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SOCIAL MEDIA GOALS

When considering social media’s use in the financial services industry, there are three things we're
trying to achieve. After going through our Fundamentals and LinkedIn 101 courses, you've become
Discoverable and Available. Now, we need to focus on content to become a thought leader.
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CREATING 0000
SMART CONTENT

The first thing we need to consider when
running a social media account is content.
Content is what will inspire users to follow
you. It's the key to success. If the content you
create doesn't entertain or provide value to
your followers, your content will be ignored.
#ltsAllAboutTheContent

So before posting anything, first ask yourself
‘would my followers care about this content?”
In order to win the attention war and create
content that's truly “thumb-stopping”, one
must remember the following ...
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CONTENT TYPES

With that in mind, let’'s look at the kinds of content we can post. In general, there are two types:

SHARED CONTENT

Companies like GAF and carrier partners are constantly publishing social media
posts — often linking back to valuable articles. If you find a piece of content you like,
share it out to your followers. Make sure to check with your legal council to
determine approved authors for sharing, as well as your ability to alter the post when
publishing.

ORIGINAL CONTENT

Content you create yourself is a great way to connect with your followers. Only you
know what your individual clients like to learn about, and only you can showcase
your personality. We advise getting this content approved by your legal team prior to
publishing.

LinkedIn also has a uniqgue blogging feature. Instead of posting a regular “timeline”
post, you can write a long-form blog that lives on your account. If you have an
Individual perspective to bring to the world of finance, this may be something to
consider.



CONTENT BEST PRACTICES

Whether you’re sharing or creating, there are a few best practices to keep in mind when it comes

to publishing content:

POST TWICE A WEEK

This allows for multiple opportunities to gain
engagement, while not overwhelming your
followers. That said, if once a week is less stressful,
do that.

ALWAYS INCLUDE A CTA

Whether you're asking your followers a guestion or
telling them to click on a link, a call-to-action (CTA)
helps them know what to do.

USE COMPLIANCE-APPROVED CONTENT

Always make sure to get approval on your original
content prior to publishing. Want to make your life
easier? Try sharing content from the GAF or carrier
partner pages. All of that content is already
approved.

DON'T POST AT 2AM

Try posting at times your followers might be on their
phones. In the morning or during lunch hours are
typically good times to hit.

PROFESSIONALISM IS KEY

As long as your content is professional in nature, the
execution can vary. While it's best to include a video,
iInfographic, or high-quality photo, you could post
with only text as long as you tell a captivating,
professional story.

TRY TO BE TIMELY

Due to compliance, it can feel impossible to post
about timely topics. That's not entirely true. Try
posting winter-based ideas in the winter. Or tax-
related topics in March. There are always ways to
plan ahead.



CONTENT TOPICS

When thinking of content to share or create, think about your followers. By providing them with content
they find valuable, you show them you put their interests first. You create a unique experience — which can

turn your clients into advocates. Try sharing the following types of content:

COMMUNITY CONTENT

INDUSTRY CONTENT

EDUCATIONAL CONTENT

Content covering your
personal experience at a
conference or an event you
(or your office) are hosting.
Showcase your community
iInvolvement!

Content highlighting
newsworthy items in your
Industry (and your
perspective on them) or any
news specific to your
company.

Content focused on
educating your clients.
These posts show that you
care about more than
people’'s money — you care
about their future.




CONTENT TOPICS - EDUCATIONAL

Linkedln users love to learn, and insurance and finance are complicated topics. By educating your clients,
you're not just their agent, you're their financial guru. Simply share content from the social pages of GAF or

carrier partners.

WHAT NOT TO DO:

e Talk about specific products
e Alter the copy of the post
you're sharing (unless given

approval from your legal
team)

e Make promissory

statements

In a fast-paced #Business environment, it can be challenging to build new #Skills.
Don't let that hinder your #Job search. Find out how to stay competitive in your
field. http://ow.ly/BivU50LQgB7

Career tips
for staying
competitive

EF&G
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Our third annual Risk Tolerance Tracker found that over two-thirds of American
investors (67%) feel like their financial safety net has been taken away as a result of
the events of 2022, up drastically from 47% of people who said so just last year.

Learn more about how the events in 2022 impacted American Investors views on
retirement and risk:
https://Inkd.in/gxMUWBUSs

Two-thirds of American
investors (67%) feel like
their financial safety net
has been taken away,
finds F&G’s Third Annual
Risk Tolerance Tracker




CONTENT TOPICS - INDUSTRY

LinkedlIn is not just a popular platform to consume news, it's an especially popular platform to consume
financial news. If there's a particular story you think your followers should know about, and you can provide
your own point-of-view on the story, this is a great place to share those out.

Tra:ns_a_r_ne_r.ic;a_ Agency Network e . Sheryl J. Moore « 15t
WHAT N OT To DOQ o ® ® 'lember at Forbes Finance Council | The MOST Connected P...
. Qe @
Watching &7
c We are cheering loud for the @USMNT! | initially thought this article was pretty balanced.
e Post stories from only one sillin it to win it
! | mean, Financial Planning Magazine isn't wrong in their “parsing the n ...see more
news source — don't be news sOnlyforward ; g : -

A )

biased

e Post, or comment on other's
posts, about religion, politics,
or other controversial topics.
Remember that your account
may be officially affiliated with
a broker dealer.

The Annuity Paradox

&0 You and 46 others 23 comments - 1 repost

QUICK TIP: When posting content like this, make sure the source you're sharing
from is a trusted source. Make sure to check with your compliance team.




CONTENT TOPICS - COMMUNITY

Showing that you're involved with your communities is a great way to gain support. By posting about local
events, volunteer experience, or your involvement within the financial community, your followers will see

you care about bettering yourself and others — a very admirable quality.

3 Colby Cox |ikes this
3 Colby Cox likes this sen .I I?J_ati_?lyal Life Group
2mo« @

WHAT NOT TO DO:
® e = _ "® inaugural Do Good Fest Texas! Gangstagrass and opener Youngtones blew our
o socks off, and together we raised over $70,000 to support children's mental health

through the Parkland Foundation. #dogood

The Broker's Health Insurance Network, Inc.(BHINI) is meeting this week with
great guests and panel discussions. Art Valdez with Global America Financial
Brokerage is talking about recruiting and marketing and the impact social media

is having on the industry.

e Post photos of other people
without their permission.

e Post slides from any
presentation at a conference
or convention. Most likely
these slides were not

approved for public use.

Ce0 1z

QUICK TIP: Always make sure the photos you use aren't copyrighted. Use sites like Pexel or
Pixabay to find free photos, royalty free. These high-quality photos are great to use on LinkedlIn







CONVERSATION MANAGEMENT

When your content begins to get engagement, the opportunities to create conversations will arise. These
conversations can eventually lead to sales, so they must be taken advantage of. Below are examples of

comments you may see:

WARM LEADS

3 Nils Thorson - Transamerica Agency Network

Aprl 1 at 831 AM - QO

If you're considering life insurance, you may
not understand the difference between term
and perm. Transamerica is here to help.
hitps://goo.gl/WpdgX

TERM PERM

COLD LEADS

3 Nils Thorson - Transamerica Agency Network
. I April 1 at 831 AM - Q

If you're considering life insurance, you may
not understand the diffelence between term
and perm. Transamerica is here to help.
https://goo.gl/WpdgX

TERM

PERM
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CLIENTS

a Nils Thorson - Transamerica Agency Network
R Apdl 121331 AM - Q@

If you're considering life insurance, you may
not understand the difference between term
and perm. Transamerica is here to help.
https://goo.gl/WpdgX

TERM

PERM

PLAMVANE T ¥ - AN

ANGRY USERS

g Nils Thorson - Transamerica Agency Network
' I April 1 alB31 AM - O

If you're considering life insurance, you may
not understand the difference between term
and perm. Transamerica is here to help.
https://goo.gl/WpdgX
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PERM
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a John Odde Tim Johnson Kathy Hoeger Steph Schmidt
This is really helpful! Kerry Johnson Thanks for sharing! Life insurance is a scam.
o a o




CONVERSATION MANAGEMENT - \//ARM LEADS

Positive comments or messages coming in from non-clients is the ideal situation. Take advantage! Respond
quickly and move the conversation to a private message. Once there, you can ask for their email or phone

number to have the most descriptive, effective conversation.

EXAMPLE

Nils Thorson - Transamerica Agency Network
Aprl 1 at 831 AM - @

If you're considering life insurance, you may
not understand the difference between term
and perm. Transamerica is here to help.
https://goo.gl/WpdgX
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& Like [E] Comment > Share

John Odde
This is really helpfull

EXAMPLE CONVERSATION

John Odde
This is really helpfu!!

o Nils Thorson
I'm glad | could help! And it's nice to meet
you, John! Are you also in the Denver area?

John Odde
This is really helpful! | am indeed. My family
and | just moved here a few months ago.

Nils Thorson
Well welcome to Denver! Where are you
moving from?

John Odde
We moved from Dallas.

© ® ©

Nils Thorson

Very cool. Hopefully the winters aren't too
cold. If you're interested in chatting about
insurance, or just Denver itself, I'd be happy
to talk! If so. send me a private message and
we can chat.

-

KEEP IN MIND...

e Don't sell too hard. People don't
want a sales-y agent, they want
a neighbor who happens to be
an expert.
Take the conversation off social
relatively quickly. Social media is
public, and there are many
things you can’t legally discuss.

Move the conversation to email
or a phone call.



CONVERSATION MANAGEMENT - COLD LEADS

More neutral comments from non-clients need to be addressed with care. Don't scare them away by
pushing a sale too hard. Instead, make them feel seen and heard. If you'd like, let them know you'd love to
buy them a coffee for a quick conversation.

EXAMPLE

g Nils Thorson - Transamerica Agency Network
- -
[p*=1 v il 1 at 831 AM \’

If you're considering life insurance, you may
not understand the difference between term
and perm. Transamerica is here to help.
https://goo.gl/WpdgX

" DIFFERENCES IN LIFE INSIRANCE |
TERM

PERM

FL[\_J Like [_J Comment ;.'1',) Share

Tim Johnson
Kerry Johnson

O a

EXAMPLE CONVERSATION

Tim Johnson
Kerry Johnson

Nils Thorson

Thanks for commenting, Tim! I'd be happy to
clarify anything. Do you or Kerry have any
questions about this?

Tim Johnson

| don't have any further questions at this time.

Thanks!

Nils Thorson

No problem. I'm always happy to help. If you
or anyone you know has questions about life
insurance or financial protection, I'm always
happy to chat about it over coffee. I'm
buying! ©

KEEP IN MIND...

e Address their commentin a

customized manner. Don't reply
with a canned answer that
ignores what they said in the
first place.

To stay professional, use proper
grammar, limit emoji use, and
don’t abbreviate too much (thx,
lol, etc.).

Don't overly push. Simply let
them know that you're here for
them.



CONVERSATION MANAGEMENT - CLIENTS

If your clients respond to you, make sure to create a conversation. By commenting, they're letting you know
that they're open to a dialogue. Make sure that openness isn't met with a cold shoulder.

EXAMPLE

g Nils Thorson - Transamerica Agency Network
. April 1 at 831 AM - Q@

If you're considering life insurance, you may
not understand the difference between term
and perm. Transamerica is here to help.
https://goo.gl/WpdgX

_DIFFERENCES IN LIFE INSURANCE |
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Kathy Hoeger
Thanks for sharing!

S =

EXAMPLE CONVERSATION
KEEP IN MIND...

Kathy Hoeger e Create a conversation! They
Thanks for sharing! proactively reached out to you.
Do your part and respond in a
g Nils Thorson way that creates dialogue.

You're welcome, Kathy! | hope you're doing r
well. How was your trip to Disneyworld? Dont for.get Wik Sy rea(.:he(.:I
out. Havmg the conversation is

what relationship building is all

about, but make sure you
all the characters. Thanks for asking! address the fact that they

Kathy Hoeger
o Our trip was great! The family loved meeting

commented on a specific piece

Nils Thorson of content.
' Of course! I'm glad it went well. And by the
' way, | have more infographics like this fi you
felt it was helpful. Just let me know!




EXAMPLE

g Nils Thorson - Transamerica Agency Network
- April 1 2t 831 AM - @

If you're considering life insurance, you may
not understand the difference between term
and perm. Transamerica is here to help.
https://goo.gl/WpdgX
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Steph Schmidt
Life insurance is a scam.
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EXAMPLE CONVERSATION
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CONVERSATION MANAGEMENT - ANGRY USERS

Unfortunately, human nature is to complain. You may encounter angry users (or trolls) commenting on your
posts to vent about something. An internet troll is someone who makes intentionally rude or upsetting
statements online to elicit emotional responses. Don't return the anger, and don't delete messages unless
there is profanity. This is an opportunity to show your followers how you deal with pressure.

Steph Schmidt
Life insurance is a scam.

Nils Thorson

Hi Steph, I'd love to hear why you feel this
way. Did you have a particularly bad
experience in the past? Send me a message
if you'd like to chat.

OR

Nils Thorson

Hi Steph, oh no! I'd love to better understand
why you feel this way. Feel free to send me a
message if you'd like to discuss further.

OR

Nils Thorson

Hi Steph, I'm sorry you feel this way. Is there
any way | can help? You're welcome to send
me a message if you'd like to discuss this in
more detail.

KEEP IN MIND...

e Take the high road. Every time.

Be polite and respectful.

e Get the conversation to a private

message. Don't give them an
opportunity to continue
publically commenting.

e Most importantly, please refer to
your legal compliance guidelines
regarding complaints.







MEASUREMENT

DON'T WASTE YOUR TIME

In mMmarketing, we use data to inform us which
messages our audiences react positively to, and
which they don't. If you continue to use the same
advertisement, and that advertisement isn't
working, you're wasting your time. And maybe your

money.

YOU DON'T NEED TO BE A MATHEMATICIAN
But don't worry! Looking at LinkedIn data isn't hard.

It's fast and easy. You can easily learn which posts
are working and which aren’t. Then, simply continue
doing the things that work!
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Way to go Lesliel!

H The Brokerage Inc.
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Looking at some key humbers will help you understand what's working. Below is an
example of a LinkedIn post, and some of the numbers you should keep track of.

VIEWING YOUR ENGAGEMENT

The Brokerage Inc's Cynthia Rosales with Leslie Lavert Green at a sales event in TO Vi ew th e d eta | |S Of yO ur pOSt’S en g d g eme nt, Cl iC k

Bedford today. Leslie's car is packed and she's ready to sell!

on the small graph located below the like, comment,
and share bar. This icon tells you how many views
your post received and opens the analytics for your
post when clicked.

POST REACTIONS

The number of like, celebrate, love, insightful, or
curious reactions that users had to the post.

Top demographics of people reached @ Who your viewers work for.

(o uies =) POST VIEWS BY JOB TITLE

o The job titles of your viewers. Keep an eye out for
which job titles view your posts the most.

I

Locations

Companies

naustries

POST VIEWS BY LOCATION

The locales of your viewers. Are they close to home
from you or further out?

Company size

Teacher- 2

President - 2



POST TOPICS ’

Perhaps posts talking about a certain topic performed
better. Did people love when you shared about your family
outings? Or when you posted educational pieces?

==y
POST VISUALS [l 2=
Visuals can make a huge difference on LinkedIn. Maybe the
Infographics you shared from GAF or carrier partners did

well. Or maybe the videos you're making are your top posts.

POST TIMING@

Your followers might be more active at certain times of day.
For example, your morning posts might do better than your
afternoon posts because your followers are hard at work in
the afternoon.

Once you feel

comfortable looking
at this data, try
finding patterns in the
posts with higher
levels of engagement.
There are a few things
to look for:




QUESTIONS?

THAT CONCLUDES OUR LINKEDIN

201
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COURSE

f you'd like to learn more about

KedIn, take our LinkedIn 301

course.

If you ever have any questions,
please feel free to reach out to us!
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THANK YOU

Check out LinkedIn 301 for
more!
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