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“We’re going to be spending the rest of our lives in the future.”

Daniel Burrus - Futurist
THE ANTICIPATORY ORGANIZATION
Turn Disruption And Change Into Opportunity And Advantage
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If you’ve taken the time to download this ebook, you’re obviously interest-
ed in doing something more on LinkedIn than what you’re already doing.  
That’s a good start.  But you may not be fully convinced that LinkedIn is 
worth it or that you should commit resources – time, energy and money – 
to master LinkedIn.  You might have doubts.  I get that.  

But please let me change your mind about that…  Right now.  Like any-
thing else in life and love, you get out what you put in.  I believe you 
need to put a lot of emphasis on LinkedIn.  I know it will be worth it for 
you.  In fact, I’ll make you a promise.  If you follow the counsel I outline in 
this ebook, you WILL NOT regret it.  You will not regret a single dollar you 
spend.  You will not regret the time or effort.  I promise you that.  

I can’t tell you exactly what your results will be, but I’ll guarantee that 
you’ll be much better off for focusing on LinkedIn than doing nothing or 
continuing to do what you’re already doing.  I can say without reservation 
that I have NO REGRETS whatsoever for the time and energy I’ve put 
into LinkedIn.  

In just a bit, I’ll tell you my story and what my outcomes have been.  But 
before I do that, I want to build the business case for why should read this 
entire ebook, put your plan in place and execute it in full measure.  Half-
heartedness, half commitments, half mind-share will only get you half the 
results.  I want you to get the full results.  I’m asking you please, for the 
sake of your future and the sake of your firm’s future, to fully commit to 
this.  To help you do this, I’ve built Action Step plans into every chapter.  

WHAT’S ALL THE FUSS ABOUT LINKEDIN?  
WHY SHOULD YOU CARE ABOUT MASTERING LINKEDIN?
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You should care about mastering LinkedIn 
because it is the single biggest opportunity 
you have today to grow your service firm 
organically.  Period.  LinkedIn can help you 
to:

• Acquire ideal new clients.
• Increase revenue and profits.
• Position your personal and corporate 

brands.
• Develop a nearly endless stream of ideal 

prospects who want and need your ser-
vices. 

• Build awareness of your services.
• Create buy-in to your unique approach to 

service-delivery.

• Be seen as a thought-leader. 
• Differentiate from the competition.

LinkedIn is more important than your web-
site, although that is certainly very impor-
tant.  LinkedIn is more important than mar-
keting automation, something my firm gets 
paid a lot of money to implement.  LinkedIn 
is more important than email marketing, 
even though email marketing matters.  Only 
content marketing and thought leadership 
are more important than LinkedIn.  But you 
should note that content marketing and 
thought leadership are best put on display 
through LinkedIn.  

In fact, I have come to believe that LinkedIn 
is the single biggest market square today 
for service professionals.  This is why you 
should care.  You cannot afford to miss this 
opportunity.  The clients you want to acquire, 
the employees you need to hire, the organiza-
tions you want to partner with, all of them 
are on LinkedIn and they are waiting for you 
to show leadership.  Show that leadership 
and they will not be able to resist you.  They’ll 
follow you and come to believe in and trust 
you.  You’ll win in a big way.  I know this be-
cause I’ve done it. 

WHY I DECIDED TO FOCUS ON LINKEDIN AND 
HOW I DID IT

About five years ago, I decided to master 
LinkedIn.  I was hearing, through a number of 
sources, that people like me from profession-
al service firms were having a lot of success 
with meeting new clients on LinkedIn.  I also 
heard that some of these clients were a much 
better fit, with better budgets and higher 
profit margins, than prospects who were be-
ing referred.

You should care about mastering LinkedIn because it is 
the single biggest opportunity you have today to grow 
your service firm organically.  
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I knew that referrals were the number one 
source for new clients for most professional 
service firms, especially for small to mid-size 
firms who could not afford multi-million-dol-
lar advertising campaigns.  I was intrigued by 
the whole thing, but I didn’t know where to 
start.

So I did what I always do.  I bought books.  
I went to Amazon and looked up LinkedIn 
books and found three that seemed to be 
from credible individuals.  They were highly 
rated, so I bought them.  Over the next 
month or so, I read all three books and care-
fully fact-checked what the authors were 
advising.  I know that properties like Linke-
dIn change their policies and user-interface 
options.  But I also know that sometimes, 
by way of human nature, the facts can be 
stretched, so to speak.  

After reading all three books and taking care-
ful notes, I built an action plan with three 
parts: short-term goals (30 days), mid-term 
goals (30-120 days) and long-term goals (1 
year plus).  I executed the plan, even when 
it didn’t seem to be working, and followed 
through.  I’m so glad I did.

Some of what I’m about to advise you 
actually comes from those plans.  But a lot 
of things have changed since then.  What 
remains the same, however, are the guiding 
principles.  

MY GUIDING PRINCIPLES

It was my goal to figure out what actually 
works to acquire great new client using 
LinkedIn as an uncontestable source.  I 
wanted real proof – no doubters – that Linke-
dIn was the source, the genesis if you will, of 
the new client relationships.  I also wanted to 
know:

• How a new client coming out of LinkedIn 
compared to new clients coming from 
other sources, such as referrals, email 
marketing, SEO, public speaking and the 
like.

• How good the fit would be to our ideal 
client profile.

• How fast the deal would close compared 
to other channels from which we get 
deals.

• How much revenue would come from the 
new relationship.

• How much profit would come from the 
new relationship.

• How laborious it would be to make all of 
this work.

I made a few commitments to myself.  First, I 
would not take on clients who did not fit the 
ideal client profile, not matter how good the 
opportunity might appear.  I knew, from prior 
experience, that taking on the wrong cli-
ents stunts your growth.  It slows you down 
rather than accelerating you toward your 
goals.  I also committed to using the consul-
tative sale to close deals, not the pitch.  

Two, I wanted to understand what could 
work for most service professionals, not situ-
ations that couldn’t be replicated by others.  
I was willing to do a lot of work and try a lot 
of things.  After all, my firm is essentially a 
think-tank and idea-generator for the service 
industry.  I was okay with trying things that 
failed.  But I wanted, eventually, to be in a 
position to share with other service profes-
sionals how to achieve that goals that I had 
achieved.  (Please bear in mind that I had a 
small team of people helping me along the 
way.)

Third, I was not willing to compromise my 
integrity or say things that simply were not 
true or even “stretchers” as Mark Twain 
called them.  I was going to be completely 
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honest with myself and with everyone 
around me.  I would do my absolute best to 
be respectful to everyone I came into contact 
with on LinkedIn.  Hyperbole and over-prom-
ising were out!  I wanted to look myself in the 
mirror and like what I see.  

Fourth, I was going to measure everything 
I could possibly measure and look for ways 
to create uncontestable evidence that the 
genesis of a relationship was from LinkedIn.  
I wanted to rule out all false-positives, like 
“influence marketing” or other tactics.  I was 
willing to document those things that were 
non-revenue-generating, such as views, likes, 
clicks, shares, comments and other “social 
proof” data-points.  But I was primarily 

interested in those behaviors that preceded 
new-client revenue and in creating a connec-
tion between the behaviors and the revenue.  
I could not have accomplished this goal 
without a solid marketing automation 
platform behind my efforts.  

Fifth, I committed to building a plan, execut-
ing it, measuring it, coming to a defined 
moment in time and then reviewing my 
results.  That moment in time for me was one 
year from my start date.  I would then make a 
brutally honest assessment of my results and 
choose to either scrap the whole thing, make 
course corrections or keep going in the same 
direction.  

MY RESULTS

I came to the one-year mark and made an 
assessment with my team.  We reviewed 
results and decided to make some course 
corrections and reassess in 6 months.  After 
18 months, here are the major milestones we 
accomplished:

• My network grew from 350 to 3,500 
people – most of whom fit my ideal client 
profile.

• My social proof statistics had grown by 
over 1000%: likes, shares, comments, 
follows, etc.

• Although I couldn’t document it, I was 

clearly a “player” now on LinkedIn. 
• I could clearly document the inbound 

journey of ideal prospects coming di-
rectly out of LinkedIn.

• I had around 20 calls with prospects to 
explore the fit of our services to their 
needs.

• I took 4 firms to full-blown discovery and 
closed all 4.

• The revenue from these relationships 
totaled nearly a million dollars.  

• Most of these relationships are still going 
to this day.

• The pipeline of prospects coming from 
LinkedIn dwarfed the pipeline of referral 
prospects.

I was not willing to compromise my integrity or say things 
that simply were not true.  I was going to be completely 
honest with myself and with everyone around me.
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Depending on your goals and where you are 
in the life of your firm, those outcomes may 
seem fantastic, acceptable or abysmal.  Since 
I had no preconceptions whatsoever about 
how much revenue I’d generate from Linke-
dIn, I was happy with the results.  

Please bear in mind that these are results 
produced while we were learning how to 
use LinkedIn as a source of new clients.  
But now that we know how to accelerate the 
overall process, we’re moving much faster 
and building relationships at an even brisker 
clip.  What I’m about to share with you in this 
ebook will allow you to cut past the trial 
and error learning we went through so you 
can just get to the results.  

LinkedIn now accounts for about 50% of our 
new client deals and about 80% of organic 
prospects who enter our sales funnel.  Given 
that when I started this journey LinkedIn 
produced 0% new prospects, I consider that 
to be a great return.  

One major question you’ll have to ask your-
self as you build your plan is how much effort 
you want to put into LinkedIn marketing and 
sales and what you expect in terms of ROI.  
No matter what you decide about that, there 
is no longer any doubt that LinkedIn market-
ing works.  

LESSONS LEARNED

After reflecting on what we did and how 
well it worked, here are the major lessons 
learned:

1. A lot of things we tried were simply inef-
fective or not measurable.

2. If would have been very helpful to have a 
guide, like this ebook, to show us what to 
do and what not to do.  It’s very easy to 

waste a lot of time on LinkedIn.
3. The deals and client opportunities are 

very real – if you can find them.
4. LinkedIn is the new market square where 

communities of people who fit your ideal 
client profile likely aggregate and share 
ideas.

5. LinkedIn marketing and sales requires 
tremendous focus and a willingness 
to suspend your disbelief for up to one 
year, depending on your situation.  You 
have to keep going even when it doesn’t 
appear to be working – especially at the 
start.  

6. LinkedIn is an ecosystem, not a website.  
There are hundreds if not thousands of 
different ways to connect with ideal pros-
pects.  You’ll want to try all of them.  

7. The deals coming out of LinkedIn had 
about a 30% faster close-rate than deals 
from other sources.  The profits are com-
parable to somewhat-better than other 
channels. 

8. It takes a team approach to achieve 
meaningful success on LinkedIn.  While 
it seems like a solo-flight, it’s better to 
make it a team flight.

9. It’s virtually impossible to prove that 
deals come from LinkedIn unless you 
have a comprehensive marketing auto-
mation platform that gives you a view 
into the entire digital footprint of pros-
pects.

10. The landscape of strategies and tactics 
are subject to change quickly because 
LinkedIn controls the policies that guide 
what users can and cannot do.  

WHO THIS EBOOK IS FOR

I wrote this e-book for leaders of mid-sized 
professional service firms.  These firms come 
from several different industries including:
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• Information technology consulting 
• Systems integrators
• Managed service providers
• Accounting
• Management consulting
• Software as a service
• Engineering
• Construction
• Architecture
• Law
• Financial services
• Real estate
• HR consulting and services
• Insurance
• Healthcare
• Training / coaching / executive education
• Travel and logistics services  

I wrote this e-book to be a practical resource 
for leaders of these firms who have functional 
responsibilities such as:

• CEO / COO / CFO / CMO 
• Marketing and brand management
• Business development
• Sales management

Often these companies have from 15-150 em-
ployees and have revenues from 5-50 million 
dollars.  The primary challenge that compa-
nies from these industries share in common 
is that they sell an intangible – a service.  
When you sell an intangible, it is very difficult 
for prospective ideal clients to see how your 
deliverables will benefit them.     

THE GOALS OF MOST PROFESSIONAL
SERVICE FIRMS

When I talk to the leaders of these types of 
firms, I consistently hear a handful of goals.  
I’m wondering how these top five goals that 
I’ve identified stack up against your goals.  

• Acquire organic new clients
• Break the feast or famine cycle
• Move up market – better profit-per-deal
• Differentiate from competitors
• Shorten the sales cycle

ACQUIRE ORGANIC NEW CLIENTS

Nearly all of our clients believe that they have 
not even come close to maximizing their 
potential for client acquisition.  They believe 
that there are hundreds, possibly tens of 
thousands, of great prospective clients out 
there that they have not yet connected with.  
They deeply desire an opportunity to have a 
shot at these prospects.  

When I use the term “organic” it means some-
thing very specific.  Usually, this means that a 
prospect:

• Has no prior knowledge of the service 
provider, their brand, their services or 
their value proposition.

• Has no predisposition to say yes to the 
service provider.

• Fits the ideal client profile.

To acquire organic new clients, these service 
firms know they need to pull these prospects 
through a process.  But usually the service 
firm leaders do not have a clear vision in mind 
about how to do this.  They very much want 
to understand the process and build a plan to 
make it real and consistent.  

You’ll notice that by this definition of organic, 
referrals are disqualified.  Most service firms 
acquire the majority of their new clients by 
way of referrals.  Most service firm leaders are 
somewhat satisfied with their referral engine.  
So they are looking for a means of acquiring 
clients that is outside their existing referral 
engine.  
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BREAK THE FEAST OR FAMINE CYCLE

Most mid-sized professional service firms are 
plagued by the feast or famine cycle.  Either 
they have too many deals and clients clamor-
ing for their services or they have staff sitting 
around with too much time on their hands.

The implications to revenue, profitability and 
steady growth are daunting.  When organiza-
tions do not have steady deal-flow, they also 
do not have steady revenue and profits.  This 
makes it nearly impossible to plan for the fu-
ture, hire the right number of staff and build 
a predictable budget.  Service firm leaders 
are looking for ways to stabilize revenue and 
deal-flow. 

MOVE UP-MARKET WITH BETTER PROFIT-
PER-DEAL

Most service providers who have been in 
business for ten years or longer can now 
predict their average revenue-per-client and 
profit-per-client.  But the best opportunity to 
improve the financial standing of the compa-
ny will come from improving profit-per-deal.  
For most service providers, this means they’ll 
need to acquire a type of client who is willing 
to pay more than their current clients.  

For this to happen, the new clients will need 
to expect a greater return on their investment 
and will need a higher tolerance to fees.  This 
also means those clients will need to have 
higher perceived-value from your services.  

DIFFERENTIATE FROM COMPETITORS

All of our clients want to differentiate from 
competitors because most of them operate 
in highly competitive markets.  I’ll bet you’re 
in the same position.  The more you can dif-
ferentiate from competitors, the greater the 
likelihood that prospects will say yes to you.  
This also allows you to charge a higher pre-
mium and increase profits.  When prospective 
clients cannot legitimately say to you – “I can 
get it cheaper down the street” – you win.

SHORTEN THE SALES CYCLE

All of our clients want to do more with less.  
Nowhere is this more clear than when it 
comes to the people who close deals.  Usually 
it’s the top consultants and senior executives 
who run sales campaigns and close deals.  
If prospects can enter into sales dialogue 
already convinced that you are the best fit 
for them, the top consultants can spend their 
time in discovery and proposal development 
– not persuasion on your brand.  This will 
shorten the sales cycle and allow the same 
size staff to close more deals.  

The deals coming out of LinkedIn had about a 30% faster 
close-rate than deals coming from other channels.    
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HOW THIS EBOOK ADDRESSES THESE GOALS

This ebook absolutely will show you how to 
accomplish these goals.  The ten strategies 
I’m recommending here will cut your time-to-
success by 80% compared to my journey.  If 
you put these strategies to work you will:

• Discover far more ideal prospects than 
you likely knew even existed on LinkedIn.

• Make contact and build a connection with 
these prospects in ways they like and ap-
preciate.

• Become a trusted advisor to these people 
so when they need your services, they 
think of you first.

• Maintain your integrity and never be seen 
as a pest or nuisance.

• Close deals faster and with better profit-
per-deal. 

But remember, you get out what you put in.  

WHAT THIS EBOOK IS NOT

This ebook is not a how-to manual to teach 
you the basics of using LinkedIn.  This is not 
LinkedIn training so much as it is LinkedIn 
strategy.  In other words, I’ll tell you what you 
should and shouldn’t do on LinkedIn.  But 
you’ll need a basic working knowledge of the 
platform to take action on my advice.

THE TEN STRATEGIES

1. Strategy 1: Build your Ideal Client Profile
2. Strategy 2: Define your promise
3. Strategy 3: Build a great content market-

ing program, driven by insights
4. Strategy 4: Update your LinkedIn per-

sonal profile
5. Strategy 5: Join the right groups
6. Strategy 6: Use LinkedIn Sales Navigator 

to build targeted lists
7. Strategy 7: Build a robust first-tier net-

work
8. Strategy 8: View LinkedIn as a platform, 

not a network
9. Strategy 9: Practice respect 
10. Strategy 10: Deploy the consultative sale, 

not the pitch

I’m excited to share these ideas with you.  I 
know they will make a huge difference in your 
business.  Let’s get started!
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What are my top 5 reasons for downloading this ebook and reading it?

Reason 1:

Reason 2:

Reason 3:

Reason 4:

Reason 5:

What are the top 3 outcomes I want to realize from reading this ebook and taking action 
on it?

Outcome 1:

Outcome 2: 

Outcome 3: 

What am I will to commit to do to ensure I realize these outcomes?

Commitment 1:  

Commitment 2:  

Commitment 3:  
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For you to acquire great clients on LinkedIn, you’ll need to build an 
ideal client profile.  This ensures everything you do from here forward 
is targeted toward a very specific type of person.  An ideal client profile 
serves as something of a compass to allow you to gauge true north as 
you proceed on your journey.  How so?

BUILD YOUR IDEAL CLIENT PROFILE 
EVERYTHING STARTS WITH YOUR IDEAL CLIENT PROFILE

An ideal client profile helps you:

• Understand who you want to target.
• Develop a clear picture of the demo-

graphics of this person so you connect 
primarily with people who you know 
will be a great fit.  This becomes REALLY 
important when building search strings 
in LinkedIn Sales Navigator. 

• Deeply understand what matters to ideal 
clients so you focus on them, not on you. 

• Build a content marketing program that 
organic ideal prospects simply cannot 
resist. 

• Attract people who need your services, 
insights and the outcomes you can pro-
duce. 

• Gauge whether or not a prospect is right 
for you when it comes time to enter 
dialogue, so you don’t waste time and 
expedite your close rates. 

There are three core parts to an ideal client 
profile: 

• A high-level description
• Demographics

• Psychographics

To help make this concrete for you, I’ll use 
my ideal client profile as an example.  I’m not 
pitching anything here, just to be clear.  

You might be wondering if you should build 
an ideal client profile for you, your individual 
practice, versus for your company.  That all 
depends on your goals.  If your goal is to ac-
quire new ideal clients for your practice, then 
you should build a profile of who you want to 
work with. 

If your goal is to help your organization 
acquire new ideal clients, then you’ll likely 
want to build a profile that is applicable to 
your firm.  But remember, the more specific 
the profile the better.  If the ideal client for 
your practice is significantly different from 
the ideal client for your firm, I’d recommend 
that you build both.  

I’d like to provide some guidelines here to 
help expedite this process so it’s not over-
whelming.  I recommend that you get an ex-
port of all invoices you’ve generated over the 
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last 3 years.  Organize them by client, decide 
who does and does not make the ideal client 
cut, conduct your analysis and build your 
ideal client profile.  That’s the best process.  

You do not need to conduct this analysis for 
every client you’ve served.  When I do this 
work with my clients, we’ll typically only 
analyze their top 10 to 20 clients.  Here are 
the seven criteria we use to decide whether 
or not someone makes the cut for being an 
ideal client:

• Impact – you deliver services that have a 
significant impact on their situation, usu-
ally their top or bottom line or both.

• Budget – ideal clients easily afford your 
services and usually have already re-
served a line item in their budget for 
those services.

• Profits – you earn a substantial profit by 
delivering these services.

• Insights – you understand what your 
ideal client needs often better than they 
do.

• Expertise – your ideal clients want and 
need your specific capabilities and have 
limited options for acquiring that exper-
tise.

• Culture – there is a good fit between the 
way you do business and the way your 
ideal clients prefer to be served.

• Chemistry – you and your staff get along 
well with the client and experience few 
conflicts.

HIGH-LEVEL DESCRIPTION

Your high-level description should be about 
a paragraph long and it should state in the 
simplest terms possible who your ideal client 
is and what matters to them.  This does not 
need to be fancy.  Clear is better.  

Here is the high-level description of my ideal 
client.

Our ideal client is a successful medium-sized 
professional services firm that knows it has 
not achieved its full potential.  As much as they 
have done well, company leaders are hungry 
to grow and reach their next level.  Specifical-
ly, they want to increase market share, acquire 
new clients, increase revenue and profits, gen-
erate leads, build a strong brand, differentiate 
from competitors, and create demand that 
positions them to pick only the most desirable 
deals with only preferred clients.   

DEMOGRAPHICS

Demographics concern characteristics that 
are external to your ideal client, those things 
that are outside their mindset and thinking 
patterns.  Depending on whether you sell 
services to businesses or individuals, you 
will want to customize your demographic 
criteria.  If you sell services primarily to busi-
nesses, then these criteria may apply.  

• What industry are they in?  
• Where are they located geographically?  
• What size company do they come from, 

both in terms of employees and revenue?  
• What is their title or broad areas of re-

sponsibility?  
• What department do they work in?  
• What is their mission?  
• How long have they been with the com-

pany?  
• Are they the primary signer on a deal or 

do they work as an influencer on a com-
mittee?  

• How old are they?  
• What is their race?  
• What is their educational background?  
• Are they primarily male or female?
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If you sell services primarily to individuals, 
then these questions may apply.  

• How old are they?  
• What is their race?  
• What is their educational background?  
• Are they primarily male or female or 

both?  
• What is their average household income?  
• What is their net worth?  
• Where are they located geographically?  

What’s important here is that you pick the 
criteria that most likely describe the external 
characteristics, the demographics, of your 
ideal client – people who fit the seven criteria 
I listed above.  So if you need to mix and 
match from the list above, please do so.  

PSYCHOGRAPHICS

Psychographics are the most important part 
of the ideal client profile.  Psychographics 
concern those things that are top-of-mind 
with your ideal client.  These have to do with 
their internal state, what they think about, 
what they worry about and what they want 
to achieve.  

To build a great ideal client profile, you’ll 
need to list:

• The top 5 goals of your ideal client.
• The top 5 opportunities of your ideal 

client.
• The top 5 challenges of your ideal client.

Here are explanations of the differences be-
tween goals, opportunities and challenges.

• Goals are those things that absolutely 
must get done.  If you sell to businesses, 
a goal is the reason someone has a job.  
If you sell to individuals, goals are those 
things that they must achieve above all 
else – likely the reason they’ll hire you. 

• Opportunities are those things that 
excite the imagination of your ideal client 
and if budget and time allow, they may 
fund them.

• Challenges are those things that block 
ideal clients from achieving goals.

Here are some things to note about the 
important differences between these three.  
Goals will nearly always get funded if you 
can prove, without question, that you are 
the best resource to achieve the goal.  Op-
portunities are the least likely to get funded 
because they are nice-to-haves, not must-
haves.  

Psychographics are the most important part of the profile 
and concern those things that are top-of-mind with your 
ideal client.     
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Challenges may or may not get funded, 
depending on how significantly they block 
the attainment of goals.  But remember, the 
human animal has a tremendous capacity for 
suffering.  

Since I know this might be a new process for 
you, I’m including the top goals, opportuni-
ties and challenges of my ideal clients.  

Top 5 Goals

1. Grow topline revenue and bottom line 
profits of the company.  Specifically, 
many of our ideal clients have set a goal 
of at least doubling their revenue within 
a defined time period.

2. Acquire ideal new clients.
3. Build sales and marketing processes that 

consistently and repeatedly produce 
desirable outcomes.  They want to know 
that they can pull certain levers and 
achieve certain results with confidence.

4. Build a business that runs independent 
of them.  This allows for the greatest 
valuation and ease of transition should 
they choose to transfer equity to some-
one else.

5. Achieve their full potential as an en-
trepreneur – grow a business that they 
are proud of, that produces economic 
benefit and that causes them to feel like 
a success.  

Top 5 Opportunities

1. There are far more clients out there to-
day that they could be serving.  

2. They have built a strong reputation as 
a respected service provider, but they 
have not leveraged that reputation in the 
best way possible as yet to achieve their 
growth goals.

3. They have not yet deployed cutting edge 
sales and marketing technologies.

4. They need to make the transition to ef-
fective digital marketing strategies.

5. They could improve the sales function 
if they deployed the digital consultative 
sale. 

Top 5 Challenges

1. Not enough hours in the day to get every-
thing done and not enough talent in their 
organization to get things done at a high 
level.

2. They have not fully defined their ideal 
client or positioned for the greatest client 
impact. 

3. Not enough budget to fund everything 
they’d like to do, which forces them to 
pick and choose projects and initiative to 
sponsor based on growth goals.

4. Certain initiatives and projects that were 
supposed to grow the company have 
failed.  This has left them with a lack of 
confidence that their current approach 
will work.

5. They are often uncertain about what 
steps to take to achieve their goals.  They 
have ideas, but they don’t know if the 
ideas will work the way they want.  

Now it’s time for you to build your ideal cli-
ent profile.  Use the Action Steps on the next 
page to do so.  Good luck.
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

Write your ideal client high-level description here:

Write your ideal client key demographics below

Demographic 1: 

Demographic 2: 

Demographic 3: 

Demographic 4:

Demographic 5: 

Demographic 6:

Write your ideal client top 5 goals below:

Top goal 1:  

Top goal 2:  

Top goal 3:  

Top goal 4:  

Top goal 5:  

Write your ideal client top 5 opportunities below:

Top opportunity 1:  

Top opportunity 2:  



TEN STRATEGIES FOR MID-SIZE SERVICE FIRMS TO ACQUIRE NEW IDEAL CLIENTS ON LINKEDIN

18

Top opportunity 3:  

Top opportunity 4:  

Top opportunity 5:  

Write your ideal client top 5 challenges below:

Top challenges 1:  

Top challenges 2:  

Top challenges 3:  

Top challenges 4:  

Top challenges 5:  
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In the opening chapter of this ebook, I made you a promise.  In case you 
don’t’ remember, here it was. 

If you follow the counsel I outline in this ebook, you WILL NOT regret it.  
You will not regret a single dollar you spend.  You will not regret the time 
or effort.  I promise you that.  

Why would I do such a thing?  Why would I make a promise?  I’ll tell you 
why.  Promise is the nature of selling professional services.  Promise is 
everything.  If you don’t have a great promise and if you cannot deliver 
against that promise, you are dead in the water.  You can’t grow.

DEFINE YOUR PROMISE

Here’s why.  Services are intangibles.  If 
someone signs your contract and starts giv-
ing you money, what do they get in return?  
For most service organizations, the answer 
is that they get a promise that they’ll realize 
a tangible outcome at some point down the 
road.  But usually the client will not take pos-
session of something they can hold in their 
hands.

This means they have to extend great trust 
to you.  They must have faith that you can 
actually get them to where they want to be 
in the future.  This is why it’s called being a 
TRUSTED advisor.  

But that trust begins the moment they start 
to believe in your promise.  The challenge 
with most professional service leaders is that 
they:

• Make no promise at all.
• Make the wrong promise.
• Make a weak promise that stimulates no 

forward movement.

To acquire great new clients on LinkedIn, 
you need to make the right promise.  In fact, 
you’ll need to make more than one promise.  
I have come to think of these as the pre-cli-
ent and the post-client promise.

THE NATURE OF SELLING PROFESSIONAL SERVICES IS 
PROMISE
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The pre-client promise is the reason some-
one should spend time with you BEFORE 
they become a client.  Usually this promise 
has to do with the benefits of participating 
in your discovery process.  The post-client 
promise has to do with the outcomes they’ll 
realize AFTER they’ve been your client a 
while.  Usually this has to be with achieving 
their goals, realizing their opportunities or 
overcoming their challenges.  

In just a moment, I’ll show you how to 
structure your pre-client and the post-client 
promise.  But before I do that, I want to ex-
plain a concept that is of vital important for 
understanding how to acquire organic ideal 
clients on LinkedIn. 

THE INBOUND JOURNEY

It is pretty unrealistic to think that someone 
will just find your LinkedIn profile out of the 
blue, be impressed with what they see and 
then place a phone call or send an email 
requesting your services.  I wish it were that 
easy.  

But in all of the highly competitive industries 
I outlined in the opening chapter – this is not 
the case.  A lot of competition means that 
prospects have a lot of choices.  Why would 
they choose to spend time on your profile 
or reading your content?  What will it do for 
them?  How will it benefit them?

Anonymous
User

Acknowledged
User

Engaged
User

Leaning-In
User

Contacts view 
your profile on 
LinkedIn and 
read some of 
your content 
marketing 
materials.

Contacts click 
over to your 

website, fill out 
a form for one 

of your 
high-value 

content assets 
and spend time 

consuming 
that content.

Prospects 
register for 

more than one 
gated content 
asset and visit 
a wide range of 

web pages: 
blog, services, 
case studies, 
about, etc.

Prospects are 
predisposed to 
want to engage 
with you, but 
they may or 

may not have a 
project and 

budget at the 
moment.

Exhibit 2.  Source = The Shattuck Group.

The In-Bound Journey
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To understand this, you have to understand 
the inbound journey.  Organic prospects, 
those who have no knowledge of your brand 
and services and no predisposition to pick 
you, will slowly warm up to you over time.  
We typically see four stages on their in-bound 
journey:

• Anonymous. Contacts view your profile 
on LinkedIn and read some of your con-
tent marketing materials.

• Acknowledged. Contacts click over to 
your website, fill out a form for one of 
your high-value content assets and spend 
time consuming that content. 

• Engaged. Prospects register for more 
than one gated content asset and visit a 
wide range of web pages: blog, services, 

case studies, about, etc.
• Leaning-in. Prospects are predisposed to 

want to engage with you, but they may or 
may not have a project and budget at the 
moment. 

If you have built the content architecture and 
materials necessary to support this journey, 
prospects will take it.  They will pass through 
these stages.  Better yet, if you have a real 
marketing automation platform in your 
enterprise, you can watch a prospect pass-
ing through all of these stages.  If you’re not 
sure what I mean by marketing automation, 
please visit the services section of our web-
site and click on Marketing Automation.  

Because services are intangibles, clients extend great 
trust to you when they buy your services.  They believe in 
your promise.      

THE PRE-CLIENT PROMISE

The pre-client promise is a commitment to 
delivering benefits to prospects before they 
become a client.  Most service organizations, 
especially those who are growing, utilize 
the consultative sale, not the pitch.  In other 
words, before someone becomes a client, they 
walk them through a process of discovery.  But 
the problem with discovery is that it can feel 
an awful lot like being qualified as a sales pros-
pect.  Many people will resist discovery unless 
there is something in it for them.  

This is where your pre-client promise comes 
in and saves the day.  The pre-client promise 
gives prospects a compelling reason or set of 
reasons to spend time in the discovery process 
with you.  I recommend that you embed your 
pre-client promise right in to the top of your 
LinkedIn profile.

Again, I’m not trying to sell you anything here, 
but I do want to make this concrete for you.  
Here is the pre-client promise I make on my 
LinkedIn profile:
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 If you are the leader of a mid-size professional 
service firm and you want to acquire great new 
clients, double your revenues and grow EBITDA 
substantially, I have a lot of insights for you. 
You’ll find some of those ideas right here on my 
profile and in my Posts. But the very best ideas 
are on our website. If you prefer video content, 
you can subscribe to my YouTube channel. 

Spend time with my ideas and you’ll be ready 
to clearly define your ideal client, pull great 
prospects into dialogue with your consultants, 
differentiate from competitors and build a pipe-
line of demand for your services that allows you 
to pick only the choicest deals. 

If these are your goals, you will find the insights 
I share well worth your time. In fact, I’ll make 
you a promise. Spend one hour with my ideas 
and you’ll get at least 5 great nuggets of wis-
dom to help you grow your professional service 
firm.  

So when you think about the pre-client prom-
ise you want to make, what would it sound 
like?  What can you promise to an ideal organic 
prospect that will make it worth their time to 
engage in your discovery process?  

THE POST-CLIENT PROMISE

The post-client promise is a statement of the 
outcomes that you believe clients can realize 
by working with you or your firm.  My post-
client promise sounds like this:

“I Help Mid-Sized Professional Services Firms 
Double Their Revenue”  

I make this promise right at the top of my 
LinkedIn personal profile.  It’s the first thing 

you’ll see right below my photo.  I use this 
statement instead of a title, like CEO of The 
Shattuck Group.  I recommend that you do the 
same thing.

This is another reason that you need an ideal 
client profile.  Take a look now at the psycho-
graphics of your ideal client profile: their top 
5 goals, opportunities and challenges.  Which 
of these might you convert into a post-client 
promise?  Which of these would cause ideal 
prospects to lean-in to you and your firm? 

Now I know that “promissory results” are 
problematic in certain industries, particularly 
financial services where market swings make 
results impossible to predict.  This is why you 
need to be very careful in how you structure 
your post-client promise.  This should be done 
in consultation with legal representation and 
compliance professionals who can keep you 
out of trouble.

But even in the financial services industry, 
you can promise certain service levels that are 
within your control.  This is true, by the way, of 
nearly all professional service industries.  You 
can promise:

• That you will be in regular communication 
with the client.

• To take all reasonable steps to ensure their 
interests are represented.

• That you will act in their best interest and 
in accordance with professional standards 
in your industry.

• That you will not run away or become sud-
denly unavailable if things go awry.

The most important things about your 
post-client promise is that it’s true.  The 
technique I use –  to make a promise instead of 
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

Write your pre-client promise here:

Write your post-client promise or promises here (based on verifiable sources such as 
client testimonials and a statement or statements that align to the goals, opportunities 
or challenges of ideal clients):

Promise 1: 

Promise 2: 

Promise 3: 

Promise 4:

Promise 5: 

a title on my LinkedIn profile – is not unique to me.  You’ve likely seen other people do this too.  
Sometimes these promises sound incredulous.  

If you can’t back-up your promise with uncontestable proof statements, you’ll have a credibility 
problem.  Don’t simply tell your audience what they want to hear.  Make sure your post-client 
promise can be quickly and honestly verified, particularly with client testimonials.  
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In the chapter entitled “Build Your Ideal Client Profile” I recommended 
that you build a profile that has demographics and psychographics.  In 
case you did not get a chance to read that chapter, here is a quick sum-
mary of what we’ll now draw upon to build your content marketing 
program – a really powerful and effective content marketing program.  

BUILD A GREAT CONTENT MARKETING 
PROGRAM DEFINED BY INSIGHTS

Psychographics are the most important part 
of the ideal client profile.  Psychographics 
concern those things that are top-of-mind 
with your ideal client.  These have to do with 
their internal state, what they think about, 
what they worry about and what they want 
to achieve.  

To build a great ideal client profile, you’ll 
need to list:

• The top 5 goals of your ideal client.
• The top 5 opportunities of your ideal 

client.
• The top 5 challenges of your ideal client.

Here are explanations of the differences be-
tween goals, opportunities and challenges.

• Goals are those things that absolutely 
must get done.  If you sell to businesses, 
a goal is the reason someone has a job.  
If you sell to individuals, goals are those 
things that they must achieve above all 

else – likely the reason they’ll hire you. 
• Opportunities are those things that 

excite the imagination of your ideal client 
and if budget and time allow, they may 
fund them.

• Challenges are those things that block 
ideal clients from achieving goals.

Here are some things to note about the 
important differences between these three.  
Goals will nearly always get funded if you 
can prove, without question, that you are 
the best resource to achieve the goal.  

Opportunities are the least likely to get 
funded because they are nice-to-haves, not 
must-haves.  

Challenges may or may not get funded, 
depending on how significantly they block 
the attainment of goals.  But remember, the 
human animal has a tremendous capacity for 
suffering.  

THIS IS HOW YOU’LL PULL IDEAL PROSPECTS TOWARD YOU
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Now you’ll use your ideal client profile to 
build a content marketing program that ideal 
prospects simply cannot resist.  Here is how 
you’ll do this.  There are three basic steps to 
creating a great content marketing program:

• Ideation
• Content Production
• Content Provisioning

Of these stages, ideation is the most im-
portant and it requires the greatest effort 
on your part.  Ideation is about getting the 
best ideas on the table.  Production is about 
producing actual content pieces.  Provision-
ing is about publishing the content through 
as many channels as possible.  Each of these 
stages requires a different skill-set and ap-
proach.  Let’s review each stage.

IDEATION

One of the biggest mistakes mid-size profes-
sional service firm leaders make is hiring 
outside experts to produce their entire con-
tent marketing program.  This usually fails, 
especially on LinkedIn, because the content 
marketing experts are often good writers but 
not subject-matter-experts in your area.  

This is why you need ideation.  This strategy 
allows you to collect the years of wisdom 
that you and your team members bring to 
the table and prepare to share that wisdom 
with ideal prospects.  There is certainly noth-
ing wrong with hiring a writer for content 
production.  In fact, I recommend it.  But you 
cannot ask them to handle ideation on their 
own.  

You’ll now use the psychographics of your ideal client 
profile to develop a content marketing program that 
prospects cannot resist.   

Ideation will allow you collect your best ideas 
for topics that your ideal prospects simply 
find irresistible.  To get the best ideas on the 
table, I recommend these steps: 

• Pick your best and brightest minds 
and ask them to participate with you 
in a brainstorming session.  I prefer to 
have these sessions with between 3-5 
professionals in the room.  It may require 

more than one session to complete this 
task.  Most people cannot seem to focus 
intensely, which is what this exercise re-
quires, for more than 2 hours.  So plan ac-
cordingly.  Make sure you send the team 
the list of goals, opportunities and chal-
lenges well before your brainstorming 
session so they have a chance to review.

 
• Place an easel and large pad with 

sticky-back tear sheets in the room.  
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You’ll use this to record your ideas and 
tear off each sheet as it fills up.  I recom-
mend that you set a meeting leader to ask 
questions and record your answers on 
the tear-sheets.  They should also take re-
sponsibility to get your ideas transcribed 
into written form, likely in a Word docu-
ment. 

• Review each goal and ask the team 
– what is our best advice to achieve 
this goal?  Now you may have to create 
a strawman to answer those questions 
because there are lot of variables that can 
impact your advice.  A strawman allows 
you to put forward assumptions about 
who the ideal client is and the resources 
they have at their command.

• Record your counsel and try to make it as 
linear as possible.  In other words, you are 
looking for a series of steps or key drivers 
in what you would advise people to do to 
achieve their goals.  This ebook is called 
“Ten Strategies” for a reason.  I know that 
people need to limit their focus to just 
a few key points.  It’s your job to make 
order out of what seems like chaos.  This 
is a hallmark of consultants.

• Review each challenge and ask the 
team – what is our best advice to 
resolve this challenge?  You’ll probably 
need a strawman yet again.  And again, 
try to make your advice linear, if possible.

• Review each opportunity and ask 
the team – what is our best advice to 
realize this opportunity?  You’ll prob-
ably need a strawman.  Try to make your 
advice linear, if possible.

• Develop the corpus of your counsel.  
Now review your best advice to achieving 
the goals, overcoming the challenges and 
realizing the opportunities.  As you do so, 
you’ll likely start to see some common 
themes in your advice.  

• Document your advisory themes.  Your 
themes become the core of your advice 
for prospective ideal clients.  Even with 
the strawman limitation, your advice will 
probably come down to just a handful 
of strategies and tactics that you recom-
mend.  Make sure everyone on the team 
agrees with the basic counsel.

CONTENT PRODUCTION

Once you have your core themes developed, 
you’re in a great position to start producing 
actual content pieces.  As it relates to Linke-
dIn, you have a few options for provisioning 
content, each with their own limitations and 
requirements.  So before you dive into pro-
duction, make sure you have a plan for how 
your content fits your promotional channels.  

Your options for provisioning content on 
LinkedIn include three basic areas:

• Your personal LinkedIn profile.
• Your company LinkedIn profile.
• Your groups.

On your personal LinkedIn profile, you can 
add articles and posts.  The articles can be 
provisioned via a user interface that is much 
like a WordPress tool as of the writing of this 
E-book.  The posts operate in a fashion very 
similar to Facebook posts.  Both posts and 
articles provide a decent amount of flexibility 
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in terms of using writing content, graphics 
and even video.  

However, articles will allow you to self-publish 
content that is as many words as you would 
like.  Posts, on the other hand, must be much 
shorter, usually just a few words.  The same is 
true of posts on your company LinkedIn pro-
file and posts you can make to your groups.

Before you start production on your content, I 
have a few recommendations.  First, develop 
an editorial calendar.  Your editorial calendar 
for LinkedIn should include a list, by month, 
of the articles and posts you’ll produce and 
where you’ll provision them.  I recommend 
that your editorial calendar is at least 12 
months long.  

Second, I believe it is in your interests to 
publish at least one thoughtful article per 
month on your personal LinkedIn profile.  
This is how you demonstrate thought leader-
ship.  You can use short-form posts to pull 
people toward your articles.  You can post as 
much as once a day, but you’ll probably get 
your best engagement from the long-form 
articles.  

Third, I recommend that you hire a writer to 
develop all of this content.  While you might 
be able to produce it, it’s probably not the 
best and highest use of your time, unless you 
simply enjoy writing.  You should lead the 
ideation process.  But after that, it is probably 
best to hand off the ideas to a writer who can 
do the majority of the wordsmithing.  

Fourth, I recommend that you focus keenly on 
your headlines and subheads.  You want your 
headlines to be short, pithy and compelling.  
This is what most people on LinkedIn will see 

and will make the decision to click-through, 
or not, to your content based on the headline.  
So choose language that is organic to your 
ideal prospect.  Don’t use technical terms that 
are only meaningful to people in your indus-
try.  

CONTENT PROVISIONING

Once you have your core themes and editorial 
calendar developed and your first few pieces 
are in production, you’re in a great position 
to start provisioning content.  I have a few 
recommendations for you on this topic. 

First, hire a good technical person to do the 
provisioning.  While you probably could do 
this on your own, it’s likely not the best and 
highest use of your time.  The user interface 
for articles, posts and group posts can be 
somewhat tricky.  It also seems as if LinkedIn 
changes the user interface every other month. 

Second, use posts to pull prospects toward 
your articles.  Every time you add a new 
article to your LinkedIn profile, make sure 
you create a post about this.  If you publish 
your article on a Tuesday, you can send posts 
about it on Wednesday, Thursday and Friday.  
Why?  

Because posts on your LinkedIn profile only 
go to the homepage feed of your first-tier 
network.  Their homepage feeds update 
constantly.  So it’s highly unlikely that most 
people in your network will see your post 
unless you are connected to people who have 
very small first-tier networks.  The more times 
you post, the greater the likelihood that more 
people in your first-tier network will see your 
post and click-through to your article.  
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

Write below your plans for how you intend to handle ideation:

Step 1: 

Step 2: 

Step 3: 

Step 4:

Step 5: 

Get content provisioning on a calendar so you don’t forget about it.  Let’s face it.  Life gets in 
the way.  You’ll likely get very busy serving clients and working in your business.  So unless you 
have this activity scheduled in your calendar, it probably won’t get done.  

The best solution is to hire someone else to do the work and have them put notes in your cal-
endar about when your articles and posts will be shared.  This allows you to track activity and 
potentially respond to your network without having to do any of the button pushing.  
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Write below your plans for how you intend to handle content production:

Step 1: 

Step 2: 

Step 3: 

Step 4:

Step 5: 

Write below your plans for how you intend to handle content provisioning:

Step 1: 

Step 2: 

Step 3: 

Step 4:

Step 5: 
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The old saying is that you never get a second chance to make a first 
impression.  Thank goodness that is not true – at least on LinkedIn.  You 
can make a different or better impression the second or third or fourth 
time someone visits your profile.  That’s important.  Why?

UPDATE YOUR LINKED PERSONAL PROFILE

Your profile needs to change.  Not just after 
you read this ebook and complete the up-
dates I describe below, but regularly.  There 
are certain sections of your profile that 
should get a weekly or even daily update.  
But there are other parts of your profile 
that should rarely be updated.  These little-
changing sections are where you have to 
make a great first impression.  I’ll explain 
more about this below.  

The other thing to bear in mind is that Linke-
dIn uses certain algorithms that will recom-
mend people to you based on what you put 
in your profile.  That’s important but don’t 
count on it.  I frequently find that LinkedIn’s 
algorithms completely get my ideal client 
profile wrong.  The platform recommends 
people to me who are not a good fit all the 
time.  

But the impression you make is very impor-
tant.  People believe what they see and what 
they read.  So you want to make the kind of 
impression that propels organic prospects 

forward on their inbound journey.  

A LinkedIn profile can include at least these 
areas – as viewed top to bottom by a pros-
pect:

• Intro: photo, name, headline, position, 
education, country, industry and sum-
mary (shouldn’t change much over time)  

• Articles, posts & activity (should change 
regularly)  

• Experience (shouldn’t change much over 
time)  

• Education: school, degree, field, year 
graduated (shouldn’t change much over 
time)  

• Featured skills & endorsements (should 
change regularly)  

• Recommendations (should change regu-
larly)  

• Accomplishments (shouldn’t change 
much over time)  

• Interests: influencers, companies, 
groups, schools (hard to say how much 
these should change)

THIS IS WHERE PROSPECTS WILL LIKELY FIND YOU – SO IT 
NEEDS TO BE GOOD
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Here is how I recommend that you handle 
each of these areas.

INTRO

This is the most viewed part of your LinkedIn 
profile.  It also contains materials that will 
show up in the LinkedIn ecosystem – outside 
of your profile.  Those elements can include 
your photo, name and headline.  Nearly every 
time I post something on LinkedIn, especially 
in groups, at least my photo will appear.  So 
it’s important to make the right impression 
with your intro.  

As of the writing of this ebook, these were the 
elements common to the intros section of 
LinkedIn profiles (caveat – LinkedIn is con-
stantly changing how their software works so 

don’t be surprised to find that these catego-
ries are different for you).  

Background:
Photo:
First Name:
Last Name:
Headline: 
Current Position: 
Education:
Country/Region: 
Industry:
Summary:
Media:

Let’s look at what to do with each of these 
elements.  

Background:

You can create a custom background that 
will appear at the top of your profile.  If you 
don’t create one and add it to your profile, 
LinkedIn will place a standard header image 
on your profile.  Since LinkedIn chooses when 
to change or update their standard images, 
you may not be pleased with the changes 
they make.  My advice?  Put your own profile 
image up.  

Photo:

I recommend that you get a professional 
headshot.  It should be well cropped to show 
your face.  I prefer a white background so 
people can actually see you.  You SHOULD 
NOT use an amateur photo taken by your 
spouse or children.  This says you don’t care 
enough about your personal brand to invest 
in a professional photo.  If you don’t care, why 
should anyone else care?  

Your profile should make the kind of impression that pro-
pels organic prospects forward on their inbound journey 
toward you.     
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Now a question I’m often asked is – should I 
smile in my photo?  In general, this is a good 
idea.  But you’ll notice that my photo is not 
really a smiling image.  I believe in gravitas.  I 
know that my ideal client has to trust me a 
great deal.  I don’t tackle light matters.  Quite 
the opposite.  So I seek to project a quality of 
sincerity.  Do with this what you will.

First Name & Last Name:

Simply add your first and last name.

Headline: 

Most people put their current job title in this 
section or leave it blank altogether.  I recom-
mend that you put your post-client promise 
in this field instead (see previous chapter).  
Besides your photo, this statement is what 
will show up more often on LinkedIn than any 
other part of your profile.  Think of this like 
a 2-second elevator pitch.  If it doesn’t catch 
your ideal prospect’s eye, you’ve missed op-
portunities.  

As a reminder, my post-client promise is - I 
Help Mid-Sized Professional Services Firms 
Double Their Revenue.  

Current Position: 

Add the title of your current position.  Keep 
this brief and straightforward.  Many profes-
sional services people like to add designa-
tions like CFA, MBA, HAS or other 3-letter 
acronyms.  I see little evidence that this 
impresses prospective ideal clients.  What 
matters far more is the quality of the insights 
you have to offer them.  

Education:

I recommend you list the institution from 
which you earned your highest degree.  But 
some people also choose to put the most 
well-known or well-respected institution that 
they’ve attended.  

Country/Region: 

Simply add this.

Industry:

LinkedIn will provide a drop-down list of 
industry options from which you can pick.  If 
you can legitimately claim to be in the same 
industry as your ideal client, I recommend 
that you choose that industry.  LinkedIn’s 
algorithms will then much more likely recom-
mend people to you who fit your ideal client 
profile.  I have connected with dozens of great 
prospects using this technique.   

Summary:

This is where you want to add your pre-client 
promise – the reasons someone should give 
you their time and enter dialogue with you.  If 
you’re not sure about the pre-client and post-
client promise, please see the chapter in this 
ebook called DEFINE YOUR PROMISE.  

Media:

If you have rich media, such as photos, vid-
eos, graphics or the like, you can add them in 
this section.  Here is my experience with this.  
When I originally started to seriously work in 
LinkedIn, I developed 3 videos, each one for a 
unique ideal client type.  I added them to the 
media section of my profile.  But it seemed 
to me that almost no one looked at them.  In 
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four years, only one person reached out to 
me to let me know they had seen one of my 
videos.  I find that video does much better in 
the posts and articles section of your profile.  

ARTICLES, POSTS AND ACTIVITY

This is a vitally important area of your Linke-
dIn profile.  Here is the difference between 
articles, posts and activity.  Articles are where 
you self-publish your thought leadership 
materials, such as 1,000 to 1,500-word blog 
posts.  As of the writing of this ebook, I have 
89 articles in my LinkedIn profile.  These 
are beefy little thought pieces.  Most of my 
articles have a call to action to register for a 
long-form content asset, like an ebook, action 
guide or webinar.  

Posts are short-form snippets of written 
content, around 100 words, or posts of rich 
media, such as video or images.  I use this 
section of my profile to share (post) the 
videos in my YouTube channel.  See the 
chapter in this E-book called BUILD A GREAT 
CONTENT MARKETING PROGRAM DEFINED BY 
INSIGHTS for more ideas about what to do in 
these sections. 

EDUCATION

This is where LinkedIn will show the logo of 
the school you’ve attended and the degree 
you’ve earned.  You can add more than one 
degree or educational achievements.  How-
ever, you’ll need to add certifications and the 
like in the section called Accomplishments.  

FEATURED SKILLS & ENDORSEMENTS

This is an important area.  You can pick from 
a list of skills for which you want to be known 
and ask people to recommend you.  You can 
also visit the profiles of your first-tier con-
nections and endorse them for skills they 
have listed on their profile.  Many people will 
endorse you in turn.  This can also create 
views of your profile which can lead to sales 
conversations.  

RECOMMENDATIONS

Recommendations are a very important part 
of your LinkedIn profile because they provide 
“social proof” to ideal prospects who may be 
considering you.  There are a few key things 
you should achieve in this section:

• Make sure the recommendations that 
are written for you are true and credible.  
Incredulity reigns supreme on LinkedIn 
because there are almost no ways to 
independently verify what people claim.  
Make sure your recommendations don’t 
sound too good to be true – even if they 
are true.  Reputation and credibility mat-
ter.  

• Try to get recommendations from people 
who fit your ideal client profile, not just 
from colleagues or friends.  Most of the 
recommendations I see on LinkedIn say 
things like – “For the last 5 years I’ve 
worked closely with Shauna and find her 
to be a person of high integrity.”  That’s 
a great endorsement from a client who 
fits your ideal client profile.  It’s not as 
impactful if it comes from a colleague.  

• Don’t be afraid to ask people for rec-
ommendations.  LinkedIn has a formal 
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process for doing so and I’ve gotten a lot 
of recommendations this way.

• It is often a good idea to ask for recom-
mendations for something specific.  For 
instance, my pre-client promise is that if 
you give me an hour of your time, I’ll give 
you at least 5 nuggets of wisdom.  Many 
of my recommendations prove that I’ve 
done this with specific people.  

• Rank the order of presentation of your 
recommendations, once you have more 
than a few, so that those recommenda-
tions that are appealing to ideal pros-
pects are at the top.  

Here is another technique I use to build up 
social proof through recommendations.  I 
use the consultative sale to explore whether 
or not a prospective client is a good fit for us 
and us for them.  At the beginning of this ex-
ploratory process, I often hold a short meet-
ing where I ask a series of questions.  

This allows me to fulfill my pre-client promise 
of giving them 5 great ideas, or what I call 
nuggets of wisdom.  I usually wrap up these 
meetings by giving them at least 5 recom-
mendations to help them along their journey.  
If I feel like the prospect might be a fit for us, I 
take them to the next step on the journey.

But if I feel like the prospect is not a good fit 
for us, I’ll still give them the 5 nuggets of wis-
dom and confirm with them that they found 
my ideas valuable.  As soon as they say yes, 
I’ll ask them to do me a favor.  I ask them to 
write a recommendation for me on LinkedIn.  
I have not had, in nearly 8 years of doing this, 
one person refuse to do so.  

ACCOMPLISHMENTS

Accomplishments are a great way to tell ideal 
prospects on LinkedIn what you’ve been up 
to.  As of the writing of this ebook, LinkedIn 
offered the following options for listing your 
accomplishments:

• Publication
• Certification
• Patent
• Course
• Project
• Honor and Award
• Test Score
• Language
• Organization

Add to this section to your heart’s content.  It 
can’t hurt you to list things here and can only 
help.  

INTERESTS

This section allows you and others on Linke-
dIn to see your influencers, companies, 
groups and schools.  Here is how this works.  
Influencers are typically high-profile people 
who have a LinkedIn presence and often 
share content through LinkedIn.  I follow Dan 
Burrus as an influencer because I think his 
ideas are great.
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You can also follow companies, which might include institutions you admire.  I’ll discuss 
groups more later in this ebook.  Please note that the groups you’ve joined may be available 
for you to see and also for others to see who stop by your profile.  

Finally, there are schools.  Many people join groups that are from their alma maters.  If you 
seek to do business with people who went to the same school as you, the alumni groups can 
be a great resource for finding ideal prospects.  
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

What will you commit to do in the next 30 days in each of these sections of your intro?

Background: (list action here) __________________

Photo: (list action here) __________________

First Name: (list action here) __________________

Last Name: (list action here) __________________

Headline: (list action here) __________________

Current Position: (list action here) __________________

Education: (list action here) __________________

Country/Region: (list action here) __________________

Industry: (list action here) __________________

Summary: (list action here) __________________

Media: (list action here) __________________

For the articles, posts and activity section of your profile, I recommend that you build an ideal client 
profile, define their top 5 goals, opportunities and challenges, develop your counsel to those chal-
lenges, translate that counsel into an editorial calendar and publish at least 2 articles per month to 
your LinkedIn profile.  So create a schedule for yourself to complete this activity.  Please list the date 
below by when you will complete these activities:

Build your ideal client profile - completion date: ____________
Define your ideal client’s top 5 goals, opportunities and challenges – completion date: ________
Develop your counsel to address these – completion date: ____________
Build your editorial calendar – completion date: ____________
Publish your first article on LinkedIn – completion date: ____________

Here are some other activities you should build a plan to accomplish.

When you will update your featured skills & endorsements – completion date: ____________
When you will begin to ask for recommendations on LinkedIn – completion date: ____________
When you will update your accomplishments – completion date: ____________ 
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Many people question the veracity of this statement – LinkedIn is the 
single greatest prospecting ecosystem in the world today.  People 
who say this usually do so because they can’t seem to find people on 
LinkedIn who fit their ideal client profile – what I call the ideal prospect.  
Often, they can’t find ideal prospects for a few reasons:

JOIN THE RIGHT GROUPS

• They may not have a LinkedIn premium 
account and that limits both their ability 
to view profiles and their ability to con-
duct effective deep searches.

• Their first-tier network is very small, 
which means that they’re ability to con-
duct effective searches is very limited.  
LinkedIn is based on a tiered model, 
where you are connected to certain peo-
ple (first tier) who are connected to other 
people (second tier) who are connected 
to still other people (third tier). 

• They are not in enough groups or in the 
right groups.  When you are in groups 
who aggregate people who fit your ideal 
client profile AND you have a premium 
or sales navigator account, you can find 
literally millions of great prospects.  

• They are connected on LinkedIn pri-
marily to people like them, not people 
who fit their ideal client profile.  If you 
are a financial advisor and more than 
75% of your first-tier connections are 
other financial advisors, you’re LinkedIn 
experience probably feels as if you are 
encircled by the competition.  

• They don’t know how to use LinkedIn’s 
search capabilities very well.  I find this 
all the time. 

MY LINKEDIN GROUPS EXPERIENCE

When I first became active on LinkedIn, I 
didn’t get what all the fuss was about.  I still 
thought of LinkedIn as some place to park a 
resume and keep in touch will colleagues or 
fellow-alumni.  Wow was I wrong.  I began to 
realize just how wrong I was once I started 
joining groups – groups where my ideal cli-
ents tended to aggregate – not groups where 
people like me hung out in cyberspace.  

As soon as I began to join the right groups 
and take a look at who was in those groups, 
I felt like a kid in a candy store.  I discovered 
not dozens, not even hundreds but thou-
sands of great ideal prospects.  All of these 
people were completely organic – I didn’t 
know them and they didn’t know me and no 
one had referred me to them. 

GROUPS ARE THE POWER OF LINKEDIN



TEN STRATEGIES FOR MID-SIZE SERVICE FIRMS TO ACQUIRE NEW IDEAL CLIENTS ON LINKEDIN

38

It felt as if I had just discovered a gold mine.  

I got so excited that I ended up joining about 
40 groups and just spending a lot of time in 
those groups.  While I won’t say it was a waste 
of time, I can tell you that I don’t do that 
anymore.  I don’t recommend that you do that 
either.  

In fact, wasting time and not having a strategy 
began to really bother me.  As a think-tank to 
the mid-size professional services market, I 
don’t mind having some failures.  That’s part 
of the game.  That’s how we figure out what 
works and what doesn’t work.  But it’s crucial 
to set goals and have a game-plan.

After about 6 months of spending time in the 
groups, I finally developed a framework by 
which to judge whether or not a group was 

worth my time.  I created a taxonomy com-
prised of these criteria:

• Group
• Members 
• Match To Ideal Client
• Moderated
• Engagement
• Can I stand apart?
• Noise level
• Focus More Effort?
• Leads
• Deals  

I recommend that you build a similar type of 
taxonomy and rank your groups accordingly.  
I built my taxonomy in Excel.  Here are how to 
use these criteria.  

If you join the right groups, you may very well discover 
thousands of ideal prospects.     

Group:

This was the group name.  A name tells you 
a lot about a group.  For instance, my ideal 
client is a stakeholder, leader and likely a 
shareholder or owner of a mid-size profes-
sional service firm.  So any groups that have 
“professional service” in the name are going 
to get my attention.  You should think the 
same way.  Look for groups that bring you 
ideal clients. 

Members:

This has to do with the total number of 
members in the group.  Most LinkedIn groups 
are very small, with fewer than 100 people in 
them.  It’s very easy to start groups on Linke-
dIn, but much harder to grow them.  I think 
you should be looking for groups that have 
anywhere from a few hundred to a few 
thousand people in them.  Groups that are 
too small are often also not active, which 
means your posts will not get seen.  Groups 
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that are too big usually have too much activ-
ity, which also means that your posts may not 
be seen.  

Match To Ideal Client:

This may be the most important criteria.  
There is no magic bullet here.  You’ll have to 
make a judgement call just as I did.  But the 
formula I used is a percentage.  By looking at 
who is in the group, I could make a reason-
able estimate of how many people in the 
group fit my ideal client profile versus those 
that did not.  Eventually I came to a deci-
sion that at least 50% of a group had to be 
a match to my ideal client profile if I was to 
continue in the group.  I recommend a similar 
approach to you.

Moderated:

Moderated has to do with whether or not 
comments have to be approved by a mod-
erator before they are shared with the entire 
group.  Most LinkedIn groups are no longer 
moderated.  But some still practice this.  In 
general, moderation is not a good thing 
because your posts can be held up for weeks 
or blocked altogether.  

Engagement:

Engagement has to do with whether or not 
group members are active and actually 
hanging out in the group, sharing ideas, re-
sponding to each other and generally acting 
as good digital citizens.  Any group with very 
low activity is not a great fit because your 
posts might be ignored.  

Can I stand apart? 

This is a complete judgement call, but I be-
lieve it’s an important one.  If a group con-
tains a high percentage of your ideal clients 
and a lot of your competitors, it may be very 
difficult to stand apart – especially if they 
are posting materials similar to yours.  In an 
ideal world, all of your LinkedIn groups would 
contain 100% ideal prospects and 0 competi-
tors.  But that’s not realistic.  So you’ll have to 
decide through empirical observation wheth-
er or not you can stand apart and your great 
ideas can shine.

Noise level:

I consider noise to be any sort of commen-
tary, posts or other activity that is not on-tar-
get with the group’s goals or mission.  Noise 
can also be just too many posts – even if they 
are great.  Again, in an ideal world, you would 
be the only one posting to your group and 
the group participants would all be highly 
engaged with your ideas.  If I felt like a group 
simply had too much noise, I left it.

Focus More Effort?

I recommend that you join a group and post 
to it several times a month for at least 6 
months.  Then make a judgement call about 
whether or not to continue.  After being very 
active in dozens of LinkedIn groups for about 
a year, I made a radical pivot – especially once 
I began to use the criteria above.  I left about 
20 groups, joined about 5 new groups and 
doubled down my efforts in certain groups 
where I felt like I had the best opportunities.  
This is what I call focusing more effort.  I rec-
ommend that you do the same thing. 
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Leads:

This has to do with whether or not I could tie 
the genesis of a lead to a particular group.  
This can be tricky, especially if your leads are 
in more than one group where you are also 
a group member.  Which group do you give 
credit?  But if a group never produces a lead 
for you, it might not be worth your time even 
if all of the other criteria line up.

Deals:

This has to do with whether or not I could 
credit a certain group with helping me gener-
ate a lead who became a client.  If I could, I 
wanted to understand this so I could rinse 
and repeat.  You should do the same.  

MY ADVICE ABOUT LINKEDIN GROUPS

My taxonomy helped me really refine my 
strategy for being in LinkedIn groups.  After 
learning all of these lessons, here is what I 
recommend you do with LinkedIn groups.  

• Set goals for what you want to accom-
plish in your groups.  For example, you 
could set a goal to establish, within one 
year, 100 new first-tier connections with 
people who fit your ideal client profile 
from a specific group.  Or you could even 
set a goal of getting at least one client 
from a group within a year.  

• Join groups that contain ideal prospects – 
people who fit your ideal client profile.  

• Think of groups like a platform which you 
stand on to speak your message.  

• Post short snippets that link to articles on 
your LinkedIn profile.

• Be respectful and only post content that 

is insightful.  You are building a reputa-
tion.  

Joining the right groups is like growing a 
great garden.  It takes time.  You have to wa-
ter it and pull the weeds.  You have to spread 
fertilizer and keep the pests away.  But the 
crops will grow if you nurture them.  

GOALS TO CONSIDER FOR YOUR LINKEDIN 
GROUP ACTIVITY

Here are some goals you might consider for 
the time and effort you put into LinkedIn 
groups:

1. Establish a first-tier connection with as 
many prospects as possible who fit your 
ideal client profile.  

2. Come to be seen as a thought leader – a 
person with original ideas.

3. Build a reputation for being thoughtful, 
respectful and interested in the topics 
that matter to your ideal client.

4. Every time you add an article to your 
profile, share a snippet about the article 
to your groups and make sure the link is 
to your profile because LinkedIn is seen 
as neutral territory.

LINKEDIN GROUPS ARE BOTH WHEAT AND 
CHAFF

I want to be completely honest with you 
about something.  Most LinkedIn groups are 
probably already filled with people like you 
who want to connect with ideal prospects.  
There can also be people in the groups who 
really don’t belong there or who don’t behave 
all that well.  That’s the truth.
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But this does not mean that every LinkedIn group is a waste of time – filled with people who 
do not fit your ideal client profile or who are just trying to sell something.  You will need to be 
selective and you may have to do person-by-person profile views to determine whether or not 
a group is worth your time.  

Some of my best prospects have come directly from LinkedIn groups.  I have been invited to 
speak to a room full of great prospects as a result of my activities in LinkedIn groups.  But I have 
also been chided and shown disrespect in LinkedIn groups.  It’s a mixed bag and you have to be 
willing to put the time in to find the great prospects for this strategy to work.  But I promise you 
– LinkedIn groups are worth the time. 
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

Review the groups that you are currently in and apply the taxonomy below to each group.  
Then decide whether to stay in each group or leave it:

• Group
• Members 
• Match To Ideal Client
• Moderated
• Engagement
• Can I stand apart?
• Noise level
• Focus More Effort?
• Leads
• Deals  

Conduct a search on LinkedIn groups and discover new groups who contain a high percentage 
of people who fit your ideal client profile.  Then join these groups.  

List the new groups here by group name:

• Group 1:
• Group 2: 
• Group 3: 
• Group 4: 
• Group 5: 

My recommendation is that you join the right groups.  Develop content that addresses the top 
5 goals, opportunities and challenges of ideal clients.  Add 2 articles per month (1,000 words 
or more) to your LinkedIn profile.  Post snippets of those articles to your groups and link them 
back to your article.

Which of these strategies will you commit to right now?  Describe the steps you’ll take to turn 
this commitment into action:

• Step 1: 
• Step 2: 
• Step 3: 
• Step 4: 
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In the chapter entitled Join The Right Groups I stated that LinkedIn is the 
single greatest prospecting ecosystem in the world today.  I’ll go one 
step further.  LinkedIn is the single greatest prospecting ecosystem I’ve 
ever seen in my lifetime.  Hands down.  

THIS IS HOW YOU UNCOVER GREAT PROPSECTS AND PULL 
THEM INTO DIALOGUE

USE LINKEDIN SALES NAVIGATOR TO BUILD 
TARGETED LISTS

You’ll notice that I keep using the term 
“prospecting.”  Why do I use this term?  The 
vast majority of small to medium sized 
professional service firms do not grow all 
that much year over year.  For most firms, it’s 
sometimes up, sometimes down.  

The number one reason these firms do 
not grow consistently, year-over-year, is 
because they are not good at prospecting.  
In fact, many leaders of professional service 
firms not only do not prospect, they also 
have an aversion to sales.  It’s rare that a 
service firm leader can tell me exactly how 
many prospects they have in their sales 
funnel at any given time.  

Instead of actively prospecting, most mid-
size professional service firms grow through 
just a small handful of channels:

• Repeat business from existing clients
• Referrals
• Events, such as conferences and trade-

shows

• Public speaking engagements (to a lim-
ited degree)

• Email marketing (to a limited degree)
• Cold calling (most people hate this)
• A smattering of other strategies

But referrals are the number one source 
for new clients in nearly every profession-
al service firm we’ve analyzed over the 
last 20 years: more than 1,000 firms.  Here 
are the problems with referrals.  You don’t 
control them.  You never know when they’re 
coming.  They vary from year to year.  This is 
about people doing you a favor.  

Do you really want to cede control over 
the growth and future of your business to 
people who are doing you a favor?  Don’t 
you want to TAKE CONTROL of your growth 
and put it in your own hands?  

Maybe the biggest problem with referrals is 
that they don’t allow for significant growth.  
Most service organizations we serve want to 
grow revenues by at least 20% per year, mini-
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mum.  They want to double their revenues in 
5 years or fewer.  

It can be very difficult to achieve that level 
of growth from repeat business alone.  Even 
adding new service lines often won’t cut it.  
And don’t get me started on the travails of 
acquiring other firms.  This means most firms 
are really relying referrals to grow.  In our ex-
perience, referrals cannot seem to produce 
growth that is greater than 10% per year 
and some years it can be well below this.  

So what do you do?  

I believe you need a steady stream of 
organic prospects who fit your ideal client 
profile.  Organic prospects are those who 

don’t yet know you, who need what you of-
fer, who fit your ideal client profile and who 
fit the five sales-ready criteria: budget, need, 
timeline, reason to act and willingness to 
engage in dialogue.  Where do you find these 
organic prospects?  

I will virtually guarantee that LinkedIn 
contains far more ideal prospects than 
your firm could ever serve.  We have not yet 
encountered a situation where a client we 
are working with could not find thousands of 
great prospects who are a perfect fit for them 
– as long as they have the right tools and use 
them the right way.  

This is where LinkedIn Sales Navigator (LISN) 
comes in.  This resource has some of the 

If you want to move beyond referrals as your primary 
source for new clients, LinkedIn is probably your single 
best source.     

most powerful search capabilities we’ve ever 
seen.  It also allows you to save leads and ac-
counts into a pool of great prospects you can 
nurture over time with your thought leader-
ship materials.  

LISN’s search criteria are very robust.  Some 
basic search field options include:

• Keywords (include or exclude)
• Geography – city, state, nation, world-

wide

• Relationship – first, second, third and 
group members

• Company – search by specific company
• Industry
• Company headcount
• Function
• Title
• Seniority level
• Tags – custom filters and search string 

you can build
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These filters allow you to build a list of 
prospects by lead (actual person’s profile) 
and account (company or institution).  Once 
you’ve built your search, you can do all sorts 
of things with your list of prospects to cre-
atively engage them.  

In the list of criteria above, the Relationship 
option includes group members.  This is 
crucial.  If you join the right groups, which 
I advised in the previous chapter, you can 
identify potentially thousands of great pros-
pects who fit your ideal client profile.  Your 
first, second and third tier connections may 
not afford you this opportunity, especially if 
you have a small first-tier network.  

Here is how you can use LISN to acquire 
new clients from LinkedIn.  I’m about to 
describe the kind of campaign you can use 
if you follow the advice I’ve given in previ-
ous chapters.  You will need to build an ideal 
client profile and develop thought leadership 
materials for them first – before you deploy 
this strategy. 

We built a campaign to engage Managing 
Directors at mid-size CPA firms in the US.  
These people are facing major challenges 
brought about by AI (artificial intelligence) 
taking over their traditional bastion of value 
– tax and audit work.  Computers can now 
do much of this work as well or better than a 
human. 

Here is how we did this (when I say we I mean 
me and a small team of 2 other people):

• We built a series of 4 thought pieces that 
addressed their top goals, opportunities 
and challenges.

• We divided up the US into Western, 
Mountain, Mid-western and Eastern re-

gions and assigned each of these regions 
a specific number of states to ensure 
there was no overlap.

• We then used this geographic division to 
build four highly targeted search strings 
that brought us back lists of Managing 
Directors in all of these regions.

• Our search produced thousands more 
prospects than we could possibly serve.

• We reached out to everyone on the four 
lists with a short connection request.

• After they connected, we began to share 
the thought pieces.

• Those who engaged I invited into a 
conversation with my pre-client promise 
– that they would get at least 5 nuggets 
of wisdom in exchange for giving me one 
hour of their time.  

The response was overwhelmingly posi-
tive.  It is our expectation that this campaign 
will produce more than one million dollars 
in revenue.  Best of all, we are having more 
meaningful sales conversations in this indus-
try vertical than we’ve ever had before.  You 
can do the same thing – if you have an LISN 
account and use it the right way.  



TEN STRATEGIES FOR MID-SIZE SERVICE FIRMS TO ACQUIRE NEW IDEAL CLIENTS ON LINKEDIN

46

Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

My recommendations are that you:

• Build an ideal client profile including a list of their top goals, opportunities and challenges.
• Develop your best counsel about how to address these.
• Convert your counsel into a series of articles you can add to your LinkedIn profile.
• Add those articles to your profile.
• Join groups who aggregate your ideal client.
• Acquire an LISN account.
• Build search queries using LISN’s robust capabilities to create a list of prospects who fit 

your ideal client profile.
• Send these people a short connection request (more on that in the next chapter).
• For those who accept your connection request, send them links to your articles over the 

course of several weeks.
• See who engages and invite them into a conversation about their goals using your pre-

client promise.  

That’s a pretty robust plan to begin prospecting right away.  But it will only work if you put it to 
work.  A journey of a thousand miles begins with a single step.  What steps will you take in the 
next 30, 60 and 90 days to make this plan work for you?

Action steps in 30 days:

• Step 1: 

• Step 2: 

• Step 3: 

• Step 4: 

• Step 5: 
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Action steps in 60 days:

• Step 1: 

• Step 2: 

• Step 3: 

• Step 4: 

• Step 5: 

Action steps in 90 days:

• Step 1: 

• Step 2: 

• Step 3: 

• Step 4: 

• Step 5: 
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Growing your LinkedIn first-tier network is a crucial step in acquiring 
ideal new clients.  Why do I say this?  I firmly believe in something I call 
the 95-5 Rule.  This means that 95% of the people you might be market-
ing to or nurturing with great ideas are not ready to move forward with 
you.  They lack one or more of the 5 sales-ready characteristics: need, 
budget, timeline, reason to act and willingness to engage in dialogue.  

BUILD A ROBUST FIRST-TIER NETWORK

USE CUSTOM MESSAGES AND A PROMISE

However, over time, virtually all of those 
people will experience a need for your 
services.  But the question becomes, who 
will they reach out to once they experience 
that need?  I know, empirically based on my 
own network, that if you nurture people with 
great ideas, they’ll come to like and trust 
you.  Here is how I think of this.  

On LinkedIn, people follow people, people 
like people, people trust people and money 
follows trust.  

DO YOU DOUBT THE POWER OF LINKEDIN 
TO BUILD RELATIONSHIPS?

Many professional service people seem to 
doubt that you can use LinkedIn to achieve 
preferred-provider or trusted advisor status.  
I’ve watched their faces contort as they say 
things like – “the people we want to connect 
with are either not on LinkedIn or they don’t 
spend any time there.  So how am I supposed 

to connect with them and build trust?  It’s a 
waste of time.”  

I say bunk to that.  Over the last 5 years, I 
have built trusted advisor relationships with 
thousands of people who fit my ideal client 
profile by nurturing them with great ideas.  
When the time is right for them, they reach 
out to me and say things like:

“Randy I’ve been following you now for quite 
some time and I’m impressed with your ideas 
and strategies.  I’m wondering if you can help 
us.  Can we please schedule a time to talk?”

I have literally dozens and dozens of these 
messages in my LinkedIn inbox.  They are 
from all sorts of different industry verticals.  
They have, indeed, been following me and 
I have, in turn, been watching them, but 
always respectfully.  

I am patient.  I am courteous.  I do not get 
frustrated if someone connects with me and 
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then doesn’t request a conversation for a 
long time.  I trust the reach of LinkedIn and 
the quality of my counsel to build trusted 
advisor status with them even if I cannot see 
it happening.  

I exude confidence because I am confident 
because this strategy has worked for me time 
after time.  Confidence is contagious.  Ideal 
prospects cannot resist it.  When I share 
great ideas and ask for nothing in return, 
prospects can hardly believe it.  They keep 
waiting for the pitch.  But I don’t have to do 
that because my network is large and lots of 
great prospects are leaning in.  They pull me 
into conversations.  

THE TWO TYPES OF PROFESSIONAL SERVICE 
SALES – B2B AND B2HEC

Some professional service firms work directly 
with individuals, often sophisticated and af-
fluent people who are astute decision-mak-
ers.  I call this the B2HEC sale – the high-end 
consumer.  Other professional service firms 
work in a B2B context, only selling to other 
businesses.  These two types of sales have 
similarities, but also important differences.  

The primary difference is that the B2B sale 
often involves a buying committee, usually 
comprised of decision-makers and deci-
sion influencers.  On the buying committee, 
decision-influencers can play different roles 
such as the economic buyer, technical buyer 
or even the decision-wrecker.  

On LinkedIn, people follow people, like people, trust 
people and money follows trust.   

The B2HEC sale usually does not involve a 
committee.  For instance, CPAs and financial 
advisors offer services to individuals who 
may be very sophisticated and have complex 
needs.  But to win that business, the CPA 
or financial advisor usually only needs to 
convince a primary decision-maker or their 
spouse.  

In both instances, an opportunity to offer a 
new client services usually arises because 
something has changed for the client.  I often 
say that we get our best opportunities 

when others trip.  But opportunities arise 
for other reasons too.  Let me give you an ex-
ample for both types of sale: B2B and B2HEC.

Some service providers, especially in the 
financial services or CPA markets, may have 
enjoyed loyalty from a client long after that 
service provider actually deserved the loy-
alty.  I see this all the time.  The frustration 
may have been mounting for quite some time 
before the client finally decided to do some-
thing about it – usually firing their current 
provider and seeking a new provider.  
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I can tell you a lot of stories from the financial 
services industry in particular where a client’s 
best interests were not protected by an advi-
sor they trusted.  Once that trust is broken, 
it’s game on.  

For the B2B sale, some opportunities arise 
because other providers tripped.  Yet many 
opportunities arise because a company is 
seeking to rise to their next level or solve a 
problem that has been vexing them for quite 
some time.  I’ve been in board rooms with 
senior executives when the moment comes.  
It often sounds like this:

“You’re absolutely right.  We’ve been talk-
ing about this long enough and it’s time to 
do something about it.  Let’s figure out how 
much it’s going to cost to do (fill in the en-
gagement name).  Also, who do we know who 
can help?”

That is the question that starts the search.  
Who do we know who can help?  Whether 
it’s a B2B sale or a B2HEC sale, the question 
is always the same – who is on our short list 
of potential providers?  I believe that the key 
to making someone’s short list is to nurture 
them on LinkedIn.  

HOW LINKEDIN IS DISRUPTING RELATION-
SHIP-FORMATION

When that moment comes and someone 
asks – who do we know who can help – often 
they’ll think of people they know in the ana-
log world.  This could be a colleague or some-
one they’ve worked with in the past.  It could 
be someone who they think knows someone 
who could be a fit.  That is very common.  

This is how referrals happen.  People say 
things like – “I can’t think of anyone off-hand, 
but I’ll bet Jane could recommend someone 
to me.  I’ll reach out to Jane.”  This still works, 
but for a lot of decision-makers and decision-
influencers today, that’s not enough.  The 
analog world simply doesn’t offer up enough 
options.  

More than that, the convenience of digital 
technologies makes it much faster and easier 
to queue up a pool of experts with just a few 
clicks.  That’s how SEO works.  LinkedIn can 
be a great contributor to SEO results.  But 
that is not the primary way LinkedIn is chang-
ing the game.  

As people spend more time on LinkedIn and 
gain trust in the platform, they extend that 
trust to thought leaders on the platform.  It is 
true that an analog relationship of trust will 
nearly always trump a digital relationship 
where trust does not yet exist.  However, that 
trend is changing and quickly.  Technology 
is rapidly disrupting how relationships are 
formed.  

A new generation of people have grown up 
with technology. They have formed mean-
ingful relationships in the analog world that 
began in the digital world.  These people give 
nearly equal credence, when conducting a 
search, to both analog and digital relation-
ships.  

They are completely comfortable consider-
ing a potential provider that they do not yet 
know who they’ve only viewed online.  Yes.  
They’ll want to vet and verify the provider.  
But they won’t dismiss them out of hand.  

Thank about it.  Online dating has changed 
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the game for how people fall in love.  Thou-
sands of happy marriages now start in an 
app, not in a college classroom or in an office 
or in a house of worship or even in a bar.  This 
new generation of people actually believe 
that technology can form better, more ful-
filling and stronger relationships than who 
they randomly meet in the analog world.  

The confidence that they place in technol-
ogy to be better at relationship-formation 
is changing the game for mature people 
too.  This confidence is not just in the Millen-
nial generation.  My college roommate met 
his current wife and mother of his children 
through an online dating site.  I was amazed 
at how effective this was for the two of them.  

I believe that within ten years or fewer, most 
people will actually prefer to find a relation-
ship with a trusted service provider in the dig-
ital world.  They will start in digital and move 
to analog.  LinkedIn is leading the charge on 
this transformation.  You cannot afford to be 
behind the curve on this.  

A LARGE FIRST-TIER NETWORK THAT IS FULL 
OF IDEAL PROSPECTS SHOULD BE YOUR 
GOAL

I believe I have built the business case for 
why you should grow your LinkedIn first-tier 
network.  Here is my argument:

• 95% of prospects will not be ready to go 
at any given time but nearly all of them 
will be ready to go over time and they’ll 
think of you first if you’ve been nurturing 
them with great ideas.

• Both B2B and B2HEC sales start when 
someone asks the question – who do we 
know?

• LinkedIn is radically disrupting how rela-
tionships of trust are formed.

• A new generation gives nearly equal cre-
dence to digital and analog relationships 
when it comes to choosing a potential 
provider.  Many of these young people 
prefer digital.

• You cannot afford to be behind the curve 
on this trend.  

So what should you do?  I recommend that 
you should set a goal of having at least 
5,000 people in your first-tier network who 
fit your ideal client profile.  I believe this is 
completely possible if you handle the connec-
tion process the right way.  

You need these people in your first-tier 
network because of the way LinkedIn is 
structured.  When you add articles and posts 
on LinkedIn, the two most effectve ways to 
prove you are a thought leader, these materi-
als show up in the homepage feed of people 
within your first-tier network.  But they do not 
show up in the homepage feed of people in 
your second or third tier network or of people 
in groups.  This is why you need a large first-
tier network.  

This is the simplest and most direct way to 
nurture ideal prospects with great ideas on 
a consistent basis.  This is crucial to building 
relationships of trust over time so you have 
top-of-mind awareness when other providers 
trip.  

But to get people into your first-tier network, 
you need to be respectful and patient.  You 
also need to use custom invitation messages, 
not the standard LinkedIn message that says 
“Randy, I’d like to add you to my professional 
network on LinkedIn.”
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CUSTOM MESSAGES YOU CAN USE RIGHT 
NOW

When you send the standard LinkedIn mes-
sage, you also send another message – of-
ten unintentionally.  You say – “I don’t care 
enough about you to take ten seconds to craft 
a custom message.  I just want to push a but-
ton and get on with my day.”

I believe there are three reasons you should 
use custom messages to send your connec-
tion requests:

• They look different which helps you stand 
out.

• They allow you to make a short and cred-
ible promise.

• They are just plain old respectful.

For instance, I get between 30-50 LinkedIn 
connection requests almost every day.  The 
people you want to connect with probably 
also get a lot of connection requests.  When 
I’m scrolling through these connection re-
quests and 30 of them say exactly the same 
thing and only one or two appear to be actu-
ally written to me, which do you think I pay 
attention to?  Those requests stand out.  They 
look like someone cared enough about me to 
look at my profile and then send a connection 
request based on my interests.  

I use a variety of custom messages to get 
a high acceptance rate on my connection 
requests.  I try to embed some sort of promise 
in most of these messages.  

• First-name, it appears we share mutual 
contacts.  Let’s connect.  Randy.

• First-name, it appears we share mutual 
interests.  Let’s connect.  Randy.

• First-name, it appears we share mutual 
contacts and interests.  Let’s connect.  
Randy. 

• First-name, I have ideas I think can help 
you.  Let’s connect.  Randy.

• First-name, I know how tough it is to be in 
your industry.  Let’s connect.  Randy.

• First-name, we help people like you 
achieve your goals.  Let’s connect.  Randy.

• First-name, we help people like you real-
ize your opportunities.  Let’s connect.  
Randy.

• First-name, we help people like you over-
come challenges.  Let’s connect.  Randy.  

• First-name, I’d like to share ideas we’ve 
developed from working with people like 
you.  Let’s connect.  Randy.  

Be creative and come up your own connec-
tion requests based on the promise you 
want to make.  I recommend that you create 
a small text file and keep it next to an open 
browser so you can quickly copy and paste 
the message into each new request.  
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

Let’s begin with some goals:

• How many people are in your first-tier network today: 
• How many of those people are prospective clients: (an estimate or percentage is fine): 
• How many first-tier connections do you want to have in 1 year:
• How many first-tier connections do you want to have in 5 years: 
• How many first-tier connections do you want to have in 5 years: 
• How many prospects do you want in your first-tier network in 1 year, 3 years, 5 years:

What is your strategy to grow your first-tier network?  What specific steps do you plan to take 
and in what timeframe?  

Step 1: 
Step 2: 
Step 3: 
Step 4: 
Step 5:

How do you plan to use custom connection requests?  

Usage 1: 
Usage 2: 
Usage 3:

Will you acquire a LinkedIn Sales Navigator account and if so when?

• I will acquire a LinkedIn Sales Navigator account by… 



TEN STRATEGIES FOR MID-SIZE SERVICE FIRMS TO ACQUIRE NEW IDEAL CLIENTS ON LINKEDIN

54

So far in this ebook I’ve provided a roadmap – a set of steps if you will 
– for finding great prospects and connecting with them in a respectful 
way, a way that puts their interests at the center of the dialogue.  Here 
is a quick recap of those steps:  

VIEW LINKEDIN AS A PLATFORM, NOT A 
NETWORK 
LEVERAGE THE ENTIRE ECOSYSTEM TO EXPAND YOUR 
INFLUENCE AND IDEAS

• Build an ideal client profile that includes 
demographics and psychographics.

• Define a pre-client promise and a post-
client promise.

• Build a content marketing program 
based on the top goals, opportunities 
and challenges of your ideal client.

• Join groups that contain ideal prospects 
and that allow you to stand apart from 
the crowd.

• Use a LinkedIn Sales Navigator account 
to build targeted lists of ideal prospects.

• Focus on building a robust first-tier net-
work by using custom invitations and a 
promise.

There is a certain line of logic here that 
seems pretty undeniable, wouldn’t you 
agree?  This is a focused strategy.  But here’s 
the problem.  Even if you have the right 
strategy it won’t do you any good unless you 
execute against it – in full measure.  Doubt 
just might prevent you from doing that. 

THE POWER OF DOUBT

As a consultant, I’ve watched the way people 
and companies behave even when the path 
ahead is clear.  The biggest thing that holds 
people back, the major obstacle, is not 
knowledge or budget or time or even energy.  
The biggest thing that prevents people from 
taking definitive action to achieve their goals 
is doubt.

So many people just doubt that they can 
do it, that if they put forward the time and 
energy and effort that anything will really 
change.  Do you have this feeling?  Do you 
have doubt?  You have to get past this.  You 
have to kick doubt to the curb.  

I’ve made the path clear to you about how 
to move ahead with acquiring great clients 
on LinkedIn.  But I can’t do this for you.  Only 
you can execute the strategy.  You have to do 
the work or reach out to me for a conversa-
tion to see if we’re the right firm to help you 
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achieve your goals.  Either way, you’ll be 
acting in faith toward the future you want to 
realize.  You’ll be pushing past doubt. 

WHY YOU SHOULD VIEW LINKEDIN AS A 
PLATFORM, NOT A NETWORK

One of the biggest ways I see doubt manifest-
ed on LinkedIn is how people view it.  These 
folks fit a certain behavioral profile.  They:

• Joined LinkedIn a number of years ago.
• Only have a free account.
• Parked their resume on their profile.
• Only connected with colleagues, alumni 

or a handful of clients.
• Rarely log in to LinkedIn.
• Only join groups that are for their indus-

try.

• Do not ask for or give recommendations.  
• Rarely send connection requests.

Does this sound like you?  If it does, you 
probably view LinkedIn as a network, primar-
ily for you and people in your inner circle.  
You might have little evidence that LinkedIn 
functions as anything other than a network 
for “me and my gang.”

This mindset is probably holding you back.  
I don’t view LinkedIn this way.  I see it as 
a platform.  Yes.  It is certainly a software 
platform.  But it’s also like a platform that 
speakers stand on to talk to an audience.

This is how I recommend that you come to 
think of LinkedIn.  View it as your platform 
to the world to shape how people see you 
and to connect with ideal prospects.  If you 

The biggest obstacle to achieving your goals will likely be 
doubt, not knowledge, time or budget.     

view LinkedIn this way, your goal is not to 
limit your network.  Your goal is to grow it.

But that goal is also about growing your 
influence and the power of your ideas.  In 
the chapter called BUILD A GREAT CONTENT 
MARKETING PROGRAM DEFINED BY INSIGHTS, 
I showed you how to do this.  In case you 
were wondering why you should put the time 
and effort into this, let me give you one very 
solid answer.

When I first started publishing articles and 

content on LinkedIn, I had to “apply” to 
become a publisher.  I had to get approval 
from a LinkedIn editorial team who reviewed 
my already published articles.  Many of my 
articles were featured in the Pulse section of 
LinkedIn.  Do you remember Pulse?

Pulse was a publishing entity that featured 
thought leaders.  Then LinkedIn changed 
strategy.  Pulse virtually disappeared and 
nearly anyone could publish.  This really 
frustrated a lot of people, including me.  It 
reduced our reach to specific Pulse channels.  
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But the question becomes – why did LinkedIn 
do this?  I believe the answer is that LinkedIn 
is trying to create more engagement on their 
platform.  They want you to publish.  They 
want you to share ideas.  They want you to 
grow your influence and your followers.  

This makes their platform more sticky, with 
more eyeballs and more time-on-site.  That’s 
good for them and you.  They have taken 
steps to help you expand your voice.   In other 
words, LinkedIn has no doubt that what you 
have to say matters.  So why should you have 
doubt?   

THE SALES FUNNEL

I believe that right now there are thousands 
of prospective clients on LinkedIn who need 
your services and capabilities.  For you to 
persuade these people to become your client, 
you need to pull them through a funnel.  Here 
is how we see this funnel working today:

• Awareness: Prospects become aware of 
ideas on LinkedIn.

• Consideration: Prospects sample your 
ideas to see how you can help them.

• Interest: Prospects engage you in serious 
dialogue, requesting a proposal.

• Evaluation: Prospects evaluate your pro-
posal against their needs and competitive 
offerings.

• Selection: Prospects accept your propos-
al and move to next steps.

Here is what we’ve discovered.  The more 
time someone has spent with your ideas and 
become convinced, all on their own, that you 
are an expert and the right expert for them, 
the faster they move through this funnel once 
the time is right for them.  

If the time isn’t right for them, they won’t go – 
no matter what you do.  But if the time is right 
and they are already predisposed to want to 
work with you, they’ll move heaven and Earth 
to make it happen.  

Exhibit 2.  Source = The Shattuck Group.

The Sales Funnel
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

Doubt holds people back from taking logical next steps.  On a scale of 1 to 10, where 1 = I have 
lots of doubts and 10 = I have no doubts, how would you rate the way doubt is influencing the 
steps you’ll take from this ebook?

1 – 2 – 3 – 4 – 5 – 6 – 7 – 8 – 9 - 10

If you truly see LinkedIn as a platform and not a network, you’ll likely need to take some ac-
tions to grow your influence on the platform.  What actions steps are you will to commit to 
right now?  

Action Step 1: 

Action Step 2: 

Action Step 3: 

Action Step 4: 

Action Step 5: 
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In this chapter I want to go dark for just a bit.  The internet is a jungle 
and it’s full of all sorts of bad behavior.  I see it on LinkedIn all the time.  
It sometimes seems to me that people believe in the golden rule – un-
less they are in the digital sphere.  Once they go digital, they take on a 
different persona and allow the lower angels of their nature to prevail.

THE GOLDEN RULE APPLIES ON LINKEDIN TOO

PRACTICE RESPECT 

I’m sure you’ve seen this too.  It is most prev-
alent in comments and posts, but it appears 
in other areas too.  I don’t want to belabor 
the point here.  So I’ll make it really simple.

If you wouldn’t do it or say it in the analog 
world, you shouldn’t do it or say it in the 
digital world.  

This can be really tough sometimes.  I have 
been tempted on many occasions to stick it 
to someone who has made a snide remark 
or who obviously did not do their homework 
when making a comment.  But I have to 
resist this.  Why?  

Because I’m building a reputation for be-
ing a thoughtful and caring person who 
wants to help people.  I could destroy that 
reputation in just a few clicks with some-
one who might have been following me or 
considering me as a service provider for quite 
some time.  

There is an ancient proverb that says “the 
smallest fly causes the entire bottle of 
ointment to stink.”  

You have to resist the temptation to strike 
back.  You can and should vigorously defend 
your ideas and a position you believe in.  But 
if you cross certain lines by showing disre-
spect, you could unravel years of hard work 
and trust.  It’s not worth it.  

But there are some other key ways to show 
respect on LinkedIn:

• If someone shares or likes one of your 
posts, thank them.

• If someone sends you a message, try to 
respond to them in 24 hours, if possible.

• If someone sends you a connection 
request and you don’t know them and 
don’t want to connect with them, simply 
decline that invitation but don’t click the 
“I don’t know this person” button.  That 
hurts them.
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• If someone requests a conversation with 
you and they are clearly not a fit to your 
ideal client profile, simply let them know 
that you don’t think it’s a very good fit.  
Tell them who you serve and why you 
don’t think it’s a good use of time for 
either of you.

The golden rule applies on LinkedIn just like 
it applies in the analog world.  Remember 
that you are building a reputation and the 
more consistent you are in doing so, the 
more people will trust you.  

SOME CLEAR NO-NO’S TO AVOID

Here are a few behaviors that I recommend 
you avoid that can be interpreted as disre-
spectful:

• Do not harvest someone’s email address 
just because they connected with you on 
LinkedIn.

• Do not automatically add someone to 
your email newsletter list just because 
they connected with you on LinkedIn – 
that’s disrespectful. 

• Do not send a message to someone of-
fering them your services if you have not 
looked at their profile to ensure they are 
a good fit.  People do this to me all the 
time and it’s completely mind-blowing 
that they didn’t care enough about me to 
understand what I might want.  

Don’t get me wrong.  You can actually ask 
people who connect with you if you can add 
them to your email list.  I sometimes do this.  
But I ask through LinkedIn messenger, not 
through our corporate email system.  This 
lets the prospect know that I am showing 
respect.  

If you wouldn’t do it or say it in the analog world, you 
shouldn’t do it or say it on LinkedIn.     
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

Which of these respectful behaviors below do you plan to adopt?  

If someone shares or likes one of your posts, thank them with a short message.
• Yes
• No

If someone sends you a message, try to respond in 24 hours.
• Yes
• No

If someone sends you a connection request and you don’t know them and don’t want to con-
nect with them, simply decline that invitation but don’t click the “I don’t know this person” 
button.  
• Yes
• No

If someone requests a conversation with you and they are clearly not a fit to your ideal client 
profile, simply let them know that you don’t think it’s a very good fit.  Tell them who you serve 
and why you don’t think it’s a good use of time for either of you.
• Yes
• No

Which of these disrespectful behaviors will you commit to avoid?

I will not harvest someone’s email address just because they connected with me on LinkedIn.
• Yes
• No

I will not automatically add someone to my email newsletter list just because they connected 
with me on LinkedIn. 
• Yes
• No

I will not send a message to someone offering them our services if I have not looked at their 
profile to ensure they are a good fit.  
• Yes
• No
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As you begin to share your ideas and build your first-tier network, peo-
ple will start to reach out to you to request a conversation.  Most service 
buyers know that a business relationship starts with a conversation.  
These people often have a lot of questions about how you might serve 
them and what they can expect.

Some people will be a good fit for your practice or firm, but many other 
people won’t.  To help you get the most out of LinkedIn and readily 
acquire great new ideal clients, I recommend that you deploy the Con-
sultative Sale.  This is a very different approach to selling than many 
service professionals have experienced.

THIS IS HOW YOU TO REALIZE A 100% CLOSE RATE

DEPLOY THE CONSULTATIVE SALE NOT THE 
PITCH 

The Consultative Sale puts the interests of 
the prospect at the center of the dialogue.  
If you’ve been nurturing them with great 
ideas, you can and should expect that they 
know some things about you.  So try not to 
talk about you, your firm, what you do and 
why you’re great.  Instead, focus on what 
the prospect is trying to achieve so you can 
discover whether or not there is a fit.  That’s 
priority one.  

But the other great benefit of the Consul-
tative Sale is that it can lead to a 100% 
close-rate, where you win every deal.  I know 
this because I have a 100% close-rate.  I have 
not lost a deal, in the last decade or more, 
that I wanted to win, where I took the pros-

pect through the entire Consultative Sale.   
Not one.  Just to be clear, I have walked away 
from a lot of deals that I did not think were a 
good fit.  

This approach stops tire-kickers dead in their 
tracks and helps you avoid the traps of free 
consulting and responses to RFPs.  I do not 
respond to RFPs and most of my clients do 
not respond either.  The Consultative Sale 
I outline below is based on good-will, trust, 
mutually deepening commitment at every 
stage on the journey and honest dialogue.  It 
works. 
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A METAPHOR FOR SELLING SERVICES

Here is how I think of professional ser-
vices sales today.  This is like a ship pass-
ing through a set of locks, like the Panama 
Canal, to go from a lower body of water to 
a higher body of water.  As the ship passes 
through the gates, water fills the lock so a 
ship can gently and steadily rise toward a 
higher destination.   

Professional services sales is simply about 
getting a series of gates to fall open so you 
can proceed toward the end-goal, serving 
the client very well.  In professional service 
B2B sales, you will likely encounter a series 

of steps, not a single event.  This may not be 
true of the B2HEC sale.  I know of financial 
advisors who close deals in a single phone 
call, sometimes in just minutes.  

 I think of these steps as a sales campaign.  In 
each phase of the campaign, your job is to 
fill the client with confidence that moving 
ahead with your firm is in their best inter-
est.  

However, it is equally as important to pause 
forward movement if the prospect is not 
ready to move ahead.  You should even 
abandon forward movement if the prospect 
does not fit the ideal client profile.  

Selling professional services is like helping a ship pass 
from a lower to a higher body of water in phases.     

THE SEVEN-STAGE CONSULTATIVE SALE

The seven-stage Consultative Sale is com-
prised of:

• Digital identification
• Digital confirmation
• Clarification call
• Discovery
• Proposal
• Verbal buy-in
• Agreement papered 

This approach to selling services provides a 
deeply satisfying experience for prospects.  
When I deploy the consultative sale and get to 

the clarification call, I often choose to end for-
ward movement with prospects.  In eight out 
of ten opportunities, I will not move forward 
with a prospect for a variety of reasons, some 
of which I cover below.  

However, I make the process valuable for 
the prospect and build good will – even if 
they do not become my client.  I use the pre-
client promise as the purpose for the call and 
achieve two goals simultaneously.  First, I give 
the prospect at least 5 nuggets of wisdom.  
Second, I determine if it is in our mutual inter-
est to move forward together.

Even when I choose to end dialogue, I still 
ask for something in return for my time and 
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no prospect has ever refused.  I ask them to 
write me a recommendation on LinkedIn if 
I delivered against my promise of at least 5 
nuggets of wisdom.  Most people are happy to 
do so.  I cannot recall a single person who has 
refused.  Let’s walk through each of the seven 
stages.  

DIGITAL IDENTIFICATION

In this stage, a prospect becomes visible to 
you.  On LinkedIn there are all sorts of ways 
that this can happen.  You might discover 
them in a group or through a mutual connec-
tion and send them a connection request.  
They might discover you through one of your 
posts.  They might do a search and your pro-
file might pop up.  They might even be recom-
mended to you by the LinkedIn platform as 
someone you may know.  

All of this activity can lead to a request for a 
conversation.  Sometimes the prospect will 
request a call with you.  Sometimes you might 
request a call with the prospect.  But the 
point is this – the prospect is now visible to 
you and you are visible to them.  

If you have a LinkedIn Sales Navigator ac-
count, you can save their profile as a lead 
and save their account.  This way, LinkedIn 
will send you alerts when things change in 
the account or when the prospect views your 
profile.  These notifications can be a great 
precursor to dialogue.  

DIGITAL CONFIRMATION

In this phase, you use every available tool at 
your disposal to confirm that the prospect 

fits the demographics of your ideal client 
profile.  This is a huge time-savings for you 
and a key reason to actually build your ideal 
client profile.  Here is how this works for me. 

I can do a reverse lookup of a prospect on 
LinkedIn and in about 90% of all cases make 
a judgement call about how closely they 
match my ideal client profile – all in about 
five minutes, sometimes less.  You can and 
should do the same thing.  You don’t want to 
be in conversations with people who do not 
match your ideal client profile.  That’s a waste 
of everyone’s time.

If you are thinking about reaching out to a 
prospect you’ve identified, you absolutely 
must confirm the fit to your ideal client profile 
BEFORE you send them a message on Linke-
dIn.  To do otherwise is to show disrespect to 
them.  

If a prospect reaches out to you for a con-
versation and they do not match your ideal 
client profile, you have several options:

• You can politely decline the conversation 
by saying – in so many words – I don’t 
think this would be a good use of time for 
either one of us.

• You can ask them for more information 
about why they want to talk.

• You can refer them to another provider 
who you think might be a better fit.

CLARIFICATION CALL

The clarification call is a crucial stage of the 
Consultative Sale.  This is a short conversa-
tion, often only about 30 minutes, in which 
you assess a prospect’s fit and readiness for 
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the next phase.  I’d like to show you how I 
handle the clarification call.  Please borrow 
from me whatever you believe will work for 
you.  

I believe it is best to make the pre-client 
promise the centerpiece of this call.  

If I request a call with a prospect, I will make 
my pre-client promise in the call request.  If a 
prospect requests a call with me, I’ll make the 
pre-client promise to them as we setup the 
call-in details.  I handle clarification calls by 
phone.  

I prefer to use a calling system because this 
provides the greatest flexibility.  In numer-
ous instances, I have made clarification calls 
with more than one person on the line.  Often 
these people are not in the same office.  

The goals of the clarification call are to:

• Discover which of the psychographics 
(goals, opportunities, challenges) the 
client wants to talk about.  If you’ve done 
a good job with your thought leadership 
materials, they probably have questions 
for you about one of these.

• Assess if the presenting issue, the goal, 
opportunity or challenge, is a good fit to 
what you or your firm does.

• Assess the five sales-ready characteristics 
that must be present to justify forward 
movement with the prospect. 

The Five Sales-Ready Characteristics

For a prospect to be ready for the next stages 
of the Consultative Sale, they need to exhibit 
all or most of these characteristics:

• Budget – the prospect has ample budget 
to afford your fees.

• Need – the prospect has a specific need 
that you can address.

• Reason – the prospect has a specific rea-
son that they must address the need.

• Timeline – the prospect has a timeline 
in which they must act or there will be 
consequences for them.

• Dialogue – the prospect is willing to en-
gage in serious dialogue and commit the 
time and energy it takes to determine the 
best way to help them.  

If a prospect does not exhibit all five sales-
ready characteristics, it is probably not in 
your interest to move forward with them.  If 
they cannot answer a series of question that 
you ask to help you assess their sales-readi-
ness, it’s probably not wise to move ahead.

How To Get The Money Question Off The 
Table

There are no hard and fast rules about how to 
handle clarification calls.  But one of the most 
important outcomes of these calls is “getting 
the money question off the table.”  Here is 
what I mean.  If you are talking to a prospect 
and they think your fees are only $5,000 when 
in fact you actually charge $50,000, there is a 
huge gap in expectations.  

If you don’t close this gap at the very start, 
you’ll only experience trouble down the road.  
How do you address this?  When I train sales 
people, this is the number one question they 
ask me – how do I get the money question off 
the table?  There are several ways to do this.  

If a prospect has told you what goals they 
want to achieve and you know some things 
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about them based on your digital identifica-
tion activity, you can put forward a range of 
fees that you might likely charge – a high and 
a low.  If they say, that’s too much, now you 
know.  They’re not right for you.

Another option is to describe what I call the 
“average client fee.”  For instance, you can say 
“our average client spends about $250,000 
per year with us.  Does that sound reasonable 
to you?”  If they say no, you know they’re a 
fee-sensitive buyer and may not be right for 
you.  

DISCOVERY

In this stage, you conduct discovery with the 
prospect to decide whether or not they are 
right for your firm.  Discovery for B2B deals 
can be much longer and much more intense 
than discovery for B2HEC deals.  I’ll explain 
the difference in just a moment.

But first, I want to make a clear distinction 
between discovery that is conducted to de-
termine the fit of a potential new client and 
discovery conducted as part of an engage-
ment, particularly the way lawyers use dis-
covery.  Here is the difference.  In many B2B 
consulting practices, the approach to serving 
a long-term client includes:

• Documentation of current-state
• Envisioning of future-state
• Development of a multi-phase (some-

times multi-year) roadmap to migrate 
from current-state to future-state.

• Ongoing engagements to achieve the 
goals of each phase.

What I’ve described above usually occurs 

after some type of deal has been signed by 
a client.  The documentation of current-state 
(what some people call discovery) actually 
constitutes work-product.  This is very differ-
ent from discovery conducted to determine 
the fit.  

When I use the term Discovery, I mean activ-
ity that is designed to produce confidence in 
both parties – you and the prospect – that 
moving forward is in everyone’s best interest.  
Discovery, in this sense, is usually conducted 
by a series of interviews where you ask proba-
tive and meaningful questions that indicate 
whether or not the prospect is a good fit for 
your services.  

Discovery in the B2B landscape is usually 
quite different from discovery in the B2HEC 
model.  In the B2HEC model, some service 
providers will have “the conversation” and in 
about 30 minutes they’ll know whether or not 
the prospect is a fit.  From there, the service 
provider can actually put forward some type 
of contract and work can commence.

I have seen this short-form approach to dis-
covery work quite well for law firms, CPAs and 
financial advisors.  But it may not work in ev-
ery case.  Here is my guiding principle for how 
much effort you should put into discovery.  

The more strategic the services, the more 
intensive the client contact, the more 
buy-in that is required from the client to 
achieve the goals, the more effort you 
should put in to discovery.  Here is why I say 
this.  You’ll recall from the chapter on build-
ing your ideal client profile that there are 
seven characteristics that make an ideal cli-
ent ideal.  Three of these characteristics have 
to do with you: impact, budget and profits.  
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But four of these characteristics have to do 
with the relationship:

• Insights – you understand what your 
ideal client needs often better than they 
do.

• Expertise – your ideal clients want and 
need your specific capabilities and have 
limited options for acquiring that exper-
tise.

• Culture – there is a good fit between the 
way you do business and the way your 
ideal clients prefer to be served.

• Chemistry – you and your staff get along 
well with the client and experience few 
conflicts.

In my experience, the value of a thorough 
discovery process is that it helps you: 

• Set the tone for the relationship, where 
the prospect comes to see you as capa-
ble, experienced and in control of the pro-
cess.  This deepens trust from the start.

• Gauge the prospect’s openness to your 
counsel.  If you hear them express dispar-
aging remarks for strategies and tactics 
that you know work, you have a problem.  

• Assess just how serious they are about 
actually achieving their goals.  If they 
don’t show up for phone calls, postpone 
them or are not prepared for the calls, 
that is a message to you.

• Get the lay of the land today.  To win 
a deal, you need to be able to recognize 
decision-makers, decision-influencers 
and other buying roles such as technical 
buyer and economic buyer. 

• Uncover whether or not they will follow 
your lead.  For most service organiza-
tions, your ability to impact the client will 
come down to how ardently they follow 
your counsel.  If they are not willing to 

allow you to lead the discovery process, 
you have no basis to believe they will fol-
low you once they sign a deal.

• Develop a proposal that prospects will 
readily sign.  An important outcome of 
discovery is the delineation of that which 
must be achieved from that which they 
would like to achieve.  Effective discovery 
helps you establish priorities and what 
the client is and is not willing to fund.

Now let’s address the differences between the 
B2B and B2HEC discovery processes.  In the 
B2HEC discovery model, you likely only need 
to interview one or two people.  Usually you 
have a primary decision-maker and then a 
secondary decision-influencer.  

In the B2B model, you will likely need to 
interview everyone who is on the decision 
committee or who can influence the deci-
sion.  For most mid-size service firms, this 
means you’ll be interviewing at least 5 people 
and sometimes as many as 10 people.  This 
also means that the discovery process can 
take anywhere from a few weeks to a few 
months.

That leads to another key question.  Should 
you charge for conducting discovery?  My 
clients are nearly evenly split on this topic.  
Some of them charge a flat-fee for discovery 
and their process involves both a business as-
sessment and a technical assessment.       

In the business assessment, the consultants 
are assessing the readiness of the leadership 
to make the changes that are necessary to 
achieve the goals.  They look at how deci-
sions get made, how people are held re-
sponsible to achieve goals and the history of 
success at change-management initiatives. 
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In the technical assessment, the consultants 
are uncovering what is broken today and 
deeply in need of fixing.  One client calls 
this “ripping off the band-aids.”  This can 
help define the technical initiatives that the 
consultant knows – even if the client doesn’t 
know – are necessary.  

If you know you will need to interview mem-
bers of a committee, my counsel to you is as 
follows:

• Discover your champion.  A champion 
is someone who has a great deal to gain 
from your mutual success and is willing 
to drive the discovery process forward.  
Champions will help schedule discovery 
calls with other committee members and 
will hold them accountable to show up 
and be prepared to speak with you.  Your 
champion can make or break the deal for 
you, so choose them wisely.

• Let your champion guide you.  Your 
champion should not only be able to tell 
you who is on the decision-committee, 
they should also be able to give you the 
lay of the land politically and the mine-
fields to avoid.  I recommend that you 
let your champion define who you will 
interview.

• Develop unique questions for each 
person on the committee based on 
their interests.  Once your champion 
fills you in on the members of the deci-
sion-committee, build a list of unique 
questions for each person.  Run the 
questions by your champion before you 
schedule the interviews.  This can help 
you avoid questions that can blow up on 
you.

• Send the questions with the interview 
request.  I find it best to let your cham-

pion introduce you to other members 
of the decision-committee that you’ll 
interview.  Often this is done through 
email.  You can respond to that email to 
get the dialogue started.  I recommend 
that your email requesting an interview 
time should be short.  It should include 
times you are available to talk and the 
list of questions you’ll ask.

• Document their answers.  The answers 
to their questions can be invaluable in 
setting the right direction for the ac-
count.  One key question I always ask is 
this.  “What does success look like to you 
and what results do we need to achieve 
within the next year or so that would 
cause you to feel like your money was 
well-spent?”  A year later, you can remind 
the client of their definition of success 
and whether or not you hit the mark.  

• Share the document.  I like a discovery 
process that is very transparent and that 
unites members of the decision-com-
mittee.  I typically build a document that 
includes the questions I asked and the 
responses of the committee members.  I 
then compare those responses in some 
type of summary analysis of the discov-
ery process and make recommendations 
for next steps.  When committee mem-
bers see everyone’s responses and that 
everything is being done out in the open, 
that builds trust. 

PROPOSAL

In this stage, you develop both a pre-pro-
posal and a final formal proposal.  A pre-pro-
posal is contained in an email that outlines 
your approach, deliverables, timelines and 
fee structure.  I recommend that you send a 
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pre-proposal before you send a final formal 
proposal that you’ll expect the client to sign.  
Why should you do this?

If you send a formal proposal and it includes 
a signature line for the decision-maker, sud-
denly the decision becomes very real for the 
prospect.   It feels formal and potentially 
rigid.  I’ve seen this create undue anxiety for 
prospects who need time to discuss the ap-
proach you recommend.  They might need 
to digest, as a team, the implications of your 
approach and potentially the changes that 
are required on their part.  

This can feel overwhelming for people who 
are about to spend a lot of money and make a 
decision from which there is no turning back.  
It also can feel like they’ve been boxed out 
of dialogue on key points where they might 
want input.  

A pre-proposal email runs none of these risks.  
It allows prospects to view your approach 
and fee structure without feeling obligated 
to sign anything.  They can then respond to 
your ideas and ask for revisions or clarifica-
tion.  In 9 out of 10 cases where I’ve used a 
pre-proposal, a prospect simply replies with 
“this looks great – exactly what we’ve talked 
about.”  

It is also a good idea to develop your formal 
proposal, without sending it to the prospect, 
in tandem with your pre-proposal.  This 
allows you to quickly forward the formal 
proposal if the prospect says they are ready 
to sign.  

Terms and conditions are also an important 
part of the final proposal that a client will 
sign.  If you have standard terms and condi-

tions, I recommend that you send them with 
the pre-proposal email.  In some instances, 
you’ll need to work closely with the legal or 
compliance functions at your firm to ensure 
the terms and conditions are acceptable to 
both parties.

VERBAL BUY-IN

Once you send your pre-proposal, I recom-
mend that you give the prospect the time 
they need to review and digest it.  Shortly 
after sending the pre-proposal email, you 
should check in with them to see if they have 
any questions.  If they don’t you’re ready to 
get their approval.  

I look for this both verbally and via an email 
response.  If all goes well with your pre-pro-
posal, the prospect will green-light the agree-
ment right away.  But if you need clarification 
and revisions, this is the time to hammer 
them out.

Once you have the deal scoped out and the 
terms and conditions agreed to, I recommend 
that you ask this question.  “If I send you a 
proposal that outlines everything we’ve 
talked about so far and for the fee struc-
ture I’ve described, will you sign it?”

If they do not say yes, you have work to 
do.  You need to ask – what did I miss?  This 
should allow you to uncover and address 
whatever is blocking the prospect from mov-
ing ahead.  A thorough discovery process 
should greatly reduce the likelihood that this 
will happen. 
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AGREEMENT PAPERED

Once the final decision-maker says yes to the pre-proposal, I recommend that you get the for-
mal agreement in front of them within 24 hours or fewer.  This probably means you will need 
to have worked with your compliance or legal teams to review the terms of the deal before you 
have final buy-in from the prospect.  

While it is rare the deals fall apart at this late stage, it does happen from time to time.  Usually 
this is the result of some terms and conditions that are unacceptable to one party or the other.  
This is yet another reason to get your T’s and C’s hammered out before the client gives you 
verbal approval.  
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Put It To Work Now
All of the greatest ideas in the world won’t help you unless you put them into action.  Use 
these questions to frame the action-steps you’ll take based on these ideas. 

The seven-stage Consultative Sale is comprised of:

• Digital identification
• Digital confirmation
• Clarification call
• Discovery
• Proposal
• Verbal buy-in
• Agreement papered 

How do you intend to handle each stage?  Please document your responses below.

Digital identification:
• How will you identify prospects on LinkedIn?
• How will you use a LinkedIn Sales Navigator account to help with this?

Digital confirmation:
• How will you confirm that a prospect is a good fit for your services?
• When will you deploy a marketing automation and CRM to track digital behavior?
• How will you use your ideal client profile to confirm the fit of prospects?

Clarification call:
• What questions do you intend to ask and how will you use an interview guide?
• How will you use questions to identify the five sales-ready characteristics?
• How will you get the money question off the table?
• What criteria will you use to determine whether or not to proceed to full discovery?

Discovery:
• How will you decide whom to interview?
• How will you use this to set the tone for the relationship?
• How will you gauge the prospect’s openness to your counsel? 
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• How will you assess how serious they are about achieving their goals?
• How will you get the lay of the land for decision-makers, decision-influencers and other 

buying roles?
• How will you uncover whether or not they will follow your lead.  
• How will you develop a proposal that prospects will readily sign?
• How will you discover your champion?
• How will you let your champion guide you?
• How will you develop unique questions for each person on the committee?
• How will you send the questions with the interview request?
• How will you document their answers?
• How will you share the document and your findings?

Proposal:
• How will you draft your pre-proposal?
• How and when will you introduce your final proposal?

Verbal buy-in:
• How will you get verbal assent from the prospect?
• When will you ask for this?

Agreement papered:
• How will you work with your team to be ready to introduce the final proposal right after 

verbal buy-in?
• What will you do to prepare your team to raise their game so they are ready to respond 

quickly?  
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YOUR TOP 5 TAKE-AWAYS
As you’ve been reading this E-Book, you’ve been exposed to lots of ideas.  But the reality is 
that you can probably only execute on a small handful of ideas, likely fewer than 5.  Now it’s 
time to make a list of the 5 ideas you inted to execute and the steps you’ll take to do so.

Idea 1: (list it here)
Action step 1:

Action step 2:

Action step 3:

Idea 2: (list it here)
Action step 1:

Action step 2:

Action step 3:

Idea 3: (list it here)
Action step 1:

Action step 2:

Action step 3:

Idea 4: (list it here)
Action step 1:

Action step 2:

Action step 3:

Idea 5: (list it here)
Action step 1:

Action step 2:

Action step 3:
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The Shattuck Group is a management consulting firm that serves mid-
size professional service firms.  We have a demonstrated history of 
empowering mid-size service firms to double their revenue.  See for 
yourself by visiting our website and clicking on Documonials in primary 
navigation.  

ABOUT THE SHATTUCK GROUP
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