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Transcript:  Jama St John and Stephen Jones 

Stephen talks about The Importance of Positioning Yourself As the Expert, and How 

To Do It Using Social Media:  being positioned as an expert, where to start, steps to 

take, possible benefits 

Jama:  Hello, and welcome to your Strategic Business Building call.  I’m your host 

Jama St John of Strategic Virtual Solutions.  I started my business in 1996 and have 

grown it to a successful, multi-virtual assistant and Infusionsoft consulting and 

training business.  I know the challenges that online business owners face on a 

daily basis and started Strategic Business Building so you can get quick strategies 

from experts who have been there. 

The goal of these calls is to help you get strategies and tips that work.  We’re 

talking about a plan of attack that you can take action on immediately.  

Today we have with us Stephen Jones.  I’ve known Stephen for several years, and 

we were just catching up before we started the recording, and he is a LinkedIn 

expert.  So thank you, Stephen, for being here today. 

Stephen:  It is my pleasure, Jama, I appreciate it.  I appreciate the offer. 

Jama:  Stephen is the owner of Growth Strategies.  Since 2001 Growth Strategies 

has been providing hands-on, sales and marketing consulting, with implementation 

that gets results.  The point at which most marketing services fall short is in the 

wrong strategy or the lack of implementation. Growth Strategies provides very 

successful and aggressive sales strategies and sales implementations to generate 

the exposure and lead generation your business needs with today ’s tough 

competition, because they are the hands and feet rolling out the strategic marketing 

plan that can accomplish what needs to get done. 

This has been their primary reason for starting the business, as well as an 

overwhelming need for a structured process and system for sales and marketing for 

small businesses. And today, Stephen’s going to talk to us about the importance of 

positioning yourself as the expert and how to do it using social media and 

specifically LinkedIn. So keep listening to know how to be positioned as an expert,  
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where to start, steps to take and the possible benefits.  Are you ready to get 

started? 

Stephen:  I am ready!  Let’s do it. 

Jama:  So let’s start with why it is important for entrepreneurs or salespeople to be 

the expert. 

Stephen:  Okay, and that’s a good question.  If you think about it even for your own 

self, for big decisions that you are going to make, even for people buying your own 

services or services that you’ve bought, you want to buy it from someone who 

knows what they’re talking about.  So this isn’t some crazy strategy that we think 

maybe works.  It absolutely works, because it works for you, it works for me and it 

works for just about everybody else:  you want to buy from someone who knows 

what they’re talking about.  You don’t want to buy from someone who does all kinds 

of different things, and they’re slightly good at all these different things but they 

don’t know anything very well.  You want to be the expert at something.  

So with our positioning, we position ourselves as the expert on LinkedIn and Google 

Plus and social selling, concept marketing – those kinds of things. And by the way, 

when I say expert, I’m really a student expert and we kind of say that as well for our 

clients.  You’re really a student expert, because you’re always learning, and you 

never reach a pinnacle and can say, “Okay, now I’m done.  I’m turning my brain off; 

I’ve reached the pinnacle 

Jama:  And there’s no way you can do that in this world now, where everything is 

constantly changing. 

Stephen:  Oh my gosh.  Not even in LinkedIn.  LinkedIn changes something every 

week, for sure, so you can never know everything.  But that really is the main 

reason to be the expert, just as a positioning, because that is what people want; that 

is what people expect.  And if you present yourself that way, you ’ll get a bigger 

following and you’ll get more people to pay attention to you.  But then we need to 

talk about what you need to do to be that expert, and that’s really the strategy 

overarching – to be that expert. 

Jama:  So is it somebody picking what their genius is going to be and concentrating 

on that? 
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Stephen:  Well sure.  If it’s business owners we’re talking to here, you’re going to 

want to be the expert in whatever you’re doing.  So, if it’s a budding entrepreneur 

and you don’t know what you want to do yet, then you will want to look at 

positioning for what you’d like to do and becoming the expert in that area.  But for 

current business owners listening to this right now, whatever it is that you ’re doing – 

whatever your product or service is, that’s what you need to be the expert in.  And 

really, you should be, because that’s what you do. 

Jama:  So how do you demonstrate that you’re the expert without bragging? 

Stephen:  Exactly.  You know, doing things like this is actually a great thing, either 

being the expert on a radio show, TV show, webinar, lunch & learn – things like that 

- either being the guest or being the host.  Either way is really good positioning for 

you.  Something simpler would be writing blogs on a regular basis.  If I ’m your 

prospect and you’re the expert, you’ve probably got a lot to teach me that maybe 

you assume I know and probably don’t know, but you should be teaching me.  

That’s part of the responsibility of a client relationship: you teaching me what I need 

to know. 

So blog writing would be one, doing video blogs.  Vlogging is really easy to do:  get 

a good webcam, sit in front of it, get you a good background and decent lighting and 

you could do all sorts of video blogs.  Writing white papers, writing guides, maybe 

something longer length than a blog – maybe write an article, doing lunch & learns, 

doing guest speaking, then hopefully eventually paid speaking – and things like that.  

All of that are some steps, really relatively easy steps, to take to begin to position 

yourself as the expert.  Oh and by the way, guests contributing to other people ’s 

blogs too.  So we do that as well.  We’ll guest contribute to other people’s blogs, 

newsletters, websites – and things like that.  And actually it’s a blessing for them, 

because they need content; a lot of people are starving for content.  And if you’re 

guest blogging, filling a hole there as well.  

Jama:  How do we incorporate the social media – the LinkedIn – to showing that 

we’re the expert? 

Stephen:  Yes, so you want to be doing this in social media, because that ’s where 

your audience is typically.  Chances are your audience is either on LinkedIn and/or 

Google Plus and/or Facebook and/or Twitter, because that ’s where most people’s 

audiences are.  So to be the expert there, you basically take a similar strategy of  
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being the resource, being the educator, offering information, but you do it to the 

groups and communities of where your audiences are. 

For instance, I’ll just take us.  Our typical prospect is a business owner of a certain 

company size, or the marketing directors. CEO’s are also our target.  So we join 

groups inside of LinkedIn (and in Google Plus they are called communities; it’s the 

same thing) of business owners.  We’re in Seattle, and I have a heavy presence in 

Atlanta, so we’ll join a lot of Atlanta-based business owner groups, Seattle-based 

business-owner groups, chief marketing officer groups, marketing director groups 

and things like that, and join those groups.  So that’s step 2.   

Step 1 is determining what the audience is; step 2 is joining the group.  And really, 

step 3 is taking those blogs, and the articles, taking the video blogs, etc., and 

turning it into a conversation.  So if I wrote a blog on the 5 Most Common LinkedIn 

Marketing Mistakes, and that blog is sitting on my website, how can I turn that into a 

conversation? Because inside of groups, you can post them as discussions.  So I 

come up with a clever title and then a clever description inside of that discussion – 

very short, and then if you want more information, here ’s a link to go for more 

information.   

And that’s really the process you can use inside of these forums, like LinkedIn and 

Google Plus, to get people to engage with you, and they will.  We get comments for 

our clients across all different kinds of industries where people want more 

information; they like what you have to say, you can physically like something on 

LinkedIn kind of like you like something on Facebook, and it really engages the 

audience.  And then now you can move them to the top of a sales funnel and do 

something with them.  

Jama:  Do you have a link to the blog then on there? 

Stephen: Yes.  There are two ways to do that, and this is an evolving process as 

well.  We’re actually finding out now, and I’ll give you a little tip of what we’ve just 

recently found out.  We’re finding out now if you put the link inside the description, a 

lot of group managers don’t like that as much, you know, because they feel like 

you’re being promotional, even if it’s very helpful.   

Jama:  You’re spamming the group 
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Stephen: Yes, spamming the group.  And it’s a shame, because really, people that 

are doing that are really being a resource. Our blog is a resource, the discussion is 

conversational and pulls people in, and that ’s resourceful.  But sometimes you get 

group managers that see a link and don’t want to do it.  Usually when that happens 

we just leave that group and find another one, because there ’s just too many good 

communities out there.  But what we’ve started to do too is to post the link as the 

first comment.  So you do your discussion the normal way, and you post the first 

comment yourself, and say, “If you’re looking for more information, here’s a link for 

more details.”  And that’s where it got to be even better.  Plus, no one wants to be 

the first person to comment anyway, so now you kind of start the ball rolling on 

some comments.”  But that really begins to engage people, and it gets a lot of 

people to your website, and that’s what Google wants – more traffic to your website 

around a relevant topic, coming from a big platform like LinkedIn and especially 

Google Plus, because Google Plus is Google, and that increases your SEO like 

crazy.  

And there are a lot of articles out there saying, “SEO is dying, because Google is 

cutting off the strategy for SEO and it’s all about content; you’ve just got to have 

great content.”  And that’s coming straight from the mouth of Google, and that ’s 

some of the strategy for content marketing. 

Jama:  Within LinkedIn, as somebody is trying to find some groups that would be 

where their people are hanging out, how could they do that? 

Stephen: It’s real simple.  Being inside of LinkedIn, you’ll see a white search bar up 

at the top, and there’s a little dropdown just to the left of that to select what you 

want to search for.  You can search for people, companies, groups – all these 

different things, and that’s the little dropdown.  So you want to select groups as the 

dropdown.  And then I just start general—whoever your best buyers are or who your 

target market is, those are the groups you want to be joined to.  And ironically 

enough, usually when we get a new client, most of the groups that they are already 

joined to are really their competition; they’re their peers.  They are in similar 

industries.  You know, if I am a social media marketer, a lot of groups might be 

social medial marketing groups.  But that’s not my audience; that’s my competition, 

really.  So you want to join groups of your prospects. 
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So I would start with that.  Just do a search for whatever your target market is, then 

find those groups.  And you’ll see some of them have hundreds of thousands of 

members in those groups – just in one group.  There’s one group that has three-

quarters of a million in one group! 

We have 13,000 members and that makes us look miniscule.  750,000+ people in a 

group.  So you don’t want to join it just for the sake of joining it.  But you want to join 

it if it’s active and if it’s relevant for you.  And you can join 50 groups.  That’s a lot of 

eyeballs. 

Jama:  Now what about if somebody in the group asks a question, and responding 

to it? 

Stephen:  Yes.  And that is what you want.  You want people to comment.  You can 

“like” a discussion so that’s even good interaction too. But when someone 

comments, you want to engage.  You want to answer their question or at least 

acknowledge their comments.  If they say, “Hey, great article!” you could post a 

comment that says, “Thank you; I hope you found the information helpful” or 

whatever. 

So that’s step 1 – to respond.  Step 2 is to then invite that person to connect with 

you.  This is something we do as part of our service; there’s a laundry list of things 

we do every 30 days in LinkedIn for our clients, and that’s one of them:  to respond 

and then invite that person to connect.  And definitely change out the default 

invitation message.  You want to say something like, “Thank you for your comment 

on my discussion; I’d like to connect with you on LinkedIn,” or “Thank you for liking 

my discussion; I’d like to connect with you on LinkedIn.” You’ll get 80+ percentage 

of people that will respond and accept your invitation. 

So now, I’ve got someone who has read my discussion, gone to the website, read 

the blog, liked or commented on the discussion, and accepted my invitation request.  

And that will happen a lot.  So you’ve taken somebody several steps down the road, 

and now you can do something with them.  You could set up a time to do a phone 

call or a meeting, or have them join your email list or have them join your group.  

What do you want to do with them now that you ’ve gotten someone that’s gotten 

that much attention from you?   What do you want to do with me? 
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Jama:  So now you’re connected on LinkedIn.  What do you do with them at that 

point?   

Stephen: That’s a whole separate strategy and conversation… 

Jama:  We just went down a rabbit hole! 

Stephen: We went down a rabbit hole!  We’ll make it a 30 minute interview! Well, 

that would be my question to my client, “What do you want to do with them?”  Do 

you want to send them a self-assessment survey based on your services to see 

where they are?  If you sell web design services, send me a survey to see how 

good my website is.  If they’re local and they’re a decision maker, see if there is an 

opportunity to meet and buy them coffee. If they’re not local, see if there’s a chance 

to get on their schedule for 15 minute phone conversation with them.  If you have a 

guide, offer to send them a guide.   

I don’t just send anybody anything in the LinkedIn messages; I ask them if they want 

it, and if they do, then I send it to them.  Then you can also get their email address, 

and say, “Well, hey, what’s your email address and I’ll send it to you.”  Then you 

could say, “Hey, if you want, we’ll add you to our private email list.” And add them to 

your email list.  Basically it goes from marketing, which is the blog writing and the 

content, finding the groups to post in, posting in the group and doing all those things 

- that’s all marketing, but then sales switches on when you send them that first 

message now that they’ve connected with you.  Now it’s, let’s talk about needs and 

opportunities and all that kind of stuff.  But that’s how sales and marketing – social 

selling - really is working. 

Jama:  Yes, I can see where we could do a whole interview on how to sell without 

being salesey. How do you connect with them further without being sleazy and 

salesey.  So I can see another interview coming here! 

Stephen: People have their wall up.  I mean, they do!  If you go on LinkedIn, people 

have their wall up. But the wall is lowered when you ’ve sent them an invitation to 

connect and they’ve accepted and you send them a soft message next.  A soft 

message could be, “Hey, coffee or phone call or would you like an assessment 

form,” you know something soft.  You know, their wall is way down because 

psychologically, they’ve chosen to connect with you, and it’s a safe environment.   
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You know, you’re not a cold calling sales person on the telephone.  That ’s a big 

dynamic. 

Jama:  You could send them a message that says, “So glad we’re connected.  I’d 

like to schedule a call to see how I could help you in your business” or something. 

Stephen:  Sure! Or see how we can help each other.  Absolutely.  So there’s a big 

wide door open there.  And it works, because LinkedIn and Google Plus are very 

responsive environments.  If I’m connected with you, and I send you a message, 

you’re going to see it.  You’re probably going to see it on your phone, it ’s going to 

be in your main email, and it’s also going to be in your LinkedIn inbox, so you ’re 

going to see it, and you’re going to respond to it.  It’s not like buying an email list 

and just shooting people some emails.  Even in the groups in LinkedIn and Google 

Plus, they’re very responsive too.  So it’s a great environment for getting sales!  But 

there are a lot of wrong ways to do it, and there ’s a narrow road of right ways to do 

it.  But if you do it the right way, it could be very profitable; that’s for sure. 

Jama:  Well, we’ve got a minute or so left, so what would be one strategy – if our 

listeners didn’t get anything else from this call, what do you want them to take 

away? 

Stephen:  I would say the positioning of yourself as the educator and the resource 

in your marketplace is such a central strategy.  You know, there are a whole lot of 

limbs on that tree.  But if you can get that and understand that ’s what you are going 

to do and that’s what you are going to move to be, there are a lot of positive things 

that will happen from that.  So even if you are new to your industry and it’s a new 

business, you’re still an expert as far as I’m concerned, because you know this 

much more than me.  You might know just a little bit more than me, but you’re going 

to continue to learn more and read more books and go to more trade shows in your 

industry.  So be that expert and put that information/education out there through 

your blog and through groups and things like that, and determine how much time 

you’re willing to spend if you are going to do it yourself – how much time you’re 

going to physically spend doing all that activity. 

Jama:  Yes, that can be a real time suck too! 
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Stephen: Oh my gosh.  It is. They need to be focusing on sales, and a lot of 

business owners don’t focus on sales because they’re doing everything else.  They 

need to quit doing everything else and just focus on sales. 

Jama:  Thank you so much for being here, and you have got a couple of free gifts 

for our listeners, so go ahead and tell them about that. 

Stephen:  Sure.  So a couple of things.  If you go to our website, our website is 

mostly a resource.  There is information there on our programs, but it ’s mostly a 

resource.  The website is www.linkedinsite.com There are resources there, tips, 

LinkedIn tools, LinkedIn news – all kinds of things over there.  And so I would 

encourage you to check that out.  And then for your listeners, we ’re going to do a 

special, but they’ve got to mention you or mention this podcast or mention your 

company name through August 15, which is a Friday.  We’re waving the setup fee 

for any programs that you want to be a part of.  And all of our programs are month 

to month, and we do that on purpose, because we know our stuff works so you can 

leave whenever you want to leave; it’s month to month. We don’t bind you to a long 

contract.  We won’t bind you to any contract.  So the fee will be waived - the setup 

fee of $197 dollars through Friday, August 15. 

Jama:  Awesome!  Thank you so much! 

Stephen:  Absolutely!  Thank you! 

Jama:  We’ll have a transcript of the call.  If you’re listening through iTunes or one 

of the other podcast sites, you can go to the website to get the transcript.  We ’ll also 

have links on there to the Linkedinsite page and how to contact Stephen to get the 

setup fee waived.  That URL is www.strategicbusinessbuilding.com/stephenjones.  

Thank you again, Stephen, for being here.  I enjoyed it! 

Stephen:  Good!  Fantastic!  I enjoyed it as well. 
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Contact Us: 

 

Strategic Business Building Website: 

http://strategicbusinessbuilding.com/ 

Strategic Virtual Solutions Website: 

http://strategicvirtualsolutions.net/ 

Phone: 

404-477-4267 

Email: 

info@strategicvirtualsolutions.net 
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