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Why Should You Read This Book?
If you are a service-based business owner –

Fractional executive, outsourced leader or manager, 
consultant, coach, lawyer, accountant or provide advisory 
services,

your #1 objective is to get in front of preferred business 
owners and decision makers.

Most service business owners depend heavily on referrals…

…for good reason: 

referrals are excellent because they present you as a pre-
vetted candidate, a sure bet.

However, a referral-based lead generation strategy is the 
one you have the least control over.

You can’t ensure how many people will actually refer you or 
how qualified these referrals will be.

This book is focused squarely on 5 surefire, proven 
strategies to get you directly in front of your ideal SMB 
owners and decision makers – in the most advantageous 
light.
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Why Should You Read This Book?

You do not have to implement all of these strategies to 
succeed and multiply your qualified inbound leads and 
opportunities.

You can apply one, two or all.

They will certainly exponentially increase your visibility, 
appeal, and opportunities directly with those who can 
engage you.

In fact, one strategy may fit you now, but a year from now, 
Strategy #4 is perfect for your business.

Look at this book as a menu from which you can nourish 
and sustain your advisory services business.

Ready to begin?

Bon Appetit!
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Who Are The Ideal 
SMB Owners & 

Decision Makers For You?
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Before we dive into the 5 proven strategies, 

your results from reading this book and doing the 

exercises will be quicker and better by first 

identifying and selecting your specific target 

audience/audiences. 

I recommend selecting one primary target audience 

and a secondary one.
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Smaller Slices For Bigger Results

By focusing on specific, narrower market segments, you can 
attract more relevant and specific SMB owners’ interest in 
you.

➢ Do past industries you’ve worked in hold appeal for you?

➢ Are there client sectors you resonate with, your skills and 
expertise would be relevant for, and you want to become a 
go-to resource for?

➢ Do they hold promise as robust business arenas, now and 
going forward?

➢ Are there special areas of expertise you have within your 
function area that help certain niche markets more than 
others?
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But Which Target Markets Are Right For You?

The factors to consider when choosing the primary and 
secondary areas to work with in this course:

✓ Do you enjoy working with those fields, do they fit your 
values?

✓ Are these market segments high-promise ones? Are they 
motivated, growing, eager, and/or have important goals, 
challenges, needs?

✓ Are they defined and searchable?

✓ Do not be worried about small numbers. Sometimes a      
smaller, highly motivated niche market holds more     
opportunity than a larger, highly saturated, not-very    -
motivated field.
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Target Markets Can Be:

1. Industries/verticals

Example: SaaS, Pharma, E-Commerce, Law, Toy Industry

2.     Special needs within a vertical

Example: Tech startups needed funding

3.     Demographics 

Example: Women-owned law firms

4.     Special circumstances within a vertical

Example: Accounting Firms wanting to acquire firms or merge 
with other firms

5. Newer but rapidly growing

Example: Sports equipment market vs. pickleball market, tech 
vs. AI
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Examples of Target Audiences

Fractional CFO who 
serves creative 

(marketing) agencies.

Consultant CMO who 
serves Consumer 

Packaged Goods/Food &

Beverage companies.

Fractional Chief Sales 
Officer who serves 

subscription-based and 

e-commerce businesses.

Interim COO who focuses 
on 

insurance agencies.

Outsourced CMO who 
focuses on financial 

advisor agencies helping 
them navigate 

compliance blocks.
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Target Audiences By Size Of Business

Factors in your selection will likely include companies that 
range in size from $2-50 million (generally speaking) and have 
somewhere between 10-100 employees. 

This is not a hard and fast rule but indicates the company is 
of a size ready to scale and more likely to need high-caliber 
fractional or other advisory leadership but can’t afford a full-
time hire.

Size is only one factor impacting your decision about which 
SMB owners you want to get in front of.

Size does however help you make key decisions in the next 
strategy lesson in this book:

Network Where Your Ideal SMB Owners Are Hanging Out
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Exercise For Getting Started

Industries or verticals you’ve worked in and 
enjoyed

Special abilities/skills/subject matter expertise

What target markets want or need your 
expertise/solution as  must haves?

What target markets that you are attracted to 
are high promise- growth, eagerness for 
solutions?
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Notes: 
Who Are The Ideal SMB Owners & 

Decision Makers For You? 
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STRATEGY 1:

Network Where Your 
SMB Owners Are
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Not All Networking Is Created Equal

Now that you know exactly who you want to work with, 
exactly who you’d love to get in front of on a regular basis…

you will strategically be able to find the right venues in which 
to network.

You can also prevent wasting time, energy, money 
networking in the wrong places.
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Not All Networking Is Created Equal

You want to be fishing where your ideal fish are swimming.
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Ideal SMB Owners Are 
Centers Of Influence

Once you get in front of them and work with 
them, they tell all their colleagues.
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Network Where Your Preferred 
Decision Makers Are

Your ideal SMB owners are likely members of peer learning 
groups such as:

Entrepreneurs Organization

Vistage

Convene

Pinnacle

Young President’s Organization

Women’s President’s Organization

The Alternative Board
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They Are Not Networking At…

Your ideal SMB owners of growing companies are generally 
not congregating in:

Chambers of Commerce

BNI

Le Tip

And other networking groups that are lower-ticket, catering 
to tiny or solo-entrepreneurs.
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Your Objective Is:

To meet the members and leaders of SMB peer groups.

It is likely that your business doesn’t yet fit the profile of the 
members of these organizations.

So how can you network with them if you can’t become a 
member?
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Strategies For Meeting
Members Of These Peer Groups

1. Ask to guest at open events (they will periodically have 
guest events).

2. Ask to speak at these groups (they are often looking for 
speakers on topics to help them grow their businesses).

3. Learn where members are speaking and meet them there.

4. Connect with members (they often feature their 
membership on their LI profile). Ask them about their 
experience with the peer group. You are researching 
networking and peer groups.

5. Connect with leaders of peer groups and learn about 
them and their roles in these associations.
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Where Else Are Your Ideal SMB Owners 
Congregating?

1. Industry association events.*

2. The golf course.

3. Sports events.

4. Charity events.

5. Board of Directors meetings

6. Houses of worship.

* To meet your ideal SMB owners in exactly your target market, 

the easiest and most direct way is at industry or  theme-related 

conferences and events – both in person and online.
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Case Example

Robert is a fractional General Counsel working whose area of 
specialization is medical device intellectual property.

He was networking with a lot of lawyers hoping for referrals. 
He did this for months and months.

He met great attorneys but received infrequent referrals.

This is a specialized area.

Solution:

We researched upcoming medical device conferences where 
owners of these products would be attending.

There was an event in San Diego happening in 1 week.

Robert got on a plane (he was in NYC) and attended the 
conference.

Result: 6 qualified leads with Medical Device Business 
Owners
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Case Example

Allison is a Fractional CMO working with Food & Beverage 
companies.

She wanted to specialize in cannabis-related businesses.

She had been a member of BNI – no results.

We helped her search cannabis-related events, podcasts, and 
conferences.

She started attending and meeting business owners who 
were bewildered about marketing in a very competitive 

arena.

She started speaking at these events.

She also started networking with attorneys who were 
working with growing cannabis companies.

Within months, Allison became the go-to Fractional CMO for 
cannabis businesses and had an overflow of business.
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Good News!

Today, you may not have to get on an airplane to meet your 
ideal SMB owners.

There are many virtual conferences and events.

There are many groups tailored to specific niche markets 

on LinkedIn.
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Three Point Targeted Networking Strategy

Peer 
Groups

LinkedIn

Affinity & 
Other 

Groups

Sweet Spot

SMB 

Owners

Trade/

Industry 
Events

28



Exercise: 
Network Where Your 

SMB Owners Are 

Build Build relationships, be patient. Don’t pitch. 

Learn
Learn where your ideal SMB Owners are speaking. Go up to them 
after their presentation or connect with them on LinkedIn and tell 
them what you learned, appreciated. 

Network
Network with other professionals who focus on your niche in other 
functional areas and cross-market by introducing business owners to 
each other.

Attend Attend niche-specific events – at least one per month.

Introduce Introduce yourself to group leaders, find out about how you might 
speak at these groups.

Write
Write exactly where your ideal SMB Owners are congregating, 
networking, learning. Not sure? Key piece of intel to find out before 
moving on.
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Notes:
Network Where Your 

SMB Owners Are
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Strategy 2:

Get Speaking Gigs In 
Front Of  Ideal 
SMB Owners
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Why Speaking Gigs Are Such A Beneficial 
Lead Generation Strategy

1. You gain visibility.

2. You build credibility.

3. You distinguish yourself in the marketplace.

4. You generating curiosity with your ideal SMB prospects.

5. You spark inbound conversations/Discovery Calls.
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Types of Speaking Venues

Podcasts

Conference breakout

sessions (virtual and in

person)

Networking events

Strategic Planning Facilitator

Virtual webinars hosted by 

firms, associations,

companies

Keynote addresses

Company retreat workshops

Panel Discussions 
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Today, you have more opportunities than ever to be in front 

of your ideal decision maker. The number and types of 

platform have multiplied.



Landing The Right Speaking Gigs

Demand for obtaining speaking gigs.

Number of speaking 
opportunities available
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How To Increase Your Chances Of 
Obtaining Speaking Engagements

1. Reaching the right decision maker for the speaking 
engagement:

▪ Program coordinator

▪ Podcast host

▪ Strategic retreat leader

▪ Association program director

▪ Influencer within the organization
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How To Find The Speaker Decision Maker
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How To Increase Your Chances Of Obtaining 
Speaking Engagements

2. Having the right “talk topics” for pertinent issues in the

organization:

▪ Timely

▪ Hot button topic

▪ Themes they are currently focused on

▪ Solution based

▪ Thought leadership

▪ Not selling  your services; providing high level value
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How To Increase Your Chances Of 
Obtaining Speaking Engagements
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3.  Connecting with the right Centers of Influence

▪ LinkedIn Connections

▪ Sales Leaders

▪ Networking Event Hosts

▪ Marketing Leaders

▪ Board Members
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How To Increase Your Chances Of 
Obtaining Speaking Engagements



4. Being connected with other Centers of Influence

▪ Within the company

▪ With the association or organization

▪ With the decision maker(s)

▪ With those who know when events are happening,

what the main themes of the event are.
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How To Increase Your Chances Of 
Obtaining Speaking Engagements



Exercises For Landing Speaking Gigs 

Make a list of associations, organizations, networking, 
or peer groups you’d like to speak in front of.

Research main topics, issues, themes they are focused 
on.

Research program directors and coordinators.

Search your connections in LinkedIn.
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Exercises For Landing Speaking Gigs 

1

Make a list of 
3 Talk Topics 
relevant to 
your ideal 
target 
market.

2

Create a 
short 
positioning 
blurb and 3-5 
bullet points 
of takeaways.

3

Reach out to 
decision makers, 
centers of 
influence find out 
when and how 
they choose 
speakers.

4

Ask if they 
would like 
your list of 
key Talk 
Topics.
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Notes:
Landing Speaking Gigs
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Strategy 3:

How To Host An 
SMB Leader Forum 

(or Roundtable)
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Why Host A Forum For SMB Leaders?

One of the most effective way to get in front of ideal SMB 

owners and leaders, and have them get to know you, like 

you, admire you, is by hosting events designed just for them.
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Why Host A Forum For SMB Leaders?

The key is getting the right people in the room.

I’m about to show you how but first…
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What’s In It For Them To Attend?

Business owners don’t have time to organize getting 
together with peers.

They may not be able to be part of an expensive, time-
consuming experience such as Vistage or EO.

They would welcome the opportunity to forum with 
similar SMB owners in their vertical or type of business, 
discuss common problem areas, discuss best practices and 
solutions.

EO and Vistage do not distinguish verticals or gear toward 
service businesses.

This is a way to segment and tailor the discussion just for 
a particular type of SMB leader.
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What’s In It For You?

Why go through the effort of hosting your own forums or

roundtables?

You are seen as a leader, an influencer, a thought leader.

You control exactly who attends – and who doesn’t.

If you host SMB leaders, you are in front of them, showing your

Unique Value Proposition just by being the organizer and leader.

You provide value to SMB leaders and earn respect, 

appreciation, and their interest in getting to know you better.

You are top of mind more frequently with them.

They will seek your guidance, ask you questions about their

business, ask for your input and advice.
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Ideal Formats

These do not have to be big events with a lot of attendees.

In fact, the most effective ones can be smaller, intimate ones.

A forum where SMB leaders can get to know each  other –
and you.
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Format Ideas

Monthly discussion group rotating thorny issue topics and 
timely business solutions.

Monthly speaker on topics relevant for attendees.

Make the events free but requiring registration /RSVP.

Limit to a specific number to encourage faster registration.

Virtual

In person – ask a colleague with a spare conference

room (if you  don’t have one) to “sponsor” the

event and attend as a thank you.
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Forum Design With A Strategic Partner

You may want to collaborate with another fractional exec or

professional who serves the same target market but from a

different functional area or service.

Each of you invites from your list of contacts, shares in the 

responsibilities, each of you gets to speak to the forum group once 

a year. 

Each of you benefits from working together on hosting a forum for  

SMB owners.
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Agenda Ideas

Make a list of highly problematic issues for this target 
audience.

Structure your roundtables/forums so that there is 
networking time, learning time, and time to wrap up, 
announcements, set up networking follow ups. (1 hour to 
90 minutes)

Speakers speak for 15-25 minutes, 5 minutes for Q&A. The 
balance is discussion time.

Host one a month so that you are regularly in front of your 
ideal SMB  owners/leaders. (The owners can send a high-
level replacement if they can’t make it)

Invite outside speakers 8-10 months of the year. You get  
the opportunity to speak 2x a year.

Once a year, make your forum a social gathering.
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Case Example

A Fractional CFO had a target market in two niches: staffing 
companies and marketing agencies.

He hosted a monthly Staffing CFO Roundtable with a 
colleague who funded staffing companies.

Monthly, they invited CFO’s of staffing companies to attend 
and discuss problems, issues, best practices, solutions. They 
brought in sandwiches, potato chips and coke/coffee. 

Each month they had a speaker and once a year, each of 
them spoke.

This funneled new qualified leads to each of them every 
single month as the CFO’s invariably had unique issues they 
were grappling with and questions for them. 

They were in front of ideal SMB leaders, decision makers 
every single month (they took December off for the holidays).    
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Case Example

A consultant to C-Suite executives focused on the aviation 
services industry.

He hosted a monthly Aviation Roundtable and invited execs 
from various companies who serviced the major airlines.

Monthly, they met in person to discuss problems, issues, best 
practices, solutions. 

Periodically, they had a speaker.

Every few months, he spoke to the group about a timely 
solution to critical problems in their industry.

This funneled new qualified leads and opportunities to speak 
on podcasts and at conferences.
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Roundtable Invitation Script

Hi ______________,

You’re invited to a special roundtable forum discussion expressly for 
_______________ (your niche market here).

We will be meeting (monthly, quarterly, etc.) to discuss timely issues, 
best practices and solutions in our market. 

This forum will be with other leaders in a role like yours, in 
companies like yours and monthly speakers on pertinent issues will 
be featured.

Some of the companies invited are: (you can name other companies 
you’ve invited. You don’t need to name names until you get some 
RSVP’s)

Date:

Time:

Duration:

Cost: Free

Light lunch (or coffee, whatever you choose for in person sessions) 
will be provided. (if virtual and you want to offer an incentive 
Starbucks card, mention it here)

RSVP Required (first come, first served, seats are limited to (10, 20 
whatever number you decide)

We’re looking forward to hosting you in some very insightful, 
productive discussions.
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Exercise: Roundtable Kick Start

Set your dates for once a month (or less frequently if it suits you – once a quarter, for 
example) However, the more regularly you get in front of your SMB owners, the more 
top of mind you are.

Create an invitation message (I’ll give you scripts at the end of this lesson).

Get clear on purpose and what’s in it for the SMB owners to attend.

Decide on format – virtual or in person, frequency, structure.

Write 8-10 talk topics you think attendees would want to hear about – find Subject 
Matter Experts to speak (who wouldn’t want that opportunity?)

Think of 1-2 topics you’d like to speak about.

Arrange for easy food or snacks if in person. You can give $10 Starbucks Gift Cards if 
virtual. You don’t have to provide either. Usually, free food encourages attendance. 

Arrange a sign-up page or sheet requiring name, email address and a capture tool like 
JotForm or Eventbrite.
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Notes: 
Hosting Roundtables For Preferred SMB 

Decision Makers
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Strategy 4:

The Informational 
Interview Method 

for Getting In Front Of 
Preferred SMB Owners
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CEO’s & Founders Of SMB’s:
Behind The Gate

We know that CEO’s and SMB founders are some of the 
busiest of people.

They are often wearing many hats (we know they shouldn’t 
be), putting out fires (we know they shouldn’t be) and 
working hard on building their businesses.

They are often behind their “work gate” and hard to reach, 
hard to capture their attention.

This section is all about getting behind their gate without 
them ever having to leave their desk.

This chapter is all about leveraging The Informational 
Interview with CEO’s and preferred SMB owners.
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What Is An Informational Interview?

An informational interview is a conversation you lead with an 
ideal decision maker that is research-oriented.

You are gathering intel directly from an SMB founder through 
a short interview.
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What’s In It For SMB Owners 
To Be Interviewed?

They love sharing their wisdom.

They enjoy visibility and being seen as a

thought leader.

They genuinely like helping other  respected 

professionals, making a  contribution.

They appreciate being sought after for his/her

point of view, knowledge, and knowing his/her

expertise is valued. 

They like free PR.
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Why Invite SMB’s To Have Informational 
Interviews With You

You learn what they really think and know.

You hear exactly how they think and decide.

You hear the exact way they describe issues, their specific

verbiage. (which means you can repeat this verbiage to

correctly capture other SMBs’ attention)

You build a connection and relationship with this SMB

owner.

You gain respect from this SMB owner and build rapport.

You are showing respect and interest in this owner without

selling.

You are opening a doorway to future conversations.

62



The Proof Is In The Pudding

Before I give you any more strategy info, I’d like to share a 

perfect real- life example of how info interviews work to your 

advantage.
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Case Study

64

My client Tony was a fractional CTO.

His main clients were larger financial 
institutions.

He was worried because his referrals 
had started to dry up.

He now had a bigger staff to support. 
He was starting to get uncomfortable 
with the dwindling pipeline.

The Migraine:

Getting in front of appropriate CFO’s 
(his preferred decision makers) was 
becoming very challenging.



Case Study
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Enter the Informational Interview Strategy 
(The Advil).

Tony made a list of 12 companies ideal for 
his business.

Through LinkedIn, he researched who the 
CFO’s were and gathered background intel.

He made a list of 10 “migraine headaches” 
on the tech side of the business that big 
companies often suffered with.

We had already been thinking about a book 
he wanted to write for CFO’s solving one or 
more of these thorny issues.



Case Study
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Through LinkedIn (and direct email) he reached out to these 
CFOs with a script we worked on together.

(You’ll be getting 3 scripts at the end of this chapter!)

He asked them if they’d be interested in being interviewed for a 
book he was working on. 

(It could have been a white paper, a blog post, a podcast 
interview or any relevant content for the interviewee’s market, 
although a book holds great credibility).

He scheduled 5 brief interviews with top CFOs and pre-
submitted questions.

He had amazing conversations with them, grew his top tier 
network, and mapped out the outline for a book he’d been 
wanting to write.

Tony landed one qualified prospect out of this project.

Tony worked with this client for several years.

He had a direct-line access to 5 additional CFO’s he’d never met 
before.



How To Conduct Informational Interviews

1. Make a list of 5-10 ideal decision makers you’d like 
to speak with.

2. Research them on LinkedIn. Follow them and their 
business pages.

3. Reach out to connect with them, give a short 
introduction about you and your business, ask if 
you might interview them very briefly (no more 
than 15 minutes) for a research project (or white 
paper/blog post/or e-book) on ____X ___ topic.

4. Tell them they can remain anonymous if they 
choose.

5. Tell them the audience to whom your project is 
designed to address.

6. Provide a list of sample questions.
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How To Conduct Informational Interviews

▪ Be prepared to schedule them personally 
rather than send a scheduler. You want to 
make it very easy for them.

▪ Review the following scripts to help you invite 
SMB in an engaging, compelling way.

▪ After your interviews, thank your new 
colleague and let them know when you’ll be 
publishing, presenting, or sharing this 
information.

▪ Get confirmation that you may use their name 
publicly in the interview.

▪ Send a gracious thank you note – hand-
written or email.
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Sample Info Interview Invitation Scripts

Script 1. 
Hi ____________________, I noticed your company and you 
by researching businesses that do X. I’m working on a white 
paper to educate X on Y. Leaders like you have their finger on 
the pulse of these trends. Would you be willing to schedule 
15 minutes with me (phone or zoom) to answer a few of my 
research questions. I can pre-submit them to you to make it 
easier and more time efficient. If you’re open to this, would 
you like to schedule a convenient time to speak? 

Script 2. 
Hi __________________, A colleague of mine mentioned 
you to me as a great resource for the  (blog, book) I’m 
writing on X. I’m conducting select interviews with top 
thought leaders on this topic. Would you be open to 
spending 15 minutes with me (phone or zoom) to answer 
some key questions for this project? I’m happy to pre-submit 
these questions to you. If you’re open to this, would you like 
to schedule a convenient time to speak?

Script 3. 
Hi ______________________, I noticed on your company’s 
LinkedIn page some updates/directions/trends that I believe 
dovetail with a research project/article I’m 
conducting/writing. As a leader in your company, your input 
would be so valuable in this project. Would you be open to 
spending 15 minutes with me (phone or zoom) to answer 
some key questions for this project? I’m happy to pre-submit 
these questions to you. If you’re open to this, would you like 
to schedule a convenient time to speak?

Informational Interview Sample Scripts
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Notes: 
The Informational Interview Method
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Strategy 5:

LinkedIn Posts That 
Draw Preferred 

SMB Leaders To You
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Leveraging LinkedIn

How to leverage LinkedIn would be a complete course, 
or even several courses, on its own.

In this chapter, I’m going to going to give you powerful 
essentials for how to get in front of preferred SMB 

owners & leaders by drawing them to you.
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The Essentials

1. What To Post

LinkedIn is a powerful tool for attracting visibility, trust, 

curiosity, and relationships.

When you post about the massive problems your ideal 

SMB owners are experiencing and provide solutions and 

value, they are drawn to you.

Address these problems simply, clearly, head on, and most 

importantly, from their point of view              not yours. 

A good tip for how to do this effectively is by imagining 

walking in their shoes for a day.
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The Essentials

2. How To Post

Always begin with a scroll-stopping lead in line – short, 

intriguing, provocative, curiosity-inspiring.

Include no more than 2-3 hashtags that your SMB leaders are 

likely to be attracted to or following. 

Get clues about these hashtags by reading what they say 

about their business on their LinkedIn business page or 

website.
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The Essentials

3. LinkedIn Posting Frequency

How frequently should you post?

To get visibility and recognition, no less than 3 times a 

week. Your impact grows exponentially.
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The Essentials

4. Expand the traction of your posting

Interact with every person who likes or comments or shares 

your posts.

Thank them and ask to connect with them. 

You’ll start to get preferred SMB leaders following you and 

asking you to connect as your posting grows in relevance and 

resonates with them.
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The Essentials

5. How to meet SMB decision makers on LinkedIn without 
cold outreach

Follow their business pages and all their posts. 

Comment and share them. 

Then reach out to connect. 

They will be a lot more open to interacting with you when 
you’ve been a supporter.
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What If My Preferred SMB Owners 
Aren’t Active On LinkedIn?

This is a common complaint.

“My business owners are too busy to be hanging out on 
LinkedIn.”

This may be so, but if they are a B2B enterprise, they or 
someone on their team is becoming more active on LinkedIn.

Their LinkedIn business page is a wealth of information and 
opportunity.

A lot has changed.

Don’t assume they, or a key player in their leadership, are not 
paying attention to LinkedIn if they are in a B2B business.
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LinkedIn Business Pages:
A Treasure Trove

✓ You will see all the employees of a business on the 

business page.

✓ You will see all their posts and news so you can comment 

and learn.

✓ You will see who their target audiences are and learn what 

they are prioritizing and focusing on. 

✓ All of this intel allows you to implement all the other 

strategies discussed in this book.
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Case Study

Andrew’s target market is the food and beverage industry.

For months he was posting on LinkedIn without a clear 
strategy.

He was getting nowhere and feeling frustrated.

He applied the Fractional Connections LinkedIn Posting 
Playbook (the one I’m teaching you in this book) -
consistently.

Result: 

Andrew’s newest client reached out to him on LinkedIn after 
reading his posts for a month.

He had been getting to ‘know, like and trust’ Andrew through 
his LinkedIn messaging.

It takes some time for your preferred decision makers to 
follow you, get to know you, and reach out to you.
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LinkedIn Posting Playbook Exercises

Schedule Schedule 3 posts a week.

Hashtag Include at least 2-3 relevant hashtags.

Fix Write at least one solution or a list of steps to fix that problem.

Write Write a compelling, intriguing lead in line for a post of each 
one.

List Make a list of 10 “migraine headache” problems your target 
SMB owners yearn to eliminate.
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LinkedIn Posting Playbook

Consistency is the name of the winning game.

Use this playbook for 60-90 days.

Be ready to receive qualified inbound inquiries and SMB 
leaders following you.

Be ready to book more Discovery Calls with qualified decision 
makers.
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I. Scroll Stopper Lead-In Line.

II.    A Few Lines Of Space.

III.   Main Problem/Premise/Value For SMB Leader Reading.

IV. Bullet Points OR Case Study Demonstrating

The Premise.

V.     Unique Solutions/Methods/Conclusions.

VI.    Call To Action (This can be a question to spur engagement).

VII. Your Custom Signature Inviting Reader To Follow You, Reach

Out To You With Questions, To Network.
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BONUS:
LinkedIn Content Template



Notes: 
Leveraging LinkedIn
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Into Action
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Gaining the right information is crucial but it will not 
produce one iota of success unless you put it into action –
consistently.

What follows is an action plan you can create to help you 
start and stay on track.



1. Which strategy (ies) will you begin implementing?

2. By when?

3. What outcomes do you want to achieve through 

implementing these strategies?

4. Who on your team will you engage to help you  

accomplish your elevated lead generation goals?

5. How will you hold yourself accountable? Do you work 

better with an accountability partner? 

6. What’s the exciting vision of accomplishment that you will 

use to keep your motivation high and action steps on 

track?
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Action Plan



Hey there!

Give yourself a big pat on the back for purchasing and reading 

this e-book to the end!

The powerful strategies provided to you can massively 

multiply your direct access to preferred SMB decision makers 

by 5-10X and ultimately generate many thousands of 

additional dollars in revenue – if you implement consistently.

Now, it’s up to you, but I’m also here to help.

If you want to have a Discovery Call with me, Nancy Fox, to 

discuss your business needs personally, you can book it here:

https://tinyurl.com/nfleapforward

You can also write to me here:

nancy@fractionals.ai

I also invite you to visit my LinkedIn profile and connect with 

me here: https://linkedin.com/in/nancyfoxfractional.

To your business breakthrough success.
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In Conclusion

https://tinyurl.com/nfleapforward
mailto:nancy@fractionals.ai
https://linkedin.com/in/nancyfoxfractional
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About The Author
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I’m Nancy Fox, The Fractional Fox.
I’m a former senior marketing and 
product development executive in 
manufacturing who made the leap into 
entrepreneurship back in 1999.

Since then, I’ve trained and coached many 
hundreds of professionals and business owners
in marketing and business development, 
helping them to transition from executive life
into successful independent entrepreneurship.

I first experienced the joy and fulfillment of fractional leadership 
when I became the Fractional Business Development Officer in 
professional service firms, guiding accounting and law professionals 
in networking, client relationship building and engagement. 

Founding Fractional Connections, a coaching and training company 
dedicated to helping fractional executives and advisors launch, grow 
and scale their businesses, and launching the Fractional Connections 
Community to support all fractional executives, have been life-long 
dreams come true.

I’m also a keynote speaker, the host of a monthly virtual speed 
networking event and the author of a highly recognized book on 
strategic networking, Network Like A Fox.

A former New Yorker, I now live in Los Angeles, am an amateur 
abstract painter, dog mommy, and West Coast Swing dancer.
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