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Disclaimer 
 
 

This work may not be copied, sold, used as content in any manner. Every 
effort has been made to be accurate in this publication. The publisher does 
not assume any responsibility for errors, omissions or contrary 
interpretation. We do our best to provide the best information on the 
subject, but just reading it does not guarantee success.  
 
This publication is not intended for use as a source of any legal, medical or 
accounting advice. We do not assume any responsibility for what you choose 
to do with this information. Use your own judgment. 
 
Your results from the use of this information will depend on you, your skills 
and effort, and other different unpredictable factors.  
 
It is important for you to clearly understand that all marketing activities carry 
the possibility of loss of investment for testing purposes. Use this information 
wisely and at your own risk. 
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Welcome to this overview of how to create and use LinkedIn workbook. It is designed to 
take you by the hand and show you step-by-step what you need to know to create and 
utilize your LinkedIn profile.   
 
Please note that all platforms change from time to time and this is also true for LinkedIn. 
Meaning that buttons and links may change. What works today, may not work tomorrow. 
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Chapter 1 
What is LinkedIn Marketing all about? 

 
LinkedIn Marketing is the use of the LinkedIn platform to promote a business, a brand, a 
product, or a service. You can also define it as a collection of online marketing strategies 
that are more effective when applied on the LinkedIn platform. 
 
But what is the LinkedIn platform, and what makes it great for online businesses and 
marketers? Let’s find out! 
 
 
What is LinkedIn? 
LinkedIn is a social media site for professionals and 
businesses. It offers the same social features that 
you’ll find on other popular social media platforms, 
with a focus on professional content, business 
information, and career development. 
 
 
 

How Does It Work? 
 
LinkedIn encourages professional interactions and 
sharing of content with the focus being on business-related. The content on LinkedIn is 
usually directly related to your industry and which is relevant to your contacts. 
 
When you create your LinkedIn profile, you are prompted to include your work 
experience, educational background, different languages you speak, career highlights and 
other professional data. 
 
This information can help you to connect with other users based on searchable career 
paths. You can also create groups, which help users create a network of like-minded 
professionals working in similar industries and following the same career paths. 
 
You can also connect with companies and create company pages. The key difference here 
is that you can use company pages to do actual business activities, such as contacting 
leads and recruiting. In the end, LinkedIn is all about creating opportunities for people and 
companies to do business in the easiest way possible. 
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Why Should You Consider LinkedIn for Marketing? 
 
LinkedIn makes it easy for people to market a 
brand or products. You can create a profile that 
highlights your authority and share content that 
is highly relevant to your industry. You can build 
a network of real people interested in your 
offers. 
 
LinkedIn is very good at detecting spammers and 
fake businesses, which means that you don’t risk 
getting your content made irrelevant by a 
saturation of poor content. 
 
 
What Benefits Can LinkedIn Bring For Marketing Your Business? 
 
Creating a company profile for your business on LinkedIn provides you with credibility. 
Quality and trust matter on LinkedIn, so this is the best place to build an online presence 
for your business. 
 
LinkedIn makes it easy to identify, qualify, contact, and capture leads. This is because 
everyone specifies their strengths in their profiles, so you’ll know in advance what it is 
they are looking for and what type of products or services matter to them. 
 
LinkedIn also streamlines communication with leads because it encourages direct, to-the-
point communication about the business at hand. 
 
LinkedIn also has an advertising service that is perfect for any business and lets you hyper-
target the audience that you want to reach. 
 
What’s The Future For LinkedIn Marketing? 
 
Almost 80% of marketers agree that LinkedIn is the most effective social media platform 
for marketing, which means that more and more brands, including yours, will be joining 
the site in the future. 
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Chapter 2 
Setting Up A LinkedIn Profile That’s Optimized For 

Business 
 
The idea is to create a profile that makes it easy for you to build a presence and authority 
on the platform. One that stands out and helps 
others searching for your industry find you.  
 
Firstly, let’s discuss how to properly set up and 
optimize your profile easily and quickly.  
 
Getting Started 
 
Start by joining LinkedIn and creating a free 
account. If you have not, simply visit 
www.LinkedIn.com  On the homepage, click on 
the “join now” button. On the following page, enter your “email”, create a password, click 
on the “agree and join” button, and complete the registration steps as directed. You will 
need to verify your email. 
 
Once you create an account, or if you already have one, you’ll just need to sign in to 
continue to the next step. 
 
Setting Up & Optimizing Your Profile 
 
To optimize your profile, go to your profile page. Go to the intro column and click on the 
“edit” icon. Add your first and last name and add a “headline” below. Your headline can 
be a description of your current position, your current career, the name of your company 
or your personal brand. 
 
Please note that, because you are yet to create your company page at this point, we’ll skip 
“add current position” for now. 
 
So, click on “add new education” instead. Here you are going to add information about 
your past and current educational background. Here we recommend that you only add the 
educational background that is more relevant to the audience that you are trying to reach. 
Add your info and click on “save”. 
 
Then, click on the “industry” menu button to select your niche. You can also add your 
contact info by clicking on the “contact info” edit button. This includes your “website”,  
and your “instant messenger” address. You can also add your phone number and your 
office address. Click on “apply” to save this info. 

http://www.linkedin.com/
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Next, click on the photo icon to upload your profile picture. After you upload your profile 
picture, click on the “edit” button to upload your cover image. You can click on “save” 
after you add all your intro info. 
 
And now that your profile intro is ready, there’s additional information that you can add. 
First, click on the “add profile section” menu button. Then, click on the “about” tab, and 
then on the “plus” icon. Now you are going to add a summary of your brand, business, 
service, or product into the “summary” field. Then click on “save”. 
 
There’s a lot more information that you can add to your profile according to the 
information that you have at hand. For this, click on the “add profile section” menu 
button. Other information you can add includes additional “background”, “skills”, 
“accomplishments”, and “supported languages”. 
 
 
 
 
 
 
 
 
 
 
 
 
Customizing Your Profile URL  
 
You can also customize your public profile URL. For this, click on the “edit public profile 
and URL” link first. 
 
On the following page, move to the “edit your custom URL” section and click on the “edit” 
button. Now you are going to type your custom URL into the placeholder URL field. This 
URL can only contain letters and numbers, and it is case sensitive. You can click on the 
“save” button when you are done customizing this URL. 
 
This will make your profile URL more attractive to other users and will make it more 
searchable inside and outside of LinkedIn. 
 
Next up we’ll be showing you how to create a company page for your business. 
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Chapter 3 
Creating An Engaging Company Page 

 
Next you can create a company page to represent your brand, company or business on 
LinkedIn. Company Pages offer the same function of brand pages on social media sites like 
Facebook. They help you build a separate presence, to post company updates, to 
distribute industry-sensitive content, 
and to run advertising campaigns. 
 
 
Creating The Company Page 
 
Start on your LinkedIn account 
homepage. From there, click on the 
“work” option in the top bar menu, 
scroll down this menu, and then click 
on the “create a company page” 
option. 
 
Select a page type that best describes your business. In general, it is best to select “small 
business” unless you run a large company with more than 200 employees.  
 
Now it is time to personalize the company page. Let’s start on the “page identity” section. 
First, enter the name of your business into the “name” field. Next, customize the company 
page URL in the “LinkedIn public URL” field. Now add your company’s website URL into 
the “website URL” field. 
 
Now let’s move to the “company details” field.  
Click on the “industry” menu button to select your niche.  
Now click on the “company size” menu button and select the number of employees or 
members in your company.  
Now click on the “company type” menu button and select your company type. 
 
Let’s now move to the “profile details” section. Let’s upload the company logo first. For 
this, click on the “choose file” button. Locate your company logo in your files, and double 
click on it to upload it. 
Nice! Now you are going to add a brief description of your offers or products into the 
“tagline” field. 
Now take a moment to check the “page preview” section. This is a preview of the top card 
that users will see when they visit your company page. 
Next tick the checkbox in the agreement section, and then click on the “create page” 
button. 
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Customizing The Company Page 
 
You can add a cover image. For this, click on 
the “edit” button in the cover image block. 
Then click on “upload cover image.” Choose 
the image that you will use on your page, 
double click on it to upload it, and then click 
on “save.” 
 
Now click on the “edit” button in the top card 
column to add some additional details. E.g., if 
you want to add a call-to-action button to your page, click on the “buttons” tab. Example, 
adding a “visit website” button. 
 
Click the edit button again and then click on the “overview” tab.  
First, add a description of your company into the “description” field.  
Next, enter your company website’s URL into the “website URL” field if you haven’t done 
so already and click on “sabe.” 
 
If you’d like to add a physical address to your company page, click on the “locations” tab, 
and then click on “add location” to add your address. 
 
Now you are going to add SEO optimization to your page. For this, click on the “hashtags” 
tab and add hashtags into the hashtag field. You can add up to three hashtags. You can 
click on “save” after you are done adding your hashtags. 
 
Linking Your Company Page To Your Profile 
 
Now you can link your company page to your profile. Start by clicking on the profile menu 
button. Then click on “view profile.” Now move to the intro block and click on the “edit” 
icon and then click on “add current position.” 
Next, enter your title into the “title” field. Now click on the “employment type” menu 
button and select your employment type. 
Now type the name of your company page into the “company” field. Then, select it from 
the results. 
Next, enter the location of your company into the “location” field. Now select the date 
when you started doing business with your company in the “start date” field. 
 
If you want your position at your business to appear as your profile headline, make sure 
that “update my headline” is checked. Then enter a description of what you do in your 
business into the “description” field. Lastly, click on “save” to finish. 
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Chapter 4 
Using “Content Suggestions” To Find Trending Topics 

 
Now that you have created your profile and an engaging company page, you are ready to 
start building your presence and authority. To do that, you have to create and share 
relevant content for your intended audience. Thus you need to know what topics interest 
your audience. 
 
You can use the “content suggestions” 
feature to find out what are the hottest, 
trendiest topics on the platform.  
 
Using Content Suggestions 
 
To access this feature, go to your LinkedIn 
account homepage and click on the profile 
menu button. Under the “manage” section, 
click on the name of your company page to go your company page feed. Once there, click 
on the “content” tab in the tools menu. This will take you to the content suggestions 
page! 
 
The content suggestions feature is, as you can see here, a powerful research tool that 
helps you to easily discover trending topics and conversations from top users and 
contributors. Here you can hyper-target the type of content that you want. LinkedIn will 
provide you with the best, most engaging content and the size of the audience for it. 
 
First select an industry to find content in one or more specific niches. You can type the 
name of the industry that you want to research into the “add an industry” field, or you can 
select it from the available industry filters below. You can add more industries to the list. 
When you select an industry, the page will load a collection of trending topics and articles 
from the last 15 days. If you want to see content from other topics that are not on the list, 
simply click on “add a topic” to add your own topic and load it into the results. 
 
In the “articles” column you will see the latest articles for all the topics in the list. You will 
also see the “engagement rate” for each article. You can also narrow down your results to 
show you only articles in specific topics from the list. For this, simply click on a topic on the 
list to select or de-select it.  
It is important for you to take note of the engagement rate, the related topics and the 
keywords in the article card. 
 
If you want to repurpose content from an article, you can simply click on the redirect link 
in the article card to read the content piece. You can also use the content suggestions 
page to find and share content with your audience. 
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You can also add more filters to your search for more specific content. These include 
Location, Job Function and Seniority.  
 
Another important piece of information that you have to take note of is the “audience 
size.” This indicates the number of users following and engaging with this content. This 
would give you an idea of the average number of people that you can reach by optimizing 
content using information from this page. 
 
By using al the information on this page, you can compose your own more highly targeted 
original articles and content. 
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Chapter 5 
Creating Effective LinkedIn Marketing Posts 

 
Now it is time to create and publish your first piece of content. With LinkedIn posts, you 
can publish bite sized advice, curated content, and native content with rich media.  
 
Start on the LinkedIn homepage to see 
your newsfeed. To start creating a post, 
you need to click on “start a post.”  
 
Start by composing the post in the text 
field. You want to have an actionable 
heading to have your audience click on 
your post. Often starting your posts with a 
question related to a pain point or topic 
works best. 
Next, compose a brief summary below the headline. This is a brief description of the 
content you’ll be using as back up for your post. The content is the third element of an 
effective marketing post. 
 
It is usually best to have a link to an external article, a branded video, an image, or an 
infographic, instead of long plain-text copy. This is because it is best to expand plain-text 
copy into native content for an article. 
As an example, let us use an article on your website as back up content for this post. There 
are three marketing objectives you will be achieving this way. You will be driving targeted 
and highly relevant traffic to your site. Secondly you are creating a legitimate backlink and 
you are promoting your site to a new audience. 
 
To do this, paste the article URL into the text field, right below the headline and summary. 
Please note that, when you insert a link into a post, LinkedIn will generate a link preview 
that includes the feature image from the article page. To use a different type of back up 
content, e.g. a video or image, simply click on the “video” or “image” icons and upload 
your media. 
 
Now you want to add the hashtags. For this, you simply have to click on the “add hashtag” 
button. LinkedIn will suggest hashtags according to the content that you added to your 
post. To add a suggested hashtag, you’ll simply have to click on it. Add up to three 
hashtags. Then click on the “post” button. And that’s it! 
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Chapter 6 
Sponsoring LinkedIn Marketing Posts  

 
Now that you have published a post, it is time to give it a boost and reach more people 
with it. You can do this by using the self-serve advertising solutions that LinkedIn offers. 
The most accessible advertising tool you can use is the “sponsor now” feature. This allows 
you to promote a post right from within the LinkedIn dashboard. To promote a post, you 
must publish it to your company page first.  
 
First, go to your LinkedIn homepage. Then click on the “start a post” button. Now click on 
the “posting as” menu button and select your company page. Then click on “save.” 
 
Start by adding the headline and then the summary. Now drop in or upload your back up 
content as discussed previosuly. Add your hashtags, and then click on “post.” 
 
To sponsor the post, find the post you want to promote from the company page where 
you posted it. To do this, simply click on the profile menu button, and then click on the 
name of your company page in the menu. This will take you to the company page. There, 
scroll to the company page feed and locate your post. To start promoting a post, simply 
click on the “sponsor now” button. 
 
Creating The Promoted Post 
Campaign 
 
If you do not have a campaign set up 
yet, you will need to click on the “go to 
campaign manager” button. This will 
take you to the LinkedIn ads manager 
page. As your company page is new, 
you first need to create an ad account 
to run advertising campaigns with it. 
 
 
For this, click on the “create account” button. Now Enter the name of this ad account into 
the “account name” field. Next, select your currency. Now enter the name of your 
company page into the “enter existing name” field and select your company page when it 
appears in the results. Then click on “save.” 
 
Next click on the “create campaign” button. On the following page, start by editing the 
name of your sponsored post campaign. Next, you have to select your objective. When 
promoting a post, you have to select “engagement” as the objective. 
Now scroll down and select the locations where you want to reach users. Then select the 
“profile language” of these users. 
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If you want to reach users according to specific targeting criteria, you can configure your 
reach using the criteria available in the “audience attributes” menu. To reach as many 
people as possible to see the promoted post, skip these settings. This will allow you to 
reach a broader audience. 
 
You do not need to edit the following two configurations, so skip right to the “budget and 
schedule” section. Select how much you are going to pay to promote the post, and when 
to start promoting it.  
 
First, enter the amount you want to pay for the promoted post into the “daily budget” 
field. Now select your “schedule.” You can select to “run campaign continuously from 
start date.” That means your post will be promoted right when you launch the campaign 
until you stop it manually. Or, you can select “set a start and end date” to schedule a 
different start and end date. 
 
For promoted posts, the best setting is to run the campaign continuously from start date. 
This setting will help you generate lots of engagement from the start. Click on “next” to 
save your campaign settings and move to the next step. 
 
Now you must create the ad creative. Because you are going to promote a post from your 
company page, click on “browse existing content.” On the following page, tick the 
checkbox in your page post card, and then click on “sponsor.” 
 
Now click on “next” and then review your campaign settings on the following page. Lastly, 
click on the “launch campaign” button.  
 
Your sponsored post will start running, and you will be able to select this campaign the 
next time you sponsor a company page post! 
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Chapter 7 
Creating And Growing A LinkedIn Group For Prospects 

 
Apart from your professional network, you can also follow company pages, do instant 
messaging and join groups. 
Groups are a great channel to have closer, more relevant interactions between like-
minded people from the same industries, 
people pursuing a similar career path, and 
people interested in the same type of 
products or services. 
 
To join groups, click the “work” button in the 
top bar menu. Then click on the “groups” icon, 
where you can discover groups you might 
want to join or create your own groups. 
 
Creating A LinkedIn Group 
 
To start creating a group, click on the “create a new group” button and enter your group 
info into the “create group” form. 
 
Start by clicking on the photo icon to upload your group picture. Next, click on the “edit” 
button in the cover image block, then on “upload cover image” to upload a cover image 
for your group. 
Next, enter the name of your group into the “group name” field. Now enter a description 
for your group into the “description” field. 
In the “group rules” field you can compose rules of conduct for participating members. 
(This is optional, and we will skip it in this section.) 
Now ensure that “listed” is selected in the “group discoverability” section and that the 
“allow members to invite their connections” checkbox in the “permissions” sections is 
ticked. Then, click on the “create” button. 
 
You have now created your group. Add a welcome post to introduce the group to 
members when they join in. To do this, click on “start a conversation in this group.” Now 
compose your welcome message, introduce yourself, and your business. Let members 
know that they are free to post on the group and thank them for joining. 
 
You can add media such as an image or video to your welcome post. When you are done 
composing your post, click on “post.” 
 
Next you want to send invites to start growing your group. Click on the “invite 
connections” button. Select the contacts that you are going to invite to the group from 
this list and click on the “invite” button. 
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To make invitations more engaging, send a message to the contacts whom you sent the 
invite. To do this, click on the “messaging” tab. Then click on “compose.” Type the name 
of one of the contacts into the “type a name” field and select the contact. 
 
Compose a message to tell your contact that you have just sent them an invitation to join 
your new group and click “send.” Do this for every member whom you have sent an invite 
to. 
 
Bonus Strategy 
 
You can attract a many more qualified prospects to your groups by joining and 
participating in groups where your audience hangs out. 
 
Go to the “groups” page and use the “search” feature to discover groups where 
prospective leads and clients are active. Join some of these groups and become an active 
member to establish your presence and build your authority. Once you establish a 
presence, you can start connecting with other members of the group. Once you add those 
members to your network, you can send them invitations to join your group. This will help 
you grow your list of prospects! 
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Chapter 8 
Using “Search” To Find And Connect With Leads 

 
LinkedIn is a great platform to find qualified leads. In this section we will look at how to 
use the “search” feature to find the best potential leads. 
 
You can access the “search” feature from anywhere: your feed, your profile or your 
company page. You can use it to search for 
anything on LinkedIn, from content and 
people, to company pages and groups. 
 
Using “Search” To Find Leads 
 
Start by clicking inside the search field. 
Without typing anything, click on the 
“people” button in the results display to take 
you to the “people” finder section. Here you 
can search and browse for potential people 
to add to your network. You can also use further filters to search for your ideal potential 
clients and contacts. Click on the “all filters” option in the toolbar. Here you can select the 
criteria to filter the results page.  
 
Here are some of the more important filters. 
Select “locations” to drill down on people in a specific area.  
You can select “Current companies” or “past companies” to find people who are or 
worked inthose companies.  
You can search by the “industries” you want to service. 
You can select the “profile language” of the leads that you want to connect with.  
You can also select the “services” category that best describes your perfect lead.  
Then click on the “apply” button once you are done selecting all the filters you want. 
 
LinkedIn will produce a list of people based on your filters. Now you can select the people 
that you would like to connect with. Identify the ones that could benefit from your offers, 
the ones that are likely to engage with your content, and the ones that are likely to join 
your groups. Then, click on the “connect” button on each qualifying lead’s card. 
 
Once you connect with these leads, work on establishing a relationship by interacting with 
their content. Share content that is relevant and can be of use for them. Once you build 
up some trust, you can start sending them invites to join your groups, where you can 
deepen the relationship. Moving them further down your funnel. 
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Chapter 9 
Creating A LinkedIn Traffic Ad 

 
Let’s do a quick recap of the things you have achieved up to now: 

• You created and optimized a LinkedIn profile to grow your personal brand. 

• You created and optimized a company page to power up your business’s online 
presence. 

• You learned how to create highly engaging marketing posts and company updates. 

• You discovered how to promote your LinkedIn content easily. 

• You created a group to make more connections and attract more prospects. 

• You learned how to use and leverage some of the LinkedIn features to advance 
your marketing efforts. 

 
Next, let’s look at how to run advanced 
ad campaigns that will help you to 
reach even more people and achieve 
your marketing objectives faster. 
 
Setting Up The Ad Campaign 
 
To create ads, you need to access your 
advertising dashboard. Click on the 
“work” option in the top bar menu. 
Next, click on the “advertise” icon. This will take you to the campaign manager, where you 
can create your ad campaigns. 
In the campaign manager, locate and click on the ad account you created for your 
company page in the “accounts” column. On the following page, click on the “create 
campaign” button. 
 
Now you can set up your ad campaign. Start by editing the name of your new traffic 
campaign in the “untitled campaign” field. 
Then select your campaign objective. If you want to create a traffic campaign to send 
LinkedIn traffic to your website or to a landing page, you have to select “website visits” as 
the objective.  
In the “audience” section you can select the region/location you want to target users with 
your ad. To add more locations, click on “add locations.” 
In the “profile language” section you can select the profile language of users you want to 
target. By default, this is set as your own profile language. 
In the “who is your target audience” section you can search and select audience 
attributes. This will help you to only show your ads to users with those attributes. This is a  
very useful feature because it lets you reach people that are more likely to respond to 
your ads. You can even upload a list of look alike audience to target. 
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In the “ad format” section you can select the format of your ad. For traffic campaigns you 
want to select a rich media format, such as “single image ad” or “video ad.”  
 
Next go to the “budget and schedule” section. Enter the total you want to spend daily on 
ads into the “daily budget” field. Then select your “schedule.” If you select to “run 
campaign continuously from a start date,” your ad will start running right away when you 
launch the campaign, until you stop it manually. If you select “set a start and end date,” 
you will have to select a date to start 
running- and a date to stop it. 
 
Creating Your Ad 
 
Now it is time to create your ad. Start by 
clicking on the “create new ad” button. 
This will open the ad editor. Enter your ad 
copy into the “introductory text” field. 
Then enter your website or landing page 
URL into the “destination URL” field. 
 
A great feature of the ad editor is that it pulls information from your destination URL and 
uses it in your ad without your input. It fills the ad image, the ad headline, and the ad 
description automatically. It saves you time and effort. 
Lastly, click on the “call to action” menu button and select “learn more” as your CTA. Now 
click on the “create” button.  
 
Your ad is ready, and you just have to click on “next” to save and continue. 
 
Launching Your Ad Campaign 
 
Now you are ready to launch this campaign. Review your campaign settings, and then click 
on the “launch campaign” button. 
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Chapter 10 
Creating A LinkedIn Video Ad 

 
In this section we are going to look at how to prepare and launch a video ad campaign. 
 
In the campaign manager, click on the ad 
account for your company page. Click on the 
“create campaign” button. Now edit the name 
of the new campaign in the “untitled campaign” 
field. This time select “video views” as the 
campaign objective. 
 
Next it is time to configure the campaign 
settings. In the “locations” section add your 
additional target locations by clicking on “add 
location.” 
Then go to the “who is your target audience” section and select your targeting criteria. 
Remember thatyou can search audience attributes by entering keywords into the “search” 
field, or you can browse attributes by using the “audience attributes” menu. 
E.g. if your goal is to reach people interested in your content, enter a niche keyword into 
the “search” field and select attributes from the results. Now move to the “budget and 
schedule” section. Enter the “daily spend” field. Now select your schedule.  
The next step is key. First, click on the “bid type” menu button and select “maximum CPV 
bid.” This setting will help you set a maximum cost-per-view bid so you don’t go over 
budget. Now enter a bid amount that is slightly higher than the suggested bid, typically a 
few cents above what other advertisers are paying. You will find this information at the 
bottom of this section. Click on the “next” button to save and continue. 
 
Creating The Ad 
 
Start by clicking on the “create new ad” button to open the ad editor. 
Now to set up the ad creative. First, enter your ad copy into the “introductory text” field. 
Next click on the “upload video” button to upload your video file to the ad. 
Then enter your ad headline into the “headline” field. Next enter your website or landing 
page URL into the “destination URL” field.  
Click on the “call to action” menu button and select the CTA that best describes the action 
you want the user to take after watching the video ad. E.g. “learn more” so they click on 
our URL. Then click on “create” to save your ad on the “next” button to save and continue. 
 
Launching The Video Ad Campaign 
 
Review your campaign settings and click the “launch campaign” button when you are 
ready. 
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Chapter 11 
Creating A LinkedIn Messaging Ad 

 
LinkedIn allows you to send promoted messages to other LinkedIn users. Meaning you can 
send them a message straight to their messaging inboxes simply by setting up an ad 
campaign. That is we are going to cover in this section. 
 
Setting Up The Campaign 
 
From the campaign manager dashboard, go 
to the “accounts” column and click on the ad 
account that you created for your company 
page. On the following page, click on the 
“create campaign” button. 
 
Start by editing the name of the campaign in 
the “untitled campaign” field. Then select 
your objective. The objectives that allow you 
to create a messaging ad are “website visits,” “lead generation” and “website 
conversions.” The objective you choose will depend on what type of action you want to 
drive with your ad. As an example, let’s select “lead generation” as the objective. This will 
help generate inbox leads on LinkedIn. 
 
After selecting your objective, go to the “audience” section to start configuring your 
audience reach. Start by adding your target locations, and “profile language” if applies. 
Then move to the “who is your audience section” and click on “narrow audience further” 
to select your targeting criteria. This is a very important step, because you should only 
send promoted messages to the people that are very likely to respond and take action. 
To do this, select targeting criteria that defines your audience. 
 
Next move to the “ad format” section and select “message ad.” Now move to the “budget 
and schedule” section. Enter your “daily budget” select your schedule. E.g. “run campaign 
continuously from a start date.” 
 
Then go to the “bid type” section and enter an amount that is higher than the suggested 
bid. Consider making it a little higher than what other advertisers are paying. You will find 
this information at the bottom of this section. Now that the campaign is fully set up, click 
on “next” to save and continue. 
 
 
 
 
 



 

22 

LinkedIn Setup And Marketing Workbook 

© Coaching with NLP, 2020 

www.coachingwithnlp.co 
 

LINKEDIN MARKETING WORKBOOK 

Creating The Message Ad 
 
To create your ad, click on the “create new 
ad” button. This will open the message ad 
editor. 
 
Start by entering the name of this ad into the 
“ad name” field. Now click on the “sender” 
tab. By default, your account will appear as 
the sender, but you can click on “add sender” 
to change this. 
 
Now click on the “message” tab to compose the message. Start by adding your message 
“subject” and then compose your message in the “message text” field. Ideally open with a 
greeting and insert the first name as a custom field to personalize the message. To do this, 
simply type your greeting first, then click on the “insert custom field” menu button, then 
select “first name.” 
 
When you compose your message, keep it brief and be clear of your offer. E.g. describe an 
invitation to join a mailing list with insider content that is exclusive for professionals in 
your niche. Now add a “call-to-action” and a “landing page URL” to show on your 
message. 
 
Next click on the “form details” tab. Here you can customize the lead capture form in your 
message. Start by entering the name of the form into the “form name” field. By adding a 
name to your form, you’ll be able to save it and use it for other ads. Next enter your form 
headline into the “offer headline” field. Then enter your form copy into the “offer details” 
field.  
Now enter your site’s privacy policy page URL into the “privacy policy URL” field. 
Now click on the “lead details and custom questions” field. As you can see here, the 
default form fields are the commonly used fields, but you can add more by selecting from 
the profile information menu below. You can also add “custom questions” and “custom 
checkboxes.” 
Next click on the “confirmation” tab to enter your confirmation and thank you message 
into the “message” field. Then add your company website URL into the “landing page 
URL” field.  
Lastly, click on the “create” button to save your ad and add it to the campaign. Then, click 
on the “next” button to save and continue. 
 
Launching The Campaign And Sending Your Message Ad 
 
Now all that’s left to do is to review your campaign settings and preview your message in 
the ad card at the bottom of this page. Then, click on the “launch campaign” button.  
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Chapter 12 
Step-By-Step LinkedIn Marketing Plan For 2020 

 
It is important to clear plan of action of how you want to 
use LinkedIn to reach your business goals.  
 
Let’s look Step-by-Step plan for 2020 of how to 
potentially use LinkedIn to grow your business. 
 
Step 1 – Define Your Marketing Goals 
 
Be clear on what you want to achieve with LinkedIn 
marketing. Do you want to to reach decision makers in 
your industry, create brand awareness or to add a professional segment to your mailing 
list? Knowing this will help you to know what type of content to share with your audience. 
 
Step 2 - Create AND Optimize Your Profile 
 
It is obvious that you need to create a profile when you join LinkedIn, but it is very 
important to optimize it right away. Other users are actively growing their networks all the 
time. By optimizing your profile, you won’t miss the opportunity to be found by people 
who might be searching for what you have to offer. 
By optimizing your profile first, you start to build your presence. Your profile creates the 
first impression to potential customers. If you do not have an optimized profile, those 
same prospects might think you just have a placeholder account and will likely ignore your 
profile. You want to grab their attention and give them a reason to reach out to you. 
 
Step 3 - Create AND Optimize Your Company Page 
 
The same applies to company pages. It isn’t enough to create a company page where you 
add the name of your company, a logo, and a location. If you do this, your company page 
will be nothing but a placeholder. 
You have to go the extra mile and optimize it with information that is relevant to decision 
makers in your industry, and to add a series of content pieces. For this, you can repurpose 
content from your blogs and video channels. 
 
You want to optimize your company page because there is lots of your competitors on 
LinkedIn. Optimizing the content in your pages gives you a competitive edge. 
You add keywords and search terms within your company page details and in your 
content. You can also build backlinks to your company page on external websites and 
blogs. You can curate content from relevant sources, so your followers share it with others 
inside the platform. 
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Step 4 – Grow Your Audience 
 
Once you have set up your profile and company 
page, you probably want to start growing your 
audience.  
 
You can build a strong network as well as social 
proof for your business. Having an active 
network increases trust in your brand. Meaning 
that you can use your active network of contacts 
and followers as proof that your business is 
worth investing in.  
 
Step 5 - Create And Publish Original Content 
 
Good quality original content will keep your audience engaged and interested in what you 
have to offer. Publish content that will help and benefit them. Exapnding their knowledge 
and giving them useful resources to implement.  
 
Step 6 – Sponsor Your Content And Create Ads 
 
Whilst organic traffic can only take you so far, sponsoring your posts and creating ads will 
allow you to grow your audience and prospect list. However only do this after you have 
created some content and optimized your profile as discussed previously.  You want to 
first have a strong presence with a significant collection of content pieces first. 
 
Step 7 – Analyze Your Performance 
 
It is important to analize your stats. The platform makes it easy for you to monitor your 
performance through different analytics tools: LinkedIn Company Page Analytics, Analytics 
for Publishing, and Campaign Manager Analytics for ads and promoted posts. 
 
These tools will help you see detailed performance metrics that you can benchmark 
against the performance of your competition, as well as against your own goals. This helps 
to see which are stronger areas and which could be improved upon. 
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Chapter 13 
Simple LinkedIn Hacks To Grow Your B2B Audience 

 
People typically join LinkedIn to get educated 
content and grow there business, rather than to 
find friends or entertainament. For this reason, it is 
important to use the right strategies on the 
platform to grow your business-to-business 
audience. 
 
Comment On Relevant Content 
 
Egagement on LinkedIn is important. You can 
establish authority by commenting and contributing to existing conversations on relevant 
discussions and posts in your niche. You could add your point of view, provide additional 
information or start debates. By doing this, you will expose your profile and brand page on 
other user’s feeds and start to create engagement and authority.   
 
Produce Rich Media Posts 
 
Use visually rich media to help your content pop and stand out. Posts with images or video 
are more likely to interrupt the user experience and get engagement. Depending on the 
type of rich media you use, you can produce two different types of engagement.  
 

• If your aim is lots of comments, upload an image to your post. According to 
LinkedIn, image posts generate 98% more comments than plain text posts. 

• If you want to get more shares, upload a video to your post. Video posts generate 
75% more shares than plain text posts. It is better to upload your videos to 
LinkedIn than to simply link your YouTube videos. This is due to LinkedIn preferring 
native content. Meaning you stay on their platform and not go elsewhere.  

 
Add Your Custom LinkedIn URL To Email Signatures 
 
Most businesses already use email signatures. They are a great marketing channel. By 
adding your LinkedIn profile link to your signature, potential clients can easily follow them 
to check you and your company out. You can also add your profile to your contact forms, 
checkout forms, newsletters etc.  
 
You can create your custom LinkedIn URL from your LinkedIn profile. Click on the “edit 
public profile and URL” option to personalize and save your custom LinkedIn URL. Then 
simply add it to your email signatures as a text link. 
 
Host Live Events 
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There are many potential B2B leads that 
love live events like conferences and 
webinars. You can use LinkedIn to attract, 
engage, qualify and convert these leads by 
promoting your live events on the 
platform. 
 
You can achieve this by: 
 

• Schedule a live event on your 
platform of choice, for example on 
YouTube, Facebook Live, Vimeo etc. 

• Record yourself announcing the live event. Make it brief and to the point. Highlight 
the most relevant points you will be discussing during the event. 

• Create a LinkedIn video ad to promote your live event. Upload your announcement 
to this ad. 

• If possible, create a signup form to capture your attendee’s names and email. Add 
a link to this form in your ad and instruct attendees to sign up via the form so you 
can send them reminders. 

• Send daily reminders 3 days in advance of the live event. 
 
 
Encourage Staff Networking 
 
Encourage your staff to create their own LinkedIn profiles, join your network and to follow 
your company pages. 
 
Then encourage them to become your brand ambassadors by sharing your company page 
content. Ideally, they could also create their own thoughtful content about your brand or 
products. 
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Chapter 14 
Tips For Creating Native Content 

 
It is suggested that LinkedIn users typically need to consume up to 10 content pieces 
before they purchase. They make purchases based on trust in the provider. Produce 
quality content so that your potential prospects trust you as the top provider and their 
best choice. Here are some tips to create awesome, engaging native content for LinkedIn. 
 

• Make sure your content is set for maximum exposure and distribution. Go to the 
“privacy and settings” section of your profile. Ensure that your profile is public and 
visible to everyone and that the “posts and articles” option is checked. These 
settings will help you to increase distribution on and off the platform. Meaning 
that your content is searchable and visible to on LinkedIn and visible to people 
without a LinkedIn account. Example those searching niche information on Google. 
 

• Analyze interactions and comments. One can find lots of valuable insight and 
inspiration for content by reading comments other people leave on posts. Analyze 
their reactions, questions, their wants and needs, pain points etc. You can then use 
that information to write articles to address these issues. Thus, becoming a 
problem solver and influencer, which is much more likely to drive engagement. 

 

• Write about industry-sensitive topics. This will 
resonate with your target audience. Consider 
things like current affairs and the future of your 
industry. Discuss problems that your niche or 
industry faces. What challenges people mights 
face in the short- near and long-term. 
 

• Focus on headlines and cover images. Views are 
only tracked once someone clicks through to 
the article page. Each view increases organic 
distribution of your content. It is important to craft headlines that convince users 
to click through to read. To create impactful headlines, you can add a numbered 
title, add industry keywords, use pressing questions as headlines etc. It is also 
important is to use powerful cover images that interrupt and force the user to stop 
scrolling and pay attention to the publication. Images with people performing an 
action get the most attention. 

 

• Give career related advice. There are lots of students and entry level professionals 
on LinkedIn. You can produce content on how to get started in your industry, what 
essential skills are needed, how your industry changed and what are the new 
requirements for people that are just getting started. 
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Chapter 15 
How To Make The LinkedIn Algorithm Work For You In 

 
Ranking your content and staying relevant 
comes down to the level of engagement of 
your audience with your content. This means 
that you have to create content for your 
audience AND for the LinkedIn algorithm.  
 
What Is The LinkedIn Algorithm? 
 
The LinkedIn algorithm is a set of instructions 
and rules programmed into the LinkedIn 
platform that helps the site prioritize content 
in the feed according to relevance and not by 
published time. In other words, the algorithm is like a checklist that helps LinkedIn identify 
what is the best type of content and how relevant it is to your potential audience. 
 
The algorithm rewards accounts, that produce frequent interaction and engagement, with 
more visibility and increased distribution of their content. It does this by analyzing your 
posts and your interactions. Determining how relevant they are to the industries that you 
follow, and by analyzing how much value they provide to users in your network. It looks 
for coherent content intended to get response, and it does not favor a particular format. It 
then analyzes how much engagement this content generates and determines the value of 
the content and the account publishing it. It then increases the organic reach of that 
account and the content it publishes, as well as its visibility in other account’s feeds. 
 
How To Make The LinkedIn Algorithm Work For You 
 

• Publish Question-Based Posts 
Question-based posts are “call-and-response” content that get an almost immediate 
response. When you publish a post with a question, users are naturally inclined to 
comment with an answer. Post questions on a regular basis. The best questions are 
related to circumstances or common things in your industry. Even general questions like 
“what are you working on today?” get responses, and the algorithm ranks them high. 
 

• Post Time-Sensitive News 
Posting breaking news is a great way to stir conversation and generate significant 
engagement, especially because news stay relevant during the day. So if you post a piece 
of breaking news in the afternoon and it gets lots of engagement, the algorithm will keep 
pushing it to people’s feeds until the hype decreases in the evening. This is also 
demonstrates to your audience that you know what is happening in your industry. 
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• Post Infographics 
As previously mentioned, image posts generate almost 100% more comments than text-
only posts. However, if you really want users to engage with and share your image posts, 
create and post infographics. Poeple love infographics and they generate lots of shares. 
They can sometimes go viral if the infographic gets lots of attention. 
 

• Post Stuff About Your Employees And Staff 
Employee-centric content is seen as a kind of 
“behind the scenes” type of content on LinkedIn. 
Users appreciate the occasional break from 
business-themed content without going too off-
topic for the platform. It also offers a glimpse of 
what it looks like to work with you and your 
organisation. Whilst the algorithm doesn’t favor 
employee-centric posts in terms of relevance, it 
does so by measuring the amount of engagement 
that it generates. 
 

• Cover Events 
One type of content that the algorithm actually does favor is content about events. This is 
because events and conferences are at the heart of what LinkedIn wants people to see in 
their feeds. The algorithm assigns a high relevance to this type of content and pushes 
posts about events where recognizable brands are present. 
 

• Tag Companies And Other Users In Your Posts 
Tagging other companies and users in your posts is a great way to boost your reach. It 
notifies who you tag and the algorithm interprets that as an interaction. Tagging can 
become intrusive when unsolicited, so best practices include to only tag companies that 
are likely to respond, as well as limiting to 5 tags per-post. 
 

• “Like” and Comment On Industry Content 
The algorithm not only measures the engagement you get, but also the engagement you 
do. It helps the algorithm know that you are a real person interacting naturally and it helps 
boost other people’s content. That has the added benefit of creating rapport with them. 
Potentially having them return the favour in the future.  
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Chapter 16 
Powerful InMail Strategies That Work In 2020 

 
One of the most powerful outreach tools on LinkedIn is InMail. It is a messaging app that 
allows you to contact users outside of your 
network. Let’s look at some proven InMail 
strategies that will help you create more 
successful and profitable relationships on the 
platform. 
 
An InMail must make a strong first impression 
or it will be ignored. The good news is that 
sending InMails generates a 700% increase in 
response rates over sending emails.  
 
 
Composing An InMail Message 
 
To compose compelling, results oriented InMail messages, follow these guidelines: 
 

• Be straight to the point. You will get a better response by directly expressing your 
intentions. 
 

• Don’t ask for too much up front. Plan a funnel to get your prospects to convert 
them AFTER you have created a connection. E.g. if you want an InMail lead to sign 
up to a mailing list, don’t send them to a lead capture page where they have to 
read an article and submit to get an incentive. Instead, send them an invitation to 
connect first. You will be able to share content with them later on, which you can 
use then to convert them. 

 

• Be casual and conversational. The idea is not only to connect with the lead, but to 
create a relationship with them. So, you should compose the type of message you 
would send to a friend or colleague when you want to get a response. 

 

• Explain the reason why you want to connect with them. This is different than 
expressing your goal, because here you are going to tell them the reason you sent 
them the InMail. For example, you could say that you’re reaching out because you 
saw their comments on a content piece, and that you appreciate their views 
because you are working in the same industry. 
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Use Personalized Templates 
 
A great way to structure your InMail messages is by using templates that you can 
personalize. You’ll find great LinkedIn messaging templates online that have been 
composed by CEOs and executives, and that have been created for different types of 
recipients in different industries. Create a collection of templates that you can personalize 
according to whom you are sending an InMail to. 
 
Add Calls To Action To Trigger The “Next Step” 
 
Do not just close an InMail with a goodbye or a closing statement that leaves little room 
for future communication. Even if you include a question or comment to start a 
conversation, a closing statement can create the impression that not replying is ok. 
Instead, add an actionable term that encourages the recipient to take the next step, such 
as “let’s connect”, “let’s talk”, “let’s chat”, use phrases like “follow up” and action words 
like “discuss” or “boost.” 
 
Send Your InMails At The Right Time 
 
Sending your InMails at the wrong time can 
lower your response rate by 16%.  
There is a right time to send InMails. Typically, 
weekdays between 9 AM and 10 AM are best, 
because that’s when users are more likely to 
reply and take action. 
 
Send InMails To Users That Have A Certain 
Degree Of Connection With You 
 
If you want to boost your response rates, start by sending InMails to people that already 
have a certain degree of connection with you already. This is people that, for example, are 
in the same groups as you, or that are connected to people in your network. 
 
The response rate from people that are in the same groups as you is 21%. From people 
that follow your company page is 81%. Those people that are connected to someone in 
your network is 46%. 
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Chapter 17 
LinkedIn Marketing Do’s And Don’ts 

 
The Do’s 
 

• Set A Content Marketing Plan 
Develop a content marketing strategy to help you set specific dates to release content, 
instead of relying on random bouts of creativity. 
 

• Be Active 
The key to getting noticed and achieving success on LinkedIn is to actively publish content, 
to engage with others in a relevant way and to grow your network. 
 

• Get Endorsed 
Ask peers in your network to endorse your profile 
to boost your credibility and authority. 
Endorsements work just as well as testimonials. 
 

• Proofread Everything 
E.g. descriptions, posts, comments, messages, ad 
copy, etc. Spelling might be overlooked on most 
social media sites, but not on LinkedIn. 
 

• Use Video To Build Awareness 
Use video to help people learn more about your brand, business, products, vision and 
your goals. This is a great way to build value in the minds of potential clients. 
 

• Use Simple Language 
Stay away from jargon. Use easy to understand, conversational language. 
 

• Personalize Connections 
Keep regular contact with all your connections. Pay attention to all the things they like and 
things they are interested in. Send them content that is personalized to their values. 
 

• Reply Promtly 
Make sure to reply to comments, messages, inquiries, connection requests, and other 
interactions fast. You don’t have to rush it like on other social channels but do reply within 
1 to 2 days at the most. 
 

• Monitor And Optimize  
Track your add performance, which posts and articles get the most engagement, etc. 
Replicate their formula to create future content.  
The Don’ts 
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• Don’t Be Off Topic 
Don’t deviate from your niche to much. Stick to content and 
topics that directly impact customers and companies in your 
industry. 
 

• Don’t Join Irrelevant Groups 
Joining too many or irrelivant groups, even in the same niche, 
can cause you to lose focus.   
 

• Don’t Over Promote 
LinkedIn users need to consume several pieces of content before 
making a purchasing decision. The LinkedIn algorithm also does 
not like self-promoting content. 
 

• Don’t Be Pushy 
Avoid sending too many follow up messages, too many replies to 
posts, or asking users with dormant connection requests to accept them. This is 
considered spam. 
 

• Don’t Argue 
Avoid arguing with others or being overly arrogant or condescending. This can destroy 
your reputation and get you suspended. 
 

• Don’t Send Random Requests 
Avoid sending unsolicited connection requests, messages, tags, or invitations to people 
that are unlikely to respond to them. You could get reported. 
 

• Don’t Send Mass Messages Without Personalization 
Never send a message blast without disabling the option to let users see each others’ 
names in the message, and without adding the “%FIRSTNAME%” custom field to 
personalize it. 
 

• Don’t Do Unrequested Outreach Outside Of LinkedIn 
Don’t send unsolicited friend requests, follow people, or send emails to users outside of 
LinkedIn. Remember that most people use LinkedIn for business. So contact outside of the 
platform is unprofessional and over stepping boundaries. 
 

• Don’t Advertise Irrelevant Stuff 
Don’t ever use LinkedIn ads to promote stuff that isn’t relevant on the platform, such as 
movies, video games, retail products, consumer goods, etc. 
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Chapter 18 
Premium Tools And Services To Consider 

 

GrowthLead 
 
GrowthLead is a social prospecting, social 
selling, and marketing automation tool 
that helps to scale your outreach by 
providing a 4-step social automation 
process: 

• Identifies and finds prospects using 
an advanced filtering feature 

• Automates multiple campaigns to 
reach different audience segments by automating personalization, schedules 
unlimited messages  

• Follow ups to boost response rates 

• Monitors metrics and automates data-driven changes. 
 

Crystal 
 
Crystal is a social media marketing tool that analyzes people’s personalities by checking 
their LinkedIn profile. Allowing you to tailor your interactions. Crystal does this by using 
“Personality AI” to analyze millions of online data points that accurately identifies 
personality. It gives you powerful insights that allows you to communicate more 
effectively, write more persuasive copy and to build trust faster. 
 

LeadFuze  
 
LeadFuze is a business-to-business lead generation tool that helps you to quickly create 
LinkedIn leads and LinkedIn target accounts through a simple lead collection process. With 
LeadFuze, you can search for leads using specific criteria such as industry, the type of 
computer programs they use, how much they spend on online ads, whether they are 
hiring, etc. It also helps you to unlock data such as verified email addresses and phone 
numbers. 
 

SalesLoft 
 
SalesLoft is a sales engagement platform that seamlessly integrates with LinkedIn to make 
incorporating activities and insights into a single dashboard simple. It provides you with a 
sales navigation application that integrates into your LinkedIn sales workflow and lets you 
create multi-channel communication flows, send InMails, research, and connect, all under 
a single panel. 
 

https://growthlead.io/?utm_term=linkedin%2520automation&utm_campaign=GL%2520Global%2520Campaign&utm_source=adwords&utm_medium=ppc&hsa_acc=2838214215&hsa_cam=6540554526&hsa_grp=75923240342&hsa_ad=409829457540&hsa_src=g&hsa_tgt=kwd-309151351136&hsa_kw=linkedin%2520automation&hsa_mt=b&hsa_net=adwords&hsa_ver=3&gclid=CjwKCAiA-vLyBRBWEiwAzOkGVPaSKWjxtuEpoyBCWgaDTMrFhsJJ8FkZrQuigdWSpEqcddXWWQcMeBoC2T0QAvD_BwE
https://www.crystalknows.com/
https://www.leadfuze.com/
https://salesloft.com/products/integrations-partnerships/
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Voogy 
 
Voogy is another social media sales app. It allows you to automate outreach on LinkedIn. 
Revealing who has clicked through from LinkedIn to your website, and to cut out manual 
tasks such as InMail and Email outreach through a single repeatable process. The 
automation integrates LinkedIn within your workflow. It also integrates seamlessly with 
your CRM and marketing automation platforms, as well as with Slack. 
 

eLink Pro 
 
eLink Pro is a LinkedIn marketing software that automates social profiling and lead 
generation in three steps. - It accesses an addressable market of targeted LinkedIn clients 
and exports their details. - Gets these clients engaged using a link that goes back to your 
profile, encouraging them to visit it. - It attracts these clients to your profile and to your 
website, where interested leads will engage and connect at scale! 
 

Discoverly 
 
Discoverly helps you to discover information about LinkedIn prospects on other social 
media channels. Finding vital information like the type of information they would only 
share on sites like Facebook or Twitter. Example shopping habits, their favorite types of 
entertainment, their favorite mass media, and so on. 
 

Guru 
 
Guru is a knowledge management solution that can help you discover leads that share 
similar traits as your audience. It saves you the time searching for qualified leads on 
LinkedIn. Run a clients LinkedIn info through Guru so it can analyze the profile. Then the 
app will provide you with a list of all the other leads that are similar, for a quicker, more 
effective reach. 
 

Sales Navigator for Gmail  
 
A premium engagement app from LinkedIn that allows Sales Navigator users to use Gmail 
as a powerful prospecting and sales tool. With it you are able to see rich LinkedIn profile 
data in your inbox, to build rapport by sharing shared connections, experiences, and 
interests, to save Gmail contacts as leads, and to see if your LinkedIn prospects are 
connected to your colleagues outside of the network. 
 
Dux-Soup 
Dux-Soup is a lead generation tool that will help you to easily find, attract, and engage 
with your prospects on LinkedIn. It automates LinkedIn activities such as profile viewing, 
endorsing, messaging, and follow up, so you can concentrate on growing your business. 
 

https://voogy.com/
https://elink-pro.com/
http://discover.ly/
https://www.getguru.com/
https://rapportive.com/
https://www.dux-soup.com/
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Chapter 19 
LinkedIn Marketing Frequently Asked Questions 

 
Why is LinkedIn different from other social marketing? 
 
The most relevant, biggest difference is that LinkedIn is not 
entertainment centric. It is not the place to watch viral 
videos or laugh at the latest memes. Or for casual 
conversation and heated debates. Even though it 
encourages a business-driven environment, it is not 
consumer centric either. 
This makes LinkedIn marketing much more focused. The 
aim is to open the possibility of future business 
relationships. 
 
 
Are LinkedIn leads better than leads from other 
platforms? 
 
If you sell a product or service intended for business and for professional advancement, 
the answer is yes. Especially if you work towards nurturing them. 
If you sell consumer goods or entertainment products, then you might find better leads on 
other platforms. 
 
Can you drive sales on LinkedIn? 
 
Yes absolutely. Be aware that sales on LinkedIn don’t happen immediately. You have to 
create a content marketing campaign around your product or service AND build 
awareness in your network beforehand. 
 
Is there a way to accelerate profits on LinkedIn once you start selling? 
 
The best way to accelerate results on LinkedIn is to run ad campaigns. You can run ads 
targeted at key decision makers to send them straight to your product pages to see what 
your products are all about. 
 
Can you repurpose content or data from LinkedIn for other platforms? 
 
Yes! In fact, LinkedIn can be a gold mine of data and information that you can repurpose 
as content for platforms such as YouTube and Twitter. 
This is because you can find lots of up-to-date information about any industry on LinkedIn, 
information that is useful to create explainer videos, news segments, podcasts, 
infographics, etc. 
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Is there a trick to keep a LinkedIn audience engaged? 
 
Stay active and consistent. Post regular updates and content without sacrificing quality. 
Simply stick to a content calendar and post two or more times a day at the same time 
every day so your audience knows when to expect to see your brand in their feeds. That 
will help to keep you in the fore front of their minds. 
 
What can you do to fix your ads if they’re not returning your investment? 
 
Firstly, monitor the add performance in your ad manager after 7 days. Analyze metrics like 
click-through rates, views, and sessions to see if people aren’t responding well to your ad, 
to the content, or to the landing page. You can also compare your ads to ads from 
established brands to see what you might need to fix. 
 
Can you still get results from LinkedIn marketing if you run a business-to-consumer 
company? 
 
Yes, some of the benefits you can get from LinkedIn marketing include name recognition, 
brand awareness and thought leadership. You can showcase company culture and curate 
content while you drive sales in other channels. 
 
How do you find followers and potential clients if your company is in a very narrow 
niche? 
 
The easiest strategy is to join groups and to create your own group for the audience in 
that niche. This sometimes works better than ads because it’s a long-term strategy that 
allows you to nurture your network until they become customers and brand ambassadors 
down the line. 
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Conclusion 
 
 
LinkedIn is an amazing platform to create brand awareness, find potential clients and 
getting valuable resources relating to your industry. 
 
Like any networking, it is important to nurture your contacts and to build a relationship of 
Know, Like and Trust. 
 
As I mentioned in the beginning of this article, what works today, may not work 
tomorrow. This is a guide to help you and by no means meant to be LinkedIn bible. Use 
the resource to your benefit, but don’t reply on it solely in your LinkedIn marketing 
efforts. 
 
I hope that you found value in this workbook and that your efforts on LinkedIn are 
rewarded.  
 
 
 
Kind regards 
 
 
Wayne Farrell 
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Top Resources 
 
Videos 
https://www.youtube.com/watch?v=fAeFSoRzI8o 
https://www.youtube.com/watch?v=cxJydOZBnNE  
 
Tools & Services 
https://neilpatel.com/blog/the-top-13-LinkedIn-tools-for-boosting-
sales/ 
https://www.lindseya.com/LinkedIn-marketing-tools/ 
 
Blogs 
https://business.LinkedIn.com/marketing-solutions/blog 
https://www.chinabrands.com/dropshipping/article-best-15-LinkedIn-marketing-blogs-
16130.html 
 
Webinars 
https://www.youtube.com/watch?v=SQwSwIxlbfY 
https://www.youtube.com/watch?v=z8iMnM6LQ7g 
 
Infographics 
https://www.pinterest.es/OgilvyWW/LinkedIn-infographics/ 
https://www.impactbnd.com/blog/stats-LinkedIn-content-infographic 
 
Case Studies  
https://business.LinkedIn.com/es-es/marketing-solutions/success/marketing-case-studies 
https://www.socialmediaexaminer.com/4-LinkedIn-mini-case-studies/ 
 
Facts 
https://www.statista.com/topics/951/LinkedIn/ 
https://www.brandwatch.com/blog/LinkedIn-statistics/ 
 

https://www.youtube.com/watch?v=fAeFSoRzI8o
https://www.youtube.com/watch?v=cxJydOZBnNE
https://neilpatel.com/blog/the-top-13-linkedin-tools-for-boosting-sales/
https://neilpatel.com/blog/the-top-13-linkedin-tools-for-boosting-sales/
https://www.lindseya.com/linkedin-marketing-tools/
https://business.linkedin.com/marketing-solutions/blog
https://www.chinabrands.com/dropshipping/article-best-15-linkedin-marketing-blogs-16130.html
https://www.chinabrands.com/dropshipping/article-best-15-linkedin-marketing-blogs-16130.html
https://www.youtube.com/watch?v=SQwSwIxlbfY
https://www.youtube.com/watch?v=z8iMnM6LQ7g
https://www.pinterest.es/OgilvyWW/linkedin-infographics/
https://www.impactbnd.com/blog/stats-linkedin-content-infographic
https://business.linkedin.com/es-es/marketing-solutions/success/marketing-case-studies
https://www.socialmediaexaminer.com/4-linkedin-mini-case-studies/
https://www.statista.com/topics/951/linkedin/
https://www.brandwatch.com/blog/linkedin-statistics/

