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THE INFLUENCER
I commonly see this term 
used on social media, 
mostly on Facebook 
and Instagram, but it is 
among other questionable 
pseudonyms appearing 
more frequently on LinkedIn. 
I believe that LinkedIn should 
be a professional space 
where people can have a 
professional presence and 
leave all the personal banter 
to the other, purpose-built 
social media platforms.

Who is an influencer and 
what are they trying to 
influence us to do?

It is certainly not a new 
term, but it has become 
quite fashionable for people 
who have clout, celebrity 
or power over a following, 
particularly on social media. They can endorse certain products or make recommendations to their following, being full of trust in most 
instances, who do as they are told or as they are influenced.

The presence of influencers in the business community is a little different. The business community refers to them as key opinion leaders 
(KOL) or centers of influence (COI).

I have been given and bestowed those titles by others, but I have never used them for myself. s I do not advertise myself as a key opinion 
leader or a center of influence, and, for goodness sake, I am never going to call myself an influencer.

I may be an expert in my chosen field, and I certainly have the credentials to validate that with about 80,000 hours under my belt since 
starting with my father as a noticeably young man. I have earned my credentials.

Many of the clients we work with are quite influential and they are outstanding within their field. Capable surgeons and experts of their craft. 
That is typical of the client who engages our firm. 

Not only do we respect, but also admire those who have invested the time and energy in themselves, but also in their business to become 
successful. With the benefit of the time invested, while fully immersed in this business, I can tell you that respect is earned and there are no 
shortcuts. The people who command respect do not ask for it nor promote it. They are busy just being it. 
Count yourself lucky if you get to collaborate with these people.

Please be on social media – personally and professionally - it 
is working and helping ethical practices to be shared with the 
masses.

But we all need to take a little bit of a step back and watch out for the new 
modern influencers. Anyone can call themself an influencer. It is just another 
line in their biography on LinkedIn or social media and it is easy to be fooled 
by those who consider themselves an influencer. Some do not own a business, 
have never run a business, have never bought or sold a business and have 
only been someone’s employee until they decided to become an influencer.

BROKERAGE / COURTAGE 

Written by:

Timothy A, Brown,  
FRI, CEO & Broker of 

Record


