LinkedIn Sales with Steven Perchikov
This was transcribe using artificial intelligence please excuse typos!
[00:00:04] Hello and welcome to another episode of the Patient Conferred podcast, I
have my guest host with me today just in and our amazing guest, friend and colleague
Steve Kerr, off from Art of Sales Academy. Steve, introduce yourself.
[00:00:22] Absolutely. Thanks for having me. And great pronunciation of my life.
[00:00:27] I tried.
[00:00:29] Yeah. Not everybody nails it. So, yeah, my name is doing Birchgrove. I have
a sales consultancy and LinkedIn agency called ATA Sales Academy. My background is
essentially helping B2B businesses generate more opportunities and sales. My career
has primarily been growing technology startups and implementing a lot of the strategies
that I do now for you guys and for a lot of my clients with them. And that's where I got
my background initially. And for most of my clients, where essentially the agency that
helps them put appointments on their calendar with LinkedIn consults them on LinkedIn
and and helps them close those leads and opportunities as well.

[00:01:18] And that's what I like. What you just mentioned, too, is it's not like you're like
a LinkedIn guy, like your background really is in like helping SAS based companies,
tech based companies really scale. And you've been a tremendous help, I know, with
our agency and obviously the clients that we do this for better understand what their
sales funnel process needs to look like, defining their messaging, all of that kind of stuff.
[00:01:39] So tell us a little bit kind of how you got into this world.
[00:01:43] Yeah, my pleasure. There was always this was an entrepreneurial streak in
me, always interested in technology and the kinds of companies that I was attracted and
drawn to in my career early on were early stage startups, just small teams, 10, 15
people, sometimes even smaller new technologies. That was what fascinated me. Of
course, the challenge in environments like that is that you're essentially evangelizing a
new thing that no one's ever heard of that companies don't have budgets for, and you
don't have a marketing team to support you. So one of the most difficult things to get
started and to get the ground running with and when I started, I saw that a lot of my
colleagues saw a lot of folks with more experience than I did were calling people,
messaging people, sending one off emails here and there. And I was essentially looking
for ways to scale some of that outreach.
[00:02:46] So that's where I started looking at new technologies that would let me send
several emails at a time and helping me, helping me scale some of my outreach. So I
got good at messaging and I got good at using technology. And my strategy was always
this approach of semi personalization where I can find a group of prospects that all have
enough in common with them, that when I would send out a message to this group, it
would look like I was sending it to them and them alone, even though it was to several
others, just like them. That was always the balance I was looking to strike between
personalization and scalability, and that philosophy served me well. It's it's the strategy
that helped me develop the outbound system that was implemented at several
companies that I worked at. After doing it for the third one, I made a little video outline of
what I did, a little case study sent it to ten people in my network. Two became clients.
Within a week or so, I realized I had something. It was like a lot of anxiety building up to
actually send an email. Finally, when I took me six months to send that email and then
after I sent it, I had a business write like, why did I wait so long? Exactly. Exactly. So
that was three and a half years ago at this point. And I started just doing it as a side

hustle for a year or so and then finally developed the confidence to go out on my own
and have been doing that and to have worked with over a hundred different companies
at this point, consultancies, agencies, software companies to help them perfect their
messaging, perfect their outreach strategy and build their sales process, which is so
important, especially on LinkedIn.
[00:04:33] So that's how Steven and I actually met was through our LinkedIn network.
[00:04:39] As you guys know, I'm huge about utilizing LinkedIn as part of your marketing
strategy, your branding and of course, your personal social media. I love LinkedIn
because it is just one big online networking group. It's an amazing way to expand your
network, create real value and meet different individuals. And that's how Steven and I
got connected was through LinkedIn. I have. We noticed he was doing some video
marketing and he just helped me with some free advice when I was getting started, I
said, hey, I don't remember exactly what I asked, but I got him a direct message, like,
really love the content. And so you get great engagement. I'm trying to grow on LinkedIn
here. What is your advice? I don't remember exactly what it was. And he just shared
with me kind of an insider tip. And I realize there's like this whole world of LinkedIn
marketing that is kind of an art and a science. And I really focused on growing LinkedIn
through that. And then I really started to see what Steven was doing. As far as there is
so much more to LinkedIn than just growing your own social media network. And it has
these really unique tools. And I really was looking for somebody to kind of help me
navigate that. What do you think with LinkedIn makes it so different when it comes to
social media marketing versus Instagram or YouTube or Facebook?
[00:06:02] Absolutely. And thanks for that origin story of how we met. Whatever
whatever tip I gave you, you were close to me. One hundred x now with content and
posts and I'm getting tips from you. So it's awesome to see and awesome to see you
guys grow and be part of your story. But as far as LinkedIn goes and how it
differentiates itself from every other platform, the main differentiator is that this is a
place where businesses hang out exclusively almost right. That's most highest value
social network that anyone could use or leverage. Any time you're using Facebook and
Instagram, you're also just with everyone, right? Everybody uses it. But this is the social
platform for professionals. You can filter people by titles, roles. You want to pull up the
Fortune 1000 list of CEOs, the right there, LinkedIn.

[00:06:56] You want to connect with them and say Hello. You can do that. Of course,
you better do it right, because you're not the only thought of that idea. But these things
are so readily and easily available and possible to do on this platform in a way that you
can't do anywhere else. Really? Yeah, I couldn't agree more.
[00:07:13] Well, and you mentioned how you need to do that, right. So I don't know.
Justin doesn't struggle with this as much as I do within the agency, but I've always
struggled with direct outreach or selling the agency or marketing comes natural. But
selling or direct outreach and messaging like that can be difficult for me if I'm selling a
product or service. And you said you better do it right. So what do you think is the
importance? Like how do you structure really good hook.
[00:07:41] Yeah. When you're getting started especially. Yeah. What does that look like
or what should it look like ideally.
[00:07:46] Yeah. So for starters, I do want to say there are different personality types
and different different strategies that work in different personality types and what people
are comfortable with. You're a natural at building community and and creating
engagement and just kind of having people come to you. You're really good at that. And
part that comes from an aversion to just doing direct outreach or things like that.
Because of that, it's a strategy that just gets people to come with you. And it's really
awesome and impressive and works. I've always been more of a to the point kind of
guy, maybe because I've worked in sales roles and I also know from my own
experience selling me to be that in larger organizations, busy people, busy
stakeholders, they want you to get to the point. Many of them aren't spending that much
time on a platform like LinkedIn, although plenty of them are, but far less than smaller
businesses. They're not as much growing the feed constantly, but they are checking
their messages, right? They are checking their inbox. So if you can craft that perfect
hook, that perfect sentence or two that can peak their interest, their attention, then you
got them right. And I'll give you an example of how you start doing that. I have a recent
client in the employee benefit space, and that is a really difficult space to get traction
because very few of them know how to differentiate themselves.

[00:09:18] There's a lot of people in that space selling for one case health insurer to
other companies. They all kind of sound the same is the problem. So with this particular
company, they were doing a couple of unique thing. They were positioning themselves
and messaging as the same thing. We'll save you money on your for one K, we'll reduce
these costs, these sorts of things. But their product was actually pretty interesting once
we dug in. And what was interesting about their product is that they had wealth
coaches. They were geared more for millennials, they had wealth coaches to help
people with investing and increase participation into four one KS. They had an app that
they were developing, all these things they weren't talking about at all in their marketing.
And even the language that I'm using, they weren't describing it in this way. But once
we captured those things and we started talking about participation, engagement,
millennials, wealth coaches, here's how these sorts of things.
[00:10:12] Decision makers at large companies never heard an employee benefits
company speaking about it in that way. And that hook, they're getting about five, 10
appointments a week with massive, massive organizations, which is unheard of, an
employee benefit.
[00:10:29] They look at me and they're like they're younger, you know, because they're
like this is he's been yeah, he's been an employee, benefits his entire career. And that
just doesn't happen. Yep. And they also did their part by having a great list. That's the
other parts, the hook and the list. And they had a great list. They found a database of
companies that had a 401k that invested a certain amount. So we weren't just going
blind messaging anyone, we were messaging the right people with this interesting
approach.
[00:10:59] So what do you think now, having spent a lot of time in the health care space
working with us in different B2B kind of outreach scenarios, as well as just kind of
growth engagement in general, whether it's a med device sales person or it's a business
development guy for a telemedicine software, whatever it may be, that's looking to really
begin to leverage LinkedIn. And you even alluded like Kelly's taken the the kind of
growth reach and community style reached as kind of her sales pipeline and what's
been effective for us. But you can be more tactical, like you said, straight to the point,
especially with executives. What are some of your advice is kind of keeping it simple,
but getting started? Is it getting started just connecting and engaging? Like how do you

you're sitting there on your keyboard and it's like I don't even know where to get started
with LinkedIn to make it make it a resource for myself to grow my sales pipeline.
[00:11:51] What's your advice that you would have? Yeah.
[00:11:55] Again, it always partially depends on your personality, I would say so that's
the key, is figuring out what's going to work for you in part and part of what you're going
to do.
[00:12:05] Yep, I have trouble creating a lot of content consistently. I have trouble doing
that. Kelly super good at it. And and she does. And she's building this audience. People
are coming to her. That's awesome. I'm more kind of direct to the point. I don't mind
potentially ruffling feathers if it may cause that. So that's more my personality so that
there is that element and then there's sort of what's the best strategy for your business
in general? There is a framework, I would say, that people could and should follow. And
that is foundationally be super clear on who your market is, how you position yourself,
what your messaging should be. Once you're clear on that, you optimize your profile for
that market, the good picture, the right headline, the right banner protection, all of the
companies having a couple of posts just talking about this stuff. Now you're set up to be
in front of your market. Now that you're set up, you have to start building your list a little
bit. Typically with most of our clients, we connect with around 50 to one hundred new
Conex a day. Now, those people are becoming part of their network as they are
becoming part of their network. They can see their content. You could also message
them the fastest tracks are getting appointments on your calendar is to use the inbox
feature is to find the right message crafted, put it in front of your market. And if you get
that right, a good chunk of them will reply yes and make an appointment with you for us.
We try to see at least one out of twenty say yes to one of our target markets
appointment, typically one out of ten. If we can do that and we know we're on a good
track for our clients to have a successful client and a campaign. So that's one thing.
[00:13:49] Some clients that we work with, they don't do that.
[00:13:52] They love creating content and they want to become influencers in their
niche, and that's what it's all about. That's the next year you start creating a lot of
content that positions you as an expert, that answers, that's engaging the answers, their

question. And then there's all kinds of LinkedIn technical things to make sure that it gets
engagement. And as that starts to happen, you start to get in balance with people
coming to you. That's my opinion. When they all work together, that's super powerful,
great profile messaging and asking people for a call while the content is going crazy.
Those people are going to be warmer. You get in bounds. It's really powerful in that
way. But some people don't do the outreach at all. They just they have the patience. If
you have the patience to wait three, six months and keep creating great content and just
connect, you're going to just start to get an email machine going.
[00:14:43] Oh, and I couldn't agree more. I definitely I think it's interesting how you said
what works for you and positioning yourself on LinkedIn for success when you're kind of
navigating the world of direct outreach. I know that I've utilized LinkedIn and a lot of
questions I'm getting right now, especially during this covid craziness, is what can I do?
What can physicians do? What can physician liaison do if they can't physically go in and
meet with their referring communities or other physicians to still have engagement and
virtual outreach? So for me, LinkedIn has been a tool that I used way before covid to
help me with my marketing and building engagement and interaction. And you
mentioned positioning yourself for anyone listening. I don't read messages from
LinkedIn that just say hi or that don't have a profile photo or anything in the background,
even though it could be someone who's super accomplished. It's just there's so much
going on on LinkedIn. You really do need to invest that time and positioning your profile
and optimizing it in a way that's going to draw attention. It's still a very competitive field
and people look at those things.
[00:15:51] And I think it's interesting that you said that. And when building your content,
there's nothing better than having people accept it, find value from it, and then engage
with you and reach out to you for advice. But it definitely makes it a whole lot easier
once you create consistent content and become an expert in that space to shoot over a
message and say, hey, are you willing to jump on the phone to talk about this? So I like
how you said when everything kind of works together is really the perfect piece, but it
really does kind of, I guess, start with positioning your profile and finding what works for
you. And if you're not comfortable in front of the camera, maybe it's creating content in
some other way. But I agree with you, it definitely starts with cleaning some things up, at
least on the professional business profile. And if you want people to respond or have
the credibility and not have to convince them, you want them to kind of not only be

happy to jump on the phone, but who knows, you can learn some things in the process,
too.
[00:16:49] Absolutely.
[00:16:50] What do you think? As far as connecting and direct outreach when it comes
to LinkedIn, that not only makes it so different than any other social media profile, but
that makes it so unique right now, especially during covid when we're talking about
virtual outreach and LinkedIn is just so superior. Yeah, he's connecting virtually.
[00:17:12] Yeah, it's a great question. It's like you kind of look at the, you know, the
history of connecting with people. And 20, 30 years ago, it was all about the phone. You
just call people and make one hundred phone calls a day. Well, that's a lot harder now,
not only because it's become a more saturated channel, but because no one's at the
office. Right. So you can't just call people up going door to door also right now, possible
right now. Then you think, what about email and email was the channel that I started
with initially with my agency, my career. But that's also become it still works, but it's also
become supersaturated. Spam is putting things in spam. Every email client does that.
Now it's just getting tougher and tougher. And part of why it's getting tougher and
tougher is because all you see is a name and an email. It doesn't have the social
component that LinkedIn does. So it's like LinkedIn is what email is right now and a lot
of industries, because you have that photo, you have something about yourself, you
have some posts here who you are. So when you connect with someone that active,
connecting with someone and being positioned properly, that alone can generate
opportunities for you because it's a subtle way of letting them know who you are and
how you can help. So there's really nothing like it to right now, at least to get momentum
and make up for lost ground for a lot of companies in the health care space that can't
use the the typical strategies.
[00:18:48] And I think, as you alluded to, that it's kind of become that cold email with
cold email. Used to be. But it's even more effective because, like you said, you can put
a face to a name. You can have a soft introduction rather than running into your content,
all of that kind of stuff. But email is still one of the most valuable resources.

[00:19:06] But like you said, it's more about getting their email and bringing them into
the fold by building trust. So if you can use LinkedIn to develop some type of
relationship to get their email and then get them into a nurturing sequence of pipeline,
those things a lot of people and a lot of different industries, health care or online or I
mean, there's still so much value in email. But I think, like you said, it's.
[00:19:30] Yeah. I should clarify the difference between cold cold email to someone
versus an opt in where you're actually nurturing someone to something for you to get
emails do. That's a huge difference and that's massively valuable channel. That's
fearless.
[00:19:46] And that's where LinkedIn can come in and help you build that list versus
where it was more kind of cold out email outreach before and definitely with LinkedIn.
[00:19:54] For me personally, I'm about building relationships with physicians and
gathering insight and feedback. And it's really helped me when you helped me with my
direct outreach. And in going out there is when I've created content that they listen to,
that they follow that they respect that they utilize their way more willing to open their
doors. I'm avoiding some typical challenges and hurdles that I would actually have in the
field as a physician liaison or a marketer as far as getting past gatekeepers. Instead, I
had to do with the coaching and advice of you guys and your team at our sales
academy was to position myself in a way that they would not only listen, but want to
spend that time and talk with me. And I think that's totally different than email. You just
cannot get that kind of exposure via email or without some kind of lengthy introduction
about who you are and trying to show all your cards on why they should spend this time
with you.
[00:20:51] Instead, you just deliver value first. And hopefully they understand that value
and want to talk. Absolutely.
[00:20:59] So I've got a question, I mean, where this is kind of a little bit of a debut of the
kind of the sales force, the LinkedIn sales course that to be named, but that we're all
working on together and really excited about putting together.

[00:21:13] So we'll have more info there. But and I'm curious, too, as you mentioned,
fifty to one hundred connections a day is kind of being proactive and growing it. Answer
the debate for me is should you personalize the message or should you not, as it is a
kind of a I wouldn't call a waste of time, but it's obviously a much more time consuming
the write a personalized message connection. What's the debate? If you're going after
fifty to one hundred a day, is it worth it? What should you do there?
[00:21:40] Yeah, I think that ninety five percent of the time it's not it's worth testing. Like
when we start with ones we usually test with sending a message versus not. And
oftentimes the not message, the connections we send without a message perform
better than the ones with. And I think that's in part because so many people are sending
messages that aren't great. So they just associate with this guy is not going to be great.
[00:22:07] I feel like it's already started. I haven't even accepted yet.
[00:22:11] It's weird that this shift has happened. And they also say that. If your
headline, what they do see when you connect with that a message is your photo, a
headline and that and your title, I guess, and the company you work for, that's it. So if
you've got that primed well and you're targeting a certain market, then they'll likely
accept because they'll see you as a peer. You know, they won't know. So that's my my
take. It's worth testing. It's always worth testing. So I don't want to say that's a firm thing.
It does depend. But for the most part, if you just want quick, easy answers, you start
connecting with people. And if your profiles done well, you're going to see success with
a lot of connections.
[00:22:54] Well, my least favorite is when I get the connections and it's just because my
inbox inboxes and dated.
[00:23:00] But I don't like when I connect with someone and says, hey, I see we have
some mutual connections and I just synergy's I yeah. Actually that is the word that just
made me angry. But hey, we have mutual connections. I saw we have synergies. I'd
love to jump on a car.
[00:23:18] I personally don't like those messages when I'm connecting with someone for
the first time and maybe I'm wrong, but I feel like it's almost like, OK, if they're going to

send me that on the initial connection, then I'm about to get about four more messages
by tomorrow. Am I wrong? What do you think?
[00:23:40] Oh, you're not alone. I think that's what a lot of people think and that's why
those messages perform worse. I do notice that sometimes if you can if you can be a
little out of the box and make it relevant to the title, like sometimes I found that we went
after employee benefits people and we made the connection message like, Hi Frank.
Employee benefits is a space that I'm working closely with or something like that, just
them seeing that. Because when you have that message and it doesn't start with, I
came across your notes with their actual name of their industry and then it's like, whoa,
OK, this guy just reading that, maybe there's something here he knows my industry that
could work to have a higher connection, like just breaking patterns of what people are
used to.
[00:24:27] And being relevant are two great ways to improve connection and not
something you really helped me with as far as building my own community and learning
how to make effective messaging. I think you helped me realize that I could connect
easier by just letting them know what is the connection between the two of us and how I
just want to network and connect.
[00:24:50] And I think that's really important that you just mentioned that to just making it
a little bit more personalized without making it too fluffy.
[00:24:57] And I wanted to talk. It's it's kind of in the same vein what we've been talking
about the whole time. But it even goes back to kind of the course that we set down and
started brainstorming about creating, especially with the work that you and Kelly have
done and have done for our agency. And I think I've seen almost a mandatory shift to it
with covid and even we've been kind of saying it for years, but.
[00:25:19] I think that this has been for far too long a non focus of sales teams, they've
been relying for so long on the traditional boots on the ground.
[00:25:32] And not to say that's not effective. There's multi, multi, multibillion dollar
organizations and organizations inside of those organizations that that do hundreds of
millions of dollars a year in annual revenue sales wise. But now that's been shut down.

They've been kind of grounded and they're trying to figure out how to social sell. And I
think it's important and I would love your thoughts on it, Steve.
[00:25:54] Moving forward, I think the VP of Business Development, the VP of
marketing, need to start integrating social selling almost as a training facet and part of
their kind of sales program, because the more of their sales associates they can get
adopting this, I only think it'll make them more effective in a digital age.
[00:26:16] But it also will broaden the brand awareness. When you have so many more
people in your organization that are active on LinkedIn disseminating the same
information and doing the same things. But it's not really happening right now as far as
what I see, because you've got a lot of organizations that they'll train you on how to use
their CRM and how to go out and hand out brochures. But they're not training you on
how to be an effective social sellar.
[00:26:39] Yeah, I think you're absolutely right, we're seeing it ourselves, you and
myself and Kelly, you've been having a lot of conversations around just seeing the shift
in health care now of organizations realizing the importance of social selling going on in
connecting with people. And for the first time, it's always been in the back of their mind,
but now it's at the forefront of their mind. Yeah, that's good for Jeff Weiner, the founder
of LinkedIn, and also good for them for realizing that. I think the companies that step up
to the plate now and take advantage of what's available for them on the platform are
going to be the ones who establish a foothold. They're going to see the most success.
And that's the main reason that we're even talking about this, that we're creating this
course is to help people make that transition.
[00:27:27] Yeah, I totally agree.
[00:27:28] And I couldn't imagine, like several years ago, like if I had invested in it, like
even early on in the agency, but even much less when I was still kind of out into the
workforce, out of college, is having that as a resume thing as far as that adding that to
your arsenal as a good salesperson or a marketing person or even a C suite individual?
Like I'm really good at social selling. I know how to connect with people and how to build
communities because they're still even even now, there's not many people highly
effective with that that have that kind of on their resume is a skill set that they're

building. And like I even have a family friend that's building out a sales team in the
Southeast.
[00:28:07] And they came to me and asked was like, honestly, this sets up well for
social selling and then you need one guy to get started.
[00:28:15] You're not having to send all these people distributed out through the
Southeast trying to go sell auto dealerships and all this stuff. You get one guy, you build
really good pipelines. It's really good at social selling. And he can do the work of what
used to be ten people. Absolutely. You would even more effectively.
[00:28:32] Yeah. Yeah, that's that's amazing. The power of leverage.
[00:28:37] So, Stephen, how do you see LinkedIn and direct outreach and utilizing these
amazing filters on LinkedIn for the health care world and companies like medical device
companies? And how do you predict they could use it during covid and of course, as
they move forward in their marketing efforts?
[00:28:56] How do I view things changing as we go through this?
[00:29:00] Do you think more will adopt this idea or do you think that it's an underutilized
tool right now, kind of a secret in the health care world?
[00:29:09] I think that absolutely. Yeah. I think that it's still a little bit of a secret that's
becoming less and less of a secret, and yet it's becoming less and less of a secret.
[00:29:21] But it's still early days that the folks who take advantage and really get going
on this platform are going to succeed.
[00:29:32] Yeah, I just I couldn't agree more. I mean, there's been a huge shift. And I do
think for all the listeners out there, it's definitely time to start figuring out kind of what
your journey, whether you want to call it social selling or storytelling or whatever it is.
And I think a lot of physicians, whether it may be wanting to sell something, they're a
medical director of something that makes sense to sell or it's just about becoming a

thought leader in their surgical space that they're in is starting to think through. What do
I want?
[00:30:03] What am I most comfortable with? Like we talked about earlier, how do I
want to position myself? What type of content do I want to create all of that kind of stuff?
Because you start doing it now when it's still is really in its infancy of what I think it will
be in three years or five years. You're going to have a really big audience and really
effective pipeline, I think, by then. And before we hop off, why you tell them a little bit,
Kelly, about kind of the little short preview of the course and we'll have a lot more
information that'll be coming out that you and Steve are working on?
[00:30:32] Yeah, definitely. So Stephen and I are collaborating together. I'm going to
use his wisdom with LinkedIn and we're going to contribute to a course that will be
open. It will be a health care focused course at first helping the health care community
learn how to use LinkedIn as an effective tool for marketing, for sales, and, of course,
coaching them through the hardest steps. And that can be content creation, connecting
with others, creating value and supporting one another.
[00:31:01] And Stephen, do you have anything to add? Of course, he will be helping
with exact direct messaging on how to be effective and how you can utilize it. But I want
him to explain a little bit more about what he's going to be diving into.
[00:31:16] Absolutely. So I'm going to be diving into really what my specialty is, which is
immediate results for those that are looking to build their pipeline quickly. So a lot of that
entails, above all else, figuring out how to position yourself and how to craft the right
couple of sentences. Right, two or three sentences. It doesn't take more in the right
strategy of getting those in front of the right people in order to get people to respond and
in such a way that they can't help but respond because it's. Their job to respond with a
yes for that right? And if you can find a way to do that and build that level of intrigue,
then you can generate a lot of appointments and opportunities quickly. And that's what
I'm going to be focusing on and sharing my knowledge around.
[00:32:09] And as a outsider, looking in from helping kind of architect the the site and
that stuff and watching you to what I'm really excited about is what's out there is the
strengths that you both have with Kelly's focus on content and kind of visibility, growth

and engagement and how good you are at the outreach process and then defining your
message and using the tools that LinkedIn provides.
[00:32:32] I'm really excited because it's going to kind of be a blend of both of those
worlds on how to really effectively build thought, leadership, reach connections, sales,
all of that kind of stuff. It's going to be really, really cool to watch.
[00:32:44] Absolutely. I'm very excited about myself and.
[00:32:47] Yeah, and our idea is to keep this super simple for you guys. And we are
sharing all our secrets. We're absolutely showing you everything that we use, the tools,
the resources and how we get it done.
[00:32:58] So it's definitely in depth and we are super excited. So last question of the
podcast. What is your advice for anyone deciding to start their LinkedIn journey?
[00:33:11] My biggest advice is to start at the beginning, really, really understand the
platform, the psychology behind it, and how to not become just another person who
wants to find synergies with their mutual connections or how to stand out and do things
differently and do it properly for yourself and for your market with the right strategy so
that you can get great results.
[00:33:41] Well, thank you so much for joining us. And it's just so much wisdom here.
And we'll have a lot more of this coming out and we'll make sure to to have the inside
the show notes all the ways that people can get connected with you and find out more
about you. And they're interested in growing their LinkedIn sales funnel to make sure
that they're able to get connected with you.
[00:34:00] Thank you so much for joining and we should have some more episodes
coming soon as we talk more about the power of LinkedIn. And for any of you health
care professionals out there interested in learning more about LinkedIn, make sure to
check out Stephen's website and stay tuned for more content coming your way.
[00:34:19] Thank you for listening to today's latest episode of the Patient Convert
podcast. Don't forget to subscribe and review on your favorite podcast platform. We are

on Apple, iTunes, Google, Stitcher and Spotify, or you can sign him to receive the latest
episode via email. Just check it out on my agency website or my personal website. And
if you are looking for more amazing health care marketing information or just to engage,
check us out at Intrepy dot com. And for any of my amazing physician liaison out there
interested in growing their physician referrals or learning strategies that it takes to build
highly engaged physician referral networks. Check out my website, kelley knott dot com,
where I have free webinars, free downloads, and of course, my online physician liaison
training course, Physician liaison University. And as always, I'm a huge believer in
connecting, engaging and supporting one another. And the best way we can do that is
networking. And I always, always connect with you guys on social media. And one of
my biggest social media platforms is LinkedIn. So feel free to connect with me there on
LinkedIn or Instagram or Twitter at Kelley knott. And thank you guys again for listening
to the Patient Convert podcast with your host, Kelley knott.

