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LinkedIn Is…
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• A place to connect, of course! But why?
• A way to build and maintain a trusted network
• A platform to share content
• A platform to demonstrate knowledge



LinkedIn Is…
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• A research tool
• A tool to identify opportunities
• A tool to generate leads by driving traffic and 

enquiries to your website…



Benefits of LinkedIn
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• Showcase your experience, skills and career 
achievements

• Showcase your knowledge through status updates

• Connect with others who can grow your knowledge 
or lead to new business



Benefits of LinkedIn
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• Increase awareness of your brand / services

• Gain references / recommendations

• Undertake market research

• Get found on the web
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“Helping members tell their 
professional stories so they can 

attract opportunities and be more 
successful”

- LinkedIn



What’s your professional story?
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Social Media Strategy
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But have you sorted your 
social media strategy?



Social Media Strategy
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What are your goals 
and objectives?



Social Media Strategy
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• Attract a new audience?

• Win over people to my perspective?

• Promoting a service or product?

• Adding perspective to a conversation to provide thought 

leadership?

• Sharing company / organisation news?

…………..Or what?
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LinkedIn is the #1 channel 
to distribute content
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LinkedIn drives more traffic 
to B2B blogs and websites



.
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LinkedIn has 450 Million members 

worldwide,

20+ Million in the UK



64%

ValueExchange

of social visits to corporate websites

LinkedIn is responsible for



90% of decision makers
never answer cold calls
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75% of B2B buyers use
Social Media in the 

decision-making process
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What do we do when we are 
looking for something?
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We ‘Google’ it…



Prospective customers are 60%+ of their way 
through the sales process before they even 

contact your company
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92% of consumers trust personal 
recommendations more than ads.
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So, what are the 
challenges?
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The 2014 B2B Social Media Landscape
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Key Challenges



A New Approach to Sales
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Define your target customer(s)



A New Approach to Sales
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There are many more
customer touch points

than 10+ years ago



A New Approach to Sales
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• Email

• Letter

• News

• Events

• Networking

• Direct Mail

• Telephone

and now…

• SOCIAL MEDIA



Business Development
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Old Sales Model New Sales Model
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The ‘Engagement’ Funnel



Social Selling
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“Leveraging your social brand to fill your 
pipeline with the right people, insights and 

relationships”



Social Selling is about:
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• Building a professional profile

• Finding the right people and prospects

• Engaging with insights

• Building stronger relationships



Social selling is simply the process of 
helping social buyers become 

customers
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Two Ways to do New Business

ValueExchange

Cold Calling Introduction
(referral)



Is Cold Calling Dead?
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The Power of a Network
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Network
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LinkedIn should be very much like face-
to-face networking:

Before
- Do your research

After
- Say thank you
- Follow-up the conversation

Stay front of mind…



Measurements of Success
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• Brand Awareness

• Lead Generation

• Customer Acquisition

• Website Traffic



Measurements of Success
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• Social Media Sharing

• Followers / Connections

• Profile Views



Paid-for Accounts
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• Who’s viewed your 

profile

• Saved search results

• InMail credits

• More Advanced search 

options

• Reference search

• Introductions



Who is your target audience?
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Your Profile
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LinkedIn
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You only get one chance to 
make a first impression
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Be dressed 
for the occasion!
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Personal Profile
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Your Profile
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Your Profile
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Your Headline
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Your Headline
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Think:
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1. What you do/offer?
2. Include Keywords



Your Headline
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Summary
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• 100 - 300 words
• Focus on the Benefits (you 

give to a business) and 
achievements: do not focus 
on your 
organisation

• Highlight your key strengths

• Use Keywords / phrases you 
would find in a job 
description that would 
interest you

• Include a Call to Action that 
relates to your LinkedIn 
objectives

• Be Positive
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Take control of your settings
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Take control of your settings
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Sort the basics:

• Email address

• Phone numbers

• Name, location and industry



Take control of your settings
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• Who can see your connections?

• Viewers of this profile also viewed

• Sharing profile edits

(used to be called ‘activity broadcasts’)

• Profile viewing options

(what people see when you view their profile…)



Building Your Network
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Building Your Network
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Building Your Network
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Do you really know everyone 
in your network?



Your LinkedIn 
Connection Strategy
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Who do you want to connect with and why?

Why should people connect with you?



Connections
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Export your Connections



“We want to be the largest 
distributor of professional content 

in the world”
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LinkedIn, Cannes Lions 2014



On LinkedIn there are two forms of 
outward-facing communications
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• Status updates

• Publishing a post
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Status Updates
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• Announce successors and important news

• Give away advice

• Ask for advice

• What events are you holding or attending?

• Share relevant content 

• Tell your network you have vacancies

• What are you working on?

• Gently(!) promote your products and services

• Direct traffic to your own website



Publishing long form posts
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Focus: match content to 
popular channels

• Self Improvement

• Social Media

• Productivity

• Storytelling

• Customer Service

• Start-ups

• Economy

Optimise Headlines
(keywords)
Share Experiences

Express Expertise and 
Opinion

Encourage Discussion

Add Rich Media

Do Not Self-Promote



Advanced Search
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Advanced Search
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Identify market 
opportunities

Identify competitors 
and market share



Advanced Search
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LinkedIn Advanced Search
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• Keyword

• First Name

• Last Name

• Title

• Location

• Current Company

• Industry

• Past Company

• School

• Profile Language

• Groups

• Years of Experience

• Function

• Seniority Level

• Interests

• Company Size

• Fortune

• When Joined 

(i.e. if new to LinkedIn)



Location Analysis
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Industry:
Business Supplies and Equipment



Company Size Analysis
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Industry:
Business Supplies and Equipment

Location:
UK



Seniority Level Analysis
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Industry:
Business Supplies and Equipment

Location:
UK



Saved Search Alerts
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Three steps to creating a contact 
development program
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1. Define your target audience criteria

2. Use Advanced Search

3. Publish Content
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nigel@valueexchange.co.uk

07976 894353

www.valueexchange.co.uk


