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Introduction
Social media and the Internet have changed the traditional sales process. While some financial advi-
sors continue to use traditional marketing avenues to promote their services to the affluent, a major 
opportunity presents itself for advisors who understand the more subtle tactics the Internet affords 
and how to use it to their advantage. 

It used to be that, before making a purchase, a customer would determine they have a need, ask around, 
and then contact the product or service provider directly. Much of the information they needed to 
make a decision was held captive by the sales representative at that company. But today, prospects are 
57 percent through the sales process before they even have a conversation with a sales representative.1

So, what are buyers doing if they aren’t talking to a sales representative in the early stages of the sales 
process? Drawing on the vast quantity of information on the Internet, they are trying to qualify the 
service provider. There are two critical components to this qualification process: word of mouth, and 
hyper-research.

For advisors, this means that the old way of seeking referrals is yesterday’s news. Our research shows 
that the affluent don’t like being asked, “Who do you know that I should work with?” They are more 
willing to facilitate a personal introduction to someone they know if you identify a specific person you’d  
like to meet. While many of these introduction targets can be uncovered in casual conversation, many, 
many more can be found online, with the added benefit that they can be easily targeted and researched 
at the same time. One of the more efficient tools to use to find prospective clients is LinkedIn. This guide 
will discuss the value of using LinkedIn to identify prospects and serve as a practical guide on doing so. 

1 CEB, MLC Customer Purchase Research Survey, 2011
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Why LinkedIn?
LinkedIn has become one of the social networks of choice among advisors for prospecting. Why? 
As noted in the introduction, 57 percent of the sales process is completed before a prospect even 
contacts you. In the era of online shopping, this should not come as much of a surprise. Using word-
of-mouth and online research, prospects are doing their due-diligence ahead of time in an attempt to 
prequalify potential advisors. Like many of us who shop or do research online, they are simply looking 
to save time and find the right solution for their needs.

We have identified two components to this due-diligence process: word-of-mouth and hyper-research.

WORD OF MOUTH

The Oechsli Institute’s 2013 affluent research identifies the personal introduction as the number one 
method used by today’s affluent to find a financial advisor. Whether from a friend, a colleague, a  
family member, or another professional, word-of-mouth influence was at work.2 It is the foundation 
of the initial search. We also discovered that the source of the information matters: they want the 
opinion of their immediate network, not the endorsement of a stranger. 

HYPER-RESEARCH

Next, they begin the online investigation process. And this is truly an investigation. According to a  
study conducted by Google, the average person needs 8.9 sources of online information before 
making a decision regarding investments.3 While this number may seem high to most, keep in mind 
that the affluent are not only profiling you by looking up your LinkedIn profile and company website, 
they’re Googling “typical financial advisor fees,” “how to select a financial advisor,” and other related 
queries. They search for any resource necessary to help in their decision-making process. They hyper- 
research to reduce risk and, quite simply, because they can: the cost of doing so is low.  

Rather than sit passively on the sidelines during the first 57 percent of the sales process, why not  
proactively address both customer due diligence components by leveraging social media? LinkedIn is 
an ideal place to start. With prospects waiting longer and longer to engage with a sales representa-
tive, LinkedIn gives you the ability to reach them earlier in the sales process and regain some control.

LinkedIn is the perfect catalyst to stimulate word of mouth influence. Your ability to see “who knows 
who” enables you to ask for targeted introductions. Introductions through your network transfer the 
credibility of your introducer to you. Also, LinkedIn can help position you as a knowledge expert. As 
the world’s largest professional social network, LinkedIn represents your professional persona online. 
With the proper LinkedIn branding, you can positively influence your prospects’ perceptions as they 
research you. 

2 Understanding Today’s Affluent Investor by The Oechsli Institute and Cetera Financial Group, June 2013, (based on 2013 Oechsli Institute 
Affluent Investor Study), pg. 9. 

3 Google/Shopper Sciences, Zero Moment of Truth Industry Studies, U.S., April 2011 
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Social Media—A Cautionary Note
It’s important to keep in mind that as you engage in social media, the key word is social. “Media” 
are just the tools to help you reach your audience. “Social” is how you engage and build real-world 
relationships. Those who master social media are really just masters of social selling and building rela-
tionships—online and out in the “real world.” The skillset is the same. The various media comprising 
social media (online networks, video, etc.) enable them to do it on a grander scale.

As with any tools, the more you use social media for prospecting, the more proficient you will become. 
Our research shows that 73 percent of those who used social media regularly to research clients and 
prospects saw a moderate to high business benefit to doing so, whereas only 16 percent of casual 
social media users did the same. Dabbling in social media will get you dabbling results.

Using LinkedIn for Introductions
LinkedIn can be a powerful resource for uncovering prospects and centers of influence (COIs) you 
may not have known were even in your social sphere. In addition, it can dramatically facilitate intro-
ductions to those people in a way that will not seem overtly pushy or invasive. While you will ulti-
mately ask for the introduction, you will not be the one making it. 

From the perspective of the prospect or COI, it appears that the introducer has identified the intro-
duction as mutually beneficial, transferring a portion of their credibility to you.

There are four key steps to asking for an introduction on LinkedIn. The potential for success increases 
with each step you take.

your account

introducer

coi prospect coi prospect coi prospect coi prospect

1st Degree Introducer

2nd Degree Prospect or COI

introducer

1 PINPOINT

2 SEGUE

3 ASK

4 BE A GIVER 1 2 3 4
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Step 1: Pinpoint
Identifying the right prospects on LinkedIn is critical to the introduction process. Your connections 
have hundreds of connections, making introduction possibilities seem endless. This can be deceiving. 
Not all of your connections’ connections are “close connections.” If they haven’t seen this person in 
a while, it’s unlikely they’ll be willing to provide an introduction. We suggest narrowing your focus to 
high-probability introductions.

There are two ways to identify high-probability introductions—profile qualifiers and activity qualifiers.

Profile qualifying information is available on the prospect’s profile page and can help you determine 
an area of commonality between the introducer and the potential prospect. For instance, if one of 
your clients is on the board of directors for a local charity, and you find a prospect who’s also on that 
board, there’s a high probability your client knows this person well enough to introduce you.

Activity qualifying information includes recent interactions between your connection and someone 
they know. For instance, if your client recently endorsed someone, there’s a high probability they 
could introduce you.

The more qualifiers that are met, the larger the probability a successful introduction will occur.  
Consider the following when targeting introductions on LinkedIn:

PROFILE QUALIFIERS

 ϩ  current and past employment history: Did the prospect ever work at the same company as 
the introducer?

 ϩ education: Did the prospect go to the same school as the introducer?

 ϩ  location: Is the prospect in close proximity to you and the introducer? Is the prospect in a  
location that would be difficult to orchestrate a face-to-face introduction?

 ϩ  groups: Is the prospect in one of the same LinkedIn groups as the introducer? Is this a smaller 
niche group? Is this a national or location-based group?

 ϩ  mutual connections: This is going beyond just the introducer. If you have multiple  
connections who know this prospect, even better. Tactfully bring up these individuals when  
asking for an introduction.

ACTIVITY QUALIFIERS

 ϩ recent connections: The prospect recently connected with the introducer.

 ϩ  endorsements/recommendations: The prospect has been endorsed or recommended  
recently by the introducer or vice versa. Note that as a financial professional yourself,  you may not 
have endorsements or recommendations listed on your LinkedIn accounts.

 ϩ engagement: The prospect recently commented on or liked a post by the introducer  
 or vice versa.
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Step 2: Segue
Once you identify people to whom you’d like to be introduced, plan a face-to-face meeting or phone 
conversation with the potential introducer. Segue into your introduction request by starting a LinkedIn 
conversation in general. The more you talk with clients about LinkedIn, the more natural your introduc-
tion request becomes. You might ask, “Have you seen this new feature on LinkedIn? It’s pretty helpful.”  
or “Do you read LinkedIn news? I noticed an article that might be of interest.”

Step 3: Ask
After you segue into the conversation, your request for an introduction should be short, concise, and 
confident. There are a few key ways to making this as successful as possible.

 ϩ  mention multiple targets: Identify 2 to 5 people with whom you would like to meet through 
your connection. This increases the likelihood of actually getting an introduction and finding some-
one the introducer knows well: “Mr. Client, I noticed a few of your LinkedIn connections that might 
benefit from my services.”

 ϩ  inquire about their relationship: Everyone does not focus on quality connections. Thus, your 
connection may not know the potential introduction target that well. It’s important that you ask: 

“How well do you know Mr. Smith and Mrs. Jones?”

 ϩ  ask for the introduction: Be direct and confident in your request. You might say, “I’d love to 
meet Mr. Smith. Would you be comfortable introducing me over coffee?” or “What do you think would be 
the best way for me to meet Mr. Smith on a social level?”

 ϩ  be ready for stalls: A common stall you might encounter is the introducer wanting to keep 
the introduction digital. This typically ends in poor introduction results. Your goal is a face-to-face 
personal introduction. Be ready to respond:

Introducer: “I’ll send them an email and copy you.” or
“Request an introduction through LinkedIn and I’ll forward it along.”
Your Response: “I appreciate that, but I’d really like the opportunity to treat the two of you to coffee 
or maybe a ballgame, for a more personal connection.”

Step 4: Be a Giver
Effective introductions are amplified if you’re a giver. Always end your introduction request by extend-
ing a helping hand to your introducer: “By the way, if you notice any of my connections you want to meet, 
let me know.” or “By the way, if there is anything I can do to help you with your networking, let me know. I’m 
happy to help.”

Effective introductions are 
amplified if you’re a giver

Refer to your firm’s policies for use of LinkedIn messaging. Some types are not retainable.
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Finding Prospects on LinkedIn: 
Three Advanced Searches Every  
Advisor Should Know
You can think of LinkedIn as a huge database that you can slice and dice in a number of different ways 
to fit your ideal prospect profile. But, to do that effectively, you need to start thinking about your ideal 
prospect profile in LinkedIn-searchable terms. LinkedIn’s Advanced People Search (shown below, 
which you can access by clicking the word “Advanced” to the right of the search box) lets you search 
by keywords, title, industry, location, and more. 

When it comes to finding the ideal introduction target, the following are three essential searches that 
every advisor needs to know. But remember, this is just a starting point. 
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Business Owner or Executive Search
LinkedIn makes it easy to search for business owners and corporate executives. 

step 1:  In the title box, enter terms such as “owner,” “president,” “CEO,” “EVP” or similar titles. 

 step 2:   Next, enter your postal code and select the “within” radius in which you’d like to identify 
prospects.

 step 3:   Check the box for the type of relationship—1st degree, 2nd degree, Group Members—and 
run your search, sifting through the results for introduction opportunities.

Centers-of-Influence Search
LinkedIn makes finding CPAs, attorneys and other professionals rather easy. Plus, these aren’t “cold 
connections,” as you usually have a commonality: 

 step 1:  In the title box, enter terms such as  
“CPA,” “accountant,” “estate attorney,” “trust and estate attorney,” etc. 

 step 2:  Next, enter your postal code and select the “within” radius  
in which you’d like to identify prospects.

  step 3:  Check the box for the type of relationship—1st degree, 2nd degree, Group Members—and 
run your search, sifting through the results for introduction opportunities.

Money-in-Motion Search 
Advanced People Search can also help you find rollover opportunities:

  step 1:  In the keywords box enter terms such as “new position,” “in transition,” “seeking challeng-
ing,” “career change,” “new opportunity,” “new experience,” “looking for,” “in between jobs,” 

“former,” “unemployed” and the like. (Important: If your search term is more than one word, 
make sure you put it in quotes.)

 step 2:  Next, put in your postal code and select the “within” radius in which you’d like to  
identify prospects.

 step 3:  Check the box for the type of relationship—1st degree, 2nd degree, Group Members—and 
run your search, sifting through the results for introduction opportunities.

Save Searches
Don’t forget to save your favorite searches (see the upper right corner of your search results screen) 
and set up a weekly or monthly alert. LinkedIn will automatically run the search for you and send you 
the results.
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How to Run a Connection’s  
Connections Search
One of the most effective ways to find targeted introductions is to search your connections’ connec-
tions. Thankfully, you don’t have to sort through each connection one by one. LinkedIn’s robust search 
capabilities make this an efficient process.

Step 1:  Select Your Introducer Target
This search starts with the advocate in mind. Locate a COI or client connection on LinkedIn who: 

 ϩ you feel comfortable asking for an introduction, and

 ϩ you believe has quality connections, and

 ϩ is ready to introduce you.

Your target must meet all three criteria—otherwise your efforts are likely to fall short.

Step 2:  View Their Connections 
Locate their connections link, a number towards the top of their profile to the right of the blue “Send a 
message” button. If the connections number is blue, click on the link to view their connections. (If the 
number is black, you will not be able to view their connections and won’t be able to proceed.)
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Step 3: Access a Filtered Search
You will automatically be redirected toward the bottom of their profile where you will see a list of their 
connections. Click on the magnifying glass in the upper right corner of the connections window, and a 
text box will appear.

Step 4: Filter by Keyword 
Run a preliminary search by entering a keyword (such as “president,” “CEO,” “estate attorney,” etc.) in the 
text box, and hit “Enter.” Once you run this search, you will have an “advanced search” option now avail-
able to you, as shown in the upper left corner of the Connections window. You can narrow your search 
by a variety of parameters, including company, school, industry, etc. Be sure to filter by location, as you 
will want this person to be fairly close to you in proximity for the face-to-face introduction to take place.
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The Only Way to Filter by Age
How helpful would it be to find people in a particular age group who live in your area, work for a local 
company, and with whom you have a shared acquaintance? By making a few assumptions on gradu-
ation date, you can generate a reasonably targeted list in a few simple steps by leveraging LinkedIn’s 
Alumni Search feature. Here’s how…

Step 1: Access the Alumni Search Feature
From your profile page, select Network in the top banner, and then Find Alumni from the dropdown.

Step 2: Select Your Targeted University 
The page will default to the most recent school you attended; however you can select a particular uni-
versity using the Change School dropdown toward the upper right side of the window. Local universi-
ties are an ideal place to start, but you can search for alumni from any school who live or work in your 
area using the magnifying glass below each bar chart—see Step 4.

Step 3: Filter for Age Group
Suppose you are looking for 40-year-olds. Assuming a college graduation age of 22, simply count 
back 18 years (40-22=18) to find the year of most 40-year-olds’ date of graduation. In this case, the 
year would be 1995, so you might enter the range of 1994 to 1996 in the search. LinkedIn will return 
results consisting of alumni who attended during that time frame—not just those who graduated in 
one of those years.

2

3
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Step 4: Apply Additional Filters 
There are six bar charts that let you further parse out contacts according to parameters in the follow-
ing categories: “Where they live,” “Where they work,” “What they do,” “What they studied,”  “What 
they’re skilled at,” and “How you are connected.” Simply click on the bar or bars you wish to include in 
your search.

Step 5: Use Keyword Searches 
Below some of the bar charts is a magnifying glass that you can use to further refine your search 
within that category. For instance, if you have a niche serving dentists, you might type “dentist” in the 
keyword search under “What they’re skilled at” to find a list of dentists in our target age range.

It’s that simple—and that powerful.
With 235 million LinkedIn users, your

future clients are out there!
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The Ideal Recipe for Your LinkedIn Voice
If you are overtly focused on self-promotion on social networks, you are driving your connections 
away. If you are sharing irrelevant content, your connections are becoming numb to your message. 
Both are damaging your social relationships. 

The right mix of what you share on social networks is important. Each social network (Facebook, 
Twitter, LinkedIn, etc.) has its own culture, and you should bring to each a unique mix of content, en-
gagement, personality, and promotion. For the greatest success on LinkedIn, we derived the following 
3-2-1 formula based on the findings of The Oechsli Institute’s 2012 social media research study:

3 parts content, 

2 parts engagement, 

1 part personality, and

a dash of promotion

Content is all about being helpful. Because social media does not respect the traditional lines be-
tween our personal and professional lives, as an advisor on LinkedIn, you aren’t just competing 
against other financial advisors for attention. You are also competing against your clients’ or pros-
pects’ colleagues, families and friends. With social media, advice is readily available from a multitude 
of sources. You goal is to become a new trusted source, and ideally, the trusted source.

Be useful to your clients, centers of influence, and prospects through your engagement in social 
channels. People hold on to things of value—if you bring that to their lives, they will be more likely to 
continue to engage with you.

Consider the following questions as you develop and find content to post on LinkedIn:

 ϩ  How can you listen more and push less? Join conversations and answer posted questions.

 ϩ  What are the most common questions asked of you and your staff? Turn answers to them into 
content marketing pieces that address these pressing issues.

 ϩ  Can you answer questions outside of those related to investments? Use your other areas of  
expertise to create a relationship: a relationship can grow into a business relationship.

Your content may be self-generated, compliance-approved posts, or curated from other news  
sources. Regardless of the source, it needs to be relevant to your connections’ interests (and posted 
in accordance with your firm’s compliance guidelines). 
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Engagement is sharing your opinion on your connections’ posts, and it will bring your network to life. 
Try responding to a couple of your connections’ posts for two weeks. You’ll likely notice their respon-
siveness to your posts grow. As with any conversation, letting them know you are listening will drive 
engagement.

Personality gives a pulse to your professional persona on LinkedIn. Share your personal side. Don’t 
keep all comments related to business. Commenting on films, books, music, local events and the like, 
or sharing your know-how on hobbies or interests, can round out a prospect’s image of you—and 
their propensity to reach out to you for advice. Facebook and Twitter are more appropriate for per-
sonal posts, but don’t rule out LinkedIn. It’s okay to make personal posts on occasion as long as you 
remain professional.

Promotion is an important part of the communication package, but you need to keep blatant pro-
motion to a minimum.  Promotional “push” messages won’t get you as far as gathering intelligence 
on LinkedIn and then using it to acquire face-to-face personal introductions. You’ll get much farther 
pulling people in with your posts, advice and interest in them. They are more likely to be open to a 
marketing message when they believe they sought it out to begin with.

Consumers today research nearly everything 
online, from the smallest of products to 

expensive service providers. This means your 
online brand should reflect your real-life brand. 

Any inconsistency could be a red flag for a 
potential client or source of connections.
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Putting Your Best Foot Forward  
With Your Profile
Central to your LinkedIn voice and brand is your profile page. It is the first thing people will see when 
they look you up, so taking the time to get it right is well worth the effort—it’s your one shot at a first 
impression.

Your Headline Should Pop 
By default, LinkedIn populates your headline with your current job title and employer, but you can 
customize your headline—the section that appears right under your name—and you should. Potential 
clients care more about how you can help them than they do the specifics of your title. Your headline 
is an opportunity to start demonstrating your value right away.

Imagine you come across the following two seemingly similar profiles—the only difference is the 
headline. Which headline sparks your interest and encourages you to keep reading?

Most people are likely to be more intrigued—and certainly more informed—by the second profile.  
Her headline demonstrates her target market and how she adds value. Because your headline is the 
first thing people read on your profile, the effort you put into it is well worth it.

You Should Have a Compelling Summary
Your summary gives you 2,000 characters to bring your LinkedIn profile to life. Like your headline, it  
is an opportunity to color the filter through which the rest of your profile will be viewed. Your summary  
can be one of the more intimidating components of your LinkedIn profile, and there is no shortage of 
opinions when it comes to how to write it. There is no one way to do it, but the following is a quick for- 
mula developed by The Oechsli Institute and used effectively by many financial professionals.  
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The Guidelines
 ϩ  Write each section in first person (using the word “I”). First-person language gives your  

profile a natural “voice” and frees you from the dissociation created by awkwardly formal 
third-person writing. 

 ϩ Avoid industry jargon, which has a tendency to drain personality from your profile. 

 ϩ  Using keywords to make your profile more search-friendly is certainly a good idea, but be sure  
to use them in a natural manner throughout your summary. Brazenly littering your profile with key-
words will only work against you, potentially annoying your reader and making you look pushy. 

 ϩ Be sure to follow your broker-dealer’s policies and procedures for required disclosures.

The Formula
While keeping the above guidelines in mind, we suggest creating the five following paragraphs to 
comprise your summary. 

1.  your value proposition: Start by explaining what you do and how you add value to your cli-
ents. What problems do you solve? 

2.  why you do what you do: Why do you get up every morning to go to work?  What motivates 
you?  What do you want to achieve for your clients?

3.  your specialties: Do you work with a particular niche?  Do you solve a specific problem?  With 
whom do you enjoy working?

4.  something personal: What do you enjoy doing outside of the office? What are you passionate 
about? Family? Organizations? Charities?

5.  reasons to connect: Conclude or begin your profile with reasons that it may be appropriate 
for someone to request to connect with you. What are the situations where your clients need you 
most? What professionals would benefit from partnering with you? You may want to include an 
email address associated with your account in this section to make it easier for someone to send 
you a connection request.

Note that for this formula to work, you have to make it personal. Give your profile a voice and person-
ality. This is not your resume, but a prospect’s introduction to your unique professional persona.

Embed Media-Rich Links
Stand out from the competition with links to videos, images, documents, SlideShare presentations, 
and other forms of media that give you an opportunity to enhance your profile and give it an inter-
active flair. You may wish to create an “about me” or “about our firm” video to share your story with 
prospective clients and COIs. 

Your Photo Is Your First Impression
Not having a photo on social networks like LinkedIn can make you seem guarded and asocial. Photos 
should be professional, show you from the shoulders up, and convey personality. Don’t use overly 
retouched photos, photos from a wedding, or photos in which it is obvious someone else has been 
cropped out. Invest in yourself and your team by hiring a professional to take headshots. Colorful back-
grounds can help you stand out among the crowd of posts.
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Using LinkedIn to Research Prospects
There is a wealth of information about prospects and centers of influence online, but are you using  
it your advantage?  Make a habit of profiling prospects before face-to-face meetings. When used 
correctly, the information available online can help you develop a rapport at an accelerated pace.

Before each prospect meeting or social function, look up key attendees’ profiles on LinkedIn. Think 
about how you can weave the information they share into conversation, or use it to seed questions.  
In particular, look for commonalities among the following, as they are the easiest to bring up in con-
versation and can give you instant credibility. 

 ϩ Connections you share

 ϩ Schools you both attended

 ϩ Groups or organizations in which you are both involved

 ϩ Hobbies you both enjoy

 ϩ Places you both have worked

A simple question can put the information into play: “I noticed from your LinkedIn profile that you like 
to ski. Where is your favorite place to go?” Don’t barrage your prospect with a bevy of questions culled 
from their profile; if you have other interests in common, weave the information into the dialogue 
naturally. You will only come across as creepy if you seem to have memorized their LinkedIn profile.

Anonymous Searches
If you are planning to do some serious LinkedIn prospecting or research, it’s never a bad idea to 
switch your profile to “anonymous.” By default, LinkedIn will show you who has viewed your pro-
file—and vice versa. So if you’d prefer not to let someone know you have been researching them, it’s 
important to change your settings. LinkedIn lets you become anonymous with the click of a button.
 
step 1:  In the upper right hand corner, hover over your name and select the “settings” option from 

the dropdown menu.
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step 2:  Under the “profile” option, click on the link labeled “select what others see when you’ve 
viewed their profile.”

step 3:  Select the appropriate radio button to keep yourself totally anonymous.

Now your identity will not be revealed when you review others’ profiles. Just remember to change 
your settings back when you no longer want to be anonymous. 
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Using Groups to Expand Your Reach
LinkedIn groups are a boon to niche marketers. There are some 1.5 million groups on LinkedIn, with 
members sharing a commonality such as an alma mater, company, organization, passion, or other 
interests. They are a perfect place for advisors to get involved and find prospects because groups give  
you the ability to message other group members even if they are outside of your network, further 
extending your reach.

HERE’S HOW:

step 1:  When you want to send a message to someone who is not a 1st degree connection, take a 
look at their profile and find a group in which they are a member. 

step 2: Become a member of that same group.

Step 3:  Go into the group and find the member total in the top right-hand corner of the page. This is 
a hyperlink that will take you to the member directory of that group.

step 4:  Run a keyword search with the prospect’s name in the member directory to find your tar-
geted prospect or COI.

step 5:  Click on the “Send message” link. If you do not see an option to send them a message, the 
user has blocked this functionality.* 

So the next time you run a search on LinkedIn and find someone who seems to be an ideal prospect, 
but happens to be outside of your network, you can use this tactic to send a message. 

There are a few caveats to using groups for prospecting. Not all groups are instantly open to new 
members. For example, many alumni groups will confirm that you are an alumnus before granting 
you membership. You also may make yourself suspect to prospects or COIs by joining a group that 
contradicts information about you elsewhere on the Internet (remember, you will be researched!)  
or doesn’t match the information in your LinkedIn profile. In addition, while joining a group might 
give you access to group members, participating in a group for a while before reaching out to them  
is more likely to win them over.

* Remember to refer to your firm’s policies for use of LinkedIn messaging. Some types are not retainable.
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Increase the Value of  
LinkedIn Through COIs
Part of your LinkedIn strategy is to be a giver—someone who offers referrals and actively engages 
with clients and prospects on LinkedIn. But being a giver goes beyond sharing your knowledge about 
financial topics; it includes sharing your knowledge about LinkedIn. Even if you’re a novice LinkedIn 
user, you’re probably further ahead of more people than you think. It is not uncommon for users to 
create an account without thinking through a strategy on how it could be used. 

Draw on what you know so far, including the information in this paper, to start a conversation with 
CPAs, attorneys and other COIs about strengthening their LinkedIn strategy. Doing so could not only 
endear you to the COI, but also open them up to the world of social selling—and as their contact, you 
will reap the benefits. It’s a strategy that can help everyone involved: 

HERE’S HOW.

Step 1:  Invite your COIs to join you, one-on-one, for a “LinkedIn lunch” to share ideas. During this 
pre-meeting call, inquire about his or her LinkedIn usage to help you create an agenda for  
the meeting: 

 ϩ How do you currently use LinkedIn?

 ϩ How do you use it for business purposes?

 ϩ Do you use LinkedIn for prospecting?
 
Step 2:  Meet for lunch, but be certain to leave your sales cap at home. The meeting is not about  

how you might benefit from your COI using LinkedIn. Instead, it’s about opening up a  
dialogue and sharing ideas around LinkedIn (remember to be a giver). Dialogue about:

 ϩ Gathering intelligence: connecting with clients and following their companies

 ϩ  Prospecting: using the Advanced Search features 
(For CPAs you might show them how to search for CFOs or tax directors)

 ϩ Branding: first impressions of each other’s profiles (keep the tone friendly, but instructive)

Step 3:  Become their LinkedIn confidant and keep the LinkedIn dialogue and idea sharing alive. Send 
your COIs helpful articles on LinkedIn tips and offer introductions to your contacts. Always 
look for ways to be a giver. Once you’ve earned their trust, you can ask for targeted introduc-
tions as well. Many COIs are late to the LinkedIn party. Showing them a new tool that will help 
them grow their business puts you in a position to reap the rewards again and again.
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Is a LinkedIn Premium Account Worth It?
There are two types of LinkedIn accounts—the free basic version and the paid Premium versions. 
While the free account is plenty powerful for social selling, there are a few perks that come with 
upgraded accounts. The most basic paid subscription is the Business level. Here are a few of the ben-
efits that come with its $19.99 per month fee. 

more search filters: With the Business level account, you get access to four additional search 
filters. These include Seniority, Company Size, Interests, and Fortune 1000. 

more search results: Whereas the free version of LinkedIn lets you see 100 profiles for each 
search, the Business level subscription lets you see 300. 

saved search alerts: The free version of LinkedIn allows you to save 3 searches for profile-match 
alerts compared to the Business-level upgrade’s 5.

who’s viewed your profile: The Business level account lets you see the entire list of people who 
have viewed your profile over the past 90 days (unless they have chosen to remain anonymous) and 
find out how they found you. 

full profiles: You get access to additional profile information for 2nd and 3rd degree connections. 

Is it worth the upgrade? At this point in time, the answer for most advisors is no. However, if you find 
yourself needing more saved searches, additional filters, or more profile information, a Business-level 
account might be worth considering. As a publically traded company focused on generating revenue, 
it’s likely just a matter of time before more and more LinkedIn features become restricted and only 
accessible through paid versions. So, enjoy the perks of the free version while you still can!
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Conclusion:  
Start the Conversation
Transitioning a social media strategy into business growth is one of the major challenges for financial 
advisors. Despite building a network of clients, prospects, and centers-of-influence online, many 
advisors have trouble converting these contacts into business opportunities offline. The solution can 
be found in employing the same “real-world,” one-on-one strategies most advisors already use, and 
adapting them to the online realm. Connections forged on common interests, shared experiences and 
friends in common can be found on the Internet. Once past the relatively slight learning curve on how 
to use each social media tool, the trick to remember is that social media is all about the social—the 
medium is essentially irrelevant. It simply allows you to connect more broadly and at a faster pace—
one that can take your business to the next level and beyond.

Be sure to follow your broker-dealer’s compliance requirements for using social media, and specifically 
LinkedIn, and to follow their approval process before employing any strategy presented in this guide.  
This guide is meant to be a reference, and is not an endorsement or guarantee of any product or service 
described herein.
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About The Oechsli Institute
The Oechsli Institute, founded in 1978, specializes in helping the Financial Services Industry improve 
its ability to attract, service and develop loyal affluent clients. Their research-based performance 
coaching and training programs have become the standard within the industry. The Oechsli Institute 
does ongoing work for nearly every major financial services firm in the U.S. For individual advisors, 
Matt Oechsli and his associates remain in high demand for Performance Coaching, Rainmaker Retreats,  
and FastTrack for Growth (for new advisors).

For more information on their services, visit www.oechsli.com or call 800.883.6582.

About Cetera Financial Group
Cetera Financial Group, Inc. is one of the nation’s largest privately held, independent broker-dealer and 
registered investment adviser families. It provides award-winning wealth management and advisory 
platforms, and comprehensive broker-dealer and registered investment adviser services through: Cetera 
Advisors LLC, Cetera Advisor Networks LLC, Cetera Investment Services LLC, Cetera Financial Special-
ists LLC, Cetera Investment Management and Cetera Investment Advisers LLC. Cetera Financial Group 
offers the benefits of a large, established and well-capitalized firm, while serving advisors in a way that 
is customizable to their unique needs and aspirations. 

Cetera Financial Group is committed to helping advisors grow their business and strengthen their 
relationships with clients. For more information, visit www.cetera.com.

Prepared by The Oechsli Institute.
The views are those of The Oechsli Institute. All information is believed to be from reliable sources; 
however, we make no representation as to its completeness or accuracy.
The Oechsli Institute is not affiliated with Cetera Financial Group.
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