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IMPORTANT REMINDERS

KNOW YOUR CUSTOMER!
• Do not use LinkedIn to “find new customers” because it is a new platform to you. 

Use LinkedIn because you have identified that one of your target markets exists 
on the platform.

Keep in mind what LinkedIn is, and is not.
• While LinkedIn shares similarities with other social media platforms, LinkedIn 

users behave and interact with specific types of content in very specific ways.



Who’s On LinkedIn?

• LinkedIn was designed with the working professional in mind

• Over 590 million professionals 

• These professionals represent the largest group of influential, affluent, and 
educated people.



LINKEDIN OPPORTUNITIES

“Thought 
Leadership”



LINKEDIN PAGES
Pages are where you can catch the eye of prospective customers and build 
relationships with existing customers by featuring relevant content. Showcase 
Pages serve that same purpose for specific business lines, products, or initiatives 
within your company.

What to Share
• Company news
• Videos
• Blog content
• Industry news and research
• Case studies
• Webinars and content produced by business leaders (both within and
• outside of your company)
• Eye-catching visuals and statistics (1200x627 pixel images are optimal)











LINKEDIN SLIDESHARE
More than 70 million monthly unique visitors use LinkedIn SlideShare. With 
400,000 new presentations uploaded each month, SlideShare is now the world’s 
largest professional content-sharing community. And that’s something you can't 
afford to overlook.

What to Share
• Company videos
• Webinar and conference recordings
• Influencer videos
• Product how-to's and tips
• Company presentations
• Webinar decks
• Infographics
• Nicely designed, short and informative content





LINKEDIN GROUPS
Groups build and foster a community where your company can generate 
and contribute to conversations around timely industry topics.

What to Share
• Use as a forum for discussion (avoid self-promotion)
• Use as a catalyst for thought leadership and community
• Spark conversations about industry trends and challenges
• Ask questions to crowdsource sentiment





LINKEDIN SPONSORED CONTENT
Sponsored Content vs. Direct Sponsored Content

LinkedIn Sponsored Content allows you to publish relevant content and reach a targeted 
audience of professionals beyond just your LinkedIn Page followers. 

Direct Sponsored Content is a feature which allows you to share content directly in the feed, 
giving you the ability to personalize and test content without having to originate posts on your 
LinkedIn Page. Make your content more relevant by sending personalized messages to specific 
audiences. Then test and retest a variety of content in real-time to optimize performance.

What to Share
• Links to your latest and greatest whitepapers
• eBooks
• Case studies
• Industry articles
• Helpful how-to content
• Bright visuals (visual is the new headline!)







Additional SPONSORED CONTENT
VIDEO
LinkedIn now offers a native video option with “call to action” options offered through their 
Lead Gen Forms product.

PRO TIP: Video is 5x more likely than other types of content to start a conversation among LinkedIn members.

CAROUSEL ADS
Add texture to your stories by featuring multiple visuals that people can horizontally swipe 
through while on the LinkedIn feed.

PRO TIP: 75% of beta advertisers said they will use carousel ads in their next Sponsored Content campaign, largely due 
to seeing increased engagement and click-through rates.



LINKEDIN SPONSORED INMAIL
Send personalized messages to the people who matter most to your 
business.

What to Share
• Webinar and industry event invitations
• eBook launches
• Product one-sheeters
• Program demos and certification enrollment
• Infographics
• Blog subscription campaigns



LINKEDIN TEXT ADS
LinkedIn Text Ads are intuitive, self-service ad formats that enable you to 
easily create, manage, and optimize customized campaigns in a matter of 
minutes. With Text Ads, you can target a premium professional audience on 
a budget that works for you.

What to Share
• eBook launches
• Product one-sheeters
• Webinar and industry event invitations
• Program demos and certification enrollment
• Infographics
• Blog subscription campaigns





TAKEAWAYS
• Start small – start with creating a company page and expand from there 

as needed/warranted by your marketing strategy.

• Do what makes sense for your business/target consumer 

• Focus on Thought Leadership 

• Give it time – you will not go from 0 to 1,000,000 followers overnight. 



BEST PRACTICES
• Remember, LinkedIn should be a part of your overall marketing strategy, 

not the entire strategy. 

• Be SMART with your content – Re-purpose good content

• ALWAYS have a goal when posting/sponsoring

• ALWAYS keep your audience in mind
• Is it relevant? 
• If you don’t find it interesting, don’t post it!

• Avoid self-promotion

• Create conversation – social media is NOT one-sided (nor should it be).



QUESTIONS?
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