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Hello! 
I am Zak Stoiber, MGIC Senior 
Marketing Analyst

You can find me at:

LinkedIn: linkedin.com/in/zstoiber

Email: zak_stoiber@mgic.com
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The information presented in this presentation is for general information only, and is based on guidelines 
and practices generally accepted within the mortgage finance industry and is not intended to be all-

inclusive. MGIC makes no representations or warranties of any kind with respect to the accuracy, 
completeness or suitability for any purpose of the information contained in this presentation. MGIC 

expressly disclaims any and all warranties, express or implied, including without limitation warranties of 
merchantability and fitness for a particular purpose regarding these materials and this presentation. In no 
event will MGIC be liable for any direct, indirect, incidental, punitive or consequential damages of any kind 
with respect the presentation or materials provided. All examples are hypothetical and are for illustrative 

purposes only. This presentation is not intended and should not be interpreted or relied upon as legal 
advice. We encourage you to seek advice from a qualified professional. By downloading any of the flyers or 
other materials provided by MGIC through the MGIC Creative Café, you certify that you are authorized by 

your employer to do so.

Legal Disclaimer
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People don’t buy from brands, they buy from people they know and trust 

Social media is a relationship-building tool, not a direct sales tool.



LinkedIn Stats

• LinkedIn has over 900 million members, 
compared to 2.99 billion on Facebook… so why 
focus on it?

• Only 3 million users share content on LinkedIn 
every week, generating 9 billion impressions!

• Average person spends 7 minutes and 12 seconds 
on LinkedIn

• LinkedIn just turned 20 on May 3, 2023!

Source: linkedin.com, emarketer.com
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The LinkedIn 
Differentiator

Degrees of Connection

3rd Degree

Those your 2nd degree 
connections know 

2nd Degree

People your 1st degree 
connections know

1st Degree

Coworkers, friends, direct 
connections

• Leverage the degrees of connection for potential leads/new 
hires/vendor opportunities 

• Leverage relationships for introductions, validation

• LinkedIn is the most trusted social media platform

• How does having a common connection effect that 
relationship?
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Degrees of Connection
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Headline & Headshot

• Profile photos increase profile views 
21x and increase credibility

• First and/or second impression

• Headline is visible everywhere

• SEO - Words used in headline matter

Networking on LinkedIn
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Editing your Headshot and Headline
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Your “Featured” content
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Summary 
• Goals

• Reduce doubt, get found, highlight 
strengths

• Tips
• Experience: # of years, variety of 

loans

• Keywords connect with audience: 
mortgage, loan officer, conventional, 
refinancing

• Credibility: NMLS#

Your “About Section” on LinkedIn 



MGIC.COM/SOCIAL

Skills & Endorsements

• Goals
• Search Benefit, Visibility, 

Validation

• Up to 17x more profile views 
w/ 5+ skills listed

•Tips
• List skills & “pin” top 3

• Endorse co-workers

Skills & Endorsements on LinkedIn
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Recommendations

Recommendations on LinkedIn

• Goals
• Reduce Doubt & Build Trust

• Strengthen Relationships (Referral Partners)

• Tips
• Convert positive e-mail to endorsement

• Ask co-workers and management to endorse

• Referral partners & real estate agents
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Education & Interests on LinkedIn 

Education (& Interests)

• Leverage to build commonalities/ice breakers

• List all education: certifications, training, 
schools 

• Indicator of subject matter expertise

• Don’t forget to add volunteering, clubs, 
interests or organizations!
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These changes have…

• Validated who you are to customers & referral partners
• Headshot / Summary / Education / Experiences

• Increased your chances of being found
• Summary / Headshot / Endorsements / Recommendations

• Laid groundwork to bond over shared experiences
• Education / experience / volunteering

Your Profile is Now Set Up for Success!



Content Best Practices

All social media channels require 
content – this is how you engage

Think about what behavior and content 
you want to share with the world

Not hot button issues – same for “liking”
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Your activity is public… (by default) 
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Where to Find Content

• Establish a library of credible and 
diverse sources for content 

• “Share” directly from app or website –
look for social icon

Content Sources
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Google Alerts 
• Use google search to create a funnel of 

personalized content

• See a preview of the content you’ll 
receive
• Google.com/alerts

Content Sources
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When to Post - LinkedIn

Sources: Sprout Social

• Best times to post:
Tuesdays 10 a.m. to 
noon

• Best days to post: 
Wednesdays and 
Thursdays

• Worst days to post: 
Saturdays and 
Sundays
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Moving on to Posting

• Use #hashtags
• Find events to promote:

• https://blog.hubspot.com/marketing/social-media-holiday-
calendar-2017

• “Mention” (or “tag”) other people
• Bring them & their network into the 

conversation, amplifies visibility
• Type “@” symbol, then their name

• Add article or media to increase 
engagement 
• Images result in 96% higher comment rate

Creating a LinkedIn Post

https://blog.hubspot.com/marketing/social-media-holiday-calendar-2017
https://blog.hubspot.com/marketing/social-media-holiday-calendar-2017
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Selecting Post Capabilities

• LinkedIn includes icons to help guide 
what features you can have as part of 
your post

• Click on the icon to include in your post 

• Also offers a selection of #hashtag 
suggestions 

Creating Posts
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Source: LinkedIn News

The sad truth

Less than 10%
of your followers
will see your posts
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Less Broadcasting, More Networking!
• Inspirational or buzzworthy

• Highlight a cause, person, event, or news item that is important to you

• Community Based
• Tie your brand image to your community by posting pics or video attending local events

• Personal
• What makes you, you?

• Educational
• Offer tools, insights, and resources for potential borrowers and homeowners

• Interactive
• Make a fun poll!

Guidelines for Posting



MGIC.COM/SOCIAL

MEDIA

+

HASHTAG

+

VALUE

= the perfect post!

Creating Compelling Content
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Inspirational or Buzzworthy
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Community-based
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Personal
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Educational
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Interactive
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Bringing it all together in a photo collage!
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Social Selling Index - linkedin.com/sales/ssi

LinkedIn

Source: LinkedIn.com | https://business.linkedin.com/sales-solutions/social-selling/the-social-selling-index-ssi

https://www.linkedin.com/sales/ssi
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Social Selling Index 
Explained
• Measures effectiveness at establishing 

professional brand, connections, 
engagement and relationship building

LinkedIn
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LinkedIn Premium?



MGIC Resources/Content

Social Media Café
• tips & strategies

Creative Café
• customizable marketing pieces

Readynest
• articles, infographics, calculators, etc. 

LO Hub
• blog, infographics, podcasts

Mortgage Connects Podcast
• latest insights from mortgage professionals
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LinkedIn: linkedin.com/in/zstoiber

Email: zak_stoiber@mgic.com

mailto:zak_Stoiber@mgic.com
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