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LEVERAGING LINKEDIN

From a marketing and business development perspective, LinkedIn is not a 
social network per-se. It’s a business network. It’s a two way communications 
channel you can use to: 

• Manage your reputation

• Raise your profi le

• Build your knowledge base in your area(s) of expertise

• Position yourself as a specialist/expert in your fi eld

• Keep in touch, and engage with, your existing clients

• Meet, and engage with, prospects, colleagues, and peers

• Keep up to date with the key issues in your area of practice, in a 
particular industry sector or for a particular client

• Research clients, prospects and competitors

• Get the right people into your sales funnel

• Get new work

However, in order to leverage LinkedIn effectively, professionals must be clear 
about why they are on there, what they want to achieve and how they will use 
LinkedIn to achieve their goals. Without a clear plan, social networking can 
be a major time waster. 

STEP 1: DEVELOPING YOUR PROFILE
Your personal profi le should be 100% complete and compelling. This is 
because, if someone types your name into a search engine, your LinkedIn 
profi le will generally appear near the top of the list – there is no guarantee 
that your website will appear fi rst. If a prospective client then clicks on 
your profi le, what will they fi nd? Will it position you and make them want 
to meet with you? 

As well as being compelling, your profi le should also contain the necessary 
keywords to ensure that, when your target audience is searching for a 
professional, they fi nd you before your competitors.

11 tips to help you get the basics right:

Professional Headline: Instead of simply stating your job title in your 
professional headline, say who you help and how you help them. For 
example, I am a business development and marketing consultant 
for the professional services sector, but that doesn’t tell my target 
audience anything about how I help them so instead I’ve changed it to 
‘helping professional services fi rms to retain clients, grow clients and 
attract the right kinds of new clients’.

Keywords: Find out the keywords your target audience use to search 
for professionals in your fi eld and then include these words in the job 
title and specialties sections of your profi le. This will improve your 
search ranking on LinkedIn and increase your chances of getting 
found before your competitors.

Photo: Include an appropriate photo. It must be professional. 

Summary: Think about why you’re on LinkedIn and write your 
summary with that in mind - if you are on there for marketing/
business development reasons we recommend stating who you help, 
what you help them with and some results you’ve achieved. You may 
want to include some information on your working style/approach 
as well as a small amount of personal information. The aims of this 
section are to give people a reason to connect with you and to begin 
to position yourself.

Additional Features: Think about which additional features might help 
you build your profi le. For example, if you’re a lawyer you might want 
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to add the ‘legal updates’ application. If you have a business blog, 
or use Twitter regularly then add these applications. You will fi nd 
the ‘Add sections’ link above the summary section when you view 
your profi le.

Recommendations: Over time, ask for recommendations from clients, 
colleagues, business partners etc. You’ll fi nd themes emerge quite 
quickly and it gives people a real fl avour of what you’re like to work 
with - which is invaluable. Subject to the person’s approval you 
may also be able to use these recommendations in your 
marketing materials.

Website Link: Include a link to your website - if you have more than 
one website, link to your primary one as people will be more likely to 
click through. Options just confuse.

Twitter Link: If you use Twitter regularly (for business purposes) then 
include a link to your Twitter account.

Personal information: Include some information in the interests 
section - people want to connect with like-minded people. Having a 
common interest is a good conversation opener.

Contact details: Ensure you include your basic contact information in 
both the personal information and the contact settings sections - this 
will ensure people who fi nd you through both LinkedIn and google (or 
another search engine) can contact you.

Personalise your vanity URL: Personalise your vanity URL to your 
fi rstnamesurname (without the random numbers that LinkedIn 
automatically assigns you). The main reason to do this is that you 
are likely to appear higher up search engine rankings when someone 
googles your name. In order to do this go into the ‘edit profi le’ section 
and click on the ‘change public profi le settings’ on the right hand 
side. You also have the option to decide what information you want to 
appear on your public profi le.

Developing your fi rm profi le

LinkedIn has improved its company profi le pages over the past year. As well 
as providing a company overview you can link a fi rm blog or Twitter account 
to your company profi le. You can also: 

•  Post jobs. If you have a premium account (i.e. a paid for account) 
you can also help prospective employees to better understand and 
identify with your culture and career opportunities. 

•  Set up multiple variations of your services landing page for 
different audiences based on their profi le content. 

•  Describe each of your services. There is also the opportunity to 
include video, and add promotions or special offers

•  Market and showcase your fi rm with up to three images. You can 
drive traffi c by adding URLs directing people to where you want 
them to go when they click your images – for example you may want 
to direct them to a page where they can sign up for a seminar, or 
to your graduate recruitment page. If you take advantage of this, a 
rotating spotlight module will appear on your company page.

Step 2: Build your connections
Use the ‘Add contacts’ feature to get LinkedIn to search your email 
contacts to fi nd those on LinkedIn. You can then determine which of 
these people you’d like to invite to connect. 

Determine if there are any connections of your contacts you would like 
to connect to and invite them to connect. 

Periodically look through LinkedIn’s ‘People you may know’ feature, 
which appears at the top right of your home page. 

If you wish to connect with people you don’t know, follow the tips in 
our blog post – ‘Should you connect with people you don’t know on 
LinkedIn?’ This can be found at: 
www.kscopemarketing.wordpress.com

When inviting others to connect make sure you personalise your invites, 
particularly if they are to someone you don’t know well. Introduce yourself 
and explain why you’d like to connect – this has a huge impact and can 
make the difference between someone accepting or rejecting your invitation. 

When you’ve accepted an invite consider sending a message to continue 
the conversation. 
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Step 3: Engage
There is nothing wrong with being an observer on LinkedIn. However, if you do 
want to engage your target audience, consider:

•  How to use status updates - both in terms of content and frequency. 
For example, I typically use these to share relevant content that 
both I, and others, have created. Other people pose sales questions, 
or talk about what they’re working on. The similarities I’ve noticed 
in status updates that capture my attention is that they are all 
designed to make people think.

•  How to engage with others via LinkedIn groups - this includes 
selecting the right groups and being clear about which topics you 
wish to engage on (it’s very easy to get carried away and waste a 
lot of time without clear parameters). The best posts I’ve seen are 
those that share valuable content, pose interesting questions or 
provide an interesting perspective on an issue. Successful LinkedIn 
users tend to keep involved in the discussion thread as it grows.

•  LinkedIn questions and answers - again, it comes down to being 
clear about which questions you want to pose or answer. I do notice 
that some people seem to answer a LOT of these questions and I 
marvel at the time they have to invest in LinkedIn!

•  Direct messages - this is something a number of people do really 
well. Once they’ve been involved in a group discussion for example, 
they may direct message someone else who was involved and ask 
for more information, or seek a meeting. If done well, this can be 
really powerful.

•  Identifying and connecting with prospects - this may be through a 
combination of the above as well as by using the Advanced Search 
function within LinkedIn.

Other LinkedIn functions people use effectively to help them achieve their 
objectives are Signal (Search Updates), Polls, and creating an Event.

Step 4: Take the conversations offl ine
You are very unlikely to get new business simply by being on LinkedIn. 
Sharing valuable content and starting to build relationships with others via 
LinkedIn all help to build credibility and trust. However, if you really want 
to benefi t from your online conversations and win new business you need to 
take the relationship offl ine. 

You can do this by: 

•  Following up a discussion via LinkedIn email, and suggesting a 
meeting or phone conversation (depending on where the other 
person is located). For example: If someone has written/posted 
something on a topic you are interested in you can use this to 
engage with them. 

•  Sending someone something related to the topic you’ve been 
discussing, and asking for their feedback/comments 

•  Asking them for their opinion or advice on a particular topic 
or issue. 

More Information
For more LinkedIn, and other social networking, tips go to 
www.kscopemarketing.wordpress.com 

If you would like help: 

• selling the benefi ts of social media to your Board or partnership

• developing a social media plan

•  training your professional or wider marketing teams to use LinkedIn 
and other social media 

•  drafting and posting LinkedIn profi les for your team members

please call us at any time on 09 634 1905 or email
kirsten@kscopemarketing.co.nz or tessa@kscopemarketing.co.nz


