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Intro:

This is the Human-centric investing podcast with John Diehl where we look at the world of
investing though the eyes of clients. Take it away John.

John Diehl:

Hello, financial advisors, this is John Diehl, senior vice president of strategic markets at Hartford
Funds. Welcome to Episode Nine of the Human-centric Investing Podcast. Joining me today is
Stephen Boswell, President of the Oechsli Institute. Welcome to the podcast, Stephen.

Stephen Boswell:

Thanks for having me, glad to be here.

John Diehl:

Before we get started, we’ll be referring to a workbook that listeners can download at
hartfordfunds.com/linked. Again, that’s hartfordfunds.com/linked. And you’ll also find a link to
the workbook in our show notes.
With that, let’s get started. Look Stephen, how does the Oechsli Institute determine LinkedIn best
practices for advisers?

Stephen Boswell:

Well part of it comes from the research that we do every year on advisers and on the affluent
client. And from the advisers, we want to know who’s actually brining in business using LinkedIn
and what’s specifically are they doing.
From the affluent perspective, we want to know how receptive are they to certain strategies that
advisers use in LinkedIn. And so between those two things plus we do a ton of coaching every
year with financial advisers who are looking to improve their skills on LinkedIn.
So through that type of exposure, we get to see firsthand what’s working, what’s not, and get to
ride this big wave of experimentation that’s happening right now with LinkedIn.

John Diehl:

So Stephen, of all the things that are available out there in software world and that other things
were bombarded with every day, why should advisers take the time to master LinkedIn of all the
applications that are out there?

Stephen Boswell:

Well I think all the different applications have their own use case. LinkedIn happens to be the
largest professional social network and it allows you to slice and dice people in ways that makes
sense for prospecting.
I mean most advisers know a good prospect when they see one. Most advisers have a good idea
of what an ideal client relationship looks like and LinkedIn allows you to go through and sort
based on things like education, and geography, and job title, and all things that could help you
figure out whether or not somebody at least on paper looks like they make a good match for you.

John Diehl:

So Stephen, I’m going to take a step back for a minute, if there’s advisers listening to our podcast
that aren’t really familiar with what LinkedIn is or what it does, can you just describe for us kind
of why would somebody be active on LinkedIn and what kind of things would they post up there
that might be of value to advisers?
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Stephen Boswell:

Well I think when an adviser thinks about LinkedIn, first of all the vast majority of people on
LinkedIn use it almost like a resume.
I mean it’s your headshot and you got a couple of things up there about you but they’re not super
proactive about it. And so when you think about why you’d want to use it, ideally you’d use it
more proactively than that to amplify all of your current market and client service.
So right now we don’t look at LinkedIn as being a replacement for all of what you do for
relationship management or for growth, it’s more of an amplifier.
So if you’re going to look at some of our research on what’s effective right now for client
acquisition, if you look at the top five, we’ll say things like referrals and introductions or intimate
client events, or referral alliances with other professionals, any of those type of relationship-base
strategies are made better with a help of a tool like LinkedIn.
The light to get on there, make new connections, research people in advance and meetings,
identify people that you have things in common with, it just helps make all of your existing
marketing and client service a little better if you’re proactive by using it.

John Diehl:

So it kind of gives me a little of an idea of what common ground we may share so that when we
do meet face-to-face there’s somewhere to start a conversation, I guess?

Stephen Boswell:

Well, exactly right. So for example we’re going to be meeting you and we were serving on a board
together, if I knew that you went to school at the University of Georgia or if I knew that you’re an
avid Adult League Softball player or whatever it is.
I might not reference that directly but it gives me an idea of who you are and there may be a way
for me to bring up information like that to build rapport and get to know you a little better.

John Diehl:

That makes a lot of sense. So with advisers you work with, I’m guess that there are good ways
and bad ways to kind of work with this technology.
Let’s think about the negative things for a minute, what are some of the biggest mistakes that you
see advisers make when they’re using a tool like LinkedIn?

Stephen Boswell:

Well we see all types and at every firm you have some advisers who are using it really well and
bringing in a tremendous amount of business using LinkedIn and you’ve got some who you would
consider, I don’t know, worst practices, the opposite of best practices?
The biggest one is that people don’t use it enough, second to that would be people who check the
box as far as, “Am I using LinkedIn?”
They check the box because they’ve got a profile, they’ve got 102 connections and they post some
standardized content from their firm. And for them that means, “I’m on the network, I’m doing
what I’m supposed to be” and it’s this false sense of security that you’re on the network and use it
when in fact you’re not, right?
So as far as what we’re aiming for people to do is to get on there more regularly to look for
people that you’d like to meet and then we can reverse engineer how to get in front of them
whether it’s by way of introduction or whether it’s by way of warm prospecting technique. But
using the network more often helps you get better at using it.

John Diehl:

And you know Stephen, sometimes I kind of get these emails from out of the blue that say, “So
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and so wants to connect with you on LinkedIn” and I’m not really sure whether that person really
wants to connect with me or if LinkedIn just sent me something because it thinks I’m in a network
with someone.
Is there a way that like when people you say visit it regularly, is there an indication to someone
that you are visiting regularly and are there steps that people might kind of take to kind of
personalize it in some way that work better than others?
Stephen Boswell:

Yes. And part of it is you’re making up your mind in advance as to what type of LinkedIn user
you’re going to be.
So for example, I went into the spectrum, maybe you’re Mr. or Mrs. Big Producer who really wants
this high quality LinkedIn network that’s comprised of all the movers and shakers in town. Maybe
you’ve got 75 close connections, and that’s a personal choice.
On the flipside of it, perhaps you’re Mr. or Mrs. newer to the business or 10 years in (inaudible)
and you’re looking for a quantity approach and that’s built mainly so that you have outreach to a
lot of different people in the community who may end up being an ideal prospect for you.
So making that decision first helps you determine whether or not you even need to personalize
things. If you’re taking the selective quality approach, take the time, personalize every single
message that goes out. Put a lot of thought into who you’re connecting with.
If you’re on the warmer prospecting side where you’re saying, “I’m connecting with anybody as
long as I think they might be able to be a client of mine or might be able to help connect me with
a client,” you can’t over think that process.
You’re connecting with anybody who looks like they might fit that mold and either strategy can
work, it just depends on what you’re after.

John Diehl:

That makes a lot of sense. Can you share with me Stephen a success story a success story about
maybe an adviser that you work with that use LinkedIn to bring in new business?

Stephen Boswell:

Yes. I think along the same lines of the example I just gave. So I’ll give you a couple of examples.
So on the quality approach, we work with an adviser part of the private bank at a firm that will go
unnamed and he used LinkedIn to identify and introduction target, by introduction target I mean
somebody in the community who we thought had some wealth and who had a client connection
in common.
You work the connection in common for a personal introduction in real life, not on LinkedIn and
landed a $20 million account because of this LinkedIn introduction, right?
So on the quality side, shiny example of how this technology can work and it did work because
he was some technology whiz, it worked because he identified a situation on LinkedIn that could
be leveraged in real life leveraging people that he knows and who know him to get that kind of
business done.
On the flipside of it, we’ve had a number of great success stories with people who did what we
call warm prospecting on LinkedIn.
A lot of folks outsource their social media for us and many of them come to us for exactly this
reason that you identify people on LinkedIn who you think you want to have as a client and you
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message them, right?
Not in a spam-y kind of way that we’ve all received. We’ve all had our inbox filled with people who
put together this huge robotic sales scripts that are very effective, right?
So we’re doing a little bit smarter way referencing some commonality whether it be in a mutual
connection or a university affiliation or the fact that you have a specialty in working with people
who are part of their demographic or their company.
And we’ve had a lot of success stories with people who have warm prospected folks in that
manner, just messaging and seeing if they’re open to a meeting. If you do it right, that can be
effective. We had a guy last year brought in eight new accounts in six months using that very
strategy. So it’s exciting.
Part of our message to advisers is get out there and experiment, try some different techniques
whether you learn them from us or from others, that’s the only way you’ll figure out what works
for you and your market.
John Diehl:

I know Stephen that one of the things that we’ve uncovered in our research is that people like to
do business or people trust other people that they deemed to be like themselves.
So I think you’ve hit on those keys to this LinkedIn is if I can identify some commonality where
whether it’s a university affiliation, armed services affiliation, maybe there’s a social cause or an
employment area that we hold in common.
I think that just gets us one step closer to having warm relationship and in that mindset Stephen,
I’ve heard about this concept of being a giver on LinkedIn. What does it mean to be a giver and
why should that be important to advisers?

Stephen Boswell:

Yes. It’s a concept that we hold dear and mainly for this reason, when most people think about
introductions, they think about how can I get more of them? Referrals, however you want to
classify it.
How do I get more of these, right? And if we flip that on a tail a little bit and we think more about
how can we leverage our network, in this case LinkedIn, to help other people?
We’re building some reciprocity. So if you think about it, I’ll give you a couple of examples of that
in action. So we had a client at one time, a financial adviser who leveraged his LinkedIn network
to help the clients, kids find work.
So if you ever had a client whose kids were graduating college and looking for employment, he
would make the outreach to say, “Hey, I’m well connected in the community, most of the people
that I know were in my LinkedIn network and I would encourage you to take a look through there
and see if there’s anybody that you’d want to meet.”
And he would even go the step to have that client’s kid in the office to go through that network
together to talk about who could they get together with, have an informational interview perhaps
and just showcase the fact that he cared about his clients and was willing to use his network to
help.
On the other side of it, all of you as financial advisers out there have some business on your
clients or some clients who were on sales and there’s more than likely a person or two in your
network, they benefit for meeting.
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And so we think it fits into the larger theme of you want to be having conversations with your
clients and centers of influence pretty often about your network, about your LinkedIn and how it
might be able to help them just so that when it comes time for you to be proactive and to ask for
an introduction and a favor from them that they’re more than willing to oblige.
John Diehl:

No, that makes a ton of sense. Always kind of thinking of how to help others and using that in
turn as a resource that could be helpful to us makes a lot of sense.
Let’s say I’m getting started Stephen, I’m thinking about how would I find prospects using
LinkedIn? And I know they have a search feature on LinkedIn and in our LinkedIn workbook that
I mentioned at the up set you provide a lot of great search phrases for advisers to use. But which
ones if I were getting started would you recommend I start with?

Stephen Boswell:

Yes, I’m glad you mentioned the (inaudible), that is full of phrases in search terms that we did a
lot of the legwork on to make it easy for all of you out there in the audience to leverage.
You don’t have to think about how, for example, if I were going to use the search feature to target
physicians, you don’t have to think through all the different ways that a physician might explain
himself or herself on LinkedIn.
We’ve done a lot of the legwork, you can copy and paste there and please we’d be happy if you do
it. But where you start depends on the nature of your clientele. I would make the argument that
you would start with any niche however loose it might be within your client-base, that’s where
you would start.
So for example, if I were targeting a specific company here in the area and we’re based in
Greensborough, North Carolina, if I said that, “You know what, I’d like to have more VF executives
as clients” I would start with a search that referenced that company name.
And part of what I would uncover is, who am I already connected to within that company? Who
are they connected to within that company? What are some of the job titles that I ought to be
searching for?
And so even if I had two clients there, that might be a natural place to start. If I had a handful
clients who were dentists, perhaps I look for their peers. Just none of those really applied.
Maybe I look for people who are in transition work-wise. So I look for people who have on their
profile looking for new opportunity or in transition or something along those lines because I know
they’re perhaps going from one job to another and there maybe some opportunities there for
me.

John Diehl:

I think that’s a great idea especially for businesses that are kind of in our local area or in niches
where we tend to find success.
But let’s say we go out and we search for let’s say executives and we get tons of results, are there
ways that we should filter those results to maybe narrow down the people we might want to start
contacting first or how would you suggest? Are there filters I can apply and if so, how would you
recommend kind of navigating that?

Stephen Boswell:

Well when we’ve always recommend, you start broad and then go narrow. So starting with the
executive would be a very broad way to do it unless you’re in a very small market, that’s going to
return a lot of search results.
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But then you’re able to go through and look at some of what LinkedIn is giving you, geography,
got to be part of it. You’re search by your location because most of you out there are not looking
for executives across the country. From there you’re able to look at, “Well, what companies is it
giving me the option to select from?” And that might provide some low hanging fruit there.
But all along that right-hand pane, once you’ve run a search, you’ve get a lot of options down that
right-hand side that allow you to refine the search.
But start broad, work your way down to a more manageable number of people, there’s a fine
balance between having let’s say if you ran a general executive search and you’re going to have
more search results than you’d ever know what to do with.
Or if you were looking for people who fit 15 different criteria that had to live within this narrow
range, they had to be executives at this one company, they have to be part of the fan group of the
Carolina Panthers, I mean you could go through the list.
They have to have had military experience, all of a sudden you’re down to none, right? So
somewhere in the middle that give you meaningful search results.
John Diehl:

Absolutely. And so as I think about the process you’ve described, I guess I think about it almost in
two phases. The first phase is getting comfortable with the technology itself, right?
Making sure my profile is up-to-date, learning a little bit about where we look and how we
look and how we find people that might be a good for us but once we’ve kind of mastered the
technology or at least fought our way through where we can do some of the things we just talked
about then we get to where the rubber meets the road.
And so now I’ve narrowed my prospects, I’ve got a couple of folks that I think that I really like to be
introduced to.
Can you talk us through the process of how we actually get introduced to somebody that we’ve
identified through LinkedIn, do you just find a prospect and then tried to contact them through
LinkedIn or is there more to it than that? What do you recommend?

Stephen Boswell:

Let me share with you a couple of examples of how that might work because the approach really
determines on the person that you’ve uncovered.
In an ideal scenario, we use LinkedIn as a way to map the connections in our community, to
map the connections of all the people that we’ve done business with, the people who we’re
friends with so that in real life we could ask them about these people and get some very warm
introductions.
Now why would we go through that trouble? Well it’s a much warmer way to get all this
done. People are very cynical and guarded right now and they don’t respond as well to colder
techniques as they do to a warm introduction from somebody they know and love, right?
So when we’re using LinkedIn in an ideal world, let’s say I’ll run in a search for executives at VF
who live in Greensborough, who went to Appalachian State University and I get a short list of
people.
In an ideal world that short list of people has some that I share some connections with. And so
LinkedIn tends to organize your search results by those that are listed first have some mutual
connections. You can click on that number of if it says five shared connections and it will show
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you some of the people you have in common.
Ideally one of those people we have in common is somebody I know well enough to call and say,
“Hey, I noticed on LinkedIn you’re connected to this person at VF, what would be the best way to
introduce me to them just on a social level,” right?
Do they know what we’re after? Absolutely. But our research and experience coaching shows us
that they’re willing to help us because they like us, we’re making it safe on them.
But all that happens offline, right? So in this ideal world, all of these connections would take
place, we’re simply using LinkedIn to source the information that this person knows that person
or acting on it in real life.
So if you could think about that might become even more practical, so let’s say for example
you’ve got an appointment later today with a client coming in to the office, one of the quickest
ways to leverage LinkedIn and this is so practical, everybody ought to be doing this is to look that
specific client up on LinkedIn and to look through some other connections for somebody that you
would want to meet.
So when that client comes in the office later today, you don’t have to be shy about it. And notice
on LinkedIn you’re connected to this person, what would be the best way to introduce me
socially?
We love working with people at VF for example, right? So in a very practical way, you’ve identified
the connections of one of your good clients who’s coming in and if you bring that up to them, the
odds are in your favor that they’re going to help you by matching you up.
Now in the flipside of it, not every new piece of business that comes through LinkedIn is going to
be by way of warm introduction in real life.
There are some times where warm prospecting is appropriate and as I mentioned before, it’s
a huge reason why people come to us for outsourcing because they’d rather us run all the
messaging campaigns but essentially what you’re doing, for those that you don’t have a client
in common with or connection, in common with I should say is you’re just messaging them
referencing some commonality.
So let’s say for example, if my game plan today was to go after VF executives in Greensborough,
I look through that list and I would request connections with all the people in that list. Anybody
that I thought I might want to do some business with and that’s my initial filter in this warm
prospecting campaign.
So I go through, I send out some connection request. For those who don’t accept the connection
request or never get back to me, I move on with life. I never reach out to them again, there’s no
need to.
They either don’t use the network or they don’t have interest in connecting with me. For those
that do connect with me, I send them some follow-on messaging, the reference is some of the
commonality that we have.
For example, that we went to the same school, live in the same community, perhaps I’ve worked
with some people at their company that I could namedrop with their permission, of course.
But I’m sending a warm message trying to elicit one thing, a telephone conversation with that
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person. And so when you look two inch of the spectrum of how this can work, yes, you want
some warm introductions happening, the ideal way of getting all this done.
But at the same time, most advisers as part of your marketing could afford some time daily
to request some connection to people you don’t know and if they accept to send them some
further messaging trying to arrange a phone call, it’s a colder tactic than the introduction, doesn’t
work every time but if you do enough of it you’ll be glad to be building your pipeline.
John Diehl:

So if you could summarize, I know you just mentioned a number of talking points to help with
introductions, is there any kind of rules of the road or touching on a few of those approaches,
what adviser should keep in mind?
I mean I know you’ve talked warm approaches, what if we don’t have a warm approach or are
there any others that we’re missing?

Stephen Boswell:

Let’s think about at all three levels just in summary of all this. And if you’re looking for a
takeaway around LinkedIn for you and your team (inaudible), 95 percent of the people out there
is consumers are going to look you up as part of their selection process of an adviser.
So they might not find you via LinkedIn, they might find you from their (inaudible), but they’re
going to look you up. So you want to look spit, shined, and polished online just like you do in
real life. You want a current headshot that’s professional, you want your summary to be well
done, you want to represent a very polished professional image.
Second, to be proactive with this, it’s not about posting content even though we think you should
post content, being proactive with this means identifying some connections of people you’re
close with and asking them about it, right, through that introduction script that I gave of, “Hey
John, I saw you’re connected to Tim at VF on LinkedIn, what’s the story,” right?
You don’t have to get the language perfect but I’m going to ask my good contact John to be put in
front of this person and our research shows that the Johns of the world if they know like me are
going to help make all this happen.
And lastly, don’t be afraid to experiment with some colder approaches. You come across sale or
if you send out thousands of these with super long scripts that are obviously cut and pasted, you
don’t come across sales or if you’re experimenting with some of this, sending some handcrafted
message that are highly personalized referencing to things you have in common and we’re
seeing success with it.
We’re not talking about all this because we enjoy talking about LinkedIn, we’re talking about it
because there’s a lot more success stories happening now with it than there were even five years
ago, so we think it’s important for everybody to just stay on the cutting edge here.

John Diehl:

And Stephen, just one last question in terms of practical implementation. So most of the
advisers that you coach and I know you talked earlier in our conversation about the importance
of kind of staying active on LinkedIn.
What’s the most practical way you see advisers working this into their process? Is it a matter of
time blogging? If so, how many hours or days a week should I commit to saying, “Is it one day a
week or two hours?”
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Or it’s probably going to vary by adviser but does it call for a specific commitment in your mind at
least until I’m up and running and it becomes kind of normal practice for me? What do you see
advisers doing out there?
Stephen Boswell:

We often split it between a daily and weekly routine. And none of this should take very long but
there is a difference between somebody. I gave the example earlier, if you’re Mr. and Mrs. Big
Producer, you want a high quality network, you’re not warm prospecting anybody by firing out
messages.
You can get this done in five minutes a day just by going in, checking your connection request,
adding new connections of people you met the previous day if there’s anybody important you
want to add, very, very manageable for them.
If you’re somebody who’s looking to really go all in and say, “I’m going to be firing out a lot of
warm prospecting messages,” maybe you’re up to 20 to30 minutes a day but that’s about the max
that you’d want to spend on it.
I mean if nothing else came out of that, you love to spend just a little bit of time in preparation for
every client or COI meeting on LinkedIn, looking through their connections for anybody you want
to reference to them.

John Diehl:

Well Stephen, thanks very much for your time today, I really appreciate you coming on the
podcast and sharing some of these insights.

Stephen Boswell:

Yes John, any time. Enjoyed speaking with you about it. It’s one of our favorite topics.

John Diehl:

Folks, Stephen Boswell, President of the Oechsli Institute and, again, I’d remind you all to take a
look in our show notes for our workbook on hartfordfunds.com/linkedin for a summary of some
of the techniques and some of the ideas that Stephen uncovered today.
And with that, we thank you and we look forward to speaking with you on our next podcast,
thanks very much.

Disclaimer:

This podcast is intended for use by financial professionals or in conjunction with the advice of a
financial professional. It is intended to be educational in nature and should not be construed as
individual investment advice or a recommendation or solicitation to buy, sell, or hold any security
or to adopt any investment strategy. It does not constitute legal or tax advice or fiduciary advice
pursuant to ERISA rules. The Oechsli Institute is not an affiliate or subsidiary of Hartford Funds.
Prior to using LinkedIn or implementing any of the strategies referenced in this presentation,
please consult with your firm’s legal and compliance teams about social media policies and
required participation in social media programs.

Materials provided by Hartford Funds Distributors, LLC, Member FINRA.
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