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Session 6 

Groups and adding value 

Identifying groups where your target audience is found 

There are two ways of doing this.   

1. You can go to the profiles of your existing connections who match your ideal 

client and scroll to the bottom.  You’ll see a box that says ‘Following’. 

 

Choose the Groups tab on the box that pops up: 
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Take a look at the Groups that look like they might have a lot of members who fit 

your ideal client profile. 

2. You can run searches on the key words that identify your ideal clients.  So if 

you’re looking for people who are Accountants, put either Accountant or 

Accountants in the search box (I suggest trying both). 

 

The bigger the group the more active it’s likely to be.   

 

Ignore industry bodies and alumni groups unless you belong to them.  Look for groups 

where you can add value.  E.g. Marketing for accountants would work for me (there 

is a group further down the list for this). 

In most instances it’s best to join groups with lots of members as they’re likely to be 

more active. 

Check out the group’s main page for each group you want to look at. 
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At the top of the page you’ll be able to see the people who run the group and a 

short summary of who the group is for and what it’s about. 

Get into conversations and add as much value as you can. 

You can see all your groups by looking in your own Following box.   

If you run any groups these will come at the top, with the ones you’re members of 

underneath.  They are usually in alphabetical order – and this can’t be changed. 

Should you start a group? 

This depends on a number of things: 

• Why do you want a group?  Is it to share your expertise or to nurture potential 

clients?  These would be very different kinds of group. 

• Is there already one or more groups that cover the subject area? 

• What can you offer that is different to existing groups around your core 

subject? 

• Who might join your group? 

• How much time and effort are you prepared to put in to grow and maintain 

your group? 

Demonstrating expertise and developing your reputation 

Your activity strategy should be: 

• Help others 

• Give advice 

• Post value 

• Respond to comments  

Offer help if it’s easy to give – direct people to useful blogs, white papers, reports, 

etc. 
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Assignment  

 Join three groups where your target audience is active 

 Research who is already running groups for your target market 


