THE ULTIMAT

B2B Social Med
Playbook

How CEQOs, Marketers & HR teams
build pipeline, scale authority
and attract talent with Social Media




Why Social Media Is Your Most Underutilized Business Asset
Social media is the only business engine that connects marketing, leadership, HR, and
revenue into one measurable system. Yet for most B2B companies, it remains a series
of disconnected posts rather than a strategic infrastructure that drives real outcomes.

The stakes are high on both sides of the equation:

The Buyer Side

B2B buyers complete 80% of their journey before talking to
sales. If you aren’t visible on social during that research phase,
you don’t exist when it matters most: the evaluation stage.

The Talent Side

86% of job seekers say a company’s social presence directly
affects their decision to apply. Your social feed is your
employer brand, whether you’ve intentionally built it or not.

The solution isn’t
to post more.

It’s to build social media
as infrastructure.

This playbook is a practical guide designed to help CEOs,
Marketers and HR professionals leverage social media effectively,

to drive business growth, build trust and establish thought leadership.
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Part1: CEOs & Fou

Turning your experience and vision into market authority and investor confidence

The Problem: Your Voice Is Your Most
Underutilized Growth Asset

As a CEOQ, you’re expected to be visible to investors, customers,

partners, and future talent. But between running the business

and managing the demands on your time, that visibility rarely

happens consistently. The result is a market presence that doesn’t
reflect the depth of your impact or the clarity of your vision.

Here’s what that looks like in practice:

Process problem: Posting feels random and reactive, and without
a system behind it, it will always stay that way.

Content problem: Your experience and vision exist, but they’re
not being consistently translated into thought leadership that
builds market authority.

Credibility at stake: Investors and prospects look you up.
What they find doesn’t reflect your real credibility or impact.

The core issue isn’t effort or intent, it’s infrastructure.

Most CEOs are trying to create content the wrong way:
individually, reactively, and without a repeatable process. That’s
why it doesn’t stick.

é The Shift: From Time Investment to
‘ Content Infrastructure
The CEQ is not the content creator. The company builds
a system that turns your thinking into market influence.

This single realization changes everything.




Three mindset shifts unlock this for CEOs specifically:

Shift 1
From People Following Logos to People Following You

Your buyers don’t follow company pages. They follow experts, founders, and leaders
they trust.

Your personal LinkedIn profile and voice are a more powerful distribution engine than
your company page will ever be. Leadership voices are the real reach multiplier.

Personal profiles generate up to 8x more engagement than company pages, and your
combined employee networks are often 10x larger than your brand’s follower base. The
reach was always there, it just wasn’t being activated.

The Authority Compounding Loop

f A
Consistent content reaches
the right buyers
Expertise amplifies Repeated exposure
you reach build credibility
—S ENGINI

Shorter cycles, PIPELINE INBOUND Buyers arrive

warmer deals already convinced
- »



https://www.sagemarketing.io/

Shift 2
g From Content Creation to Content Extraction

Your best content already exists. It lives in your sales
calls, customer conversations, product decisions, and
the thinking you do every week. The shift isn’t about
generating new ideas, it’s about having a system
that extracts and packages what you already know
into scalable, consistent content.

You contribute to the thinking. The system does the rest.

é Shift 3
: From Single Platform to Multi-Touch Authority

Your buyer sees you in multiple places before they
reach out. A LinkedIn post builds awareness.

A follow-up article builds credibility.

A mention in a newsletter closes the trust gap.

Each touchpoint compounds the others.

Distribution across channels isn’t a nice-to-have, N
it’s what transforms visibility into authority.

?

When these shifts are in place, your social presence stops
being something you have to manage and starts being
something that works for you: building trust with the right
people, at scale, without requiring your constant attention.




of consumers are more likely
to buy from a company if its
0 CEO is active on social media.

Edelman, 2024 - via DSMN8

The CEO Presence Gap

What your prospects find when they search your name -
and why it wins or loses deals before you ever speak.

e ey

Without Social Presence With Content Infrastructure
N . .
= John Smith Michael Jones
ANGELCALL
No recent activity Posted 2 days ago
X No posts, perspective or point of view W/ Clear POV - buyers know exactly

L. . what you stand for
X Generic title, no clear expertise

V' Weekly insight: market trends,

X Stock headshot, zero personalit client wins, company vision
p y pany
% Low followers number V/ Professional presence reinforces
no engagements brand credibility
v Strong followers, meaningful
engagements
Buyer thinks: Do they even care? Buyer thinks: This person clearly

knows their space

“I couldn’t find much about them “I've been following their CEO -
online...” | trust them”
Prospect moves on to evaluate Prospect books a caill.

competitor Deal already half-won
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Part 2: Marketing Lec

Building a social engine that drives consistency, authority, and revenue

Deprioritized

You know social matters. You’ve seen what it can do. But for most
marketing teams, it’s the first thing pushed down the list when a
campaign goes live, a sales request comes in, or bandwidth disappears.
The result is an inconsistent presence that never builds real momentum.

A The Problem: Social Media Keeps Getting

The symptoms show up like this:

Consistency problem: Content gets posted in waves -
bursts of activity followed by weeks of silence.

Channel problem: LinkedIn gets all the focus while other channels
that could build authority stay unused.

Revenue disconnect: You’re measured on pipeline, but organic social isn’t
structured to support revenue.

Process problem: Every post requires too many approvals,
too much chasing, and too much of your time.

Prioritization problem: Social feels like a side project rather than a core
part of the growth engine.

The deeper problem is structural: when social media is treated as a series
of posts rather than an operating system, it will always lose to things that
feel more urgent. The fix isn’t more effort - it’s a different model entirely.

The Shift: From Posting to Operating a
Content Engine

When social is built as an engine, with defined processes,
consistent formats, and clear ownership, it delivers results
without draining your team. It becomes a direct, measurable
connection to pipeline rather than a vague brand activity.




Four mindset shifts make this possible for marketing teams:

Shift 1
From Company-Centric to People-Led Distribution

Organic reach for LinkedIn company pages is typically just 2—6% of followers.
Content shared by individuals performs dramatically better: personal profiles
drive up to 8x more engagement, and employee networks are often 10x larger
than the brand’s audience.

The most efficient distribution system your team has access to is the people
already in your organization. Building a people-led content strategy, where
leadership and employees amplify the brand, isn’t a nice-to-have. It’s the engine.

Shift 2
From Campaign-Based to Always-On Presence

B2B buying journeys are long and largely invisible. Decisions are being
made over months, and buyers are evaluating you long before they raise
their hand. If you only show up during launches and campaigns, you’re
absent during most of the evaluation phase.

Always-on presence means having content in the market consistently, not
perfectly, not at maximum volume, but reliably. That consistency is what
builds the trust that converts.

The Always-On Buyer Timeline

Where social presence wins or loses a deal,
across a typical 3—6 month B2B buying journey

Thought CEO shares  Potential customer Employee Prospect Deal closes
leadership post insight on the finds 3 months of advocacy post engages - faster because
catches their exact problem consistent content mentions a sales gets they already
attention customer has client win the signal trust you
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Shift 3
From Channel Strategy to ICP Strategy

Stop asking: “What should we post on LinkedIn?” Start asking: “What does
our buying committee need to see to trust us enough to take the next step?”

When you build content around the questions, objections, and decision
criteria of your actual buyers, social becomes a sales enablement tool.

Shift 4
From Vanity Metrics to Business Impact

Impressions are not the goal. Pipeline influence is. Followers are not the goal.
Inbound opportunities are. Engagement is not just a number, it’s a sales signal
that tells you what topics are resonating and who is paying attention.

When social is measured against business outcomes rather than platform
metrics, it earns its seat at the revenue table.

These shifts reframe social from a content channel into a revenue-
supporting system - one that marketing can own, measure, and
scale without it consuming the entire team’s bandwidth.

The B2B Buying Committee

Every role in the room evaluates you differently. Your content needs to speak to all of them

ECONOMIC BUYER

—_—

CEO/EXECUTIVE

Final sign-off
Director/Manager

Content that works:
Vision & market,
leadership content

Content that works:
Tactical how-tos,
peer success stories

I

IT/SECURITY
Day-to-day operator

Content that works:

. Product insights,
Risk & contracts time saving tips

Content that works: ——
Trust signals,
security and credibility




Part 3: HR & Talent L

Building an employer brand that attracts top talent and creates employee pride

The Problem: Talent Is Evaluating You
A\ Before You Ever Speak to Them
Top candidates don’t wait for a job posting to form an opinion about
your company. They search for you on LinkedIn. They scroll through
your employees. They look for signals of culture, leadership, and
purpose - and if they don’t find them, they move on before you ever
have a chance to make your case.

Here’s what talent leaders are up against:

Visibility problem: Candidates evaluate your company through
your social presence long before they apply.

First impression problem: When they don’t see real people, real
culture, and real purpose they move on.

Resource problem: Employer branding requires consistent content,
but there are no dedicated resources to manage it properly.

Content problem: Your employees have powerful stories, but there’s
no structured way to turn them into authentic, ongoing content.

Measurement problem: You’re measured on hiring quality, cost, and
retention, and a weak employer brand quietly undermines all three.

The challenge isn’t that you don’t have a story worth telling. It’s that
without a system to tell it consistently, that story never reaches the
people it needs to reach.

é The Shift: From Employer Branding Campaigns
' to Daily Culture in Public

The most powerful employer brand isn’t built through polished campaigns
or careers page copy. It’s built through what candidates and employees
see in their feed every week - the consistent, authentic evidence of what
your company is actually like to work at.




Two mindset shifts are fundamental for HR and talent leaders:

Shift 1
From Campaigns to Consistent Culture Visibility

Talent doesn’t believe career pages. They believe what they see every week in
the feed. A one-time employer brand campaign creates a moment. A steady
stream of authentic content - employee perspectives, team milestones,
leadership thinking, company values in action - creates a reputation.

The goal isn’t to create a perfect brand narrative.
It’s to make your culture visible and recognizable to exactly the people you
want to hire.

Shift 2
From Hidden Employee Stories to Structured Advocacy

Your employees are your most credible voices.

Their perspectives, day-to-day experiences, and professional growth are
more persuasive to candidates than anything your company page will ever
publish.

The shift is building a structured system that makes it easy for employees
to share, removing the friction, providing the formats, and creating the habit.
When that happens, employer branding becomes something that happens
organically at scale, rather than something HR has to manufacture alone.

The added benefit: employees who see their stories amplified feel more
pride in where they work. Advocacy and retention reinforce each other.

The Candidate Decision Journey

How a top candidate goes from “never heard of them”
to “l want to work there” - and where social drives it

—

CEO post  Employee story They binge Values post They apply - Off
surfaces makes culture 3 months of confirms culture already feel good er d
in feed feel real company content alignment about culture fit accepte
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Weak brands lose candidates HERE
Nothing to find = no reason to chose you




O/ ofijob seekers say a company’s
social presence affects their
O decision to apply.

(LinkedIn, via Glassdoor)

The Employer Brand Trust Gap

What top candidates find when they research your company - before they ever apply

Egﬁ ANGELCALL corp. @ Gama Inc.

No recent activity

Posted 2 days ago

WEAK EMPLOYER BRAND STRONG EMPLOYER BRAND
careers.company.com Linkedin Feed - last 30 days
“Join our team” ;He.re’s what we shipped this week” -
ngineer

Stock photos. Generic copy.

Zero personality “Proud to hit 2 years here. Few things

I’'ve learned...” - CS
VS.
“Our vision in action this quarter...” -
CEO

¥ No employee voice or story V/ Real employees sharing

experiences

X No visibility into culture or
day-to-day life V/ CEO and leaders visible with

authentic POV

X Leaders have no presence

V/ Culture, growth and values

visible
“I couldn’t get a feel for what it’s “I feel like | know the team
actually like there.” before | even apply.”
Candidate keeps applying Candidate applies with high
@here J @t. Cost per hire drops. J




The Complete M
Shift Framework

Each section above addressed the shifts most relevant to a specific function.
Here is the full picture: the 9 shifts that together define what it means to operate
social media as a business engine rather than a content activity.

From - To

People-Led Distribution: leadership

Company-Centric Content . ]
and employee voices as the real engine

Operating a Content Engine: structured

Posting Activit . .
9 J systems create pipeline and authority

Always-On Visibility: present

SenmEEiginseeee] Pssnes throughout the full buying journey

ICP Strategy: content built around what

h | Strat
Channel Strategy your buyers need to trust you

Business Impact: engagement becomes

Vanity Metrics .
sales signals

Content Extraction: turning existing

Content Creation ..
expertise into scalable assets

CEO Content Infrastructure: the system

CEO Time Investment . .
creates influence, not the individual

Daily Culture in Public: what candidates

Sl Bl el Celm e see weekly builds real reputation

Multi-Touch Authority: distribution
across channels compounds credibility

Single-Platform Presence




8 Tips to Operationalize
Your Social Media Strateg

Mindset shifts tell you what to think differently.

These 8 operational principles tell you how to make it work in practice.

The first five cover production and process - how the engine gets built and run.
The final three cover the layer most teams skip: how to extract content from what
already exists, how to activate the people inside your organization, and how to
measure social against outcomes that actually matter to the business.

Plan in Monthly Sprints, Not in Real Time
Replace reactive posting with a fixed monthly production rhythm
built around clear themes, formats, and deliverables.

A monthly sprint cadence gives your team predictability, reduces
decision fatigue, and ensures that social never falls off the priority
list during busy periods.

When you plan in advance, you stop responding to the calendar
and start shaping the conversation.

Batch Production to Cut Time and Increase
Consistency

Create content in focused, dedicated sessions instead of spreading the
effort across the entire month. Batching keeps your team in a creative
workflow state, reduces context-switching, and produces more coherent
content because all pieces are developed around a single theme at once.

One well-run production session per month can generate weeks of
consistent output.

Work With Pre-Approved Formats and
Templates
Standardized structures for copy, design, and video eliminate daily

decision-making and approval bottlenecks. When your team knows
exactly what formats are approved and available, they stop waiting for
sign-off on every post and start executing in a system.

Templates aren’t a creative constraint. They’re what makes creative
output consistent and scalable.
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Outsource Execution, Keep Strategy In-House /

/
7

Move content production, design, publishing, and reportingtoa _ ——
dedicated external team that runs the engine for you, while marketing
and leadership stay focused on messaging, positioning, and business goals.

The strategic layer - what you say, who you say it to, and why -
should always remain internal. The operational layer - how it gets made,
scheduled, and published - is what can and should be delegated.

This division is what allows the engine to run without constant internal
bandwidth.

Manage Social as a Workflow, Not a Side Task

Define clear ownership, a simple KPl dashboard, and a repeatable
process that doesn’t depend on ad-hoc availability. Social media
managed as a workflow has an owner, a cadence, defined inputs
and outputs, and a clear link to business outcomes.

When those elements are in place, social stops being something that
competes for attention and starts being something that produces
results reliably, regardless of what else is happening in the business.

Build a Content Extraction System

Your best content already exists, it just hasn’t been captured yet.
Sales calls surface the objections your buyers have.

Customer conversations reveal the language they use.
Leadership thinking contains the market insight that builds authority.
The shift is building a lightweight system to capture it.

In practice this means: a shared document where anyone can drop
raw ideas, a monthly 30-minute session with leadership to pull out key
thinking, and a process for turning sales call themes into content angles.




Activate People Before Platforms

The biggest lever in your entire social strategy isn’t a new channel or
a new content format, it’s the people already in your organization.
Before optimizing any platform, activate the humans: identify which
leaders have the highest credibility with your ICP, make it frictionless
for employees to share, and create a simple monthly habit rather than
an occasional ask.

For CEOs: one structured 20-minute session per month to capture raw
thinking is enough to fuel a full content calendar.

For employees: share pre-written copy to remove the friction that
stops most advocacy programs before they start. Activation is a
process problem, not a motivation problem.

(o)

Measure What Moves the Business,
Not What Flatters the Dashboard

Vanity metrics are easy to report and easy to ignore. The KPIs that earn
social media a seat at the revenue table are the ones tied directly to
business outcomes.

Build your reporting around three layers: activity (are we consistent?),
audience (are the right people engaging?), and impact (is it influencing
pipeline, inbound, or hiring?).

Track inbound leads that mention social as a touchpoint, monitor
which prospects engage with content before a sales conversation,
measure time-to-hire and application quality against periods of strong
vs. weak employer brand activity. When your social report answers
business questions rather than platform questions, leadership stops
seeing it as a cost and starts seeing it as an engine.




From Playbook to Practice

The companies winning on social media right now aren’t the ones
posting the most - they’re the ones that built the clearest system.

A predictable engine where CEO voice, marketing consistency,

and employer brand reinforce each other and compound over time.
That’s what this playbook is for. The audit and roadmap in the
appendix will tell you exactly where to start.

The Three Questions to Ask Before You Start

Which function - CEO presence, marketing pipeline, or
1 employer brand, would generate the most immediate
impact if it were working well?

2 What content already exists in your business that could
be extracted and turned into consistent social assets?

What does your current process look like - and where
3 does it break down? That’s where the infrastructure build
needs to start.

Social media isn’t a content channel.

It’s a business engine.

Build it like one.




How Al Fits Into the Engine

Al doesn’t replace the social media engine.

It accelerates it.

Used correctly, it removes the production friction that slows most
teams down, without touching the one thing that makes content
actually work: the authentic human thinking behind it.

The rule is simple:
Al handles the production layer.
Humans own the thinking and the voice.

Every authenticity argument in this playbook still holds. Al-
generated content that sounds generic, safe, or corporate will
underperform, regardless of how efficiently it was produced.
What Al changes is how quickly real expertise gets turned into
real content, and how consistently that content reaches the right

people across multiple formats and channels.

0o o0 Oo

7
......... 889 N

29 © 00

6 B




The Four Places Al Earns Its Place in the System
YW o W oW W W W U VA Y Y U e Ua

Content Extraction at Speed

The biggest bottleneck in most social media systems is the time it takes to
turn raw thinking into publishable content. Al closes that gap dramatically.

Feed it a sales call transcript and ask it to identify the three most
compelling content angles. Paste in a CEO’s rough voice note and ask it to
structure it into a LinkedIn post that preserves their tone. Drop in a customer
success story and ask it to extract five distinct insights worth sharing.

The CEO still owns the thinking. Al just removes the blank page.

Repurposing Without the Repetition

One strong piece of content shouldn’t live in one place.

But most teams don’t repurpose because the process feels like starting from
scratch each time.

Al removes that friction entirely.

Here’s the exact workflow: take your best-performing LinkedIn post
from the month - or a CEO insight that landed well - and run it through
this sequence:

Post - Carousel: Ask Al to break the core argument into 5-7 slides with a
hook, one idea per slide, and a CTA at the end

Post = 3 short-form variations: Ask Al to rewrite the same idea as a bold
one-liner, a question, and a contrarian take - three different entry points to
the same thinking

Post - Newsletter paragraph: Ask Al to expand the post into a 150-word
section suitable for a weekly email, maintaining the same voice

Post - Video talking points: Ask Al to turn the post into a 60-second
spoken script with a natural opening, three punchy points, and a close

This is how always-on presence becomes achievable without always-on effort.




Voice Consistency at Scale

One of the hardest things about activating CEO voice
or employee advocacy is maintaining authenticity
when content is being produced by a team rather than
the individual. Al solves this when trained correctly.

Build a voice guide for your CEO:

their typical sentence structure, the phrases they use,
the topics they care about, the things they’d never
say. Use that guide as a prompt layer so that every
piece of Al-assisted content sounds like them.

The result:
a CEO who reviews and approves rather than writes
from scratch. Effort drops. Output consistency rises.

Research and Signal Detection

Al is exceptionally useful for the strategic layer that
most teams skip: understanding what your audience
is actually talking about, what language they use to
describe their problems, and what content formats are

currently earning attention in your space.

Use it to analyse competitor content and identify gaps.
Use it to summarise industry conversations and surface
the angles worth owning. Use it to review your own past
content and identify which themes consistently drive

engagement versus which ones land flat.

This turns your content strategy from educated
guesswork into a feedback loop: the differentiator that

separates a content engine from a content calendar.




What Al Should Never Do in This System

Al should never be the origin of the thinking. Posts that begin with a prompt rather
than a perspective are detectable - not by an algorithm, but by the people you’re
trying to reach. Buyers, candidates, and investors can tell when content is being
produced rather than shared. That distinction is the entire foundation of the
people-led strategy this playbook is built on.

Al should never replace the human moments. The CEO sharing a lesson from a
hard quarter. The employee talking about why they stayed. The marketing leader
taking a genuine position on a market trend. These are the posts that build real
trust. They can be supported by Al in editing and distribution, but they cannot be
originated by it.

Used within those boundaries, Al is one of the most powerful tools available for
making this system run efficiently. It compresses the distance between thinking
and publishing, between one format and five, between sporadic activity and
genuine consistency.

Al should NOT own
~— N N U/

© The original thinking or perspective

© The CEQO’s or employee’s authentic voice
O The strategic content decisions

O The human moments that build real trust

O The relationship between content and ICP

Al should own
AN\ N\ N\

O Turning raw thinking into structured drafts
O Repurposing one asset into multiple formats
O Maintaining voice consistency at scale

O Research, trend analysis, and gap identification

O Editing, scheduling, and distribution support




APPENDIX

Tools to Put This Into Practice

Use these two tools to diagnose where you are today and map exactly what to do next.

B2B Social Media Audit - Current State Diagnostics

Use this diagnostic to rate your current state across all three functions.
Be honest - the gap you identify here is exactly where to start building.
For each item, circle or highlight your traffic light rating:

® Red = not in place | partially in place | ® Green = Consistent and working well

CEO has a credible, active LinkedIn profile

CEO posts at least 1x per week

CEO &

Leadership
Presence Leadership voice is consistent and recognizable

Posts reflect genuine POV, not just company news

CEOQ presence is part of a structured system

O(O0(0|0O|0O|O
O[O0[(0]|]O|0|O

Multi-platform presence beyond LinkedIn

Content is published on a consistent weekly schedule

Social strategy is built around ICP, not just topics

Marketing
&

Pipeline Organic social is tracked against pipeline metrics

Employee networks are activated for distribution

Always-on presence, not just campaign bursts

O(0|0|0O(0O|O
O|0|0|0O(0O|O

Content extracted from sales calls & expertise

Employee stories published at least monthly

Culture & values in the social feed

HR & Leadership visible beyond just product content
Employer
Brand Candidates can find authentic culture insights

Employee advocacy program is structured

O|0|0|0|0O|O
O0|0|0|0|0O|O

Employer brand metrics tracked (CPH, quality)




The 90-Day Quick Start Roadmap
Y YV Vo W W N

Once you know your gap, use this roadmap to build
the engine in 90 days.
Each phase builds on the last so don’t skip ahead.

Days 1-30 are about foundation:
clarity on ICP, templates locked, and the first CEO post live.

Days 31-60 are about rhythm:
the sprint cadence running, people activated,

and measurement started.

Days 61-90 are about the engine:
optimizing what’s working, aligning with sales, and handing off
execution so the system runs without constant internal effort.

Days 1-30 Days 61-90
Build the foundation Build the engine
Audit Sprint Cadence Optimize

Complete the diagnostic.
Identify your biggest gap:
CEO, Marketing or HR

Run your first monthly Review sprint data. Double
content sprint. Batch down on formulas that are
produce 4 weeks of content working

People Live

Activate CEO posting
schedule. Launch
employee share program

ICP Clarity

Define exactly who you’re
speaking to and what they
need to trust you

Employer Brand
Publish first structured
employee story. Launch
culture content series

Sales Alignment

Brief sales on social signals.
Share engagement data as
warm lead intel

Multi-Channel

Expand beyond LinkedIn
to one additional channel
that fits your ICP

e

Content Pillars

Set 3-5 content themes that
map directly to your ICP’s
decision criteria

Measure

Set your 3 business KPlIs.
Start tracking inbound and
engagement signals

Templates
Create pre-approved formats
for copy, design and video

Outsource

Hand off production, design
and publishing to a dedicated
resource

Quick win
Publish the CEOs first

Extraction
Run first content extraction Review & Scale

structured post. Capture the
reactions as a baseline

SAGE

session with leadership. Run 90 day review. Set Q2
Mine sales call themes. goals.



With a track record of partnering with over 100+ B2B companies,

SAGE Marketing brings a level of depth that is unmatched.

Our team comprises a collective of specialists with deep expertise across
diverse industries, technical platforms, and digital ecosystems.

This breadth of experience allows us to identify opportunities others miss.
When you work with SAGE, you aren’t just hiring a social media manager -
you’re tapping into an established B2B engine that has already solved the
growth challenges you’re facing today.

Let’s talk Book a discovery call now >

Sarit Lamerovich Aliza Hughes
Founder and CEO, SAGE Marketing Head of Social Media
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