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WHAT DO YOU NEED TO KNOW
BEFORE YOU DIVE INTO LINKEDIN?

Before we start leveraging the business opportunities on LinkedIn, the amazing
professional social network, it is important to understand the right mindset. Two
crucial things: we need to have a giving mindset and knowing it takes time.

Success on LinkedIn (like on other social media or elsewhere) doesn’t happen
overnight. But if you follow the advice and instructions in these documents, success
will follow. And it will last.

Let’s meet some facts and numbers in B2B business buying process. We all know that
nowadays buyers are deciding, when they take a next step in the buying process, so
we need to act accordingly.

B2B buying process facts:
e 82% of prospects are doing research on social networks
e 60-70% arein the buying process when they contact the sales representative
e 80% expect a response in real-time — we need to respond fast
* 6,8 on average decision-makers for every decision
e 60% of buyers do not make any decisions

Now let’s learn the magic of social selling.

WHAT IS SOCIAL SELLING
Social selling is far away from the traditional sales approach and much more than just
selling on social.

It is a process of building and nurturing relationships with social media and utilizing

these relationships in the entire sales process, from finding, connecting,
understanding, and gaining new prospects to reaching sales goals.
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What you need to know before LinkedIn?

Social selling is the modern way to develop meaningful relationships with potential
customers so you're the first person or brand a prospect thinks of when they’re ready to
buy (Hootsuite).

Key concepts of social selling
e |tis buyer-driven, relationship-based, not the seller or transactional-based
e We do not pitch but help by listening and providing value
e You do not close a sale, but start a relationship
e Thekey is building credibility and trust
e Social networks play a key role in building trust with customers

LinkedIn is the best professional, business relationship-building platform to leverage
the power of social selling in B2B.

4 PILLARS OF SOCIAL SELLING

In order to use social selling successfully, we must take these ongoing 4 steps and
actions. Learn all 4 together with activities on LinkedIn (by Linkedin).

1. ESTABLISH YOUR PROFESSIONAL BRAND
e Complete your profile with the customer in mind
e Addrich content - examples of your work, portfolio etc.
e Increase visibility with posting and interacting with relevant content
e Generate endorsements for your skills

2. CONNECTING TO THE RIGHT PEOPLE
e Use search tools and filters (use boolean search - NOT, AND. “ )
e | everage warm introductions with mutual contacts
e Research potential prospects
e Take advantage of Who's viewed your profile section
e By connecting with prospects always add a personalized message
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What you need to know before LinkedIn?

3. ENGAGING WITH INSIGHTS
e Sharerelevant resources

e |everageindustry data and new to post timely content
e Engage in discussions with thoughtful comments
e Use relevantinformation when reaching out

We cover this topic in the document in Section 7 LINKEDIN CONTENT PLAN.

4, BUILDING RELATIONSHIPS

e Build your contact network to increase reach
e Focus on decision-makers

e Connectinternally to leverage warm introductions
e Nurture relationships

BONUS TIP: Follow your SSI of your LinkedIn profile:
https://www.linkedin.com/sales/ssi

Now that you understand the basic concepts, jJump to Section 2 to learn about
the business goals on Linkedin.
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SET WHAT DO YOU WANT TO
ACHIEVE WITH LINKEDIN

To use LinkedIn effectively we need to understand, what are our business goals. There are
several goals you can achieve on LinkedIn, but first, let us learn how to set SMART goals.

WHAT ARE SMART GOALS?

Specific: We should clearly define, what we want

Measurable: Each goal needs one or more metrics, so we can follow our results
Achievable: Is it achievable within our resources time, money, and people?
Realistic: Is it possible to achieve goals with your current resources?
Time-sensitive: Every goal needs a time frame, so we need to put a deadline

Example 1:
Increase sales qualified leads for our B2B services in the Slovenian market by 10% in the first
quarter of 2020. | KPI: lead number

Example 2:
Establish employer brand - hire 3 sales representatives by March 2021.
KPI: number of job applications

GOALS ON LINKEDIN:
LinkedIn can be used to meet different goals. Often you will set more than one:

Build credibility and trust Targeted Advertising
Brand awareness Improve Social Media ROI
Employer branding Competition Monitoring
Personal branding Customer Care

Lead generation Education

Community Building Finding ajob

Now that you understand how to set the goals, open the excel table to set them
according to your customer journey for LinkedIn page and profiles.
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COMPLETE YOUR PROFILE AND
PREPARE I'T FOR SUCCESS

LinkedIn profile is about you, but not for you.

Your LinkedIn profile is NOT a CV, but a landing page on LinkedIn. In many cases, it is
the first digital professional impression that people have of you because we are used
to google people. You should not treat your LinkedIn profile as a static board, but a
very dynamic tool.

If you do the exercise and google yourself, you will find your LinkedIn profile high in
search results, so make sure you look your best online.

It represents your personal brand, is the place where you tell your story, so write in the
first person singular. Add human touch and storytelling to your descriptions.

Imagine your potential clients land on your profile and it will impact if they do business
with you or not — does your profile speaks directly to them?

Take profile optimizing seriously and fill in all the elements. LinkedIn cares about
optimized profiles and gives them a priority with search terms and larger post reach
(read more about the LinkedIn algorithm in Section 12).

When you are happy with your profile, consistently drive traffic to your profile with
different activities. We will dive into this topic later in sections.
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How to complete your LinkedIn protfile?

ELEMENTS OF YOUR LINKEDIN PROFILE

The list of all elements. Fill in your LinkedIn profile and + them alll.
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How to complete your LinkedIn protfile?

PROFILE PHOTO

The profile image is one of the most important elements of your profile. It must be
professional in order to make the best first impression.

Here are some tips directly from LinkedIn:

Get a professional to take the picture

Use a high-resolution image

Make sure your face takes up at least 60% of the frame
Be the only person in the picture

Choose the right expression - smile

Avoid distracting backgrounds

Wear what you would wear to work

Take the photo in soft, natural light

Use filters wisely

Do not wear sunglasses or hats

LinkedIn says profiles with pics get an 11x increase in profile views. That is a lot!

Size: 400 x 400 pixels

TIP: make sure it is visible publicly. Click on your photo, then on the Visibility button in
the left corner and select Public.

What do you get from that?

This: "People who are not signed in and find you through search engines (e.g. Google,
Bing)."
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How to complete your LinkedIn profile?

Visibility g A

Choose who can see your profile photo

f:: } Your connections

Only people directly connected to you on Linkedin
will be able to see this.

I". _-\.\l
() Your network

o S

Only people connected up to three degrees away
from you will be able to see this.

( :' All Linkedin members

O rubic

People who are not signed in and find you through

search engines (e.g. Google, Bing).

L':\ © Public )

V4 = < 11}

Edit Add photo Frames Delete

BACKGROUND / COVER PHOTO

Background or cover photo is often overlooked but is important to make a good
impression. You can use it to showcase the company you work for, your values or use
it as a sort of advertising space.

_inkedIn specifies that it must be a JPG, PNG, or GIF file under 8MG in size of 1584 x 396
nixels.

Emina Mesanovic, mr. sc. - 2nd Datalab
Head of Marketing | 15 years experience in IT industry | Datalab I School of Economics and

PANTHEON

; . , Business Sarajevo
Bosnia and Herzegovina - Contact info
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How to complete your LinkedIn profile?

Nusa Korotaj - ist % Terme Sveti Martin
Director of Sales and Marketing at Terme Sveti Martin (ex. LifeClass)

Slovenia - Contact info

| have created 5 examples for you, check them in the
Section 6 LINKEDIN AND CANVATEMPLATES.

HEADLINE

Your headline is the next thing people see when they land on your profile, right under
your name next to your profile photo. You can understand it as your elevator pitch.

The headline is NOT the copy-paste title from your business card.

You have up to 220 characters including spaces.
Include 2 or 3 terms/keywords that people might use to search for you.

The formula to create your catchy headline:
You can follow this formula to create a great headline. Take some of these elements

and puzzle them into your headline.
[What you do] | [Your Creative Value] | [Your Target Audience] | [Proof Point] |

[Highlighted Result]

To divide them use | symbol (alt gr+ W)
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How to complete your LinkedIn profile?

What you do] | [Your Target Audience] | [Your Creative Value]
What you do] | [Your Creative Value] | [Highlighted Result]

Examples:

e Digital Marketing Specialist and Social Media Evangelist Helping SMEs to Start
Growing Their Business Online

e X On a mission to empower HR professionals with marketing mindset and with
Human Relations approachiX

e LinkedIn Therapist Empowering Companies Using LinkedIn to Build (Employer)
Brand and Generate Leads w/ Modern Social Selling | Helping You to Lose Your
Fear of Posting ¥ Book Author & Lover of Lakes | Join Newsletter &

Nathanial Bibby o) - 2nd ®BBY Bibby Consulting Group

Growing Businesses With LinkedIn Marketing ¢ Best Use of o s s Gk :

LinkedIn 2019-2020 ¢ 400M from Linkedin Lead Generation 4 The g lzz:ar;;:emty of Westem Matjaz Simoncic - 2nd n Velcom d.o.o.
Nathanial Bibby Podcast Helping companies and hoteliers to heal telecom diseases

e |

. 2nd =+ Anna McAf
James Carbary @0 - 2nd W7 Sweet Fish Media Ar.]n.a MCAfee : L:ar:ers:ipiianagement
We Produce Podcasts for B2B Brands | Author of Content-Based Bullding virtual villages-and educating sthersto do the same @ Australia

Networking | Executive Producer of B2B Growth (Top 100 Podcast) ¢ Online Community Management
Coffs Harbour, New South Wales, Australia - 500+ connections

Contact info

Y ._._ ;

Paul Copcutt - 2nd iw&= REl Branded
Dr Peter Baloh - st @ e2grow, Gallup Marketing consultant for real estate investors to help
chstici S discover their brand, define their focus,dominate a
anging your organizational culture. For good. Gallup and e2grow = D h i :
i . University of Ljubljana, nichexSpeaker
certified coach. [ ] S ;
b birns it 35 mrabircelimmion b s Eovervamtiio. BT ibmrariritae University of Washington Canada - 500+ connections - Contact info
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How to complete your LinkedIn profile?

CONTACTINFO

Your LinkedIn profile is the entity to connect with your potential customers and
partners, so it is very important to add as much contact information as you can. The
more information you add, the greater the chance of connection.

Profile URL
How to edit your custom URL (LinkedIn Instructions)

e |t can have 5-30 letters or numbers. Don't use spaces, symbols, or special
characters.

e Use a variation of your name. The customizable part of the URL is NOT case
sensitive, so NameSurname, nameSurname, or namesurname will all point to the
same profile.

e |fthe URL you wantisn't available, you need to select a different one. You can add a
hyphen between your name and surname or a number at the end.

e You can change your URL up to 5 times within 180 days. Once you have changed
your URL for the 5th time, you won’t be able to change it for another 180 days.

e |f you navigate to a previously claimed URL, you may see a page that reads Profile
Not Found.

Website URL
Add up to 3 websites - it can be your company page, landing pages, or LinkedIn page.

TIP: Choose the ‘Other’ option - this will add another field to customize the title of the
URL you are adding.

Phone: You can add Home, Work, or Mobile phone number.

Address: Usually the company headquarters or the office address / one or more.
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How to complete your LinkedIn profile?

Email
¢ You can add more than one emails

e Suggest you add your professional email with @domain.com, instead of
gmail.com

e You editemails in the Settings: https://www.linkedin.com/psettings/email

Twitter: Add your Twitter handle, if you find it useful for your business
communication (if your target market is using it, then you should, too).

Instant messenger: You can add Skype, ICQ; Google Hangouts, QQ, or WeChat.

Birthday
You can add your Birthday - it is a nice touch for follow-up - there is a big chance you
will get a lot of congratulations messages - which is a great opportunity to say hi.

ABOUT OR SUMMARY

This part of your profile is very important. Most users ignore this section, which is a lost
opportunity to stand out.

Use the About section to tell people what you do, whom you do it for, what solutions
do you offer, what are your biggest achievements, why it matters, how they can get in
touch and take the next step.

| have written an entire e-book about this topic, so | will put just the simple bullets
here.

About section should contain 5 elements:
e Information about the company/organization you work for
e What problem do you solve and with what services or products
e Your competitive advantage
e Personal information - what are your strongest skills, achievements
e Callto action - call, private message on LinkedIn, or download a freebie
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How to complete your LinkedIn protfile?

TIP: Use those bullets as mini headlines of your About:
e Whatdoldo

e Howldoit

e Whom Idoitfor

e Why it works,

e Whatotherssay....

Check out the Section 5 LINKEDIN PROFILE AND PAGE ABOUT for more.

FEATURED

This is the newest feature for your LinkedIn profile. You can feature posts (content
posted on LinkedIn profiles or pages), articles (articles published on Linkedin), links

(links to web content), or media, where you can upload

presentations.

y Manca Korelc, mag.
» Awarded Marketer Helping B2B Companies Using LinkedIn for Marketing & Sales | LinkedInlocal Ljubljana | Lover Of L...

Featured See all > + 7

. i - 7 tipsfor7 a
’ i . the »Linkedi
Manca Korelc with Tom Reaoch: 7x7 tips for Mania Koreler

SUBSCRIBE to the montly newsletter and your LinkedIn success )
mancakorelc.com YauTube For the article
list of Linked|

get the best LinkedIn tips and tricks directly Listen to the podcast:

to your inbox! https://www.spreaker.com/user/tomreaoch/... OO0 4-5¢

ohotos, documents, and

Add profile section ¥ ‘ More...

Intro e
About ~

Featured

Add your best posts, documents,

media and websites.

Posts
Show content posted to
Linkedin

Articles
Z=| Show articles published on
Linkedin

Links
Show links to web content

Media
Upload photos, documents,
and presentations

Background v

This is amazing place to showcase your best content. You can add:

e LinktoyourLinkedIn page
e Your promotional video

e Portfolio

e Contentfreebies

e Events registrations etc.
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How to complete your LinkedIn protfile?

BACKGROUND

WORK EXPERIENCE

This section should not read like your CV. Add all your past work experiences, and in
the Description section explain what you have learned in a certain position, what was
your added value to the company, highlight the biggest results, etc.

o Add Current experience, All previous experience, and Volunteering and causes
 |nclude numbers, results, accomplishments, and notable achievements

e You can add your tasks in bullets, but it will be better if you are descriptive

This section is one of the elements, where you put your keywords. More on SEO on
LinkedIn at the end of this document.

PRO TIP: If you are a freelancer, you can use this section to present your services.
Create individual work experiences for each service you provide.

Look at Experiences on my LinkedIn profile: https://www.linkedin.com/in/mancakorelc

Add experience Add experience

| SIINCUNT LCCAUIG) @ 1 LUSUUMTL T U S CHRITTY S Y G IO I LRGSR
| il
I i 5

4 2014 — Present - 6 yrs

Title * Show more >~

D Update my industry
Update my headline

Employment type

Headline *

LinkedIn Therapist Empowering Companies Using LinkedIn to Build (Employer) Brand and Generate

Company * Leads w/ Modern SociaI_Selling | Helping You to Lose Your Fear of Pasting € Book Author & Lover of P

Ex: Microsoft .
Description

Location

Ex: London, United Kingdom

| am currently working in this role

Start Date * End Date *

‘ Month v Year w | Present

Media
Add or link to external documents, photos, sites, videos, and presentations.
Upload ‘

Share with network

O¥FF eRit o1 o BB g Nl Rl s ok e 5 i B [ e e B g e e
() If enabled, your network may be informed of job changes, education changes, and wo
. Off O f enabled, your network may be informed of job changes, education changes, and work
anniversarie ) )
anniversaries, This may take up to 48 h

Share with networlk

nniversaries. This may take up to 48 hours. Learn what's shared

If A8 hours. Learn what's shared
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How to complete your LinkedIn profile?

NOTE: When you edit your current experience, set the Share with the network to Off,
so LinkedIn will not notify your contacts about the career move. Unless you add it and
want them to know.

When adding your work experience, tag the LinkedIn page of the company - if they
use it. Open a new tab in your browser to check. Make sure you click on the page when
LinkedIn puts it on the list.

EDUCATION

Fill your education section, at least your University, because the LinkedIn algorithm
prefers profiles with a school tagged in the Background section.

This comes in handy as well when suggesting new contacts and by inviting a new
contact to your network - LinkedIn will show that you have a mutual education.

| suggest you remove Education from your Introduction card if is not directly
connected to your profession (for example general universities).

If you graduated from a business school, like London Business School and INSEAD, or
specialized like Digital Marketing Institute, then, of course, you will leave it.

TIP: If you want to do something special, add your call to action into your Education
space. Add a new Education and add your email, phone number or whatever you like.

Sl

e S
s

N Follow me for

TIPS FOR USING LINKEDIN
PROFILES AND PAGES

Manca Ko relc o) . Manca Korelc | Linkedin
Str st

LinkedIn Therapist Empowering Companies Using LinkedIn to Build ateg

(Employer) Brand and Generate Leads w/ Modern Social Selling | ® ' Email [ manca@korelc.si

Helping You to Lose Your Fear of Posting @ Book Author & Lover

of Lakes | Join Newsletter
Ljubljana Metropolitan Area - Contact info

;; www.mancakorelc.com | www.linkedin.com/in/mancakorelc


https://www.linkedin.com/in/mancakorelc/

How to complete your LinkedIn protfile?

LICENCES & CERTIFICATIONS
This is your bragging right part of your profile. Add licenses & certifications, you have
gained and are connected to your profession.

TIP: Take advantage of LinkedIn Learning to gain new knowledge and certificates.

VOLUNTEER EXPERIENCE
If you are active in a non-profit / charity organization, you should definitely add it to
your profile, because it shows your values. We all appreciate that.

SKILLS & ENDORSEMENTS

Skills are very important for your profile since they are an indicator for the LinkedIn
algorithm, which means that the more endorsements for the skills you have, the more
chance is that the person will land on your profile.

Choose valuable skills you have acquired. You can choose up to 50 skills:
e Choose corporate values, skills, and expertise
e Add general skills (like management) and specialized (social media marketing)
e Make sure you get endorsed for skills
e |fyou are a job seeker, add skills that relate to your future job

TIP: Change the order of your skills to show what skills you are really good at. Pin 3 at
the top, that matter most.

Skills & endorsements Add anewskill &

‘/Take skill uiz\
e e

LinkedIn Training - 99+

# Endorsed by 2 of Manca's colleagues at ZRSZ / ESS info-point

Linkedin Marketing - 99+

# Endorsed by 4 of Manca's colleagues at ZRSZ / ESS info-point

Social selling - 69

Gregor Gorsi¢ and 68 connections have given endorsements for this skill

Show more ~
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How to complete your LinkedIn profile?
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Dizpzal Moia

Wi Marki-ting
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Hn:l'hl.'ﬂll'ﬂ
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Dhgital Strasigy

Wb Project Managemns
Wby St T

VT e

Corporaae Branding

Brandirg

Calis Navgator Linbadin Sales Mavigato
Linkadln Fam.snay Linkedin Leaming
Gl Analytics Googia Adwands
Faez phsoal
Sronyraling

i

Salis Mavigasor Training Social Mebworhing

Livekadin Dnlind: Beputation Warats i
Parka e Comimuscatans Wil Architocnt
Educationg Werkshops Maegazing Argcie
Diginal Selling T b
Book Wiiting Degical Sales -

Linkedin Campalar Mornagis DOk Lo Cielics alo

ACCOMPLISHMENTS

You can add:

e Publications
e Patents

e Courses

e Projects- hereyou can add creators of the projects you were involved in
e Honors &awards

e Testscores

e |anguages - do not forget your native language

e QOrganizations - add membership in business clubs
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How to complete your LinkedIn profile?

ADDITIONAL INFORMATION - RECOMMENDATIONS

Recommendations are social proof of trust on a LinkedIn profile, so make sure you
gather a lot. You can get or give a recommendation on Linkedin.

Best practices:
e Before you ask for a recommendation via LinkedIn, write an email or call the
person
e Do not ask those who do not know you

Recommendations on LinkedIn are much more valuable than the ones on the website
pecause on LinkedIn there is a name with a link to the LinkedIn profile, so they cannot
ne fake.

INDUSTRY
You set the industry in your intro section.

LOCATION
Set the state you live or work in.

INTERESTS

This is the last section on your profile with Influencers, Companies, Groups, and
Schools you follow. You can unfollow those you do not find relevant to optimize your
news feed.

TIP: when you do research of your peers or potential clients, Interests are a valuable
resource.

SETTINGS & PRIVACY
| will not go deep into this section, since there is quite a lot of settings, but only a few
strategic suggestions :
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How to complete your LinkedIn profile?

Set an Open profile
You want to be open and reachable:

Account Privacy Ads Communications

Profile viewing options Close

How others see your profile and  Choose whether you're visible or viewing in private mode Full profile

network information Select what others see when you've viewed their profile

How others see your LinkedIn

Your name and headline

activity
Manca Korelc, mag.
I How LinkedIn uses your data &) Q2 Ax'f'arded I-.-'Iarl_ceter Helping B_EE Companies Using LinkedIn for Marketing & Sales | #LinkedInlLocal | Lecturer | Moja jezera
b Slovenia | Marketing and Advertising

Job seeking preferences

Blocking and hiding Private profile characteristics

* . Someone at University of Ljubljana, Faculty of Economics

Private mode

. Anonymous Linkedin Member

Viewers of this profile also viewed
Our LinkedIn profile is your landing page and you do not want your visitors to click
away to other profiles, so set it to NO.

You see 10 profiles on the right on your profile — deactivate that list.

Account Privacy Ads Communications

WIIJUDE TIVYY yUUTD TUINNS Appeal o W TIVIESIVYYSU ITHTTISHIIPDGTD via sTalull

engines or permitted services
| How others see your profile and

network informtion Who can see your email address Change

. Choose who can see your email address on your profile
How others see your LinkedIn y yourp

activity
Who can see your connections Change

How Linkedin uses your data Choose who can see your list of connections S S

Job seeking preferences

Viewers of this profile also viewed Close
Blocking and hiding Choose whether or not this feature appears when people view your profile he
Should we display “Viewers of this profile also viewed" box on your Profile
page?
e |
Who can see your last name Change

Full

Choose how you want your name to appear

;; www.mancakorelc.com | www.linkedin.com/in/mancakorelc


https://www.linkedin.com/in/mancakorelc/
https://www.linkedin.com/in/mancakorelc/
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Who can see your connections

suggest setting this to Only you to hide your connections from your network. If you
eave this open to Your network, you create an easy target for your competitors to
earn about your network.

Account Privacy Ads Communications

Who can see your email address Ghange

I How others see your profile and Choose who can see your email address on your profile

network information

How others see your LinkedIn Who can see your connections

Choose who can see your list of connections

activity

Members will still be able to see connections who endorse you and
connections they share with you. (Don't want your endorsements visible?
Just choose to opt out) Learn more

How LinkedIn uses your data

Job seeking preferences

Only you v

Blocking and hiding

Viewers of this profile also viewed Change

Choose whether or not this feature appears when people view your profile o

SEO ON YOUR LINKEDIN PROFILE

_Like Search Engine Optimization and websites on Google, it goes for the Linkedin
orofiles and LinkedIn search. Optimize your profile to get found in LinkedIn search for
keywords you want to get found for.

There are several fields, where you could use your keywords:
e Headline
e About section
e CurrentTitle
e Current Job Description
e Past Title(s)
e Past Job Description(s)
e Publications
e Organizations
e Recommendations
e Volunteer experience
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e Projects
e Education
 |ocation - if you have the same location as the one searching, you have

dramatically more chance to be found
e Skills - together with endorsements they influence the searchability; when you
have at least one endorsement, your skill can enter the ranking

ADDITIONAL EDITS

Providing services
Here you can be salesy, telling your potential clients what you can provide. If you have

the option, fill in the information in Edit Business info.

Edit business info

Services provided *
Marketing Consulting v/  Brand Consulting v SNl BT gl e

Work location *

Slovenia

Profile location

I'm available to work remotely

Would you like to receive free business inquiries? Learn more

Allow LinkedIn members you're not connected with to message you for free

| ® Public v

Delete

Open to job opportunities
This is a signal to recruiters.
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Edit job preferences

Job titles *

Content Manager v/ | Social Media Manager v | Brand Manager v/

Job locations *

3
| Add location +\:'

Job types

|:| Full-time
Contract

Part-time

‘ ® Only recruiters a

I'm no longer open

TIP: Add more than one language to your profile. Linkedin will match viewers’
language to your available language profile. If there’s no match, your default profile
will be shown.

Take time to optimize your LinkedIn profile, because it really can make a difference.

PRONUNCIATION VOICE

You can add a 10 seconds voice to your name to show your visitors how to say your
name. This comes in handy if your name is hard to pronounce or it means something
silly in a certain language.

You can even be creative with the feature - you can record your name along with a
short sales pitch, invitation to connect, or registration for your workshop.
Sky (and 10 seconds of time) is the limit here!
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CREATOR MODE

Creator Mode is one of the latest and biggest changes on a LinkedIn profile. Creator
Mode is a setting on a LinkedIn profile for users that create content regularly. It is
created as a tool to grow your following, establish a presence, build a community, and
get discovered by more of your potential clients or other members.

If you turn the Creator Mode on, the Activity section focuses more on your content
rather than on every action, eg. like or comment on someone’s content.

You canturn it on on Your Dashboard:

S Creator mode: Off

11&afe AN
N |

-1 J;Hﬂy Network

I Selolriey AL e s T o e e R a2 0 - o = - =t
"IFT|.— 1& VOO S OYFiNed I.. = BEVanTs 401 INTerasi
A L i £ 1 01 | . 1 |

M Myitems

L o = ol P L Layh=pu Ll e L .

i SRR RO PR I L0 st e T
= ~ Y a Blckla &t Lircac and = :
2D rACK O YOLIN |O0Ss, COUrses ana articles,

Now that you have your LinkedIn profile up and running, jump to Section 4
LINKEDIN PAGE CHECKLIST to maximize the opportunities of your Linkedin page.

;»; www.mancakorelc.com | www.linkedin.com/in/mancakorelc


https://www.linkedin.com/in/mancakorelc/

3

LINKEDIN PAGE
CHECKLIST

Section #4

Manca Korelc ‘



HOW TO COMPLETE YOUR
LINKEDIN PAGE?

A LinkedIn Page is a dynamic marketing tool and in order to be successful with the
communications, we need tofill it entirely.

Through consistent posting and audience engagement, you can build a community
and encourage employees to participate in spreading the word, which can have a vital
impact on your organizational culture.

LinkedIn pages focus on the brand, not the individuals within the brand. This allows
your brand to have a human touch and identity separate from any people within the
organization. Relying on the personal brand of one person can be dangerous; if they
leave the company you can lose a big part of your brand identity.

According to LinkedIn pages with complete information get 30% more weekly views.
So take time for editing, and | strongly advise: do not copy-paste texts from your
website. You will be tempted, but do avoid temptation.

A LINKEDIN PAGE CAN HAVE THESE TABS:
e Home -the home of your content
e About - the About section
e Life-additional paid tab
e Jobs-aplaceforjobs
e People - all people related to your LinkedIn page
e Insights - additional tab with information, visible to Premium LinkedIn users
e Ads - a place for your marketing campaigns
e My company - for pages with at least 200 employees on LinkedIn

Do not worry, | take you step by step and element by element, how to optimize your
LinkedIn page for success along with best practices.
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ELEMENTS OF YOU LINKEDIN PROFILE

The list of all elements. Fill in your LinkedIn page and « them all.

PAGE LOGO

NAME

TAGLINE

BUTTONS

URL

OVERVIEW

DESCRIPTION

WEBSITE URL

O |0 |~ [ | ;AW N

INDUSTRY

=t
=

COMPANY SIZE

=t
=t

TYPE

=t
s

YEAR FOUNDED

=t
aJ

PHONE

—t
I

SPECIALTIES

=t
-y

LOCATIONS

=t
2N

HASHTAGS

=t
—]

FEATURED GROUPS
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Before you create a LinkedIn page you decide the type:

Create a LinkedIn Page

Connect with clients, employees, and the LinkedIn community. To get started, choose a page type.

L B: - i

Small business Medium to large business Showcase page Educational institution

Fewer than 200 employees More than 200 employees Sub-pages associated with an Schools and universities
existing page

HEADER PHOTO

In your header photo you can present your brand hashtag:

#CreativityForAll

o
i X
L

i = =

el

"‘ Adobe v Following *=*

Computer Software - San Jose, CA - 2,154,695 followers .
10 people from your school were hired here

See all 24,639 employees on LinkedIin =

Showcase your award:

JABIL

Jabil

Electrical & Electronic Manufacturing - St Petersburg, FL - 220,920 followers

Simplifying Complexity. Delivering Value.

+ Follow ‘ Visit website 2 See all 37,884 employees on LinkedIn =
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Leverage the power of colors:

N )
\ b
Y N
4 L

\ |
|1

Accenture

Information Technology & Services - Dublin 2 - 5,213,319 followers

New isn't on its way. We're applying it right now. )
49 people from your school were hired here

+ Follow ‘ Visit website 2 ‘ See all 399,493 employees on Linkedin =

Include call to action:

TIPS FOR LINKEDIN
PROFILES & PAGES

Follow. learn, use and share!

X

MANCA KORELC

Manca Korelc | LinkedIn Strategist
Practical tips how to use your LinkedIn profile & LinkedIn page to build brand and generate leads. Click

for freebies! [l

Professional Training & Coaching - Ljubljana, Ljubljana - 1,283 followers

Showcase your mission:

v Following ===

(REATE WHAT'S NEXT

MODERNA Retail - Cadempino, Ticino - 7,259 followers

Leading omnichannel, multi-brand and direct-to-consumer electronic retailer in Central
and Eastern Europe =
. ﬁ‘f} Miha & 20 other connections work here

Visit website 2 See all 1,490 employees on Linkedln =
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Show what you are all about:

CHANGE manage through crisis.

Salesforce

Internet - San Francisco, CA - 1,962,554 followers

We bring companies and customers together. )
38 people from your school were hired here

+ Follow ‘ Visit website 2 See all 41,216 employees on LinkedIn =

*some of these cover photos are not on the pages anymore, but | left them here on purpose as examples.

PAGE INFO

Edit

Header Select buttons to display on your page

Page info * indicates reguired

Custom button

Buttons Add a custom bution to drive business actions through your Linkedin page

About Button name *

i -
Overview Contact us

1
Locations

Learn more
Community

Reqgister

Hashtags
Sign up

Featured groups

Visit website

Manage languages }Lfi

MANCA KORELC

Manca Korelc | LinkedIn Strategist

Practical tips how to use your LinkedIn profile & LinkedIn page to
build brand and generate leads. Click for freebies! [l
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Edit X
Header Update basic information to increase Page Discovery
Page info Page logo
Buttons Q,O
About il
‘ 4
Overview

* indicates required
Locations
Name ™

Communi . .
i d Manca Korelc | LinkedIn Strategist

Hashtags 34/100

Featured groups LinkedIn public URL * &

linkedin.com/company | mancakorelc-linkedin ]

Manage lanquages L
J guag Tagline

Practical tips how to use your Linkedin profile & Linkedin page to build brand and
generate leads. Click for freebies! [l

120/120

Manage information in another language

Page logo

e This is the place for your company logo
e Select high quality
e |t can be up to 400 x 400 pixels with the maximum file size 4MB

AMZS

Your best partner for the road assistance and safe mobility. Become our member to stay safe anytime
and everywhere. [

Automotive - Ljubljana, Slovenia - 865 followers
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TIP: If your focus with the LinkedIn page is personal branding, you can add a
picture of yourself.

Name
Usually, itis the company name. If you choose to do so, lose the abbreviations: Inc.,
GmbH, and similar. You do not need it here, that goes on your website.

Tagline

You have 120 characters to fill the part. Use it smart - do not just copy the first
paragraph on your About us section on the website. Focus on the followers and the
benefit they will get from following your page.

TIPS FOR LINKEDIN
PROFILES & PAGES

Q/Q g Follow, learn, use and share!

MANCA KORELC

Manca Korelc | LinkedIn Strategist

Practical tips how to use your LinkedIn profile & Linkedin page to build brand and generate leads. Click
for freebies! [}l

Professional Training & Coaching - Ljubljana, Ljubljana - 1,283 followers

TIP: you do not need to present the entire portfolio, the content here can be to one
part of your services/products.

BUTTONS

Add one of the 5 different buttons:
e Contactus
® | earnmore
* Register
e Signup
e \/isit website
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These buttons actually give you ideas, how to use your LinkedIn page for! You can take
the visitor to your website, landing page, event registration page, newsletter page ... so
many options.

Change the button often. You can use it very effectively for a marketing campaign.

URL
This is the link that takes the visitor to the page. Make sure you change it synchronized
with the button and aligned to your goals.

Add UTM parameters to the link, so you track the visitor. Use Google Analytics
Campaign URL Builder: https://ga-dev-tools.web.app/campaign-url-builder/

TIP: if you are an admin, you can track who’s clicked on the button in the visitor
analytics. More on the topic at the end of this document.

ABOUT

OVERVIEW

Description

This is where you tell your audience what you’re all about. What product or service
does your company offer? What makes you different from the competition? Why
should they follow you? Share your mission, values, vision, story, and goals, as well as
what users can expect by following your Page.

We cover this topic in the next Section 5 LINKEDIN PROFILE AND PAGE ABOUT.
Website URL

To send visitors to your website to get in touch or learn more about your product or
service, be sure your website URL is included on your Page.
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Industry

Select one industry to your LinkedIn page, so the right people can find you. This will be
the one your LinkedIn page belongs to in search results, when potential clients,
vendors, or employees search for businesses on LinkedIn narrowing using Advanced
Search features like Industry.

Company Size, Type and Year founded
These are self-explanatory sections. Select the right options.

Phone
Add your phone number. If you have many, select the one that fits your goal the most.
Usually is the generic number, same as on the website.

Specialties (up to 20)

This is often an overlooked feature, but so important for the sake of SEO. Add the
keywords related to your business. You can do a little hashtag research on LinkedIn or
Google search to select the right terms.

LOCATIONS

Update locations to let members know where you’re based. If you don’t have a street
address, you can excludeit.

You can list multiple locations on your Linkedin Page. Add the address of your
headquarters, office, showrooms, etc.
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It looks pretty awe

Locations (10)

some (I used the page of LinkedIn):

| | i
nNraerd T8 THhe maD TO exnDiliore o |ocations
FTEETaLy WWIL LT Thdd b Al o LA L e

I I

COMMUNITY

HASHTAGS

Add up to 3 hashtags that matter to your page.

They are valuable for 2 reasons:
1.Your page can show in search results when your prospects are searching for a
specific hashtag

2.When you clic
to engage wit

K on the associated hashtag on your page, you activate to the ability
n listed content as your page instead of your profile - this is a great

way to expanc

your word about your brand
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FEATURED GROUPS
Add your LinkedIn Group or the ones you are active in to invite to the conversation.
Members can see and request to join your groups from your Page.

MANAGE LANGUAGES

You can manage your LinkedIn page in more than one language. You can configure
your Page in over 20 languages. Note that information won’t be auto-translated, you
must put it manually.

Awesome! We covered the About section of your successful page. Before we dive into
other Tabs of your page, learn about the SEO for LinkedIn page.

SEO ON LINKEDIN PAGE

Make sure your LinkedIn page is searchable on Linkedin.

Include sentences with keywords in your description. Google’s search previews up to
156 characters, so add the most relevant terms in the beginning. List keywords to your
Specialties you find in the About section with targeted phrases.

Create links to the LinkedIn page. Ask your employees to add your Page to their
current work experience and to the email signature. Link to your Linkedln Page
whenever possible on digital channels, like blogs, other social media, newsletters, etc.

TIP: for the keywords answer the question: what are terms and phrases that your
potential clients/partners add to the search field in order to find you?
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ADDITIONAL TABS

LIFE

This is a tab you get if you enhance your LinkedIn Page with Career Pages. It is a paid
feature. You can leverage the customizable Life or What We Do tab to provide an of life
at your organization with photos, testimonials, and more.

Show what you are all about:

W, e

Kotja Topandsd Jia kdokut

ek Tl Larh= o e ook !

Agiloon  vodilni SaEhrol parmear v Shavordfi

Vil 0 Agicoru

Sx pirvih ixbikanj v Agilconu

Dk v Aglicone

Iopociint & 2abodirila
Lakon ponchiafo prel diren W Agrhconi?
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Read more about Life tabs here:

https://www.linkedin.com/help/linkedin/answer/71212/editing-the-life-tab-or-what-

we-do-tab-of-your-linkedin-page?lang=en

JOBS

The Jobs tab allows all members to search for employment opportunities with your
organization as well as create job alerts for newly posted roles. With a Career Page
added to your LinkedIn Page, members will also see jobs recommended for them as
well as employees who currently occupy therole.

OQUTFITY

YWE Chalienge whats been

m Ziva & 11 other connections wc

Create job alert for OUTHTY

S ] .I-l;I'H =
P P B S = o

and chase what could be. And no matter what, we ahways bring our R-game.

noEts e iohs that match wowr interest

QUTFITY has 6 job openings - find the one for you.

o - - H -
nReCeENTY DOsTEa JO0s

Learning & Drevelopment

Specialist

©

Director of Product

Ad Dperations Specialist

Management - R&D

OF

See all jobs
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How to complete your LinkedIn page?

Users can create a job alert to get notified when jobs matching their skills are posted
onyour LinkedIn Page.

PEOPLE
This tab is most personal on the LinkedIn page, where you can show all your
employees. When you are doing the research yourself, this tab helps you to find out

more about the company. You can search the employee by title, keyword.

There s a lot of information about people:

e Wherethey live
e Where they studied
e Whattheydo
e What they studied
e Whatthey are skilled at ® Medex (Mo
® HOW you are Connected B Home About Posts Jobs People . Insights Videos o
’.ﬁ T e | P
Illp o r
’ . e
Mojca Zontar - st Borut Gale - 1= joze kos - 22
Key Account Manager at Medex | Production Manager at Medex profzviodnja at medex
2‘ 55 shared connections a 28 shared connections
I:: Message ;'I IH Message :::I fr Connect ::|
“',-f' i'nF @m il = aﬂr - iﬂ;ﬂ‘ (£ meoex
a . #. ‘1
Te;a M1zlguj Ema Mlklamc Alenka Pirnar
) 2 irchasing Manager at Medex
at improves lives wath... © dos Slovema :-::::*'!:3-'.;_ that improw..
2‘ B3 shared connections R 30 shared connections E‘ 43 shared connec tions
Ii: Message ::I f:: Connect ;'I I.r: Message J,I
Martin Kandus - st Marusa Maticic - 1=t Marija Studen P... - 1st
"FO and Co-founder at BiteMe HE Manager at Medex | Compam CHO at Medex | Company that
ﬂl T4 shared connections o 248 shared connections 9 245 shared connections
4 b g g o
I\h Message ; J L\x Message J__J l*._ Message \)
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INSIGHTS

For Premium Business user’s additional information (based on LinkedIn data) about
the organization is available on Insight Tab.

Total employee count
The number is based on activity as reported by Linkedln members employed at this
company.

Employee distribution and headcount growth by function
Based on profiles of Linkedin members employed at the company. Growth is
calculated based on employee count over specific time periods.

New hires

Based on profile information as reported by Linkedin members reported at this
company. Senior management is defined as employees with previous or current titles
as Vice President or higher but could vary by sector.

@ PREMIUM
Total employee count @

817 . 3% . 5% . 17%
total armolouvesc A vt Tor eyrenarkh 7 }

- -
sl A 1 11
Lo LR LY r

(0 Median tenure - 4.8 years

@ PREMIUM

Employee distribution and headcount growth by function

Functions »

D = e D b B = = gk
® Programand Project Managemeant
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ALUMNI

The Alumni Tool Plugin is made for schools to showcase graduates' careers and
creating connections among alumni, students, and donors. It uses the information on

LinkedIn profiles and can help the school to stand out with information. Potential
students and their parents can learn about the school culture.

ADS

Here you can users see your marketing campaigns/ads. This is a great place for
competition monitoring.

1 {1 b . p ‘
scaling companies.
‘B
HubSpot
We help companies build remarkable customer expenences with 3 CRM platform that's designed for
soale
mernet - Caminnidge. Massachusems - 804 30
@ Mazrel-& 4 pther conpnections Wwork herg - 5172 employess
[ Visit website € ) [ More )
Home About Products Posts Jobs Lifie People Insights More =
All Imiages Videos Articies Dlocumeants @
"
Hub?pﬂt The viriuz! gvens: for marksting, saies, and customer sxpenisnos professionals om
@04 306 followers Zoross Australis and Mew Zesland.

GROW ANZ | 2nd September [ Amtend |

CONTENT SUGGESTIONS

It is the place where you can find content ideas for your next LinkedIn post or stay up
to date on certain topics.

Type in Industry, Location, Job function, Seniority, and Topic to get the articles listed.

V
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Trending Articles Employee Milestones _omy

-, =y | = -
Pamy PREeEWs

See what articles are trending on Linkedln for the last 15 days @

Estimated engaged audience size @

o Simone Biles' sponsors stand by her after she withdraws from Oly... &
50,000+ ’ 1 Simone Biles' sponsors offered statements of support Wednesday following her decisio.. (" gpgra w» )
W m : . ;
Filter by
(") Page followers o - . oy -
- - i People are quitting their jobs in record numbers—here’s why it mig... &
\_J) Employees o Ba | eading experts on happiness on the after effects of quitting your job and how to prep.. [ Shase # )
s = e CHEC ' '
Industry
. 4 ! Liquid Death Mountain Water - Regional Sales Manager - BevNET.c... &
SR R R lqm BevNET Beverage School is an on-demand, video-based learning tool and online com... e ¥ |
S NIOCNTAIN WATER
| | Ma A Judge Rules in Favor of Monster in VPX Trade Dress Lawsuit &
o A federal judge in Florida ruled this week that Monister Energy Corp. did not viclate the...  ( ghare w )
Location o Al EE] i
Job function +
Pepsi opens new attraction at Hersheypark &
Seniority ¥: Candy and soda rake a great team. [ Share * |

SEO ON LINKEDIN PAGE

Make sure your LinkedIn page

o

is searchable on LinkedIn.

Include sentences with keywords in your description. Google’s search previews up to
156 characters, so add the most relevant terms in the beginning. List keywords to your
Specialties you find in the About section with targeted phrases.

Create links to the LinkedIn
current work experience anc

nage. Ask your employees to add your Page to their
to the email signature. Link to your Linkedin Page

whenever possible on digjtal

nannels, like blogs, other social media, newsletters, etc.

TIP: for the keywords answer the question: what are terms and phrases that your
potential clients / partners add to the search field in order to find you?

Vs
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LINKEDIN ANALYTICS

This is a place, where you will track your success. Analytics is divided into three
sections:

e Visitor analytics - shows aggregated metrics across all tabs and metrics for
individual tabs

e Update analytics - engagement metrics for your organic and sponsored updates
over time. Show aggregated metrics across all updates and metrics for individual
updates. Sponsored metrics include Sponsored Updates and Direct Sponsored
Content.

e Follower analytics - follower metrics.

TIP: monitor once a month.
Now let’s dive into each of the three.

VISITOR HIGHLIGHTS

The total number of page views and unique visitors over time. Data is measured across
desktop and mobile for logged-in Linkedln members.

Unique visitors are calculated daily and are not de-duplicated over multiple days.

Visitor highlights

The total number of page views and unique visitors over time. Data is measured across
desktop and mobile for logged-in Linkedln members. You can filter Visitor metrics by
Time range, All pages or individual, and Metric (Pageviews or Unique Visitors).
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Visitor demographics
You can filter Visitor demographics by Job function, Location, Seniority, Industry, or

Company size.
Visitor analytics @
AT znghtics dates sjﬂl: times g2 deptayed m UTC

Visitor highlights &

Chria for the Bt e 2R R0 - 30852020

259 -z23% 103 ~a1% 18 »o
FEge views Unigue visitors Custom button clicks
Visitor metncs 8 Time range: Mar 9, 2020 - Mar 23, 2020 * Page: All Pages »  Metric Page views w

Aggregate desktop and mobile raffic. of l.__)

Face viee

B ]

OF Desitop 3 Mobils
Visitor demographics @ Time range: Mar 9, 2020 - Mar 23, 2020 *  Data for: Job function =
Top job functions
Marketing 24 S 240
Media and Communication 10 I 105
Business Development g I oo:
Education g I oo
Sales o I oo
Information Technology 7 I 75
Legal & I -5
Arts and Design . N s
Consulting s I -
Operations s IS oo
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UPDATE ANALYTICS

Update metrics
Aggregated engagement metrics for your organic and sponsored updates over time.
Sponsored metrics include Sponsored Updates and Direct Sponsored Content.

The time range filter applies to dates when your updates were viewed by LinkedIn
members.

Impressions count when views of an update are at least 50% on screen for at least 300
ms, or when it is clicked, whichever comes first.

Engagement rateis calculated as:

Clicks + Likes + Comments + Shares + Follows
Impressions

Update engagement © Time range: Feb 9, 2021 - Aug 9, 2021 ~ Show;

Update title Posted by Created Impressions Views Clicks CTR Reactions Comments Shares Followes E

9 Types of Video Every Business Must Have
Manca

to Succeed 9./0/2021 249 = z 2 0
S : Korelc
| FOHowWers COEE
@ PODCAST: Let us talk about fear on :
b E 5 an c “:
Linkedin. &) Why are we so afraid of som... Manca 8/4/2021 343 - 14 4.08% 7 0
All Foll B S
| FTOHowWers SR
Did you know you can get a copy of your ;
s — o =11] B Iy =
data on LinkedIn? £ LinkedIn says our... Manca 71272021 185 - 4 2.16% 0 0 0
Al Fall B B
| TOHOwWers CHOEL
T tips for 7 activities — 49 times how to do
1 S Manca £ . A -
the sLinkedin-ing« right: : 1712172021 339 - 1 3.24% 6 0
. b He B Korelc
| TOHOwWers BoOEE unavasiaple
Ways to Get the Conversation Started With 1
2 nan = . .o 4
Linkedin Messaging Manca 7/18/2021 241 : 5 207% 1 0 0
. . Korelc
| TOHOWers ChOER
Did you know you can set your Linkedln 1
u 2 -_r nan P i
profile to Open profile? @ This goes for a... F_‘ i 7/6/2021 105 2 [ 4 0 0
S : Korelc
Al TOEOwWers OOEL
3 tools that make your Linkedin life better
g B - 0 I‘
and much easier $§ Canva.com, Voice.. E'anfa 6/20/2071 287 ) a 2,075 + 2 0
orelc

All followers  Boost

Winning the War for Talent: Why Marketing
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Update engagement
Engagement metrics for individual updates and is updated in real-time. Data for
Sponsored Updates is a total of organic and sponsored engagement.

The time range filter applies to the dates when your updates were created. All dates
andtimesarein UTC,

Video views are limited to the past 6 months.

This is where you can track the success of your updates. For each post you can see
these metrics (if you hover over, you see the description):

Posted by:

e Updatetitle
e Created

* |mpressions
e Video views
e Clicks

e CTR

e Reactions
e Comments
e Shares

e Follows

* Engagementrate

FOLLOWER ANALYTICS
You see the names of your followers and a lot of demographic information about
them.

You can sort data by Location, Job function, Seniority, Industry, and Company size. It is
a valuable resource if you are reaching your target market with a LinkedIn page.
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NEW: you see who your followers are.

In the end, you have a list of companies to track and their Total followers, New
followers, Number of updates, and Engagement rate. Again competition monitoring
resource.

ACTIVITY

This is your corner to track social notifications: Reactions, Shares, Comments, and
Mentions.
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ADMIN TOOLS

For all the admins there here is your playground for the Reach and Setting of your
LinkedIn page. There are several features and let me explain each of them.

Invite connections

It is a practical feature to send invitations to follow your page and grow the follower
number. Please, be careful with this and only send it to those you know in person,
otherwise, you can sound pushy. Do not use this feature until your LinkedIn page has
tons of valuable content first.

Invite connections to follow

v" Only invite people you personally know to ensure a great experience for your network
‘.

f your connections are responding to your invites. Learn more

You can only invite a connection once to follow your Page.

Sponsor an update
It takes you to the Campaign manager to set the campaign. This is where you
sponsor/invest money into updates.

Postajob
It takes you to a new landing page to start creating a job post campaign.
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Create a Showcase Page
Showcase page is a subpage, dedicated to a sub-brand, certain product, or service.

Create a Showcase Page

Showcase Page name

Linkedin public URL ®

linkedin.com/showcase/

Cancel

Want to learn about Showcase Pages? Visit our Help Center

Manage admins
Here you can add new admins to your LinkedIn page. Look at the for Page admins (left
image) and Paid page admins (rightimage):

Assign an admin role @

Super admin
This role manages everything on the Page. It's the only role that can edit the
Page and manage all admins.

Content admin
This role posts and manages content, comments as the Page, and exports

analytics.

Q Analyst
This role only views and exports analytics on LinkedIn and will have limited
access on 3rd party partners tools.

Assign admin roles @

Sponsored content poster
This role creates Sponsored Content ads on behalf of your Page from a
LinkedIn Ad account. The ads aren’t shown on your Page feed.

D Lead gen forms manager
This role downloads leads from your Page's LinkedIn Ad account.

Pipeline builder

This role manages recruiting-focused standalone Pipeline Builder pages.
Your organization needs to be provisioned with a Recruiter contract to
create Pipeline Builder pages. Learn more
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Edit public URL
LinkedIn users and search engines will use this unique URL to find your page.

Public URL

Public URL

linkedin.com/company/| mancakorelc

‘ Cancel‘

Linkedln members and search engines will use this unique URL to find your page. Learn more

If you need to see your LinkedIn page as a member, not admin, click this button:

{i Manca Korelc LinkedIn Specialist = Admin view ‘ View as member ‘

Home Content Analytics = Activity Admin tools »

Deactivate page
If you decide to close it down. See as well: View Help Center, Give feedback and View

Pages terms.

NEW: 3 LinkedIn page features that help you with employer branding

Employer branding is a topic that is becoming my favorite besides the content on
LinkedIn. The promotion of your company by the people who work for it (a definition

by LinkedIn). Or in other words, how to motivate your employees to start and stay
active on Linkedin.
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Itis a tough one, actually.

When my clients ask me: How to motivate employees to stay consistent on LinkedIn? |
do not have a straight answer.

But lately, LinkedIn gave us some AMAZING features on LinkedIn pages that help us
organize with and stay consistent.

They are still just features if we do not do the work. But the work is much easier with
these features.

But first things first. Let us start with the basics. | used a LinkedIn article to help me
with these concepts.

Whatis in it for the company?

1. Marketing

On average, researches show that employees collectively have social networks ten
times larger than a corporate brand. That means employees can drastically extend the
reach.

Employee shares are seen as more authentic than corporate shares, and people are
more likely to engage with the content. Employee shares have double the click-
through rate of corporate shares. Thatis a lot!

With these facts in mind, we can see employee advocacy can reliably boost brand

awareness, increase followers to your LinkedIn page, and even generate leads for the
sales department.
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2. Sales
Social media presence is a necessary component of modern sales. In the B2B space,
too, buyers are using social media to help guide their purchasing decisions.

Employee advocacy for salespeople can help increase the number of sales-qualified
leads, attract and develop new business, shorten sales cycles, and bring in new
revenue streams.

Salespeople who regularly share quality content are 45% more likely to exceed quota.

3. Attracting new talent

The marketing department is not human resources, BUT recruiting is partly a
marketing function because attracting top talent requires a sterling brand reputation.
It’s marketing’s job to develop that reputation.

Empowering your employees to share experiences and impressions from their own
perspectives can communicate these benefits in a more authentic and relatable way.

Whatis in it for the people?
This question is perhaps even more important, but tougher than the previous one. The
benefits are similar:

by building an employer brand an employee builds a personal brand, too. And with that,
he or she can benefit to attract more leads - that benefits both parties, the person, and
the company.

It is usually a tough start. To teach them how to use LinkedIn (this is where | comein) is
just the beginning. Staying consistent is key.
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What are the steps to be successful:
Itis not a short list, but I strongly believe it is worth it:

e Define goals and objectives

e Gain buy-in from executives and leaders

e Assemble a team of content curators

e |dentify social stars

e | aunch youremployee advocacy program
o Keep onfilling the content pipeline

* |ntegrate existing platforms

e Ongoing optimization

e Analyze and communicate results

| will not go into details here. What | DO want to talk about is:

HOW LINKEDIN PAGE IS HELPING YOU WITH YOUR EMPLOYER ADVOCACY
PROGRAM?

| am talking about free features on your LinkedIn page, that you need to know about.
This is really challenging - how to organize the content, people, and technology. | hope
to give you some ideas!

1. RECOMMEND TO EMPLOYEES

Visit this link to find it (insert your admin page number into XXXXXX):
https://www.linkedin.com/company/XXXXXX/admin/recommend/

If you do not have it, you will land on your Home.
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m Q Search
Home

My

@ Medex Super admin view

All Pages = Content Analytics = Activity @
Recommend to employees
0
&) fhoto 3 Video

Recommendations

0

0%

Posts from recommendations

0

Reactions to posts

0

Comments on posts

0

Reshares of posts

Curated by Eva Kern » 45m

0%
predstavijata Medexovo zgodbo druZinskega podjetja.
See translation

0%

0%

ﬁ Document

Curated by: All ¥
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Network Jobs Messaging  Notifications MeWw Work ¥ Post a Job
(View as member)

Admin tools ¥

-

Need ideas of what to
recommend?

Discover content to recommend in content

suggestions

View content suggestions

This is the best place ever! Here you can upload different content, links, videos, photos
.. to give your employees content they can use. All they need to do is click Start a post,
add their words and click Post.

Here you can see Eva Kern added this content (thank you, Eva, for letting me use your

page!)

m Q Search

Home
@ Medex Super admin view
All Pages Content ~ Analytics = Activity
Analytics ‘
Last 30 days ’ Recommend to employees
&l Photo B video

H =
Aa
My Network Job Messaging

E Document

Curated by Eva Kern « 1w
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And what is important - they use the Post, not the Share button, which helps to get
more Views.

H - .
m Q search L] : =
Home My Network Jobs Messaging Notifications Mew Work Posta Job
v Following Visit website ' NERNITERY

People Videos I

Welcome to your employee-only experience

®

9
P
©

Home My Company About Posts Jobs

Share recommended content from your company, see what people are
saying about Medex, and connect with your coworkers .
Recommendations from Medex See all
Curated by Eva Kern » 47m
Ste Ze prebrali v Marketing magazinu? Alesa Mizigoj
in Martin Kandus ta mesec predstavijatal ..see more

See translation

Show more ~

[ Start a post

2. EMPLOYER ADVOCACY analytics

Once your employees use that content (works only with that content under
Recommend for employees), you get some stats:

m Q Search ﬂ

- = (-] 2 &
| Nat M

Home My Network obs Messaging fications cw Work w 539 av

Medex Super admin view (View as member)

All Pages Content « Analytics ~ Activity Admin tools ~
Employee Advocacy analytics @

All analytics dates and times are displayed in UTC

ja——— . .
Start tracking your recommendations to employees

— (® See what impact your recommendations are having on your Employee Advocacy program

Highlights @

Employee Advocacy metrics @ May 2, 2021 - May 31, 2021 «

. Comments | Reshares |
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| blurred the numbers but you get the picture what LinkedIn gives you.

Employees posting from recommendations @ May 2, 2021 - May 31, 2021

[ Job function Location

Linkedin members reached @ May 2, 2021 - May 31,2021 «

Companies Location | | Seniority Job function

Here you see which content performed best:

Recommendation engagement @ May 2, 2021 - May 31,2021 ~

Curated Date

Recommendation title Posts Impressions Reactions Comments Reshares
by created
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Isn't this just amazing?

Your LinkedIn page is the content hub, so your employees do not have to search for the
content.

| got some feedback and my clients say this is really useful.

3. MY COMPANY TAB

It is an amazing helper to stay in touch with the content of your coworkers. This
content here is for employees only. You need to have Work experience with the
LinkedIn page of your company on your profile to have access. | used Httpool
company to showcase this (I do not work there, but | do have the Work experience on

my profile as their Business partner).

celerate . Global Growth

httpcol

Httpool

'__ = @ =y L I e
ting & Advert sing - 54,231 TOHOWETS

iw Eva other conne ections work here - 518 employees

v/ Following (VISH’ website & ) More _:'

Home My Company About Posts Jobs Life People Insights More -~

Httpool today

13 coworkers recently joined 8 coworkers recently

Httpool celebrated work anniversaries

1 »

: +10 e = +5
@ & (o < G &

Michael, Rohit, Nikita & 5 others

1 e - 1
I I POy Py o BB a5, o 5 el
lva, lustyna IAars L U Oers
J .
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V

Trending coworker content Seeall ¢ @

Sarunas Sakalauskas - 1st ses
Linkedin Enthusiast € Linkedin Partner Direc...

|
Id = Edrited » G}

Gali bati, kad pasikartosiu, bet pradejus atstovaut Klausimas "Kuo bdsi uZauges?” niekada nebuvo

Linkedin, raidZiy junginj IN pradéjau maty ..see more lengvas, bet fiandienos vaikams ... uff. ..588 more

Merkmé

o ® -2 99 D © -2 9

Like Comment Share Send Like Comment Share Send

What you can do here on the My company tab:

Share organic posts and content curated by your marketing and talent branding
teams to build employee advocacy - AHA!

Measure employee advocacy with analytics

Access a trusted, employee-only community on LinkedIn

Celebrate one another, with quick insight into new hires and coworker milestones
Interact with one another, by engaging with trending LinkedIn posts from their
coworkers

Connect with one another, through dynamic suggestions based on their location,
team, and shared coworkers

In short - it helps you to have all the posts you want to engage within one place.

Huh, a lot of information, right? But | still have some more tips for you around the
question of What else you can do to help.
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Prepare the CONTENT FOLDER for your social stars:
1. Cover photo - prepare a few examples your colleagues can use.

What a lovely bee photo, don't you think? ©

= VL

Alesa MiZigﬂ' - st @ Medex d.o.o.
CEO & Owner at Medex| Company that improves lives with .
innovative and natural food supplements | Honorary Cansul of g Jniversity of Ljubljana

Canada in Slovenia

2. A copy part for the Headline

Like Nastja has: Brand with natural cosmetics, healthy food, and supplements

Nastja Kramer Pesek - =t /. Malinca

Co-founder at Malinca - wealth of health | Brand with natural
cosmetics, healthy food and supplements | Trusted by meore than
200,000 customers | Shopper's mind category award for 7 years

Sloventia « Contact info
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3. Links and media for Featured

4. Prepare the copy about the organization for the About section

5. Alist of Skills - use Google Ads, Google Analytics to find the most relevant

6. The instructions on how to integrate the right LinkedIn page into Work experience

7. Help your employees with the content - use the features we were talking about in
this article; remember, this is the hardest part for them.

If they know what to post, where to find it, and what are best practices are, you can
expect consistency.

Do not forget about the Notify employees button by each post:

¥, ol il e b
O Notify employees

Now, this s a big pile of tips and tricks!

Awesome! You have edited all your elements for your LinkedIn page, now jump
to Section 5 LINKEDIN PROFILE AND PAGE ABOUT where we dive deep into how
to write the About section.
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LINKEDIN

PROFILE AND PAGE
ABOUT SECTION

Section #5

Manca Korelc ‘



HOW TO COMPLETE YOUR
ABOUT SECTION?

This section is very important because you have a lot of space to share who you are (as
a person or a company), what do you do it and whom are you helping. Think of your
summary like being in a networking event, talking with a person, that asks you to tell
about yourself.

LINKEDIN PROFILE - about / summary

The About section on your LinkedIn profile should read like your personal business
story with an answer “What is in it for me” - your potential clients/business
partners/employees. It is not a resume or your biography.

Do not just write facts, but tell stories - write the first person as you would talk to
somebody.

What information to put in your about:
e Start with a catchy opening sentence to invite visitors into longer reading

e Explain your present business role - share the problems you solve, for whom, and
how; demonstrate your skills and industry knowledge

e Presentyour unique selling proposition

e Use storytelling and do not be shy to add your personality - show your goals,
ambitions, and motivations; use words that show who you are as a person, not just
a professional

e Be customer-oriented, speak to your target market

e Avoid overused words like strategic, motivated, experienced, and creative

e Highlight your accomplishments, references, testimonials, projects, or results

e You can add your hobbies and other passions to show who you are outside of work
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e Add your specialties/skills: this is a great way to add keywords four your profile
searchability

e Call to action - what do you want your visitor to do next: send an invitation to
connect, write an email, download an e-book, etc.; choose one and add it in the
end.

Follow this sweet formula with 3+1 elements for your Summary:
e Company branding: Present company/organization, showcase your unique selling
proposition, etc.
e Personal branding: talk about your role, skills
e Callto action: register for the event, download a piece of content (do not forget the
UTM parameters to track the results), etc.

TIP: you do not need to add every element, you can puzzle them the way you wish.

Micah Day
Head of Mid Market Sales

About

As the Head of Mid-Market Sales at The Muse | focus mainly on coaching and optimizing my sales team but | also have
the opportunity to collaborate cross-departmentally to improve internal processes, create sales enablement tools and
weigh-in on our go to market strategy. My life at The Muse allows me to do a variety of things but being able to grow a
world class sales organization with the best talent and a revolutionary solution is what makes this a labor of love for me.
As a hiring manager at The Muse, some of the things | look for in top talent here is belief, curiosity, creativity, tenacity, a
strong work ethic, a provocative thinker and a strong personality.

| am proud to work at a female founded tech company that strives to be the most trusted and beloved career platform,
connecting individuals and companies on a more authentic level. No matter how you look at it, The Muse is the future.
We are disrupting the industry and partnering with companies that value their unigue culture and see externalizing that
culture as an investment in their success. While there is no right answer for company culture there is a right way and a
wrong way to attract potential candidates, especially today's workforce. We have the blueprint; we know what
companies want from employees and we know how to find them efficiently. My Muse team is brilliant, driven and
obsessed with what we are building.

I'm never not working or thinking about work. Just kidding ... kind of. I'm highly competitive against myself and others.
Soccer is my sport and have played competitively my whole life (and still do). I'm a realist. | love the challenge of being
told 'no’ and turning it to a 'yes'. | have a black belt in Isshinryu Karate and am an accomplished equestrian. My
superpower is my tenacity and my personal mantra is ‘never leave anything to chance'.

; www.mancakorelc.com | www.linkedin.com/in/mancakorelc


https://www.linkedin.com/in/mancakorelc/

How to complete your about section?

Dina Louie
Marketing Executive | Digital Strateqgist | Creative Ideation

T Lpi = T

| believe there is always something to learn, and with digital media’s rapid pace, there's always something new! | enjoy
collaborating with others (either in person or virtually) to gain different perspectives to refine strategies. A/B testing is
actuzlly “fun” to me and | love the insights testing provides. {It's key to optimizing campaigns and maximizing ROI!) With
the plethora of data sets that exist in today’s marketing and business world, my perpetual curiosity drives the analytical
side of my brain as | search for (and find) answers about why tactics are performing above or below expectations.

There's rarely a dull moment in my workday and | like it that way.

ool A few key achievements desde

" Developed in-house digital marketing teams which allowed us to save/reallocate 9% of annual marketing budget +
develop internal talent

" Optimized multiple digital channels (SEM, Social, Video, Email, Programmatic, Mobile) to consistently achieve a
blended Return on Investment of at least 12:1

#" Revamped reporting processes using visualization tools which resulted in a 50% reduction in manual reporting hours

w4 Marketing technologies/skills ===

F Search Engine Marketing (SEM): Doubleclick Search*®

F Social: Facebook, YouTube, Twitter, Instagram, Hootsuite

F Programmatic/Demand Side Platforms (DSP): Doubleclick Bid Manager*, MediaMath*

F Ad-servers/Dynamic Creative: Doubleclick®, Flashtalking®

F Email /CRM: Silverpop®, Responsys, Mailchimp

F Analytics/\Visualizations: Microsoft PowerBl*, Adobe Analytics, Google Analytics, Google Data Studio

*denotes contract negotiation and/or implementation

el Contact e s e

[ dinalouieatwork@gmail.com

About

7

Linkedin can help you to build your professional (personal) brand, credibility, business relationships, and trust. Hers
you can find new clients, employees, busines:s partners. colleagues. jobs, great content.. But are you doing evenything

to take all the bensfits?

| am here Lo teach you how to use Linkedin to build (employer] brand and generate leads And besides that | will
help you to eliminate the fear. The fear of posting, the faar of =what will they say=, the fear of =what will ry boss

saye.
HOW CAM | HELP?

Together we will organize a set of Linkedin workshops [onfine or offling) for your B2E marketing, sales, and HR teams

for learning how toc

" optimize Linkedin profile and page
" create compeling contant

" find new dients and be successful with social selling
" start and stay with an employer advocacy program

" stay up to date with all things Linkedin

To be truly successful you need rmwch more than just a static Linkadin profile. Let me teach you the sdence behind

social selling and help you find your Linkedin magic.

LET ME BE YOUR LINEEDIN TRAINER AMD THERAPIAT

[] Send me an email 1o rmancaEkorelcsi and let’s start a conversation

WANT SOME FREEBIES FOR A START?

Visit mancakoralc.comyfresbies to get 3 free e-books Linkedin page checklist, 140 content ideas, and anatomy of a

great Linkadin post.

WHY AM | THE BEST FIT FOR YOUR LIMEEDIN TRAIMING?

When | first started my own businzss in October 2014, | asked myself a tough guestion: "How can anybody hire me if
nobody even knows | exist? 50 | set up my Linkedin profile and started writing. | jumped out of entrepreneurship a
year kater but continued creating contant. From October 2017 | have besn an entreprensur again with big results on
Linkedin.

| am living proof, that Linkedin works. Let me teach you how it can work for you too.

| WROTE A BOOK ABDUT LAKES

| created a project Moja jezera (2ng. My lakes). The story is simples oycling to all Slovenian lakes. The website
wwwImojajezerasi i becoming a true online lake lexicon or as | call it a mancydlopedia. At the time of this writing, it
has more than 1310 akes.

=THE SLOVEMNIA LAKES= BOOK IS AN ODE TO THE LAKES
The Slovenia Lakas book has mors than 500 photos, 312 pages. 101 Slovenian lakes presanted. and the entire soul of
the biggest lover of lakes in the world.

BUY THE BOOK: bitly,/ TheSlowvenialakes3ook

www.mancakorelc.com | www.linkedin.com/in/mancakorelc


https://www.linkedin.com/in/mancakorelc/

How to complete your about section?

Gijo Mathew
Chief Product Officer at VTS, Inc.

Rt

About

| love to dig into customer problems and solve them with modern technology. | create, scale and optimize business
portfolios that matter. To accomplish this, | focus on delivering key outcomes, building amazing teams and quickly
adapting to new learnings.

| have enjoyed many executive positions throughout my career in product management, product marketing, technical
sales, engineering, and strategy. My personal and professional experiences have taught me the following about myself:

| can successfully scale up software businesses from $5M to $1B in revenue.,
- | put the customer at the center of all that | do.

- | excel at the execution of big ideas with given constraints

- My gut instinct is good but | seek data for my decisions

| can align, lead and grow world-class product teams from 10 to 100 people.
- | love to win, but helping the team win gives me greater joy

- | zpeak tech and exec

- | tell great narratives that motivate

- The buck always stops with me

| educate, refine and drive myself to be a better person
- | am constantly learming because | never zettle

- | stay calm when faced with adversity

- | focus on making high-quality decisions

| enjoy meeting new people and hearing new perspectives. Reach out if you want to talk to me about emerging tech,
creating software products or baseball.

Professional Skills

Product Management | User Experience (UX) Design | Product Analytics | Team Development | Market and Pricing
Analysis | Strategic Planning | Product Development | Product Roadmap | Portfolio Strategy | Business Development |
53aS | Agile Development | Marketplace Platforms

Domain Knowledge
PropTech | Commercial Real Estate | IT and Data Security | IT Management Software | Enterprise Software | Small
Business Software | MarTech | AdTech

LINKEDIN PAGE - about

The About section for your LinkedIn page has similar guidelines like your profile. Like

the profile you can break text in paragraphs.
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How to complete your about section?

Answer these questions:
e What is your mission & vision & positioning — be specific
e What are yourvalues - this is especially important if your goal is employer branding
and hiring the best talent
e Products/Services - you can be a bit salesy in this section to present what you
provide
e You can highlight your CEO, sales reps, HR manager, or other employees

Make your LinkedIn page easy to find, so fill your About text with keywords. Specialties
are a great way (we talk about them in Section 4 LINKEDIN PAGE CHECKLIST) and here
you can add them in the end in bullets as you will do for your profile.

FORMATTING - FOR PROFILE AND PAGE
e You have 2600 characters on profiles and 2600 characters on pages - use all of it

e Before you click on More you will see 220 characters on desktop, on mobile you 92
characters - the first pile of sentences matters most

e Create white space - on the internet, it is hard to read long unreadable long
paragraphs, so break the text and use bullet points

e Help yourself with mini headlines: What | Do, What are my passions, How can | help
you, Why it works, What others say...

e Add rich media to present your portfolio, a short promotional video, presentations,
etc. (you can add those to Work Experiences, too); check if you have the Featured
feature to present it there

e Use emojis to enrich the text, but do not overuse it

Link to emojis: https://emoji-m.firebaseapp.com/
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How to complete your about section?

Home Overview
Digital dons differenidy. Accelersie growth and brand ransformaton for success in
About .
the digital worla
Jobs A technoliogy-fed digital agency, backed by data innovation and top industry
=xpearts: We build brands ondine by combingng robust technology and digital knoa-
Pecple howy. Wie reinspired by everything that tschnology enzbies, but we rz also aware it

means nothing without the big dsas that make a powerful Impact
malgs it ot our degkcation and wndsrsianding of 1005y s weD technciogies are unsurpassad By
oornceEning stret2gic approach and cutting-edge solotions. we healp our clients =iay 3
Ads :t2p ahsad of compatitors and allow them 1o increass market share From futurs
vision To exacution, we thape new meaningful connections between peopis and
brands and boald long-term relationships.

e help our clients put their users first by making the compizx simple 2nd wisibis
no matter the digsal medium. We combina brains and new technologies to re-
credgte connections and design better solutions. Cur mission is simple we help cor
chients not just thrive, but lead in the digisl age

Wisit:
> > WALIpTomLEY
=3 WYL IDrOmLS:

Lets’ zet Social

» > Facebook: hitpe Ve T2oebook comylprom. sif

=& Tyaer: hitps, /twitter.comyiprom_si

» » |nstagrans hitps wewinstagram.com iorom._sgaency

Website hitp/fwarwipromesi
Industry hWarksiing & Advertizng
Company size 1%3-S0 =rmployees

GB on Lenkadin {3)

Type Privataly Held
Founded 1293
Specialties Diglital consultancy, Strategy & Inmovation, Big Data

Anabrtics & Predictive Analytics. Technology &
Development, Intarmet OF Things, Degital Brand Sratagy
Srategec Digrtal Media Plenning. Machine Leamang Ad
Serving. and Programmatic & RTE Buying
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How to complete your about section?

Home Overview

Weleome to Linkedin page rum by Manca Korele ithat will be me §). one 6f th
biggest ambaszadors of Linked'n in Slovenia

About

JO0

WHAT | D | teach B2B companias how to-use Linkedlin tor I'I'u:l'-I"'-"El andad sales:.

hot only teach; | gve you TOMS of motivation tostart posting and building

People credibility and trest ._"f_—,.

You can read more about me and my serices in the Expenence saction on my
Insights B PREMIUM wtmcely : o S -
Linkedin profie [ hrps e Binkedincomyin/mancakorel

Ads WHAT IS THIS LINEEDIN PAGE ABCUT:

Samce Linkedin Dages are THE next Elg snd effective th ey O LAREEdh, | Oeniden

anally. huht] tojump into this ke of oppoionities.
WHAT CONTENT WILL ¥YOU BE FOLLOWING HERE

o Handpicked articles from the best sooal medis orgenizstion: and profezsionals
Duthers around Sinkedin. Ssociaimediz. Foontentmarketing, Ssocialzelbng
Zemplc) "rL'an:IIn;

v practoal Tos how 1o uss Linkedin Logetner watn regtures, that often Qet mgssed

'Z-_._.' 1o leam? CHck the FOLLOW bButton 5C you 0on T ress the comtent, that wa

_|:'_.-.-..'[ g::res_:‘“ﬂ_ vedin fzzer |:-..' ol Mead 1O 2 ‘JCE first!

Would you like 1o connect’
Ll s=n2 M= 3 .:" ‘aie MESEa0e — RcE commacted? Send me an invitation. Do not
forget 1o add 3 nowe!

Ready to dio business with me!
] manca@kerelcs
B 041 344 505

WHY AM | THE BEST CHOICE FOR :LI"'-I KEDIN'

When 'lr“ started my own basiness inCctober 2014, 1 asked mypseif 2 tough
gquestich; "How can anyipody hers me 1 nobody even bnows | exst?” 8850 1 set up
myy Linkedin profile end staried witing. | jumped out of baing solo 3 yaar later, bat

continued creating contsrt. from Octocber 2017 | am 2n entreprensor 3gain with big
results on Linkedin

E f & & liviag proagl ket Lirkedin waorks Let me showv you Lhe way ko it
caf wakk for peu. oo

Now that you have optimized your About, find banner templates in
6 LINKEDIN AND CANVA TEMPLATES. Let your creativity shine!
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LINKEDIN

PROFILE AND PAGE
COVER PHOTO

Section #6

Manca Korelc ‘



HOW TO SET YOUR
BACKGROUND PHOTOS?

LINKEDIN PAGE COVER PHOTO
Size: 1128 x 191 px

LINKEDIN PROFILE COVER PHOTO
Size: 1584 x 396 px

Check out the PowerPoint documents, where you get 5 templates for profiles and
pages.

TIP: use Canva.com, your goals, and your creativity for the best fit!

Visit mancakorele.com

to book your . Follow me and learn the
Linkedin training. ) = magic behind LinkedIn.

M

" WEEKLY DOSE OF TIPS FOR
PROFILES AND PAGES.

TIPS FOR LINKEDIN
PROFILES & PAGES

Follow, learn, use and share!

Jump to the PowerPoint documents to edit your own cover or
background photo. Then jump to the Section 7 LINKEDIN
CONTENT PLAN to set the master content plan.
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ADDITIONAL GUIDANCE FOR YOUR
LINKEDIN UPDATES

Building credibility is crucial on LinkedIn and consistent content is the way to do it. You
can either create or curate content.

Content creation - this is when you write an update in your words and visuals
Content curation - it means that you use resources you find online

When you curate, follow 3 steps process:
e Seek - seek online to find relevant content (links, articles, posts, etc.)

e Sense - add your personality to it - your experiences, thoughts, opinions
e Share - shareiton LinkedIn profile, page, or group

Note that it is vital, that you add your point of view. Create your curated content post
like no one else can.

Why is curated content useful?

e |tsavesyou time and money for content curation

e Providing useful information from others increases your credibility (of course you
need to find credible resources)

e \When you post other’s content together with your own thoughts and perspective,
you open new conversations

e You can expand your reach new audience

* You build relationships with the authors
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Additional guidance for your LinkedIn updates

What is the rate between created and curated content?
There are 2 rules you can follow here:

5-3-2 rule
e 5content from others
e 3 contentfromyou
e 2 personal updates

4-1-1rule
e 4 original from others

e 1 repost/share
e ] personal postto promote your business

5 great ways to never stay out of content curation ideas:

e Hashtags on LinkedIn - insert for example #employerbranding in the search bar,
select Content and you will see all the content with that hashtag

e Use Content suggestions via your Admin tools

e Use Feedly - add topics you find and share relevant content

e Google Alerts - add topics and get mail alerts

e Create a folder “Education” in your mail to save relevant industry newsletters you
follow

If you write a post for LinkedIn, adapt it to other social channels, blog, newsletter, or a
website. And you can also recycle an individual post: you can write a post, then create
a short video about it, then create an infographic, then post altogether.

Try with series of posts: select one topic and break it down to 5 posts, for example.
Check out these 5 posts | posted on my LinkedIn page (you will get some extra social

selling tips):

| used the same image, just with changed the number.
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Additional guidance for your LinkedIn updates

. Manca Korelc | LinkedIn Strategist
Q’? 1,283
3 followers

5 things, you can do for your business network on Linkedin & Part 1/5 - How to
write a recommendation? #linkedintips

We are in strange times ... Working from home {1 really miss workshops and sharing
knowledge, smiles and energy with you! &), trying to figure out how to handle all
the (business) challenges.

Since we are stuck behind the walls, we will probably have more time to do some
tasks we procrastinate with. And one of them is to thank some people. One way to
do this on LinkedIn is to write a recommendation.

Remember the ones, who helped you with your career, trusted you with an
important task in a project or you simply respect them for being experts you learn
from (there are countless more reasons). So how do you recommend on #LinkedIn?

Where do | find the feature?

® Find a person and visit their profile
? Click on More and Recommend

? Follow the simple instructions

How to write it?

® Write in English, since all the static texts on our profiles are in English

® Be specific - avoid general copy, that could be written for anyone: take time and
really think why would you recommend them

Before the person makes the recommendation public, shefhe can review it anad ask
you for changes.

Now it is the best time to show gratitude, agree? @

#linkedinmarketing
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Additional guidance for your LinkedIn updates

Manca Korelc | LinkedIn Strategist
Qp ‘l 283 T
ollowers

5 things, you can do for your business network on LinkedIn: endorse them for skills
& Part 2/5 #linkedintips

A few posts ago | was talking about 3 elements that impact the searchability of your
Linkedin profile (find the link to the post in the comment). & One of them are
#SKILLS.

If you want to do a thing for your contacts on Linkedin - endorse them for their
skills. Why does it matter?

When you have at least one endorsement, your skill can enter the ranking.

So how do you do it: jJump on the profile, scroll down to Skills & Endorsements and
find the skills you want to endorse for.

Look at the picture how to do it. You can either just click on the = button or add:

#F How good is [PERSON] at [SKILL]
# How do you know about [PERSON'S] [SKILL] skills?

| used Miha Lavtar's profile to present it on the photo.
Mow go to the search bar [}, find your people and start endorsing. @)

#linkedin #linkedinmarketing
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Additional guidance for your LinkedIn updates

@ Manca Korelc | LinkedIn Strategist

1,283 followers

5 things, you can do for your business network on LinkedIn: post a relevant content
& Part 3/5 #linkedintips

Posting content 1s something you need to do in order to use LinkedIn successfully.

It you have avoided this task, NOW i1s the best time to jump out of the comfort zone
and show up for your network. (@)

o What theme to post:
It must be related to your business and useful for your (potential) clhients.

Find frequently asked questions and answer them. It helps if you think from the title
down - Le. "3 things we can do to stay productive while working from home".

o What format to post:
Be brave and try video or take the safe step with pdf that 1s magic on LinkedIn -
Canva will be your savior here. 4>

" Where to post:
Use your Linkedin page, but ask your colleagues to post on their profiles, too.

" When to post:

Best times for PROFILES: from Tuesdays to Thursdays and Sundays
Best times for PAGES: from Mondays to Thursdays

Hint: today is a great day to create a post. &

If you need an idea for content, find me on my profile Manca Korelc, mag. @

#linkedinmarketing #linkedinpages #linkedin
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Additional guidance for your LinkedIn updates

QP Manca Korelc | Linkedin Strategist

1,282 followers

5 things, you can do for your business network on Linkedin: Send a welcome
message € Part 4/5 #linkedintips

| am sure you have added at least one contact to your Linkedin network this week.
Whether you accepted the invitation or invited them yourself.

And now? But did you take the next step? @&

Linkedin is all about #communication and #networking. It is like offline - when you
meet a person, you say hi, how are you, what do you do or something similar, nght?

Well, it should be the same on LinkedIn. 50 be proactive and send a welcome
message,

@ L=t me give you an example:

Hi [INSERT MAME]!

Thank you for reaching out, 1t 15 nice to be connected. | can see we share some
business interests. Did you see the post of [INSERT INDUSTRY EXPERT MAME], what
do you think about it?

Have a nice day.

Best regards, [INSERT YOUR NAME]

If the person 1s your potential client, you can send them a useful blog post or a
video you posted on Linkedin - profile or page.

& DO NOT write your sales pitch! €

Be kind, relevant and helpful, that 15 the best way to start a great business
relationship, agree? @)

#linkedinmarketing #linkedinprofiles
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Additional guidance for your LinkedIn updates

QP Manca Korelc | Linkedin Strategist

1,282 followers

5 things you can do for your business network on Linkedin: engage with the content
of your contacts & Part 5/5 #linkedintips

This 15 the last post in the senes of 5. | saved it for a very important task on Linkedin
- engaging with content.

When you login, don't just scroll on your feed, but be proactive. i
Comments have the biggest impact on Linkedin among likes, comments and shares.

So make sure you pick the relevant content and:
# Write a longer comment - do not just write Great or Thanks
# Add value to the post - show your expertise
# Ask a guestion to continue the conversation

X DO NOT write sales pitches or even try to sneak your website to the comment. It
s rude and unprofessional. 3§

To repeat all the 5 things you can do:
1] Write a recommendation

2] Endorse for skills

3] Post a relevant content

4] Write 2 welcome message

5] Engage with other people content

You can practice comments by this post. & [}

#linkedin #linkedinmarketing
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Additional guidance for your LinkedIn updates

BEST TIMES TO POST

LinkedIn profile

From Tuesday to Thursday
8.00-10.00 AM

5.00-7.00 PM

Sundays
5.00-7.00 PM

LinkedIn page

From Monday to Friday
3.00-10.00 AM
5.00-7.00 PM

HOW OFTEN TO POST
LinkedIn profile: 1-2 updates per week
LinkedIn page: up to 5 updates per week

TIP: these are general guidelines, | strongly recommend testing what times fit for
you and your network.

Jump to the sheet know to explore the content ideas, and then go further to
the Section 8 LINKEDIN POST BEST PRACTICE to learn the anatomy of a great
LinkedIn post.

C\Q www.mancakorelc.com | www.linkedin.com/in/mancakorelc


https://www.linkedin.com/in/mancakorelc/

3

THE ANATOMY OF
A LINKEDIN POST

Section #8

Manca Korelc ‘



HOW TO CREATE A
PERFECT LINKEDIN POST

There are no strict rules on how to post a successful LinkedIn post (in terms of

content), but for sure | can give you some (mechanical) guidelines that can boost your
reach and engagement.

Note that all formats of content work if you listen to your audience and give them
value.

Before we break down elements, let me give you additional advice:
o write like you are talking to your audience
e write each post around one topic with one goal
e mixthe formats of posts — do not just use video or text only
e test what suits your network best

We are now ready to meet the elements of the caption of the post - you can use
these rules whether you post

e text-only posts

* image (one or more) posts
e video posts

e polls

e pdfsand more Create a post

a ( 8 Manca Korelc = )IDE} Anyone '>

What do you want to talk about?

Add hashtag

QD 0D F 2 & il -
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How to create a perfect post

Introduction - title
f you scroll on the news feed, you will notice that Linkedln shows 3 to 5 first lines of the
nost and then adds the link See more.

Use this and make an introduction to the post with a title, like in the example:

Manca Korelc | Linkedin Strategist

1,283 followers

tmo = @

3 tools that make your LinkedIn life better and much easier % Canva.com, Voice
typing, and Answerthepublic

=528 MOre

\/

3 TOOLS
THAT HELP YOU
WITHYOUR

LINKEDIN ¥ canva
ACTIVITIES VOICE TYPING
ANSWERTHEPUBLIC

ﬂ ﬁi I = 2 comments

Make sure you tell the key point of the post so that the user can decide to click on See
more or not. You can ask a question, use humor or simply use white space to incite
them to click further.
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How to create a perfect post

Ash Playsted -« 2nd
"'a; MENTOR | COACH | SECRET WEAPON B Bulletproof mindsets for professionals, e...
¥ 40m « Edited + @

{HOW TO GET BEYOND FEAR}

.32 More

Jay Baer * Following

Keynote speaker & strategist who grows businesses with CX & marketing innovatio...
th+ ®

A question that we've received from clients each day since things all got super real

s "What do we do about our social media?" We wanted to wait a beat so we
weren't creating knee-jerk advice we might have to take back. ..5ee more
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How to create a perfect post

Text - paragraphs
This is the core of your post so take a deep breath and embrace your creativity.

Let’s start!
Title (introduction) Q9 Manca Korelc | LinkedIn Strategist
" el ¢ 1,283 followers
Paragraphs 5d » Edited » (3
Bullets PODCAST: Let us talk about fear on Linkedin. &) Why are we so afraid of some
] of the activities on this platform? And why do | call myself a LinkedIn therapist?
Emoticons
Links Last week | was a guest in the amazing Talk2Brazil podcast. | and Tom Reaoch
were talking about my latest article about 7x7 activities on LinkedIn:
Hashtags
Mentions - SEGL
- Branding
- Connecting
- Posting
- Learning
- Engaging
- Selling
He said that the article helped him see some things from a new perspective. | am
so happy! @ Because this is my goal with hundreds of posts here on #linkedIn -
to help you understand and use it effectively.
Year over year | realize that many times the FEAR of posting, the fear of getting
out there, the fear of “what will they say” is the reason for being passive on
LinkedIn. &) Will write about the fear more.
Listen to our conversation here: https://Inkd.in/eNU6J8tc
#podcast #eliminatefear
LINKS

Talking about links - | suggest you avoid posting them all the time. Why?
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How to create a perfect post

LET ME GIVE YOU 2 REASONS:

1. LinkedIn algorithm prefers posts without a link, that takes the user away from
LinkedIn (to your website or other websites) - algorithm (more about it in Section 12)
awards native posts with a photo/video without a link. But it will not hurt posting a
post with a link, keep under 20 % of posts.

So, what do we do if we need to add a link - look at the examples below:
e Add a link to the caption
e Addthelinkin the comment

Read the article, that is extended speech | gave for Women Economic Forum (WEF)
about 3 week ago.

| hope you will enjoy the reading. &) Perhaps you can find some inspiration, how to
use Linkedin for your personal growth.

#linkedinmarketing #contentmarketing #linkedintips #linkedin #personal
#grateful

You find the link to the article in the comment. [ I8

| i T =3 -‘.l.. S
: "‘-»..\__ -

&7 with You and 4 others

ﬂ ﬁ £} 19 - 3 Comments

e:l Like E Comment Most Relevant w

-

; B

i %
i-t | Add a comment.., =il
- b ¥

4 Manca Korelc Linkedlin Specialist m e
iq

EAD Tallmpinzre
:l_l':. -\.-|.w.-~-:'-:

Click here for the article: https://www.linkedin.com/pulse/5-very-
personal-life-lessons-social-media-gave-me-manca-korelc-mag-/
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How to create a perfect post

s  ABC Business Academy - 1=t

5

FREE Webinar M Prepaning for Black Swans positioning in times of orisis with dr
Aarcn Johmscn

Zur partner university GEA College will be hosting an interactive webimar on April
&t at 14,00 {CET) I you want to kearn how to deal with timas of crisis, make sura to
apply now!

Wiore information and application forme https/Ankd.in/d}/Smhaus

Fwebinarzanes fentrepransaurshipeducation

oeQ
l._j'_j'_l-:e [=] Comment F':::'Ehars

2. Users — when we log into LinkedIn, we do that intentionally and wish to stay there;
we need to do them a favor and tell them everything the post.

HASHTAGS

Hashtags are any combination of letters, that follow a # symbol. Their role is to
categorize content and are vital to helping your post getting reach.

Do not add more than five hashtags to the individual post.

You can use generic hashtags like #marketing but use more niche hashtags as well, for
example, #linkedintips, #socialmediamarketing, and similar.

V
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How to create a perfect post

LinkedIn itself encourages you to use them in each post:

Create a post

g’ Q: Manca Korelc 'jltf ® Anyone = TJ

What do you want to talk about?

Add hashtag

R O — 'E M **° &) Anyone

TIP: Try Hashtagify.me to research hashtag popularity

MENTIONS

With a sign @ you mention LinkedIn profiles or pages. If your photo includes people,
make sure you mention them in the post.

LinkedIn will reward you with higher reach since you follow its connecting philosophy,
mentioned people will like and comment and with the engagement spread the word.
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TIP: make sure you click on the tag.

SHARED POSTS
Now that we covered all the elements, let’s talk about sharing posts.

If you share a post on LinkedIn, prepare for lower reach - it is the same with all
social media - they prefer organic content — so | usually suggest not to use it.

But if you do, add your perspective (remember the seek, sense, and share?) and
you can as well @mention the author.

Luka Podlogar - 1=t
y CED at Generali investments LLC Slovenis
.r . Tho @

After 25 years under the orange-black KD brand, our firm is turning the page and
becoming part of the investment management arm of Generali.

I'm proud of all my colleagues who helped build this company into one of the
strongest 3sset managers in the SEE region.

The rebranding was performed in record time, thanks to the significant effort of our
teams. Our focus on excellence in investment management and high-guality
financial advice remains as strong as before. The Generali ion will make us even
stronger in the future.

Generali Investments Slovenia

- A
o T L P——
Of IHLWETS

it @
We combine our excellent asset management performance and unmatched

knowledge of our investors’ needs with a truly global platform. KD Funds proud
to become Generali Investments, ..SBE mare

A L A dal 1P el b oo ae—— gl L1

é: E CrENERALL
ENVERTMENTS smAm LAEWUR MLAR 1 ALRELLNTE AT IR B

KD Funds renamed Generali
Investments

1
airvppch i) [t il Diyirmirrerta. W Sorfier o wos

-
i
i AR & ST T AR ng ST s =i o]

Invest with Generali Invesimants today

KD Funds proud to become Generali Investments

T e e i i
OeReraii-INYESIMENS.5

O@ -0 Comments
lﬂ'_‘j Like [Z] comment g Share
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PHOTO

e Photo is an essential part of your post because it helps you catch attention on the

ousy newsfeed

e Don’t use stocky photos, but yours - photos with faces will have the most
engagement

e You can use Canva.com to create great photos (they have a lot of awesome free
photos to use and customize)

e With the post, you canuse 1,2, and up to 10 photos

e You can use the preferred size 1200 x 628 or test other sizes; | recommend using
photos with bigger height, so it takes more space in the newsfeed

Note: after posting you cannot edit the photos, only text.

VIDEO

e Post native LinkedIn video - do not link to YouTube or other websites (even yours)

e Around 80% of LinkedIn videos are watched with the sound off so use text titles or
subtitles

e Videos are great for building credibility and personal brand at the same time, so |
encourage you to start using video

e Make it short, maximum 3 minutes (technical maximum is 10 minutes), but the
optimum length is 30 do 60 seconds; remember you are speaking to the busy
professionals

e You can use LinkedIn App to record a video and directly upload it; you can also
add stickers and text to video

e tryusing LinkedIn Live, if you have the feature
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DOCUMENT

e You can upload directly from your computer or different cloud services
e 3formatsare available: Word (DOC/DOCX), PowerPoint (PPT/PPTX), or PDF

e Max. length is 300 pages and size: 100MB
e You need to enter a document title — use the title of the document or keywords

Share a document

< Choose file

Or upload from the cloud:

(35 Dropbox) (l} Google Drive)

H For accessibility purposes, Linkedin members who can view your post will be
able to download your document as a PDF. Learn more

What | love about these posts is that LinkedIn creates back and forward page buttons
(shown on multi-page documents).
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DOCUMENT EXAMPLE:

A RANDOM PILE OF
GREAT LINKEDIN CONTENT

Manca Korelc ‘

O & 11533 comments

;; www.mancakorelc.com | www.linkedin.com/in/mancakorelc


https://www.linkedin.com/in/mancakorelc/

How to create a perfect post

BONUS

ARTICLES

Articles are another way to give a lot of value to your network. You can understand
them as a blog post on your LinkedIn profile (pages cannot post articles).

They are a great format for longer posts with a lot of personal perspectives. Mind a
few key points:

e The headline s critical — make it catchy, concise, and engaging; number does a
great job, forexample, 3 things you can do to follow up on LinkedIn

e Make it long - they do not have a character limit, so you can be really long; well,
you do not have to exaggerate, make it around 3000 words

0

y AMAZING LinkedIn !
features that help vou
wilth emplover

hranding program

3 amazing LinkedIn features that help you with employer branding!

r'. .1_\-r' 1y : ) P N [} r | F
WViahnCcd }K':”:l': on Linkedln

June 8, 2021

ﬂ @' £) 57 - 6 comments

1,479 views of your article
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KUDOS and TEAMMATES

Kudos and teammates are another format of content you can post. | have noticed
they do not produce much reach, but | suggest you test them anyway. It can be a
great way to say thank you to your colleague or to welcome a teammate publicly.

Shari Hofer - 3rd+
Senior Executive Marketing Technology, Education, and Publishing
W@

Judy Verses #Kudos You are truly an inspiration to all of us #InspirationalLeader

Inspirational Leader
2
o Judy Verses

OO0 @ 57-3Comments
él Like L[=] Comment ;::} Share

Jody Thompson » 3rd+
Sales Director at Portola Pharmaceuticals
v @

Susan Naboychik #Kudos Thank you for making a quick impact in ever changing
times #GoingAboveAndBeyond

Going Above and Beyond
Susan Naboychik

-

i)

6 & @ 25 - ¢ Comments
& Like [=] Comment g5 Share
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. Michael Cirrito - 2nd i
d Connecting talent with the Republic
A 1w » Edited » @

Ousman Jobe #Kudos Today is your 7 year anniversary at LinkedIn. On behalf of all
your #¥LinkedInDC teammates, | wanted to say that we are so lucky to have your
smile and energy in our office. When this crisis breaks, one of the things | look
forward to most is some daily hang time with one of my favorite humans
#InspirationalLeader

Congratulations on 7 years!

CC: Laura Keenan Jillian Fritze Nicole Isaac Brett Mikoy Alex Mustilli Erica Pyatt

Sara Chenoweth Allison Larson Zachary Schoengold (he/him) KAMARIA S. HILL
Shanta Santiago Kristina Stitt Jake Perez Rachel Ehrenberg Tori Simms Kathleen
Jobe

#makinganimpact

Inspirational Leader
Ousman Jobe
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POLLS

Polls are a great way to start a conversation on LinkedIn. You can even use them as
mini research of your network.

You can add up to 4 Options, Poll duration can be 1 day, 3 days, 1 or 2 weeks.

@ Manca Korelc
® i@

LINKEDIN POLLS - new feature & new way to communicate @

| was writing about them on my Linkedin page and Manca Korelc | Linkedin
Strategist | am excited about them.

Create a poll Let us try a new feature with a question about what is the most challenging thing on
Linkedin for you. @

Your question™*

R The poll will be active for 3 days. | will get back with you with the results and use

g o e L e s ey
C.d., NOwW '._j'._,' VOou Commute T© Work!

them for my posts so | will give you more answers how to leverage the power of
Linkedin. ¢
Option 1* If there is something else you struggle about, add in the comment.

C - Dl i s amdicrrb ad i
‘ E.g., Public transportation

#linkedinmarketing #linkedinpages #linkedintips

Cpgne” What is the most challenging thing on LinkedIn for you?

‘ E.g., Drive myself ou can see how pecple vote. Learn more
Posting content regularl 54%

‘ + Add option g 9 y

Poll duration Growing network of contacts 17%
Generating leads 22%
Managing a Linkedin page 8%

78 votes = Poll closed
ﬂ 21 . 3 Camments

l:fj Like [=] comment ;::t)'i:'.sr-’: "'{?i-'.eu'-:.'

You need an idea, what to post? Check the next Section 9
LINKEDIN 140 CONTENT IDEAS.
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140 IDEAS FOR YOUR NEXT
POST ON LINKEDIN

EDUCATIONAL CONTENT WORD OF CEO

How to video Story about an obstacle (life or business)
Solve aregular problem Talk about a success (life or business)
Share a hack Talk about a charity you support
Answer a FAQ Share a personal story

Describe a term Talk about company milestone

Ask me/us anything Fun fact about you or your business

Answer an industry question
Common mistakes

TOP THINGS

-avorite business book
-avorite online course
-avorite tool

-avorite software
-avorite resourse

INDUSTRY CONTENT

Industry statistics

Industry fact

Share anindustry article

Share an industry infographic
Interview of an industry expert
Shout out to the industry expert

Talk about company vision / values
Business or personal challenge
Share Kudos to an employee
Personal projects, achievement
Paragraph from a business book

PEOPLE

Allow an employee to post on page
Share an employee post

Behind the scenes photo or video
Present an employee

Welcome a new employee
Thank your followers
Customer/employee of the month

EVENTS

Invite to a fair you attend
Share photos from the fair
Photos from teambuilding
Photos from meeting
Photos from conferences
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CORPORATIVE CONTENT PROMOTIONAL CONTENT

Take a look back Newsletter

Company fact Promotion

Milestone New product or service

Anniversary Most popular product or service

Customer Most popular pieces of content

Testimonial Product or service showcase video

Customer Social media promotion

Interview Teaserto a new project

Media Website promotion

Releases Promote a product/service launch
mportant

Partnerships
Redecorating
Offices
Current
Topics

Social
Responsibility
Business
Collaboration
Company
News

Fun fact

Job opening
#hasthag

BLOGS

Blog posts

Guest blog post
Long form articles

VIDEO

Live streaming
Online courses
Q&A session
How to video
Vlog

Webinar

EVENTS
Meetups
Workshops
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PHOTOS CUSTOMERS RICH MEDIA
Photo collage Best practices Contests
Screenshots Case study Demos
Success stories Email newsletters
VISUALS Testimonials GIFs
Bubble graphs User generated content ~ Meme
Charts/graphs Poll
Comparison graphs Quizz
Diagrams WRITING
lustration Book summary SOCIAL MEDIA
nfographics Checklists Forums
, , Quora
nstructographics Comparison sheet Reddit
Mind map Compiled research
Presentations Dictionary
Projection charts FAQ INDUSTRY
SlideShare Gated Content nterview
Template List Predictions
Timeline Magazines Qe§ garch eports
Original research
Quotes o
COMPANY Republishing opinions
Survey
Awards Resource library
Company culture White Paper WEBSITES
Press Release Worksheets Landing pages
Product Ebook Microsites
Announcements Guides Calculators
Product Reviews
Promotions i AUD.IO
| Audio
Giveaway Podcast
Tool Reviews

This is quite a list, right? Print this list to have it by your side to help your
Imagination and inspiration flow. Now is time to learn different activities on
LinekdIn in Section 10 LINKEDIN ACTIVITIES.
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A LIST OF ALL ACTIVITES FOR
YOUR LINKEDIN SUCCESS

DAILY
e Checkthe notifications
e Respond to comments on your posts
e Respond to messages
e Check outthe news feed and engage in the content
e See who looked at your profile

WEEKLY
e Write a post
e Add 2nd connections who engage to your posts
e Respond to invitations - accept orignore
e Send personalized connection requests to connect to your potential
clients, industry peers, partners, alumni, vendors, employees
e Send your contacts a private message (provide value)
e Send your contacts a private message (to move offline)
e Find prospects using LinkedIn search
e Check your mail for LinkedIn saved searches email

MONTHLY ACTIVITIES
e Planyour content
e Write posts ideas
e Monitor competition
e Give and ask forarecommendation
e Endorse forskills
e Review your stats on profile and page
e Beactive in groups - add value, ask for the advice

Now you have the list of the regular activities, jump to Section 11 LINKEDIN
INVITATION AND WELCOME MESSAGES.
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EXAMPLES OF INVITATION
REQUEST MESSAGES

We are all busy, so shortcuts in a form of templates will come in handy. Let me give
you some examples.

What to write in the connection request?

You have 300 characters for the text so make it count. Some examples of what to
write:

e Add acompliment - for example for their posts, description on their profile, etc.

e Mention a mutual connection

e Alumni - if you studied in the same university, you could mention that in the
Invitation

e Continue the conversation from the post (yours or his/hers) - you need to be
strategic with this, so start engaging with their post before sending an invitation
request

e Add value - give a small tip or advice or send a link to your post they could find
useful

LOOKAT SOME EXAMPLES FOR INVITATION REQUEST
Adding from search - mutual connection

Hi [FIRST NAME],

| can see we share a connection with [FIRST NAME] (title, organization). Would you be
open to connecting with me on LinkedIn?

Have a great day,
Manca
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Invitation to someone you met at a networking event
Hi [FIRST NAME],

It was great speaking to you at the [NAME] event yesterday. | really enjoyed our
conversation about [ADD TOPIC].

| would love to connect and stay in touch.

Thank you,

Manca

Invitation to someone in the same LinkedIn group

Hi [FIRST NAME],

| see we are both members of the group [ENTER NAME] and | have enjoyed following
your posts. You give so much value.

| would love to connect and learn more from you.

Regards,
Manca

Invitation to a recruiter

Hi [FIRST NAME],

| was searching for jobs and found your profile. | would like to connect, maybe | can be a
fit for any of the opportunities.

Looking forward to hearing from you,
Manca
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LOOKAT SOME EXAMPLES OF MESSAGES

When somebody sends you an invitation without a message and you accept, take the
first step and send a welcome or a thank you message.

Hi [FIRST NAME],

Thank you for contacting, nice to meet you. | see you are a sales professional in the
manufacturing industry, what are your biggest challenges?

Looking forward to hearing from you, Manca

Hi [FIRST NAME],

Thank you for contacting me. | have reviewed your profile and I really love your posts,
they are so valuable. Happy to be connected.

If you have any questions about Linked|n, do not hesitate to ask me.

Best, Manca

Hi [FIRST NAME],

Thank you for contacting me. | see we have quite a lot of mutual connections from our
industry.

Looking forward to an opportunity to meet you in person.

Best, Manca
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NOTE: Always have in mind, that LinkedIn is all about connecting and conversation.

We were talking about the good practices, let look at some DO NOT's on LinkedIn.

e Do not pitch - | have stressed that a few times in different sections, itis a MUST to

understand, that social selling is about relationships, not transactions

e Do notignore messages on LinkedIn - itis rude and unprofessional (make sure to
review all activities from Section 10, so you will not skip it)

e Do notflirt-thisis a professional platform, not a matchmaking network

You only have one more chapter and it is about LinkedIn algorithm.
Check out the Section 12 LINKEDIN ALGORITHM.
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UNDERSTAND AND LEVERAGE
THE LINKEDIN ALGORITHM

It is important that you understand how the LinkedIn algorithm works so you can
use the knowledge for your publishing efforts to get your network news feed.

What shows up in your LinkedIn newsfeed?
e Contentfrom people in your network
e Contentfrom groups you are part of
e Contentfrom companies and hashtags you follow
e Contentfrom people in your network have engaged with
e Sponsored content /Ads

NOTE: The algorithm in our feeds prioritizes content we will most likely find relevant
and engage with over the most recent content. This is a technical reason why you
should post the content your users will find useful.

Two main things to understand about the Linkedin news feed are:
e itis primarily concerned with native, organic content
e itisbasedon an algorithm, not recency

It favors natural posting over very regular ones. That means that your posts could
actually be penalized for appearing every day at exactly the same time. So stop
asking yourself when to post, and make sure you post on different days and hours,
weekends included.

LINKEDIN ALGORITHM FOR POSTS
In general, the LinkedIn algorithm focuses on:

VALUE: LinkedIn is very keen to keep the content on its platform relevant to its
users so our posts must add value for other LinkedIln members.

:v: www.mancakorelc.com | www.linkedin.com/in/mancakorelc


https://www.linkedin.com/in/mancakorelc/

Understanding the LinkedIn algorithm

ENGAGEMENT: This is essentially how LinkedIn measures value. If a piece of content
Is getting a lot of likes, comments, and shares from people in your network the
algorithm will start prioritizing it more.,

RECENCY: LinkedIn’s algorithm is not as interested in recency as Facebook or Twitter.
Each time you post something new, LinkedIn tracks how much engagement it gets in
the first few hours. If it performs well right away, the algorithm will continue to
promote it. Otherwise, it may disappear quickly from the newsfeed.

Dwell Time

LinkedIn users tend to spend more time viewing the updates they decide to take viral
action on. Knowing that LinkedIn has built dwell time into its feed algorithm to
increase the likelihood of users seeing posts they’ll engage with.

For each post LinkedIn measures 2 types of dwell time:
e dwell time “on the feed,” which starts measuring when at least half of a feed
update s visible as a member scrolls through their feed
e dwell time “after the click,” which is the time spent on content after clicking on
an update in the feed.

That basically means you have to craft LinkedIn posts that not only capture peoples’
attention but hold it for an extended period of time.

LinkedIn further explains: the most successful posts will not always be the ones that
get the most likes, comments, and shares.

Those signals won’t mean as much if people aren’t also spending time-consuming
the content they engage with.

TIP: try multiple pages pdf documents or longer videos. But as always, test it yourself.
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How to optimize your LinkedIin posts for the LinkedIn algorithm

e The tone of voice - your voice has to be professional, but don’t be too formal (itis a
social network after all);

e Diversity - mix up your content with tips, opinions, videos, images, and pdfs - posts
with pdf tend to have high reach because only a few use them;

e Time your posts right - people can be on the platform at all times of the day,
working hours or not, so review your analytics to determine when your audience
Is most likely to be on LinkedIn - prepare to test the best time for your network;

e Use #hashtags appropriately - think of LinkedIn hashtags as categories or labels,
use between 3to 5 per post.

Most important - be relevant to your industry, audience, and your brand.

Congratulations, you have come to the end!

Itis important that you take 3 steps now:
e use this knowledge and instructions to set your LinkedIn foundation
e stay consistent with all activities you have listed in Section 10 and
e make sure you send me a question if you need help

You find me on Linkedin:
https://www.linkedin.com/in/mancakorelc

Follow my LinkedIn page for more LinkedIn tips:
https://www.linkedin.com/company/mancakorelc

Follow my Linkedin Newsletter Power Around Linkedin Magic:
https://www.linkedin.com/newsletters/power-around-linkedin-magic-6695765559772033024/
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LET'S CONNECT!

manca@korelc.si
www.mancakorelc.com

00386 41 544 509
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