the comments under your posts. Has one comment turned into a conversation, if so, where
has this led to?
There may be a clue as to what else your audience want to hear about – consider what that might be
and base your next post on that.
Using the right language
Always keep your language simple. Using big words, jargon and acronyms is a real turn off and
screams EGO. This won’t put you in the approachable category!
Think differently about selling.
You’re not selling – you’re helping people to buy. You’re giving them something they need. You’re giving
them the information they need to make a comfortable decision about buying.
Be human!
Think of posting on social media like walking into a party. You wouldn’t start shouting about what you
do immediately would you – instead you’d introduce yourself, talk to others, like what they have to say
and then tell them what you do and how it bene ts others.
Never forget that you are a subject matter expert and people will want to listen to what you have to
say.
Please don’t be shy or self-conscious, if you’re adding value, you’re being helpful, and this will be
appreciated.

FREE resource toolkit for business owners and team members
I am often asked about what is a business coach and what does it mean?
My reply is always the same - I work with clients who own, or run businesses and are keen to grow –
mostly without being driven into insanity, or ring their staff on a daily basis!!.
What do all of my clients have in common – like yourselves, they are all great people working hard
within their businesses - however know that their businesses are capable of more!
Sometimes more time, sometimes more money, sometimes better team performance and so on….
To support the business owners and team members, I provide for FREE the following:

Business education seminars/workshops - https://actioncoach.co.uk/coaches/karlmorris/events/
I also create this regular FREE business education newsletter
Finally, as a thank you for reading my newsletter – I offer all of you a complimentary ‘session’
with myself
I am passionate about supporting business owners and team members to grow and develop their
business.
If you are looking to grow - let's chat.

Mental Health & Wellbeing for you and your team
Anxiety is a topic that is at the forefront of many discussions right now especially within the workplace.
Dr AJ Yates is a Mental Health expert, which in the following article he
sets out 3 simple things that can help business owners to spot when someone might have a problem
and what can be done to help them.
Background
Even before the COVID-19 pandemic, the importance of supporting mental health in the workplace
was becoming ever more apparent.

Since the pandemic hit the UK, fear of the virus, the pressures of going into lockdown, concerns over
being furloughed or made redundant have all taken their toll. Supporting mental health is now top of
the agenda for many businesses, but for some it’s the rst time that they’ve felt the need to consider
mental health at work. So how can employers recognise when somebody is starting to struggle with
their mental health, and what should be done if a problem is noticed?
These three simple actions are the rst steps that businesses can take:
1. Make mental health visible.
For years there has been a perceived stigma around mental health. Employers who show that
they are supportive of mental health, help to reduce that stigma and so encourage workers to ask
for help sooner when they start to struggle (which leads to quicker recovery times). There are a
number of free, downloadable resources on the Mental Health First Aid England website that can
be used to promote positive mental health, and encourage people to seek support when needed.
2. Embed mental health in your everyday processes.
Whenever anybody has been off work for any reason, ask about their mental health at the return
to work interview. Also ask about mental health during staff appraisals. Regularly talking about
mental health helps to normalise it, and further reduces any stigma. Enquiring about everyone’s
mental health helps to ensure that individuals won’t feel singled out if they are having mental
health problems.
3. Spot the signs, and don’t be afraid to ask the question.
We all react differently when we start to struggle with mental health problems. Some people
might become withdrawn, whilst others might become more vocal or even aggressive; deadlines
may be missed, or absences increase. The key thing to notice is any change in the individual. This
is made more di cult if people are working remotely, but changes in the frequency of emails, tone
of emails, appearance & behaviour during online conference calls, or changes in work patterns
can still be detected. If you are concerned about someone, ask them about how they’re feeling,
whether via a casual chat or in a more formal setting. There’s no one right way to approach the
subject, but Mental Health First Aid England’s toolkit has lots of advice on how to start the
conversation.
Supporting mental health should not be seen as a tick-box exercise, and there is no “one size ts all”.
These three simple actions are good starting points, but investing in training on how to support mental
health in the workplace sends a real message to employees that a company is serious about its
commitment.
In addition, businesses often already have provisions in place – such as a con dential counselling
service via an Employee Assistance Programme – but staff need reminding of what is already
available to them.
Ultimately, the very rst step is to acknowledge that we all have mental health, there is no health
without mental health, and that being open about our own mental health leads to a happier, more
resilient and (ultimately) more productive workforce.
Dr A.J. Yates is the founder and lead trainer for AJMH Limited. He brings experience from a range of
healthcare backgrounds.
He also is supported by thousands of hours of practice providing rst aid (and Mental Health First Aid)
care to a wide variety of people of all ages. Coupled with his extensive doctoral research at the
University of Westminster (investigating women’s experience of distress) makes him an authority on
the impact of everyday distress (as well as diagnosable mental illnesses) on the wellbeing of those
affected.

