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[bookmark: _Toc71641768][bookmark: _Toc71647367]Introduction
In my search for work, I discovered the LinkedIn Social Selling Index (SSI). Whilst initially it looked useful, the SSI only presents snapshot in time and there is no context to performance. This lack of context hit a nerve as I dislike meaningless metrics.
To add that context, I needed to bring in more data points, creating a history from which I could identify trends and draw some conclusions. My reasons for wanting to know this were two-fold.
1. Was I creating and improving my brand?

2. Was my activity having a direct influence on recruiters?

The answer to the first question was yes, and it was in my hands to do something about it and accelerate that presence. The answer to the second question reinforced my belief that job hunting is to attack the market on many fronts and not just rely upon a single method.  My brand and presence on LinkedIn is a component of that, but will not do the job on its own.
I am a fan of visual management and know that value in data lies in being able to present it quickly, time spent reprocessing was wasted.  the answer here was the dashboard which saves the prospect of being presented with a wall of data. The dashboard helped with perspectives, offering a visual of my progress and I created some suggestions that would help drive actions based upon performance.
A few weeks after creating the first version, I connected with Gabriella Parker. It soon became clear that Gabriella and I shared an interest in the way the LinkedIn algorithms worked. I shared my work in progress - maybe it was an ugly duckling.... functional but not very pretty, but sufficient in its form to help the conversation.  What you see before you today is the outcome of our conversations.
I hope you find it useful, in which case share with your friends and colleagues, give us a mention on LinkedIn (or a job would be great!) would be appreciated.

[bookmark: _Toc71641769][bookmark: _Toc71641784]Quick start
[bookmark: _Toc71641777][bookmark: _Toc71647368]Pre-requisites
[bookmark: _Toc71641778]LinkedIn
Ensure you have access to the following pages;
	Your Linkedin profile
	https://www.linkedin.com/

	Your LinkedIn Social Selling Index (SSI)
	https://www.linkedin.com/sales/ssi


Your SSI page is created automatically for you and currently works from a standard account. No additional subscription or enrolment is required.
[bookmark: _Toc71641779]Microsoft Excel
Ensure that a current and licensed copy of Microsoft Excel is installed, patched and up to date.
Ensure that the Social Selling Adviser loads.  On first use the Social Selling Adviser should open at the “Welcome” sheet.
[bookmark: _Toc71641780][bookmark: _Toc71647369]Navigation
The Social Selling Adviser Tool contains the following sheets.
1. Welcome
a. Introduction to the Social Selling Adviser.
2. How it Works
a. Visual reference of where to find data points.
3. SSI Dashboard
a. Performance metrics and suggested actions.
4. SSI Tracker
a. Data entry and history.
5. Tips and Tricks
a. General tips, with provision to add your own as you discover them.
6. Messages
a. The calls to action for each component, which can also be customised to suit.
[bookmark: _Toc71647370]Preparing the Social Selling Adviser Tool
To ensure the dashboard works correctly, a few items are needed to “seed” the tool. These will be highlighted in Red on the “SSI Tracker” sheet. 
[image: ]
[bookmark: _Toc71641781][bookmark: _Toc71647371]SSI Target
Your current SSI uses a RAG (Red / Amber / Green) or traffic light indicator to compare your current SSI against your target SSI.
[image: ]
Select your SSI target value that makes an achievable target for you. Once you reach your target you can choose to maintain that level or increase the target to challenge yourself further.  The tolerance level is used to flag that you are within close proximity above or below your target.
A typical target is 70%, which is a cumulative figure of each of the components although the breakdown of the components.
If no tolerance is set, Red will indicate your SSI is below target and Green will indicate the target has been reached.
The optional tolerance value defines a range above and below the target.  If your SSI falls within the tolerance range, your SSI indicator will be Amber. e.g. If you set your target at 70% and tolerance is 5%, you will need to score 75% to set your target green.
[bookmark: _Toc71641782][bookmark: _Toc71647372]Reason for your brand
Why do this? What is in it for you? The selection you make here is your reason for building your brand.  The selection will also drive the action messages displayed on the dashboard.
[image: ]
If you pick “My reason is not listed”, you can specify your own purpose in the box below.
[image: ]
The reason will then be displayed in the lower portion of your dashboard.
[image: ]
[bookmark: _Toc71641783][bookmark: _Toc71647373]Industry and Network Average SSI
Where do you rank against the competition? Although the branding is yours, everyone is competing with others to make themselves known and heard.
	[image: ]
	[image: ]


LinkedIn will create an average SSI for your chosen industry as well as those in your network. 
These values do not appear to change very often, so once set, they will be carried forward to the next entry.
Any time one of the Average values differs, change the value on the appropriate line and the new value will be used going forward. 
The diagram below shows the mapping between each component and the recorded values.
	LinkedIn SSI
	LinkedIn Profile
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Record the values in the next available row using a frequency that matches your need.
[bookmark: _Toc71641785][bookmark: _Toc71647374]Viewing Results
The dashboard will show summary metrics as well as Actions to address each of your SSI Components.
[image: ]
[bookmark: _Toc71641786][bookmark: _Toc71647375]Customising Action Messages
The “Messages” sheet lists the actions associated with the selected objective. With each component having an action for Negative, Neutral, and Positive results.
[image: ]
Each of the messages can be customised to suit the selected objective.
[bookmark: _Toc71641773][bookmark: _Toc71647376]Limitations
The tracker has been limited to 50 entries, primarily to keep the data set meaningful. You can of course retain multiple copies or even add another sheet to retain old data, but keeping an infinite number of entries goes against the concept of limited and measured campaigns.
[bookmark: _Toc71641774][bookmark: _Toc71647377]Sheets and cell protection
To help keep the visual appearance simple, some sheets have been hidden.  Protection has also been applied to ensure the integrity of formulas.  If you would like the password to remove the protection, please DM me through LinkedIn.
[bookmark: _Toc71641775][bookmark: _Toc71647378]Use and Distribution of the Tool
[bookmark: OLE_LINK3]This tool can be freely shared, used, and / or modified under the following conditions.
1. Full credit is given to the original development team.
2. It is not to be resold, leased, hired, or used for commercial gain.
3. It does not contain any advertising.
4. No macros or connections to saving data externally are added.
5. It does not contain, capture, or share any Personally Identifiable Information (PII)

About the LinkedIn Social Selling Index (SSI)
The LinkedIn Social Selling Index is a tool that summarises the interaction between an individual and the platform. As you interact more with the platform, you will see your score improve.
You can view yours at any time by using this link https://www.linkedin.com/sales/ssi
[image: ]
This page is created automatically for you and currently works from a standard account. No additional subscription or enrolment is required.
This SSI score is made up of four factors, each with a maximum value of 25.
	Factor
	Description

	Establish your professional brand
	Complete your profile with the customer in mind. Be a thought-leader by publishing meaningful posts.

	Find the right people
	Identify better prospects in less time using efficient search and research tools.

	Engage with insights
	Discover and share conversation-worthy updates to create and grow relationships.

	Build relationships
	Strengthen your network by finding and establishing trust with decision makers.



[bookmark: _Toc71641770][bookmark: _Toc71647379]The Idea Born from a Caveat
All well and good, except. The SSI is a snapshot in time.  Whilst it shows the current score, there is no history. Rather than rely upon my memory, I created the tracker.  This helps me to compare changes against particular activity, whether it is insightful comments, posting articles, connection requests being accepted or connection requests being received.
As previously mentioned, I discussed the tool concept with other people on LinkedIn and what you see before you are the result of their input and ideas, combined with mine. 
I am a great believer that tools should be simple to use, there is little value in spending time creating and manipulating the data, value lies in being able to quickly analyse results and acting upon them. 
[bookmark: _Toc71641771][bookmark: _Toc71647380]Tool design
The original intent was to create a quick method to capture the data and provide some visual feedback.  One of my first tasks of the day was to update the sheet and see progress has been made. 
The original design was Fine for me, as the creator I knew what was what, and how to set it up. That did not make it fit for use by others, so more thought was required into the actual design and the way that data is managed and manipulated. 
I set some constraints on tool selection, data integration and portability.
· Keep it simple and Know when to stop! This was not an exercise in showing of my Excel skills, but a functional tool that fulfilled a specific purpose.
· The tool was to be easily distributed and available for anyone to use.
· Make it platform independent, if you have Microsoft Excel it would work on Windows, Mac OS, Android and iOS.
· Keep it simple. No automated data collection means anyone can use the tool so long as they can copy the data from the SSI. This would also minimise support issues as there would be no need to maintain platform specific connectors.  This extended to not having macros (VBA) or require any installation process, making it a low security risk.
· External links / URL’s were limited to locations within the LinkedIn platform.
· Keep all data entry in one place.
[bookmark: _Toc71641772][bookmark: _Toc71647381]Dashboard and Actions
Having the data was one thing, but how to display? The dashboard has been designed with two things in mind.
1. What does the historical data tell me?
2. So what do I do to improve?
The historical data returns a negative, neutral, or positive value against the four components. Change against the previous recorded results are show in the RAG column in the top section.
The second question was most important to me. The reason for collecting data and creating metrics is to generate action, but what action should that be and why bother?
The first part of this was to understand the end goal for brand creation and promotion, which I narrowed down to one of 5 reasons.
1. I want to improve the visibility of my personal brand to help me in my job search.
2. I am promoting products or services.
3. I am a recruiter seeking out and contacting potential candidates.
4. I am a coach / branding promotion specialist.
5. My reason is not listed.
You will see that no. 5 is the “get out of jail” option.  You may have another reason, so the option is there to record it.
Depending upon your choice from the above list, an action message will be displayed that is appropriate to a negative, neutral, or positive result. The point being that even if it is positive, this is no time to rest on your laurels, there still needs to be positive action on the back of positive results. 
This is where the “Messages” tab comes into its own. Each message for each of the conditions can be customised to suit your situation and purpose. Is this section “over engineered”? Maybe it is, but there is a reason for this and that is being able to set your own messages for yourself and others. If you find something that works better in one of the scenarios, then use that.
I do hope you find it useful and helps to provides valuable insights in promoting you and your brand.
A lot of time and effort has been put into creating this tool and I want to thank those that have helped to review the content and offer suggestions. 
If you have any questions or comments, please feel free to DM me through LinkedIn.
[bookmark: _Toc71641776]Getting Started
[bookmark: _Toc71641787][bookmark: _Toc71647382]Version History
	Version
	Comments

	1
	Original version (not pretty but functional!)

	2
	Converted format to be more user friendly

	2.1
	Changed the dashboard, using box and whisker

	2.2
	Restructured data entry, condensing scores into one block

	2.3
	Added conditional formatting on data to highlight missing content

	2.4
	Introduced Action Messages matrix, cleaned up appearance of all sheets

	2.5
	Improved error checking and added aged data check

	2.6
	Added track for comments, posts, articles and invites

	2.7
	Added SSI Scoring to dashboard, including threshold and targets

	2.8
	Corrected some typos in narrative and added links to the Tracker sheet 
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