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Foreword 

There are many books on how to use LinkedIn, 
but in my opinion, they tend to be a bit one-
dimensional. In this book, Naomi takes a unique 
perspective in showing how to bring a LinkedIn 
profile to life, how to develop rapport with a 
profile visitor, and how to make the profile a vital 
part of your marketing mix to build your sales 
funnel.  

I met Naomi in 2014 while working on a webcast 
about making a return on investment from social 
selling and how to use LinkedIn to achieve this. 
The team’s marketing efforts attracted an 
audience of 1200, proving that this is a hot topic 
for many.  

During our work together, we discussed many 
aspects of social selling, including LinkedIn and 
the importance of profiles. When I heard Naomi 
had set up a company and written a book solely 
focused on writing LinkedIn profiles, I was 
pleased. A LinkedIn profile is perhaps the most 
vital part of a social selling strategy as all 
proactive and active behaviour comes back to 
the questions ‘Who are you? What’s special 
about you? Why do I want to work with you?’ A 
LinkedIn profile needs to answer these—and 
quickly too—something most people writing 
their own profiles can’t easily achieve.  

In this book, Naomi maps out how to create a 
profile that complements a prospect’s buying 
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cycle and how to take full advantage of each 
field available on the profile and match this with 
your existing marketing activities, sales funnel, 
and social selling strategy.  

Naomi’s book provides coaching and a 
programmatic approach to support the proactive 
LinkedIn beginner and the power user. If you are 
one of those people who want to use LinkedIn 
as a tool to support a social selling initiative, 
acquire leads, meet your quota, and gain a 
competitive advantage, this is for you. 

About Tim Hughes 

Tim Hughes is a pioneer and innovator in the 
area of social selling. After being involved in the 
rollout of social selling at Oracle across some 
2000 people, he came up with his five-pillar 
methodology to enable small and large 
companies to implement social selling for 
competitive advantage.  He is the co-founder of 
the social selling community website 
SocialSalesLounge.com, which offers advice and 
coaching to companies that want their 
salespeople to exceed their quotas and do it 
quick. 
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1. Introduction 
 

In this short book, I am going to share with you 
the advice I’ve given and the stories I’ve told 
countless others while working with an 
international LinkedIn training provider. In 
talking with hundreds of sales professionals, HR 
managers, and business owners, I have realised 
that the biggest question people have about 
LinkedIn is what to put on their profile.   

And rightly so.  

LinkedIn is your window to the world and, in 
many cases, the first impression you give others 
of yourself. In the last 20 years, since the advent 
of the Internet, we’ve seen a dramatic change in 
the way we buy products and services. Research 
conducted by IBM in 2012 shows that today, 
60% of a person’s decision to buy is made 
before they make contact with a sales 
representative. As you probably know from your 
own behaviour, today we are more likely to 
research online and read reviews than to spend 
hours with a sales assistant on the shop floor.  

In service-based businesses, where an ongoing 
relationship is a part of doing business, some 
interaction is required before a sale is confirmed. 
For time-sensitive businesses, this means they 
can reduce the amount of time it takes to 
achieve each new sale by using online resources 
to help do the job for them.  
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By providing the right information in the right 
way, we can support our prospects in their 
buying decision and create brand loyalty. We 
can do this by adding value and providing 
content that assists prospects in their research. If 
this is done correctly, we’ll quickly establish a 
brand loyalty that positions us as experts and 
allow people to trust us.  

More and more we’re seeing that people 
research other people on LinkedIn before 
attending meetings. In fact, it is now expected 
that we come to meetings informed, at least to 
the degree that the information is available 
online.  

For name-based searches, Google ranks 
LinkedIn second in its search results, which 
means your profile will be part of any prospect’s 
research.  

The question then is, what impression does it 
make?  

If this is the first time you are meeting the 
person, your profile will create your prospect’s 
first impression. If it isn’t, the profile can still 
significantly contribute to the person’s 
perception of you and how you do business. As 
the platform matures, having a good profile is 
becoming more and more important, and 
people begin to take it seriously.  

Brand-conscious organisations therefore need to 
take particular care as the profile of each 
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employee is now contributing to that brand 
experience. Profiles offer an excellent 
opportunity to build loyalty in the marketplace. 
They are an opportunity to convey the brand 
message from the perspective of an employee 
and allow people to make a connection with a 
real person, whereas before, the organisation 
was faceless.  

People buy from people, and more than ever, 
there is a need among us to buy from people we 
know, like, and trust. We are no longer 
interested in buying from faceless organisations 
or people we don’t like doing business with. 
We’re more likely to work with someone we like 
than to choose a supplier because it is slightly 
cheaper.  

With this in mind, we have the opportunity to 
turn every one of our employees into a brand 
advocate that can bring in new business, attract 
top talent, and create more successful working 
relationships. If correctly constructed, the 
profiles of our employees carefully and 
consistently convey our company message in a 
way that draws in our prospects whilst allowing 
our employees to remain authentically 
themselves. After all, the profile belongs to 
them!  

Everything Comes Back to the Profile 

Your LinkedIn profile is a powerful piece of free 
real estate that is uniquely positioned among all 
the people that know, like, and trust you. By 
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connecting with those you know, you become 
exposed to the people they know, and this is 
where the real magic begins.  

There are many different ways you could 
approach LinkedIn to achieve your objectives, 
but they all fall under three categories: 

1. Proactive: Identifying exactly whom 
you wish to be connected to, and 
directly seeking out a relationship with 
them 

2. Active: Building up awareness by 
increasing your connections, 
contributing to discussions, and 
publishing content or sharing status 
updates  

3. Passive: Maintaining your profile  
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With each of these activities, you can gain 
greater exposure for who you are and what you 
do. When you are introduced to someone, 
comment on a status, send a request to connect, 

share a picture, publish content, or share in a 
group, your goal should be to make people 
curious as to who you are and what you do so 
they click the link to your profile. Once they’re 
on your profile, you have the chance to engage 
their curiosity and begin a conversation with 
them.   

Your proactive and active strategies should 
result in people’s viewing your profile; otherwise, 
your actions have little value. When they visit 
your profile, you have one chance to make an 
impression. However, people have limited 
attention spans, so you want to quickly 
communicate what you do and the value you 
provide.  

The Right Pigeonhole  

As human beings, we are programmed to 
stereotype and pigeonhole as a way of filtering 
the information we are continually bombarded 
with every day. It’s a natural part of life. 
However, since the Internet began, we have 

Passive Proactive 
 

Active 
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become even faster at filtering information and 
dismissing what isn’t relevant to us. As a result, if 
a LinkedIn profile doesn’t quickly pique our 
interest and match what we’re looking for, we 
move on without a second thought.  

Therefore, our profile has to quickly show what 
we do, how we do it, and the value we offer. We 
must write in such a way that our prospects can 
quickly grasp it and become curious. We need to 
meet them where they are in their buying cycle, 
and provide engaging information that adds 
value and leads them to want to spend time with 
us.  

If we fail to provide this information, our 
prospects will be quick to move on to someone 
else who does. If we fail to position ourselves 
correctly, we could find that potential referral 
partners are either disengaged or referring us for 
the wrong thing. Either way, changing a wrong 
impression requires hard work.  

 

EXAMPLE: Changing Careers 

A few weeks ago, I spoke to a business 
consultant who, a year before, decided to 
pursue an acting career. With a friend’s help, she 
staged a few acting scenes, filmed them, and 
made a show reel. As many acting agents now 
use LinkedIn, she put the show reel on her 
LinkedIn profile. Her clients were aware of her 
brave step into a new career and respected her 
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greatly for it. However, there was just one 
problem. While those who already knew her 
heard the real story behind what she was doing 
and why, those coming to her LinkedIn profile 
and learning about her for the first time were not 
getting a full, accurate impression about her and 
her credibility.  

On her profile, she listed her acting career above 
her business career. While chronologically this 
was correct, for an onlooker, it seemed she was 
first an actress and second a business consultant. 
In fact, having watched her show reel first, I had 
difficulty finding her ‘believable’ when watching 
her business video. The order of her content and 
the absence of her story in the summary made 
me pigeonhole her incorrectly, and we all know 
first impressions stick.  

It took 20 minutes of talking to her to let go of 
this impression and correctly position her in my 
mind as a successful businesswoman. Time is not 
a luxury most of us have with people, especially 
when they are browsing profiles or dealing with 
incoming messages. For this client, while her 
new venture was working for her face-to-face, it 
wasn’t working for her online. To overcome this, 
though, the shift was simple. She just needed to 
rearrange her content and tell her story in her 
summary.  

 

Ensuring we end up in the right pigeonhole is 
our responsibility alone and is achieved by 
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providing the right information in the right way. 
This provides us an incredible opportunity to 
position ourselves. After all, people respond to 
you based on the information you provide. If you 
have a clear, concise, professional message that 
really resonates with people, you can quickly 
position yourself as an industry expert, even if 
you don’t actually feel like one. By putting your 
best foot forward, you can change how people 
relate to you and, in time, how you feel about 
yourself! The key, of course, is to stay authentic 
and genuine, never exaggerate or lie. People 
will spot it quickly and it’ll work against you in 
the long run.  

A good profile puts our prospects needs ahead 
of our own. To do this, we must first recognise 
that while a profile is about us, it is not for us. 
This isn’t our opportunity to stroke our egos and 
feel great about ourselves, though it does lend 
itself to that if you should so wish. In the initial 
stages of sparking your prospects’ curiosity, you 
will want to focus the profile on the problems 
you will solve for your prospects.  

 

Your profile is essentially your business pitch, 
and you have 30 seconds to get it right. On a 
first scan, everything needs to make sense to the 
prospect and answer their initial question as to 

On LinkedIn, your prospects don’t have to find 
a polite way to excuse themselves from the 
conversation—they can simply click away! 
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whether you’re a worthy candidate to invest time 
in. The information you provide needs to 
accurately disqualify those who aren’t ideal 
prospects while qualifying and engaging those 
who are.  LinkedIn is far more brutal than real 
life. On LinkedIn, your prospects don’t have to 
find a polite way to excuse themselves from the 
conversation—they can simply click away!  

If they are interested, it's exactly like having a 
conversation at a networking event as they will 
have questions they want answered. If your 
profile can answer them, you’re a long way down 
the path to having them get in touch. The trick is 
to work out what their next question will be and 
respond to it in a way that works for them. We 
need to lead people through our content to get 
them to the point where they get in contact.  

When we do this successfully, we’ll find that we 
have a powerful marketing tool that allows us to 
leverage our network to attract new business 
opportunities, and inspire people to want to 
recommend us or unwittingly promote us.  

A few weeks ago, a business contact of mine 
‘liked’ my status, which then showed up in the 
feed of another contact of his, someone I didn’t 
know. The person was intrigued and clicked on 
my name. My profile quickly sparked his 
curiosity, and within a few days, we were 
working together on a handsome contract.  
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Word-of-Mouth Recommendations 

When we receive word-of-mouth 
recommendations, it means that we’re doing 
business right—that those who know us are 
willing to put their business reputation on the 
line to tell a friend or colleague that we are a 
reputable provider.  

For this reason, word-of-mouth 
recommendations are the most powerful of all. 
By referring us, our recommenders automatically 
transfer their trust in us to the new business 
contact, helping us to quickly advance the 
conversation.  

 

One of the biggest excuses I hear for not using 
LinkedIn is, ‘I don’t need LinkedIn—my business 
relies on word of mouth’. But what people are 
failing to recognise is just how influential 
LinkedIn is to making that referral pay.  

Business referrals are a tricky business as they 
rely heavily on certain steps: firstly, that 
someone who knows of you and your business 
needs to come into contact with your ideal 
prospect and recognise that person as one; 
secondly, that the issue you solve comes up in 
conversation; and thirdly, that you come to 

If your business relies on word-of-mouth 
recommendation, LinkedIn is the perfect 

place for you. 
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mind. The ideal prospect may be searching in 
the market for a solution, or they may just be 
expressing where they are without actually 
wanting a solution. If your name does come up, 
does your referrer have your details on hand to 
easily pass along? Does an exchange actually 
happen? If your details are received, does the 
person call you?  

Nowadays, the first step a person takes is to look 
you up on LinkedIn before calling, to avoid the 
embarrassment that perhaps you can’t help. Plus 
the referrer may know only basic information 
about your business.  

When prospects come to your profile, are they 
instantly intrigued and excited that they have 
found a potential solution to their problem? Or 
are they indifferent or even a little curious as to 
why you were recommended?  

If the profile is bad, prospects won’t be excited 
and will likely become distracted by something 
else or go back to ‘fire fighting’ the very 
problem you could help them solve. They won’t 
recognise that you’re the solution they’re 
looking for, or the financial gain you will bring 
their business if they engage you to solve their 
problem.  

When talking to those who do make it through 
the multiple steps involved in a 
recommendation, I tend to find that they aren’t 
working with the most ideal clients. Instead, they 
have a dream or vision for the business and what 
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they would like to be doing, but the business 
isn’t actually achieving that. A little investigation 
and it quickly becomes apparent why.  

When you rely on word-of-mouth 
recommendations, you leave yourself at the 
mercy of previous clients and those who perhaps 
haven’t fully understood what you do. Those 
who introduce, generally feel great for doing so. 
They perceive themselves as doing their friend 
or colleague a favour. The business owner is very 
grateful at first, but upon finding out the needs 
of the referee, they may feel obligated to help 
even though the person isn’t their ideal client. 
They may be experiencing lean times in the 
business and therefore become willing to take 
on any business that will pay the bills.  

However, by accepting, they are confirming to 
their colleague that this is what they do and that 
more referrals of the same will benefit them—
when this isn’t the case.  

 
Further, people know other people just like 
them. So if you take on one client of a particular 
type and do a good job, they are likely to 
recommend new business exactly like them. 
Before you know it, you’re doing plenty of 
business but just not the type you wish to be 
doing. You may also find yourself way too busy 
servicing these clients and not update your 
LinkedIn profile to accurately reflect what you 
do, which just compounds the issue.  
The only way to break this cycle is to be willing 
to turn undesirable prospects away, and educate 
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your existing clients and referral partners as to 
what you do want. By updating your profile 
accurately and including a portfolio of the type 
of work you do and want more of, you begin to 
take back control.  

Your referrer may look at your portfolio, or you 
may be able to speak to them directly to solve 
the issue. Even if you don’t, the prospect will 
take one look at your profile and quickly dismiss 
you as a provider as they can clearly see you 
aren’t a match.  

If you do this really well, however, you can turn 
them into a referral partner too because if they 
are looking to solve the issue, they must be 
talking to others about it, and they could well 
find someone who is also looking for a solution, 
and this time, this person matches your criteria, 
so your name gets passed along.  

Leveraging Word-of-Mouth 
Recommendations 

As they say, ‘It’s not what you know but who you 
know!’ In the old days, people believed that 
opportunities were reserved for the elite or 
those who knew someone that could introduce 
them. The truth is, that is still very much how 
modern business is. People buy from people, 
and they buy from people they know, like, and 
trust.  

 

People buy from people, and they buy from 
people they know, like, and trust. 
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Introductions provide a powerful way to do 
business as trust is transferred from one person 
to another, quickly advancing relationships and 
allowing business to be exchanged. This makes 
LinkedIn a powerful platform since it allows us to 
quickly find people we want to do business with, 
and identify who in our network can introduce 
us.  

Throughout our lives, we meet people and 
establish pockets of trust in different groups and 
communities. Our conduct creates our 
reputation, good or bad, and is now part of the 
currency we can leverage to move our careers 
and businesses forward.  

The reputation we have built now determines 
whether someone will be willing to introduce us 
to their contacts and network. During our 
careers, we may lose a business or our wealth for 
a multitude of reasons, but if we have a good 
reputation, people will always help us reclaim 
our lives and get back on our feet. A good 
reputation is the biggest asset we can have, and 
should thus be carefully tended to. 

The art of networking is to put our good 
reputation and the trust we have gained to good 
work. Asking for introductions is an excellent way 
to do business, and for the most part, if our 
product and service are good, people are very 
willing to give them.  

Before asking for an introduction, we should 
thoroughly research whether the person is a 
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good fit, and find a compelling reason for the 
introduction.  

However, some see a flip side of this, fearing 
that if they connect with their customers, their 
competitors may see and poach them. But this is 
unlikely if you’re doing your job right. As I’ve 
pointed out, people want to buy from people 
they know, like, and trust, so if you’re serving 
customers well, it is unlikely they’ll be persuaded 
away by a small price saving. Plus, without an 
introduction, competitors will have to work very 
hard to get their foot in the door to begin with. 
Those who have done cold calling can vouch for 
that.  

If you want to be sure, you can block your 
competitors so they can’t see whom you are 
connecting with or the information or resources 
you’re putting on your LinkedIn profile. This is a 
good move to make in the early stages of 
negotiation, when the prospect is shopping 
around and can still be poached away.  

First Impressions 

When being introduced to a new prospect, you 
want to put your best foot forward and consider 
the reputation of the person introducing you. By 
having a well-filled-out profile that clearly states 
what you do and the value you bring to others, 
you’ll quickly communicate to a referrer the 

Your objective is to have them ‘down tools’ and 
call you immediately because they can see that 
by investing time and money with you, you will 

save them the same in the long run. 
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reason for the introduction, which means your 
referee doesn’t have to do all the hard work.  

The other day, I made a referral for someone, 
but without a good LinkedIn profile to back the 
person up, the introduction probably fell on deaf 
ears despite the time I took to sell my friend and 
the benefit she would bring. If I could have 
pointed to a profile or website, it would have 
backed up what I was saying, and helped the 
referral go through.  

Most people are busy, especially if they have a 
problem. So your job is to get them curious 
about your solution. If you don’t get to the point 
quickly, you may confuse your prospects 
resulting in them simply going back to fire 
fighting the very problems you are there to help 
with. On the other hand, they may feel obligated 
to do call because they were introduced, and 
now feel under pressure because they don’t 
know exactly what you do and if you can help.  

Your objective is to have them ‘down tools’ and 
call you immediately because they can see that 
by investing time and money with you, you will 
save them the same in the long run.  

Importance of Personal Branding 

Years ago, businesses succeeded simply through 
the sheer size of their marketing budget and 
their ability to get their products to market. This 
is no longer true, but what has never changed is 
people’s desire to connect with other people 
and buy from people they know, like, and trust. 



 
 

   25 
 

In recent years, companies have grown very 
successful by sharing their ‘why’—the reason 
they started their business and their mission to 
see change in the world. Customers buy into this 
‘why’ and therefore become loyal. When 
employees follow suit and explain why they like 
working for the company, a stronger (i.e., 
person-to-person) brand loyalty is created.  

Many companies fail to realise the value of 
LinkedIn and the effect of employee profiles on 
their brand. However many are starting to wake 
up to this and rolling out plans for helping 
employees update their profiles with targeted 
messaging and ensuring it has a professional 
finish. Something TheProfile.Company 
specialises in.  

However, this needs to be carefully considered 
as each profile ultimately belongs to the 
individual and not to the company. A company 
has little to no legal right to ask its employees to 
represent it on their profiles, and creating a 
profile for each new hire misses the point of 
LinkedIn.   

A profile that talks just about the product and 
service with little reference to the individual does 
not fare well. A visitor to a profile is looking to 
connect with a person, not with a business or 
marketing message. When you’re positioning 
your profile, it’s wise to consider how your 
mother or friends would feel visiting it: Would 
they look at it and see it as a part of your 
business rather than a platform on which to 
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interact with you, or would they recognise you in 
it and as a result feel welcome to connect and 
become more engaged with you and your 
business mission and purpose?  

 

When constructing a profile, you have to achieve 
a balance. If a profile is actively used as a 
marketing and sales tool, it must adhere to the 
company brand and best practice. Recently, I 
worked with a large international corporation in 
creating a profile for one of their key department 
heads. We worked closely with the branding 
team to ensure the words we used toed the 
company line. We decided that the key words 
and phrases used by the individual every day, 
such as ‘we nail it’ or ‘it was like the Wild West’, 
couldn’t be used on the profile as they didn’t 
translate well in written form and weren’t in line 
with the company brand. It took a lot of debate 
to balance the individual’s character with the 
company branding, but eventually the balance 
was found and all parties were happy.  

Conveying your personality and your 
professionalism on your profile is absolutely 
imperative for your success on LinkedIn. Your 
profile contributes towards your personal brand. 
A poorly constructed profile with sloppy 
formatting can convey that you don’t care about 
your appearance, while a well-constructed, well-

A careful balance needs to be found that 
benefits the employee and the employer. 
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thought-out profile can win you business and 
referrals. I often compare a poor profile to 
showing up to work in your pyjamas.  

Social Sell ing: Never Just ‘Sell’! 

Essentially, a LinkedIn profile is a 24/7 
international billboard selling our business and 
providing people insight into our personality and 
what we stand for. It positions us as experts in 
our field and brings us new opportunities.   

In 2012, the term ‘social selling’ was coined to 
describe a new era of buying and selling via 
social platforms. In their early days, it was 
unclear how the platforms would evolve and 
what culture they would adapt, but as time went 
on, each platform’s community spoke out and 
formed standards of etiquette, creating a 
different environment on each.  

In 2009, a brand new word was required to 
respond to poor etiquette; thus, ‘defriend’ and 
‘unfriend’ were coined. It quickly became clear 
that people did not want to be sold to on social 
platforms. These platforms were for hanging out, 
meeting new people, and being social. They 
were not a place for selling. Those who pushed 
their message on people with strong calls to 
action, perhaps by hinting others would miss out 
on something great if they didn’t act now, found 
their number of friends quickly decreasing. This 
wasn’t just online either. Poor etiquette across all 
platforms, including in text and WhatsApp, had 
the same effect.  
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Thus, those wishing to sell on the platform had 
to become savvier, and that’s when social selling 
emerged. Social selling is selling via a social 
platform, but it is a lot more complex than it 
sounds.  

The two words ‘social’ and ‘selling’ are actually 
polar opposites, with a substantial gap between 
them. For example, if a friend rocked up to your 
birthday party and started doing product 
demonstrations to all your guests, would you be 
happy about it? If you were approached by a 
potential business supplier while buying lunch 
for your family in a theme park, would you 
welcome the conversation or try to put the 
person off until Monday? And when Monday 
came, would you feel positive about talking to 
this person or slightly uncomfortable thinking 
they might be a little odd? 

However, a lot of business is conducted socially. 
In fact, bumping into a colleague at a theme 
park with both your families there could aid the 
business relationship and the deal that follows.  

But what’s the difference? 

The difference is acting appropriately to the 
environment and to the stage of the relationship.  

Bumping into a colleague at a theme park can 
add to the ‘know, like, and trust’ that you have 
with that person if you honour the environment 
and their priorities at that moment. Introducing 
your families and talking about the park will 
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build rapport, whereas talking about business 
uninvited could upset their family and feel like an 
imposition.  

In many respects, Facebook is the theme park of 
social media. It’s where we post pictures of our 
family, our parties, and our pets. In contrast, 
LinkedIn is the equivalent of a business-
networking event, where it is absolutely 
appropriate to talk business and suggest 
meeting up. Showing pictures of our babies’ new 
outfit, however, is not!  

Selling on a social platform is very much about 
cultivating relationships with individuals that 
bring you to the point where you can openly talk 
about doing business together. It is entirely 
possible to sell via Facebook, but it takes a lot 
more than posting product benefits and 
pictures. It requires you to be a real person and 
behave like everyone else on the platform and 
interact with people on topics that mean 
something to them. Once you’ve established a 
relationship and identified they have a genuine 
need for the product, you can ask them if they’d 
like to hear about your solution. Once you have 
permission, you can move to a sales 
conversation.  

Your Social Compass 

Each social platform has its own culture and 
etiquette, which if violated can seriously go 
against you. The first step to selling on a social 
platform is to understand how to appropriately 
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behave there. Once you have the general idea, it 
becomes easy to use your ‘social compass’ and 
work out if the action you want to take is 
appropriate. In fact, the nerves you feel when 
you’re publicly posting something could well be 
your social compass telling you it’s an 
inappropriate move! It’s worth taking the time to 
investigate this before assuming you’re just 
lacking in confidence.  

By definition, selling is making a full business 
presentation to a prospect and asking the 
buying question—something that at any social or 
business event is hard to achieve, an unlikely 
occurrence. It takes a one-to-one conversation in 
an appropriate environment. Therefore, you can 
see just how odd the term ‘social selling’ is. 
However, if you tune in to your social compass 
and follow it, you will be able to quickly navigate 
the relationship to one where you are invited to 
openly discuss your product with someone loyal 
to you.  

The word that binds ‘social’ and ‘selling’ 
together is ‘relationship’.  

In recent years, we’ve seen a massive shift in 
how people buy, with terms like ‘business to 
business’ and ‘business to consumer’ being 
replaced with ‘human to human’. People want 
real contact with genuine people they will enjoy 
doing business with.  

Even when you get the relationship moving on a 
social platform, the most powerful thing you can 
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do is pick up the phone and speak to the 
prospect or plan a time to meet in person. For 
those selling high-end products or services, this 
is a sure way to turn your activities on a social 
platform into tangible business. All you need is a 
hook, a good reason for the person to want to 
give up their time and come and meet with you.  

Have Prospects Come to You 

You can be active on LinkedIn as much as you 
like, but without a clear message on your profile 
and a clear call to action, little is going to 
happen.  

The key is to make it an easy step.  

If it confuses the person or makes them feel 
uncomfortable, they are unlikely to make 
contact. Assuming that people are generally shy, 
we need to make sure people feel comfortable 
getting in touch and understand the exchange 
involved (e.g., an email address for a report, 30 
minutes for a no-obligation chat). Creating an 
easy exchange makes people feel welcome to 
get in touch with you.  

If you’re going to give your time, you’ll want to 
make sure they value the offer and respect it 
enough to show up or at least let you know if 
they need to cancel. The way to do this is to 
establish your credibility, the benefits they will 
receive, and that you’re a real person they care 
about, not just a system.  
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By using our profile effectively, we can quickly 
establish our credibility and have prospects feel 
they know, like, and trust us by how we provide 
our information and resources. With 60% of 
buying decisions now made online, we can 
reduce the amount of time we need to invest in 
each person to get a sale, and have them come 
to us pre-sold on our solution!  

Is LinkedIn a Productivity Tool or a 
Time Vampire? 

One of the biggest obstacles I see to people’s 
using LinkedIn is the perception of how much 
time it takes and the fear that by investing time 
in it, they won’t be doing what they’re 
‘supposed’ to be doing to generate results.  

The starting point in using LinkedIn is to 
consider the results that you need. If you are a 
high-volume business, you’ll need to spend 
much more time on it than someone who needs 
fewer clients. LinkedIn isn’t something you do in 
isolation. You add it to your current activities to 
accelerate your results.  

 

It can be hard at first to know what to do and 
where to start. That’s why a clear outcome and 
strategy are required. Taking the time to master 

Sometimes it seems easy to just stick to what 
we know without realising the benefits of a 

little learning to our productivity and results. 
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the platform will produce dividends, just like 
learning to drive a car, which allows you to go 
further faster, opening you up to many more 
opportunities as well as saving you a lot of time!  

If you feel that LinkedIn is just another thing on 
your never-ending list of things to do, I suggest 
getting started just to make sure your profile 
really works for you. Then, no matter how much 
you do or don’t do, it will continually bring you 
leads or help position you in the marketplace as 
an expert at what you do.  

I have recently had coffee with someone who 
said she didn’t have time for LinkedIn but was 
very pleased to have been given a list of all local 
businesses in the area. Her plan was to get in 
contact with them and introduce herself. I asked 
whether the list had the names, telephone 
numbers, or positions of the people working in 
those organisations. She said no. I then asked 
her how up-to-date the list was. She said six 
months old. So I asked whether she would like 
an up-to-date list of those people and of the 
people she personally knew who knew those 
other people, so she could ask for an 
introduction. She got very excited, and I told her 
she could get it on LinkedIn.  

How to Create More Revenue in Less 
Time 

A good business is one that offers an 
exceptional product or service to clients who are 
willing to pay a premium to receive it. If you 
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want this type of business, you simply have to 
recognise who is willing to pay a premium—that 
is, who has a problem big enough that they will 
be willing to part with the money you are asking, 
to solve it.  

Alternatively, you may not want to charge a high 
price and may just want to find a pool of people 
who want to work with you and make finding 
new clients easy!  

We’ve already noted that to make a sale, we 
have to get in front of our prospect and have a 
sales conversation. We’ve also identified that we 
want to attract our ideal clients and project 
types, not just anyone, and to do this, we just 
need to get clear on our outcomes.   

So what will happen if we attract ideal 
projects/prospects to us and increase the 
number of presentations we go on? 

Let’s examine different scenarios.  

Say you’re attending 10 sales appointments per 
week with less-than-ideal prospects. You’re able 
to convert 30% into a sale for an average value 
of £500. You therefore have a weekly income of 
£1500.  

To increase your weekly sales income, you have 
four options:  

1. Attend more appointments.  
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If you achieve five more appointments 
per week (a total of 15) and continue to 
convert at 30%, you will now achieve 4.5 
sales and earn £2500 per week.  

2. Invest in your sales skills. 

If you improve your sales ratio from 30% 
to 50%, your income will now be £2500 
for the original amount of effort.  

3. Attend appointments with ideal clients. 

You identify the prospects who value 
your product offering and are able and 
willing to pay the price you ask of £2500. 
You continue to convert at a rate of 30% 
and attend 10 appointments per week. 
Your new weekly income is £7500.  

4. Attend more appointments with ideal 
clients. 

Having increased your prices and 
targeted the right people, you exceed 
your original sales capacity, attend 15 
appointments, and still convert at 30%. 
Your new weekly income is £11,250 

 
Same Appointments 

Increased 
Appointments 

Increased Value £7500 £11,250 

Same Value £1500   £2225 
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With these simple changes, we see a 400% 
increase in revenue achieved with the same 
amount of time and effort.  

If your sales appointment capacity is 15, rather 
than the original 10, you’ll see a 625% increase 
in revenue. Again, increasing the number of 
appointments simply comes down to setting the 
intention and pushing the right number of 
doors—something LinkedIn can help you do 
effortlessly.  

By carefully positioning our business and 
leveraging the trust in our network, we can 
quickly find ourselves having more appointments 
with our target clients. And since LinkedIn is 
free, we can achieve this with little to no 
investment in the initial stages!  

By establishing a good LinkedIn profile, you can 
quickly put yourself back in the driving seat of 
your business, no longer reliant on word of 
mouth.  

Getting Results on LinkedIn 

There are plenty of strategies and tactics you can 
use on LinkedIn, but the key is to identify the 
right ones for you in relation to the outcomes 
you want to achieve. As your business 
progresses, these outcomes will change. 

What’s important is to be flexible and know the 
business you’re in and the etiquette associated 
with it. Social selling is about relationships, so to 
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succeed, you need to genuinely care about your 
prospects and their business success.  

 

Nobody wants to be treated like a commodity. 
People want a personal relationship with the 
companies that serve them, and since 
companies are made up of people, your people 
are your best asset. In this new age, the key to 
success is to leverage the trust of each of your 
employees as well as your own network. When 
you achieve this, business becomes easier and 
more fun! 

The Evolution of Your Profile 

The great thing about your LinkedIn profile is 
that it is easy to change, and thus, as your 
business evolves, making updates is quick and 
simple. If you’re just starting out in business, 
LinkedIn completely eradicates the initial need 
for a website and branding, which are a big cost 
to any business but even more so to one that 
doesn’t know yet what it needs to be.  

In my first book, Grassroots to Green Shoots, I 
talk about how you can’t stand over a plant and 
shout ‘grow!’ or expect fruit when you’ve just 
planted a seed. For those getting started, 
LinkedIn gives you the space to grow into your 

The key to success is to leverage the trust of 
each of your employees as well as your own 
network. When you achieve this, business 

becomes easier and more fun! 
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business and discover what it is going to be. It 
gives you the opportunity to position yourself in 
such a way that you can enrol all of your friends 
in researching your ideal client base and have 
them introduce you to powerful prospects. With 
skill in conversation, this can quickly become a 
sales meeting producing your first client. 

That is our new starter strategy.  

If you’re an affiliate marketer, you can easily add 
a new venture to your profile—though you’ll 
want to be careful about your branding and 
consider how you position it among your other 
activities to avoid detracting from your core 
business. There are many ways you can add it to 
your profile, in line with your personal branding 
and in a way that pays dividends. 

That is our aff i l iate marketing strategy.  

If you have a new take on how something should 
be done—whether it be finances, childcare, or 
business—and insights you’re burning to share 
with other people, LinkedIn is the perfect place 
to connect with others who are on the same path 
as you or are interested in a new way of doing 
things. You can quickly establish yourself as a 
thought leader and the go-to person in your 
industry by using your LinkedIn profile. 

That is our thought leadership strategy.  

If you’re already established in business with 
plenty of new opportunities coming to you, you 
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can retain your status, keep demand at a high 
level, and have your clients come to you eager 
to work with you and follow your directions by 
ensuring your profile is continually in line with 
your personal brand and adds to, rather than 
detracts from, your other marketing materials.  

This is our established expert strategy.  

If you’re an organisation looking to attract top 
talent and leverage the trust of your employees, 
creating great profiles that reflect the personality 
and values of each individual and those of the 
company as a whole will pay dividends with 
greater client engagement, rapport, and 
enthusiasm.  

This is our business team strategy.  

In this book, I give you insider information on 
how to create an engaging profile that achieves 
the outcomes you set and gives you the business 
you deserve.  

As we’ve seen, there are three types of 
strategies on LinkedIn: passive, active, and 
proactive. The passive strategy is to maintain a 
LinkedIn profile. We’ve also seen the financial 
benefits of making sure your profile reflects 
exactly what you do and the value you provide.  

Since you are always developing, your profile will 
be developing along with you. Therefore, this 
book is split into three key sections that will 
allow you to build your profile up gradually. We 
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start with your strategy and the key basics you’ll 
want to make sure are in place. Then we build 
up to more advanced activities that take a little 
more time and attention and promote business 
clarity. 
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GET IN TOUCH 

If you are a business owner, thought leader, or 
start-up entrepreneur and are unsure how to 
build your profile and would benefit from a chat, 
why not get in touch with one of our 
consultants?  

Our appointments are 100% strategy-based, 
designed to help you get as much direction as 
possible.  

And if you should need it, we’re on hand to write 
your profile for you! Just give us a call and let’s 

see if we can help you!  

As a special gift, we’d like to offer you our 
LinkedIn Profile Template Builder, which maps 
out each section of a profile so you can organise 
and draft your content before publishing it 
online.  

To download, go to www.TheProfile.Company 

 

 

 

 

DOWNLOAD OUR FREE LINKEDIN 
PROFILE TEMPLATE BUILDER 
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Your Turn… 

Exercise:  Effort lessly Increase Your Sales 
Revenue 

With the clients you currently work with, what is your average 
sale value (the average amount someone spends with you)? 

 a = 

How many sales appointments do you currently attend per 
week? 

 b = 

Of those appointments, how many people purchase from 
you? 

p = 

If you were working with your ideal client, what would your 
average sales value be (the amount you would like to charge 
on average for each client)? 

 i = 

How many appointments per week could you be attending? 

 c =  

Now let’s work this out. Let’s calculate: 

Your average current weekly income: 

 a × p =  
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What would happen if you increased appointments? 

 a × c = 

What would happen if you met only your ideal clients? 

 i × p =  

What if you increased appointments and met only 
your ideal clients? 

 i × c =  

 Same Appointments Increased Appointments 

Increased Value i × p i × c 

Same Value a × p a × c 

 

Fill in your own numbers: 

 Same Appointments Increased Appointments 

Increased Value   

Same Value   
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2. Strategy 
 

Ideally, once complete, your profile should be a 
case of set-and-forget. You should need to 
review it only every couple of months to ensure 
it’s evolving with you and reflecting your key 
message. A profile is generally static and rarely 
requires daily updates.  

When putting your profile together, you need to 
ask yourself two questions: 

•  What does my target audience need to 
know about me to be interested in what I 
have to offer? 
 

•  What action do I want people to take as a 
result of coming to my profile? 

Target Audience 

One of the most common mistakes people make 
in their LinkedIn profiles is to write them for 
themselves. Let’s get one thing straight right 
now: if you’re going to be successful on 
LinkedIn, you need to get to the point quickly 
and write for your audience. Your profile isn’t 
about your interests or hobbies. While it is your 
page, you need to remember it’s your marketing 
tool, whether you’re a job hunter or a recruiter, 
in sales or self-employed. And, as with any 
marketing activity, you need to be continually 
thinking about your target audience and what 
will catch their interest.  
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While the standard question people ask 
themselves is, ‘What do I want people to know 
about me when they come to my profile?’ a 
more productive question is actually the reverse: 

 
With the thousands of web pages and profiles in 
existence, you need to grab someone’s attention 
quickly and not have them moving on to your 
competitor’s profile. To achieve this, you need 
to put yourself in their position.  

There are three different mind-sets your 
audience could be in when they arrive on your 
profile: 

1. They know they have a problem and are 
looking for a solution. 

 
2. They know they have a problem, but they 

don’t know a solution exists.  
 

3. They don’t know they have a problem 
and therefore aren’t looking for your 
solution. 

 
An effective profile will capture the attention of 
each of these different mind-sets, exciting the 
prospect as to what’s possible. Your profile is 
your business pitch, and just like when you stand 
in front of investors or meet someone for the first 

What do people need to know about me to be 
interested in my services? 
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time, you need to come straight to the point 
about the problem you solve, the value you 
bring, and how you deliver.  

Your profile needs to quickly establish you as an 
expert in your field, demonstrating that you 
understand the unique challenges involved. You 
need to exhibit your credentials, your proven 
history in delivering return on investment, and 
the value that you add.  

Remember that people are busy. They have a 
problem, and they are busy managing it. When 
challenged with a problem, they are often busy, 
stressed, and fire fighting. The last thing they 
want is an unwelcome interruption. Your goal is 
to be a welcome interruption and dangle a 
sparkling carrot in front of them that draws their 
attention to what’s possible.  

Action You Want People to Take 

An effective profile is one that leads your 
prospect seamlessly through the decision-
making process. Therefore, your objective is to 
create a profile that sees your prospect walk 
effortlessly through your content as they qualify 
themselves as a prospect for your company.  

With Facebook, Twitter, LinkedIn, and other 
websites, there are plenty of ways people can 
get in contact with you. However, it is best to 
first consider how, and in what stage of the 
buying process, you want them to get in touch. 
Do you want people calling with exploratory 
questions or buying questions? Much of the 
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information they will be looking for can easily be 
provided on your profile, meaning that by the 
time the prospect calls, they are closer to 
making the buying decision than they were 
previously.  

The natural flow a person takes through a profile 
is as follows: 

Discovers profile 

Headline 

Summary 

Experience 

Testimonials 

Rich Content     
Media 

Call to 
Action 

 

As with any marketing activity, you need each 
item to be captivating enough to intrigue the 
person to move to the next item. This is why in 
this book, we’re looking at every one of these 
areas.  

Notice too that the above diagram doesn’t 
exactly follow the order of items on LinkedIn. 
Although rich content media (slideshows, videos, 
PowerPoint presentations, book samples, etc.) 
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can appear under most sections of the profile, 
generally people won’t engage with them until 
they feel confident that they are worth clicking 
on. First they do a quick scan of the profile, 
gathering as much information as possible 
before investing time in taking a look at them.     

Along with your profile, you’ll want to include 
rich media content that educates people about 
your solution. Each item needs to build on the 
last, educating the audience further as to how 
you do what you do and why. This might include 
a direct reference to your services or educating 
them on the principles/knowledge involved in a 
possible solution.  

 

EXAMPLE: Get Your Prospects Curious 
to Know More 

A few months back, a colleague of mine 
received an InMail from someone he didn’t 
know. A sales message from someone with 
whom he had no previous relationship tends to 
get ignored. However, in this email, the sender 
provided him with just the right amount of 
information to make him curious enough to click 
on the link provided.  

Clicking on the link, Mike was led to watch a 
short video presentation that, again, made him 
curious. This was followed by another video, a 
short message, and a request to discuss the 
opportunity further.  
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Within just five minutes, Mike found himself 
booking an appointment to speak to the person 
who five minutes ago was a complete stranger 
intruding upon his busy schedule.  

The sender managed to gain Mike’s curiosity 
and trust faster than spending 30 minutes on the 
phone talking to him. There was no need to 
badger him with calls and follow-up calls—he 
had him signing up to give his time, in just a few 
minutes with just one InMail.  

This really is social selling at its best, and it can 
be replicated by anyone using their LinkedIn 
profile.   

 

Each part of your profile needs to intrigue, 
offering the visitor something more that will lead 
them to want to know more. When that is done 
correctly and when you inject your personality 
too, you’ll be building rapport with your visitor, 
which will eventually start a relationship and 
make them excited to have a chance to speak 
with you directly. Plus, the conversation will go a 
lot easier as they won’t be resisting you as they 
would with a cold call / intrusion.  

Easy First Yes 

The key to keeping your prospect involved is 
never asking too much of them. Each step needs 
to be logical, building upon the last and 
gradually building trust. It needs to be 
something that is simple and natural to say yes 
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to. For example, sending someone a message 
saying ‘I saw you looked at my profile—would 
you like to meet for coffee?’ is too big a step. It 
will likely get you a quick no or simply get your 
message ignored.  

At this point, the person doesn’t know you or the 
value that you offer. A busy person—or any 
person—isn't likely to give up precious time to 
someone they don’t yet know will be of value to 
them. This isn’t being crass; it’s actually the same 
in friendships. If a stranger emailed you for 
coffee with no real agenda or with an agenda of 
selling you something, you’re very likely to 
ignore or deny the request.  

When building your profile, you need to 
continually think of your prospect and the 
journey that would feel natural to them, and test 
it out on your business associates and current 
clients. You’re looking to iron out any places 
where there is resistance—that is, where the 
person hesitates before moving forward because 
they’re not sure they want to do what you’re 
asking of them.  

With every decision, they will consider: 

•  Have I got time, or is my time better 
spent elsewhere?  

•  Do I feel comfortable scheduling a 
phone consultation or a face-to-face 
meeting? 
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•  What value will this bring me? 

If you get this process right, they’ll be asking you 
to make a full, personalized presentation for 
their business. Further to seeing the value in 
meeting up with you, they must also trust you. 
By meeting up, they know that you’re likely to 
ask them in-depth questions about their existing 
situation, so they’ll want to know they can trust 
you with this confidential information and feel 
comfortable opening up.  

The individual will need to know what to expect 
from the meeting and the value they will walk 
away with. They may have to justify their 
absence from the office to a co-worker or weigh 
up its importance against other tasks that need 
doing, so be sure to communicate the value you 
look to deliver in the time spent together and 
what it is likely to involve. For example, if you’re 
going to make them an offer, let them know 
that, if it seems appropriate, you’ll outline 
exactly how you envision working together and 
provide them some next steps.  

Remember, meeting up with them is not your 
opportunity to pitch them. By now, you have 
already done that, and they are interested. The 
appointment should be about listening to your 
prospect and gathering information so you can 
make a relevant and personalized presentation 
as to why your proposition is right for them.  

Part of your strategy here is to educate your 
audience. Ideally, you want them to come to the 



 
 

   53 
 

meeting aware of the service you sell and 
considering it as an option. The more you can 
do to educate them on key terms and concepts, 
the more advanced your conversation can be.  

Advancing the Sales Conversation  

Your time is precious, so you don’t want to be 
spending it on educating people on basic 
industry information if a video presentation can 
do it for you. If the information you have to share 
is of a basic nature, the conversation is likely to 
end with the person overwhelmed by their new 
learning and in need of some time to digest all 
that you’ve said and get a handle on it. In these 
cases, the sale is unlikely to happen that day, 
especially if this is information you are 
continually repeating, and this is the type of 
thing you can turn into a quick video. You can 
then direct people to it either before or instead 
of the phone call. By doing so, you’ll soon find 
yourself having more advanced sales 
conversations with prospects and closing deals 
faster, freeing up more time for more deals!  

 

TIP: Use Rich Media to Advance the 
Sales Conversation 

Creating a video will really help you save time 
and speak to prospects when they are ready to 
buy. When emailing your prospect, you can say, 
‘Hi, [name]. I’d love to have a chat with you. Let’s 
get a date in the diary, and in the meantime, 
why don’t you watch this video? It will answer 
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some of your questions and help us get more 
from our conversation.’ 

 

Advancing the Buying Decision Further 

When companies make decisions, they often 
involve several people. If someone is 
commissioned with the job of finding a solution, 
they are likely to research various solutions and 
present back. Before meeting with a prospect or 
being invited into a meeting with the company, 
wouldn’t it be great to know that the senior 
decision makers have been given your full 
business information? 

By supplying useful content on your LinkedIn 
profile and web page, this is exactly what can 
happen. You can attend the meeting knowing 
that the senior decision makers have received 
the best information about your business in a 
way that reflects well on your company brand, 
and know that the time taken for the meeting is 
going to be worthwhile.  

Therefore, when creating the content for your 
website, you need to consider what the 
researcher needs to know to start their decision 
making and how they will present your 
information to their senior manager—that is, will 
they offer them a video, or do they need to print 
documents?  
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EXAMPLE: Provide for the Messenger 

Once, I received a request for a quote on in-
house training. The request was rather like 
asking, ‘How long is a piece of string?’ I couldn’t 
answer the question intelligently as I needed to 
know more, so I asked to have a conversation 
with the person. My request was denied with a 
counter-request to just send the information.  

A little time went by, and I noticed that the lady 
hadn’t replied to my request to just talk it 
through. I decided to follow up and do some 
investigation, and I soon learned she was an 
intern doing research on her company’s behalf. 
Picking up the phone to contact her, I 
discovered she had since left the company, 
giving her research findings to her manager, 
whom I was now speaking to. The manager had 
the research findings in front of her and said our 
information was not in the folder.  

It quickly became very apparent to me how we 
were unwittingly missing out on valuable 
business. It wasn’t the first time I’d had 
interactions with an intern conducting research.  

To serve our in-house clients, we really have to 
speak to them in depth about their needs, but 
this is not a conversation an intern can have. 
They simply don’t have the knowledge base. In 
this instance, what is required is valuable 
information that can be submitted to the 
manager for further consideration, and the 
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better we can supply this information, the more 
we’ll stand out in the research submitted. 

By supplying this information and making it 
readily available, we give ourselves the best 
chance of being considered by those actively 
searching. Although this information is basic and 
not comprehensive enough to get a decision 
made, it needs to exist to get the discussion 
started.  

 
At all times, your profile and supporting 
resources should consider the needs of different 
audiences. For example, an individual may wish 
to undertake some important training, but they 
need to convince the budget holder to allow 
them to invest in it. This won’t be just about the 
money or you as a training provider but, in many 
cases, about the need for training in the first 
place. Your materials therefore need to 
demonstrate the return of investment for the 
training and exactly why it is necessary. By 
making this information readily available in an 
easy format, you’re making it easier for the 
individual to get approval for their purchase or 
for the decision maker to agree to the need and 
consult with you as a provider.     
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Your Turn… 
Designing Your Profi le  

When designing your profile, you’ll want to be asking 
yourself these questions: 

Where are my ideal prospects? 

 

What action do I want them to take as a result of 
coming to my profile? 

 

What information do they need to know to make a 
buying decision? 

 

What are the common questions I hear a lot from my 
prospects that I can answer online? 

 

What are the concepts I want my prospects to know 
about before speaking to me that will aid them in the 
buying decision? 

 

Who are the different people involved in making this 
decision, and what information do they need?  
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3. How to Use This Book 
 

To ensure we’re not talking at cross purposes 
and we’re both looking at the same thing, use 
the guide below to identify which part of the 
profile we’re working on.   
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A WARNING 
 
WARNING: Switch Off Profi le 

Updates 
 

Before making small changes to your profile, be 
sure to switch off profile updates; otherwise, 
everyone in your connections will be inundated 
with notifications of your changes. When you 
start making larger changes that you want 
people to know about, switch them back on 
again. Profile updates are a great way to let 
people know what you are doing, but be sure to 
manage them carefully.  

There are two ways to do this: 

1. Via your profile 

When in Edit Mode, scroll down and on 
the right-hand side you’ll see a box 
saying Notify your network? On the 
right of this box, you can select whether 
to publish your changes. 
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2. Via your settings 

Hover over the small profile picture on 
the top right so the dropdown menu 
appears. Click on Manage next to 
Privacy & Settings.  

 

Next, click on Turn off your activity 
broadcasts and select the option as 
appropriate. 
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4. Profi le Basics 
 

Presentation is everything, and you’ve got less 
than 10 seconds to make a good impression. 
Beyond capturing your profile visitors’ attention 
to deliver your message, your first goal is to 
convey a professional, well-constructed profile. 
Some of the points below may seem basic, but 
you’ll be surprised how easy they are to commit, 
and the last thing you want is a warm prospect 
to go cold over a simple typo (yes, this 
happens). We’ve all turned our noses up at an 
out-of-date website or a profile full of errors and 
made negative assumptions about the person on 
the other side. The following points, no matter 
how fundamental, are the foundations of a good 
profile.  

Capital Letters 

On your LinkedIn profile, it’s imperative to have 
capital letters everywhere your high-school 
teacher taught you to put them. Some believe 
not having them is a style choice. However, on 
LinkedIn, you don’t have the benefit of different 
fonts, colours, and sizes to present text the way 
you intend. Instead, to the average bystander, it 
simply looks like you either don’t know proper 
English or just don’t care enough about your 
profile—both of which are things you don’t want 
your prospects to conclude about you.  

Therefore, it is important to keep to what’s 
expected. The important thing to remember 
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here is that it’s not about you. Your profile is for 
your target audience, whether they be future 
customers or investors. LinkedIn is a professional 
environment, and you need to play by the rules 
in the game of perception.   

Typos 

So easily done yet so distracting. Make sure you 
ask a friend, colleague, or family member to look 
over your work and pay particular attention to 
headlines. It’s not unheard of for people to write 
their name incorrectly or even write ‘manger’ 
instead of ‘manager’. If something is supposed 
to be written a certain way, consider putting it in 
brackets or quotes to highlight this.  

Spacing 

Paragraph spacing makes up a lot of the visual 
content of your profile and is where most first 
impressions are made. The key is to be 
consistent and think of the reader. Generally, 
four to five lines of text make a ‘readable’ 
paragraph. Longer paragraphs turn off the 
reader as they require too much effort. Plus it’s 
easy for them to lose their reading place and 
then lose interest.   

Keep the profile tidy by being consistent in 
formatting subheadings and bullet points. Often, 
we can’t see bad formatting or untidiness 
ourselves, so it’s always best to ask someone 
else to give it a fresh look-over from a visual 
perspective.  



 
 

   65 
 

Quality Photo  

LinkedIn is a professional website where people 
expect to do business with you. Therefore, a 
professional photo is required. Avoid casual 
photos taken at social events, photos where 
you’ve cut your friends out, or those where the 
background has too much texture, like at the 
kitchen table or in the hallway. A picture is worth 
a thousand words, and you want to avoid saying 
anything more than your professional message. 
Whether consciously or unconsciously, the 
human eye is taking it all in and making 
judgements and assumptions.  

Background 

There are some occasions where having a 
background can serve you. If your company has 
a number of staff, having headshots taken in 
front of a company logo or a wall in the 
company colour can create a great branding 
effect. This needs to be a company- or team-
wide effort, professionally done to ensure that 
the background is in focus and well positioned in 
the photo and that consistency is maintained.  

Message 

Interestingly, how the photo is taken also affects 
whether someone will want to contact you. A 
warm, friendly, inviting smile can make a person 
feel welcome to make contact, whereas a stern 
photo may make a person think twice.  

1 
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Again, even in styling our photos, we want to 
consider the action we want our visitors to take. 
Although LinkedIn is all about connecting with 
people, it is not always appropriate for us to 
connect with some people.  

If you’re a busy executive with large 
responsibilities, looking extremely approachable 
could create a big headache for you (i.e., too 
many people feeling they can approach you on 
LinkedIn for advice or jobs). By contrast, a more 
serious photo will make people revere you and 
be content with reading your blogs. If you’re in 
the coaching business, your first contact with 
someone is likely to require them to reveal 
personal information to you, so a smiling close-
up can help the person feel more familiar and at 
ease with you. 

Credibility 

As I pointed out before, a photo speaks a 
thousand words—even about your ability to do a 
job. If you saw a photo clearly taken in the 80s, 
would you trust the person with building your 
new, cutting-edge website or mobile phone 
app? Not likely. The photo instantly 
communicates the ‘old days’, and the 
assumption will be that this person’s knowledge 
is as antiquated and out-of-date as the photo. 
It’s not going to do you any favours.   

On one occasion, I spoke to a gentleman who 
looked very young in his profile and hadn’t filled 
out much of his profile. When I dialled his 
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number to call him for his appointment, I figured 
he was the intern, and I wasn’t too enthusiastic 
about speaking to him. During the call, though, I 
was extremely aware that I was asking questions 
suited to a junior employee rather than a senior 
director. I soon discovered that, in fact, he was 
quite senior in the company and a lot older than 
I believed him to be.  

While giving him tips on his profile, I decided to 
be completely straight with him and asked what 
he thought of the tone of my conversation and 
the level of my questions, and then pointed out 
that I was treating him like a low-level intern who 
didn’t know anything because that’s whom I 
believed I was phoning. I also pointed out that 
this impression was created entirely by his 
profile. Even after learning about his seniority, I 
still found it hard to shift my perception of him.  

When our profiles are completed incorrectly and 
have a misleading photo, we make our jobs 
harder.  

Recognition 

Keeping your photo up-to-date also helps you 
with networking. A photo that is a true reflection 
of what you look like (on a good day, of course) 
helps people to recognise you, either in person 
when meeting you, or in matching your profile to 
the person they met at a networking event or 
conference. It’s important to make it easy for 
people to find you. This is why not having a 
profile picture at all can be such a disadvantage. 
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Not only do people not like talking to people 
they can’t see, but they may also question 
whether they are making contact with the right 
person. 

Connection 

Photos are important. They’re how people 
recognise you and relate to you. An important 
question to ask is, Can I relate to this person? 
Frequently, when conducting my profile review 
sessions, I feel that I am speaking to someone at 
a distance and I can’t really connect with them 
despite asking lots of really great questions and 
finding out lots of information.  

I’ve discovered it is because of their photo. Each 
time it happened, I was aware that I couldn’t 
really create a mental picture of them, and that 
felt intangible to me. As soon as I saw their 
picture, I felt differently. When I can’t see the 
face clearly, I don’t feel so connected with the 
person on the other end of the phone.  
 
Over the new week, as you engage with people 
on LinkedIn, take time to recognise the 
emotional responses you feel towards a person 
because of their LinkedIn photo. Start to 
recognise how you react and get a sense of how 
you make real connections with people online 
whom you’ve never met. Use this as the basis for 
how you construct your profile and how you 
convey yourself in your photo.  

Notice the difference? 
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Technical 

For the perfect upload, your photos need to 
have high resolution, up to 4 MB. On the profile, 
there is an option for visitors to enlarge the 
photo, so you want to be sure it doesn’t lose 
quality when it’s enlarged.  

It is possible to select whom you want to be able 
to see your photo, and restrict it to just first- or 
second-degree contacts. Many people feel safer 
with this option, and of course, it’s entirely up to 
you and what you feel is appropriate for your 
objective.  

 

Name 

Firstly, make sure it’s yours. OK, obvious point. 
Strangely, your name is another area where you 
want to make sure you’ve spelt it correctly. It’s 
interesting to see the number of people who 
inadvertently have a typo in this section.  

Changed your name recently? 

If you recently got married and changed your 
name, you’ll want to help your network by letting 
them know. You can do this by formatting your 
name as follows: 

Sally (Jones) Smith 

This is important as the real value from LinkedIn 
comes from the depth of your relationships. You 
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may not have spoken to someone for 10 years, 
and you may not have invited them to your 
wedding, yet the bond can still be strong 
enough that someone will want to connect with 
you again after all these years and go on to be a 
valuable business connection. Therefore, you 
want to make it easy for them.  

Unusual spelling or nickname 

If you have a nickname or it’s common to 
shorten your name, like Michael to Mike or 
James to Jim, you want to make sure people can 
still find you. Therefore, you’ll want to include 
both spellings: 

 Michael (Mike) Clark 

If your name has an unusual spelling or it’s 
common for people to misspell your name, you 
want to make sure you are still found. To do this, 
list all the variations you’ve seen for spelling your 
name, and place them on your profile. You can 
place them anywhere you choose, but the best 
place is the Advice for Contacting section: 
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Company Logos 

Logos on your profile are extremely important 
when it comes to making a quick, positive 
impression, not only because they make the 
profile look smart and colourful but also because 
they add depth and credibility. Further, when 
you are connected with your current and 
previous employers, LinkedIn starts making 
much more informed suggestions as to whom 
you should connect with, making it easier to 
quickly build a quality network of people who 
know, like, and trust you.  

If you’re a self-employed, solo entrepreneur, you 
may or may not have a company page to place 
your logo on. The question as to whether to 
have a company page is too advanced for this 
section, but I would think carefully about it 
before going ahead. A logo adds an extra level 
of credibility but also an extra level of 
expectation (and therefore work), so it’s 
something to weigh carefully.  

One thing to avoid, however, is to upload your 
logo anywhere other than its allocated place. 
LinkedIn has strict rules about its use as a profile 
picture, and uploading it in the Rich Media 
Content section will just convey an amateur 
impression as it often doesn’t render properly or 
fulfil any purpose. One way to get your 
logo/branding visible on your profile is to make 
sure that all your rich media content (see 
Advanced section) is carefully branded. 
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If your company is bigger and has employees, 
contractors, associates, and past employees who 
have listed your company in their Experience 
sections, you’ll most certainly want to ensure 
that you have a company page and that your 
colleagues are correctly attached to it. Doing so 
dramatically increases the visibility and credibility 
of your company overnight. The more people 
see your logo, the more familiar they will be with 
you and the more highly they will esteem it.  

There are plenty of great active and proactive 
strategies you can engage with once you have a 
company page, so you want to make sure you 
take best advantage of all the extra exposure the 
company logo can bring you. At the very least, 
though, make sure your company profile 
information is up-to-date and your company 
description is understandable (i.e., avoid jargon 
and speak in basic terms). 

You’ll want to first be sure that your company 
profile is of a certain standard before requesting 
people to update their experience as when they 
do so, the change will show up in their activity 
feed again, promoting your company and its 
message far and wide.  

	  

HOW: Adding Your Company Logo to 
Your Profile 

To complete this section, a LinkedIn company 
profile must already exist for the company.   
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1. In Edit Mode, click on the blue-pencil 
button next to the experience you want 
to add a company logo to. 

 

2. Below the company name, you will see 
the name of your company as previously 
entered. Next to this you will see  

Change Company | Edit Display Name  

 

3. Select Change Company and type 
your company name. As you do, a 
dropdown box will appear, showing 
suggestions of company names. 
Eventually, your own will appear. When it 
does, select it and click Save.  
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TIP: Displaying the Right Company 
Name 

If the company has changed its name since you 
worked there, or you work for a specific division 
that you wish to emphasize, you can change how 
the company name appears while retaining the 
logo by clicking on Edit Display Name. 

 

 

Contact Information 

Making it easy for your prospects to contact you 
is important. It’s the very reason you’re here 
designing your profile. By giving prospects 
access to your contact information, you’re giving 
them the chance to enquire and advance the 
conversation at their pace. By providing multiple 
ways of doing so, you’re allowing them to do it 
in a way that’s comfortable and natural to them.   

Within the contact information there are several 
fields to fill in, though you don’t have to fill them 
all in. Leaving them blank isn’t a problem as 
LinkedIn just won’t show them as an option. 

However, you should choose which available 
fields you complete by again considering what is 
most appropriate for your audience. If you are 
not in a customer-facing role, then you’ll want to 
consider where you want to direct service-based 

4 
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enquiries within the company. As the manager of 
a company or team, you’ll need to think this 
through as you won’t want new sales leads 
having initial contact with a shy administrator 
who isn’t trained to handle enquires 
professionally.   

 

You’ll also want to consider the nature of your 
business, the level of existing competition, and 
the mind-set your prospect is in when looking for 
a solution. For some products and services, 
sending a personalised invitation to connect and 
waiting five days is an ineffective solution. Your 
prospect might as well pick up the yellow pages 
and call the number of the first service provider 
they find. For them to be patient enough to wait 
for your reply (or even consider to be 
permanently connected with you), you have to 
have a pretty strong profile! Give people the 
option of finding out more information about 
you by providing the right contact information 
appropriate for their enquiry.  

Further, note that if a prospect isn’t connected 
with you, they won’t be able to access your full 
contact information. So you need to include it 
elsewhere if you want new contacts to be in 

It’s only when you when you start building a 
relationship that the real magic of LinkedIn 
happens. The sooner you can pick up the 

phone or meet someone, the better. 
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touch. The Advice for Contacting section is 
an excellent option, which is covered in point 10.  

The Contact Details section looks as follows 
and, in Edit Mode, splits the information so 
you can clearly see what’s visible to your 
connection and to everyone else on LinkedIn.  

In Edit Mode, your profile looks something like 
this: 

Email 

Including your email is important as it gives 
people the opportunity to send you a 
personalised message about their interest or 
request. When adding it, you want to ensure it 
looks professional and is in keeping with your 
brand. Thus, where possible, avoid Yahoo, 
Google, and Hotmail addresses and always use a 
professional one associated with the domain of 
your main business. If you’re a job seeker, 
however, a free email account is fine, but ensure 
it is professional. If you work in a company and 
your profile invites people to be in touch about 
the company, again ensure it’s the company 
address; otherwise, prospects will avoid this 
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method of contact as they will see it’s a personal 
email and won’t want to send business-related 
messages to it.  

 

HOW: Changing Your Email Address 

The email address shown will be your primary 
address. To set this or add your company 
address, 

1. Click on the blue pencil next to your 
email address. 

2. LinkedIn will ask you to sign in again. 

3. The following box will appear: 

 

4. Add in the new address if required, or 
click Make Primary next to the email 
you wish to show on your profile.  
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TIP: Add All Your Email Addresses to 
Your Account 

Add all active email addresses you currently use 
from all areas of your life as when people 
connect with you, they may do so using an email 
account of yours not associated with your profile 
and they may not be able to find you.  

 
Websites 

The key here is to remember that your profile 
should be designed to guide people seamlessly 
through your contact to end up at a buying 
decision, whether that is to buy from you or not. 
Thus, when choosing the right websites and 
landing pages to anchor to the profile, you again 
have to focus on the outcomes you want your 
profile to achieve. On your profile, you have the 
option to include three websites. However, 
doing so can divert your prospects’ attention, so 
you want to include direction only to other 
pages that continue your prospects’ journey with 
you.  

It’s important then to label each website 
carefully and provide just the right options. The 
websites listed below leave prospects confused. 
They won’t know which to click on to get the 
information they need, and each one presents a 
rabbit hole of distractions for them.  
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Instead, you want to properly label the website, 
providing insight as to what the prospect will 
find: 

 

LinkedIn provides several options for labelling 
your links, but I would avoid using them and 
instead be as descriptive as possible. As people 
are nervous about clicking on links that could 
distract them or, worse, give them a virus, you 
want to avoid showing links such as bit.ly/1234si. 
You can do this by properly labelling each item.   

You also don’t have to provide your standard 
website links. Instead, you can customise landing 
pages specifically for people coming through 
LinkedIn with a different message and even a 
video acknowledging the route they just took. 
The choice is entirely yours. All you need to do is 
provide the link to the exact landing page and 
label it correctly.  

 

HOW: Customising Your Website Links 

1. When in Edit Mode, click on the blue 
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pencil next to Websites. 

 

2. Once the following box appears, select 
Other from the dropdown menu. An 
extra column will then appear.  

3. In the first box, label how you want the 
website to appear; in the second, include 
the website address. 

4. Click Save. 

N.B. Website titles are limited to 30 
characters. 

 

Telephone Number  

As with your email address, providing your 
phone number makes it easy for people to get in 
touch. The objective of your profile is to excite 
people and lead them to a buying decision. 
Each person has their own timeline and 
preferred method of progressing forward, so 
giving people the option of speaking to you is 
important. It could be the difference between 
their choosing you and choosing your 
competitor.  
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If your number is freely available on your 
website, make sure it is also available on your 
profile as you want to make this seamless for 
people and not have them spend five minutes 
clicking through your information to dig out vital 
contact information.   

For security reasons, it is not a good idea to give 
away your personal mobile phone number. I’d 
advise caution here and provide the company 
number, or consider hiring a call-answering 
company or have a Skype number that re-routes 
to your phone.  

Skype 

Your Skype ID is good to include for first-degree 
connections if you regularly handle 
appointments on Skype with new contacts. 
Scramblling around trying to find someone’s 
Skype address in various messages wastes time, 
but placing it on your profile will make it an easy 
reference point for contacts to pick locate it.  

One point of note however, Skype suffers from 
the same (if not worse) problem as LinkedIn. 
Cryptic ID names make it hard to identify who is 
contacting you, and few introduce themselves 
when they ask to connect, making it unlikely 
you’ll accept the connection. So while it’s nice to 
provide, it is probably going to provide you with 
little value if you rarely meet with prospects via 
Skype. 

Twitter 
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Twitter is great to include if you regularly tweet 
and people can engage with you that way on a 
daily basis. However, if you’re not a regular user 
and have few followers, it’s best not to include it 
as it can detract dramatically from the brand 
image you’re working hard to establish. If you 
don’t include it, few will notice, so don’t feel any 
pressure to have it, especially if it’s not a 
profitable strategy for your business.  

Similarly, and all too frequently, Twitter handles 
can be cryptic and, left undefined, will leave 
people wondering what on earth they are. For 
this reason, avoid putting your Twitter handle 
unlabelled in your list of websites. Instead, use 
the designated spot for Twitter.  

Physical Address 

Including your physical address can provide you 
some interesting advantages. Although it isn’t 
necessary, doing so can add a degree of 
professionalism and a sense of accessibility. Of 
course, as with all things in branding, this is 
subjective, so again you’ll want to consider the 
image you wish to convey for your business by 
ensuring you add a professional address.  

 

EXAMPLE: Your Headline Brings You 
Gifts 

Beyond vanity, of course, there are often very 
good practical reasons for including your 
business or mailing address. Bert Verdonck, a 
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keynote speaker, frequently receives thank-you 
gifts in the post because he puts his address on 
his profile. Plus, as he adds something personal 
in his headline (‘Happy Chocoholic’) - there are 
no prizes for guessing what he receives!  

 

 

Your Profile URL 

Each profile has a uniform resource locator 
(URL), which directs people straight to your 
profile rather than having them search for you. 
The URL is excellent for putting on your business 
card and email signature, plus it allows you to 
put an icon on your website that connects 
directly to your profile.  

The only issue is the URL given to you upon the 
creation of your profile has lots of numbers and 
letters after your name, which make it pretty 
untidy and hard to use in written form. This is 
why we need to sharpen it up by customising it.   

 

Your URL is located on your profile in various 
places, depending on your screen view, but it 
should look something like this: 

5 



 
 

84 
 

Including your full name in the link is important 
as it is a vital part of keyword optimisation and 
being located by others. If you have a popular 
name, you’ll likely have to add something extra. 
You could use a number, a country, etc. Some 
people put their job role, company, or 
specialism, but this could prove limiting later, so 
I would keep it as generic as possible.  

 

How: Customising Your LinkedIn URL 

1. Once in Edit Mode, you’ll see Edit 
appear in blue next to your URL. Click on 
it.  

 

2. Scroll down until you see a box on the 
right-hand side saying Your Profi le 
URL. Click on the blue pencil, which 
opens a popup box, and click on 
Customise your public profi le URL.  
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3. Choose the link you want and click Set 
Custom URL to save.  

 

 
Multi-language 

LinkedIn gives you the ability to set your profile 
in multiple languages. If you trade with countries 
that do not speak your first language, this is an 
excellent item to include as you’ll be speaking to 
your key audience in a way they can understand. 
For many European countries, English is a 
shared language that most can understand; so 
having your profile in English as well means that 
you can easily communicate across borders.  

When completing this, it is again worth coming 
back to the key question we asked at the 
beginning: What does this person need to know 
about me to be interested? The answer might 
differ from country to country, so taking the time 
to consider your message and how you code it is 
important. If you are looking to start trading 
outside your own country/language, using this 
feature will pay dividends.   
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HOW: Creating Multiple-Language 
Profiles 

To create your profile in another language,  

1. Click Profi le at the top of your 
homepage. 

 
2. Click the down arrow next to the Edit 

Profi le button and select Create 
profi le in another language. 

 
3. Choose a language from the dropdown 

list and update your first name and last 
name if they're different in the new 
profile’s language. 

4. Translate your existing Professional 
Headline.  

5. Translations are not done for you. You 
need to translate your personal content 
on your own. 

6. Click Create Profi le to go to the Edit 
Profi le page of your new-language 
profile. 

7. Click any Edit icon and translate the 
open fields. 

8. Click Save and continue editing other 
sections. (LinkedIn Help as of April 2014) 
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4. Intermediate 
 

Having completed the basics, it’s now time to 
start putting the real grit into your profile. As 
we’ve discussed, your objective here is to be 
relevant to your target audience. Ideally, you’ll 
have already worked out exactly what your most 
favourable target market is and what’s important 
to them. You’ll have identified the keywords they 
use to define their problem, and have an 
understanding of the process they go through to 
gather information and make a buying decision.  

As we know, people buy from people, and they 
want to buy from people they like. Often, a 
good relationship with you will have the person 
purchase from you rather than from a competitor 
even though your prices might be higher. It’s all 
about perceived value, and you are a vital part 
of this equation.  

 

Your objective is to create rapport with the 
visitor to help establish a relationship. One of 
the fastest ways to do this is to include 
something personal about yourself as this 
instantly makes you a real, three-dimensional 

People buy from people they know, like, 
and trust. Your objective is to establish trust 
with your visitor, whether they are finding 
out about you for the first time by visiting 
your profile or they have been referred. 
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character that someone can relate to. Of course, 
you need to step wisely and choose the right 
items to include.  

In this section, we delve into each of the 
different fields available on your profile and 
discuss how best to complete them in line with 
your strategy.  

 

Headline 

The headline is the text that appears right below 
your name, and the first thing a visitor reads to 
understand what you’re about. LinkedIn’s search 
function and Google, Yahoo, and Bing, pick up 
the words used in your headline. Therefore, what 
you include is very important. You might wish to 
use a full sentence and keywords associated with 
your industry and the problem you solve. 

Many people include their job title and their 
company name. While this is fine, you want to 
make sure you’re not repeating information that 
already appears just below the headline and 
wasting valuable retail space. It’s best to focus 
on what’s relevant and, of course, what’s most 
important to the audience you’re trying to 
attract. Simply having your job title and name 
isn’t going to do much for you. 

You can put multiple items in the headline, 
ranging from professional items to personal 
ones. Adding something personal helps people 
relate to you. Putting ‘Keen Sailor’ or ‘Passionate 
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Latin Dancer’ instantly lets people know that 
you’re a real person, and helps them make a 
connection with you. The headline really is a 
refined summary, so only keywords are needed. 
To split different items on your profile, you can 
use the vertical bar ( | ) symbol to create a space 
(if you can’t find it, copy it from my profile). Be 
sure that longer sentences don’t split over 
multiple lines.  

Headlines can take a little work to get right, but 
they’re well worth the time. When looking at 
profiles, observe what grabs your attention, what 
bores you, and which ones make you instantly 
feel a connection to the person. Remember, 
your headline needs to grab people’s attention 
with what’s relevant to them so they carry on 
reading.  

 

EXAMPLE: Crafting Your Headline 

Here are some examples, though if you look 
them up now, they will likely have changed: 

 

This headline is designed to speak of the 
problem I solve for people, so if someone is 
dealing with this issue, they will know to read on.  
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In this headline Colin makes it clear who he 
works helping small businesses feel comfortable 
to get in touch.  

 

Using the right keywords Dominic brings his 
profile alive with a statement about what his 
work does.  

 

Sue lets organisations know that not only does 
she specialise in Corporate Reception but that 
her approach is centred on creating a guest 
experience that reflects the very heart of the 
business. By openly stating this in the headline 
Sue will draw attention away from those with 
standard headlines and create curiosity. 
Immediately she has stated she is a different and 
the depth her work goes to.  
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Dilip quickly states his job title, which puts him in 
context, and then tells us what his role is. From 
his job title, not everyone will understand his 
mission and what he’s looking to do, so this is a 
great way to draw the attention of those looking 
for assistance.  

 

 

Your Turn… 

Exercise:  Writing Your Headline 

1. What are the keywords associated with your 
industry and what you do? 

2. In one sentence, can you sum up the 
problem you solve and the value you bring 
(e.g., How to Get Leads and What to Do 
with Them)? 

3. What are some of your key roles that you 
want people to know about you?  
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Experience 

The experience section of your profile is an 
essential part of your profile, not only because 
when connected with the company via the 
company logo (3) it will help you find all the 
people you should be connecting to, but also 
because it tells the story of why you are now 
qualified to do what you do.  

If you are a self-employed consultant or 
freelancer, the experience section is the most 
important part of your profile. Consider for a 
moment the mindset of a person thinking of 
hiring you. The most common question they will 
have is, can you deliver? Within this question are 
a host of others that ask whether you have 
experience and social proof (testimonials) that 
you can do what you say you can do, and 
whether you bring something extra to the table 
that your competitor doesn’t. 

All too frequently, it can be easy to look on your 
past and discredit something you have done as 
not relevant when it is the one thing that makes 
you the perfect fit for the role at hand.  

 

EXAMPLE: When Your Past Experience 
Is a Defining Factor 

Interviewing David before providing feedback 
on his profile, I asked him why he had included 
in his headline ‘Business Coaching with the 
Precision of a Michelin-Star Chef’. When I’d 
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originally read his profile, I couldn’t see any 
reference to his being a chef and had no idea 
why the statement was relevant. I found out that 
20 years prior, he had been a Michelin-star chef. 
He had chosen not to include it in his profile 
because he felt it was irrelevant. I encouraged 
him to put it back on as our experience is what 
defines us and makes us qualified to do what we 
do now.  

It turned out David had been waiting to hear 
back from a prospect as to whether he’d be 
selected to be the key coach for a company. The 
deciding panel had three executive coaches to 
choose from and couldn’t make up their mind 
whom to go with. As a last-ditch attempt to 
choose, they decided to look at the candidates’ 
LinkedIn profiles.  

After looking at his profile, now with the update, 
they instantly selected David as their coach, and 
now they were 10 times more excited about 
working with him than before. Why? Because 
they were a restaurant aspiring for Michelin-star 
status! Until that point, they had no idea of his 
previous experience, and had they known, he 
would have been hired on the spot.  

 

EXAMPLE: When a Lack of Experience 
Can Hurt You 

Of course, your lack of experience could also 
work against you. One gentleman I spoke to had 
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chosen to niche his business into one specific 
industry though his business could work in any. 

Reading his profile, I saw no experience listed 
showing he had a background or connections in 
this industry. When I asked him, it turned out 
he’d chosen a niche for his business only 
because he heard in a business seminar that you 
need to niche and he had chosen the industry at 
random.  

For his audience, this was never going to work. 
As people buy from people, in a closed industry, 
word-of-mouth recommendations are important. 
Having inroads into a niche area is important to 
be able to leverage trust and open doors of 
opportunity. 

For someone seeking to work with a coach, 
hiring someone with a working knowledge and 
understanding of the industry is an added 
advantage for them, though not necessarily 
essential. By niching, he was making his 
specialism, his focus, and his pitch on what he 
could bring to the industry, though he had no 
experience to back him up. In this instance, he 
was in the wrong niche. All his profile did was 
draw attention to how misplaced he was in his 
niche.  

 
Whether you have a CV-, job- or self-
employment-based LinkedIn profile, it is not 
always appropriate to include all your experience 
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on your profile. You need to choose what’s most 
important.  

 

The key thing to remember is that your profile 
isn’t a CV and you don’t have to fill it out like it 
is. Ultimately, it is a profile to exhibit who you 
are, and communicate the message you wish.  

Should you be looking for a job in an industry in 
which career gaps are an issue for the employer, 
you might choose to include your full experience 
or indicate that the employer request your full 
CV.  

 
How far back should your experience go?  

As far back as is appropriate is the general rule. 
As we saw for David, his Michelin chef 
experience was 20 years before and in another 
industry, yet it was the defining factor for him. 
Some people fear that going way back will age 
them. This is entirely up to you. If you have 
relevant experience that could open doors for 

Your profile is your personal brand. As 
people have limited attention spans, 

include the most relevant information and 
leave out any experiences that might 

detract from your message. You can always 
fill in the blanks for someone later. 
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you, it’s your choice whether or not you include 
it.  

Should I include everything? 

No. If you worked in a café or a pub when you 
were in college, it’s not appropriate to include it 
unless a job or contract you are applying for 
today requires you to have experience in that 
area. Even if the experience wasn’t a long time 
ago, you still may not want to include it.  

What if  I ’ve made a dramatic career 
change?  

The general rule is all experience should be 
included, however you want to think carefully 
about your band message. In some industries 
missing dates is a factor you’ll need to consider, 
and in some cases the dramatic change is your 
journey that sells you. In these instances, you can 
explain your journey within the experience entry 
and/or use your summary to hint at your story. 
Remember though you have limited characters 
so you’ll want to do this skilfully.  

The key is to continually question how 
something affects your personal brand and 

how it will leave your prospect feeling. Will it 
leave them feeling confident in you or 
questioning you? Does it make people 

question who you are, what you stand for, 
and your commitment to your industry? 



 
 

   97 
 

 

 

EXAMPLE: Experiences outside Your 
Profession 

Back in 2012, in the middle of my current career, 
I took two jobs for six months each in unrelated 
industries to gain valuable experience and 
insight that I felt I needed.  

While they served my professional development 
and made sense to me, including them in my 
LinkedIn profile would create confusion to an 
onlooker whose sole aim is to get a clear picture 
of who I am and what I stand for.  

Without time to explain my story to them or 
justify why they’re included in my summary, it is 
better for me to just leave them out. If it 
becomes important, I can explain it to the 
interested person face-to-face. I don’t have to 
confuse them online or risk distracting them 
from my core message.  

 

What to Say about Your Experience 

There are two different approaches you can take 
to completing your experience: sing of your 
results or tell your story. 

The outcome you want your profile to achieve 
will determine which angle you take. If you’re in 
a senior role and your profile might be used in 
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an employer branding exercise or just to create 
rapport with the people you meet, telling your 
story is appropriate. This is where you complete 
your experience detailing the results you 
achieved in that position, what it taught you, and 
how you came to be promoted.  

If you’re a consultant selling your services or an 
employee looking to move on or be promoted 
in a large company, you’ll be better off singing 
your results.  

One of the biggest mistakes I see people make 
with their profiles is listing their key 
responsibilities and tasks. Outside the company, 
these have little relevance to anyone, including 
to potential employers, who are more interested 
in the results you created than in what you did. 
Following the principles of a good CV, detail the 
results you created in figures and percentages so 
people can get a real understanding of the value 
you brought.  

Results need to be put into context. So when 
completing your experience, it’s important to 
give a good overview of the company, especially 
if it’s a little-known one. Be sure to include the 
industry the company is in, its size, and perhaps 
its turnover. With your results, context is 
everything.  

Include things that will matter to your 
prospects—such as increasing efficiency, 
reducing costs, and increasing profit. If you 
handled a crisis and helped overcome it, detail 
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what happened and how you solved it. You may 
wish to put this in context and say, ‘During the 
economic downturn in 2008, we 
experienced…And I, working with my team, 
achieved...’ (Remember to be humble here and 
give credit where it is due as this is a public 
declaration and if it’s not accurate, it could lead 
to nasty fallout).  

Where possible, use percentages and numbers 
to help ground the experience and give it more 
tangibility. Use language and key measurements 
appropriate to the industry of your target 
audience. 

N.B. If you are a job seeker looking to be hired 
in a functional role, detailing your responsibilities 
will be adequate enough. After all, that’s what 
you're selling—your ability to complete tasks.  

 

TIP: Put Your Results in Context 

If necessary, avoid using figures unless you can 
put them in context. I once had a client call me 
to tell me I’d missed ‘k’ off my profile. I had 
written I’d raised £275 at a black-tie ball, and she 
assumed it should read ‘£275k’ (£275,000). It 
was embarrassing for both of us when I told her 
the ticket price was just £12 a head, and thus it 
was correct. What had been a big win for me at 
the time was now peanuts in contrast to the 
playing field I was in. It was better for me not to 
include the figures at all. 
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HOW: Writing Your Experience 
Description 

For a well-structured profile that hits the mark, 
aim to complete each item in your experience as 
follows: 

1. Company overview (context) 
2. Your role 
3. Your results 
 

If you are completing a description for a job you 
have now left, visit the website to find how they 
describe the company and copy/paste the text 
you find. They’ll thank you for it as you’ll be 
describing the company the way they wish to be.  

 
 

HOW: Upload Your Experience 

 
1. To add a new position, enter Edit Mode, 

and at the top of your experience list you 
will see the icon for + Add a posit ion. 
Click here and add your details. 

2. Should you wish to reorder your experience 



 
 

   101 
 

list, use the arrow icon next to Add a 
posit ion. This will allow you to move 
experience segments around. 

3. For existing experience, when in Edit 
Mode simply click the blue-pencil box next 
to the item you want to edit. 

 

What to Do with Multiple Open Roles 

If you have a number of open positions, it’s OK 
to have them all listed as current positions.  

 

However, be sure to consider your personal 
brand and how having too many open positions 
can be perceived. You want to avoid looking like 
someone who has too many fingers in too many 
pies, so the key is to have just the most relevant 
items still open. Just be sure to order the items 
in your experience correctly to give the right 
impression as to where your interests and 
priorities lie.  

 

EXAMPLE: Ensure You Communicate 
Where Your Priorities Lie  

I was recently referred to a company that was 
struggling to find new recruits. Looking at their 
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employees’ profiles, I could see why. Firstly, 
there was no consistent branding on the profiles, 
and the company page had recently been 
started without much thought or planning. 
Secondly, the managing director had two open 
positions in his experience and no summary. 
Why is this a problem? Because for the onlooker 
it seems as though the MD has multiple interests 
and is not committed to the company.  

A well-thought, thorough summary, however, 
would easily overcome this, detailing how the 
two are related and, most likely, showing the 
company to be a dynamic and exciting mover in 
the industry.  

 
When ordering your open positions, start with 
the most relevant, i.e., the one you most want to 
be known for. Come back to the questions  

•  What do I most want to be known for? 

•  What is the most important thing I want 
people to know? 

If you have open roles that are not relevant to 
the goal you want to achieve with your LinkedIn 
profile, consider putting them in the Project 
section of your profile. Alternatively, if they are 
of a similar nature, such as sitting on the board 
of various companies, you could put them all 
under one experience.  
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When it comes to having several open positions, 
much of your personal brand can be taken care 
of with your summary. A summary gives you the 
ability to explain your involvement in different 
projects and how you balance your time. If you 
have an ongoing interest in a previous company 
but now work for someone else, you can explain 
this. If you have a full-time job but are working 
on a new startup on your own time, you can also 
explain this in the summary. You might be 
worried that it will affect your personal brand 
and maybe affect how a client for your main job 
will perceive you, but it can really help you. 
You’ll likely find the clients of your employer to 
be very encouraging and to engage with you on 
this topic and even help you. People like to 
make personal connections and learn something 
more about you. Something you’re passionate 
about can go a long way to building this level of 
rapport and loyalty.  

If your company doesn’t like it, you can discuss it 
with them and find a compromise. Hopefully, 
they will understand that this is your profile and 
it is about you. If they have a good company 
page and strategy in place, adding this position 
to your personal profile shouldn’t compromise 
them too much unless, of course, it is a direct 
competitor, in which case you might need to 
reconsider. 
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TIP: Demonstrate Your Experience 

Each item of experience also comes with the 
capability to add rich content media, so you 
have the opportunity to add slides, videos, and 
PDFs related to the position that can contribute 
towards creating a fuller picture of who you are, 
what you’ve done, and what you’ve achieved. 

 

Your Summary 

It’s your chance to share what you’re about and 
draw prospects into your message. You want to 
make it your own by adding some personality. If 
you have multiple company interests, you can 
use the summary to explain how they are 
relevant, why you’re interested in them, and 
what you want to achieve.  

The key to a good summary, as with the rest of 
your profile, is to consider your audience and 
what they most need to know about you to be 
interested. Your objective should be to leave 
them feeling excited, intrigued, and eager to 
know more.  

 

What does your audience most need to know 
about you to be interested? 
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Including a full overview of your work history in 
your summary is not necessary as this is taken 
care of in the Experience section. However, 
there may be areas you feel need a little 
explanation, and so the summary is a great place 
to work those in, especially if you have a story to 
tell that works towards justifying the position you 
wish to be hired for today (whether as a 
consultant or as an employee).    

A good summary is one that sets the picture of 
what you do. For those working in a company, a 
company overview is important. For others, 
laying out the reality of the problem you solve 
creates a compelling read that has your 
audience sit up and say ‘really?’ 

 

EXAMPLE: Educate Your Audience with 
a Punchy Opening 

For Skip Archimedes promotes health and well-
being, a very populated market. Most people, 
unless diagnosed with a problem, probably think 
they are doing OK health wise and just carry on 
living life never realising they are living below 
their full potential. Bring a person to a realisation 
on this and getting them to take action a real 
challenge.  

In Skip’s profile we grab people’s attention with 
some hard hitting facts before stating his mission 
to bring change; a mission that others can 
understand and go along with. But who is he 
and why should we follow him? In the next part 
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of his summary we outline his background; what 
has happened to him, what he has overcome 
and why he is qualified to help.  

With limited space on the summary (2000 
characters including spaces) we wanted to 
quickly sum up his information and use the 
Website links to provide more ‘About Me’ 
information should people want to learn more.  

 

EXAMPLE: Put Things into Perspective 

When in recruitment, it’s important to give a full 
overview of the size and scope of the company 
and not assume people know. As senior vice 
president of ASDA, Hayley’s profile gives a full 
overview of the company and lets us know the 
awards it’s won as an employer.  

This information is not relevant to all, but 
remember it’s all about the outcome that you 
want. For Clive, the key information he needs to 
convey is the value his department provides for 
Canon’s channel partners. Thus, his opening 
statement is a quick and straight-to-the-point 
overview of what the company does.  
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TIP: Take the Company description 
from the Website 

When writing about your experience (past and 
present), look for keywords and information on 
the company website. The company will have 
invested a lot of money in carefully crafting 
explanations of the company, its departments, 
and the benefits it offers.  You can quickly put a 
profile together by copy/pasting items from the 
website and slightly tweaking to fit your 
sentence structure. 

 
 
As a good general rule to follow when 
structuring your profile, split the summary into 
three paragraphs: 

1. Summary of the company 

2. Summary of your role in the company 

3. Something personal about you 

Although the first two sections will be a repeat of 
your current experience, it is worth repeating the 
information here so it’s clear that’s your primary 
focus. However, you might wish to tailor it if you 
have certain things you wish to highlight.    

For most people, repeating the company 
information will be standard practice, but if 
you’re a business owner, solo entrepreneur, or 
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salesperson, you may be using LinkedIn to 
pursue a certain outcome, and thus it’s 
important to adjust the message to 
communicate this. As you have only seconds of 
someone’s time, you want to get this across 
quickly in the first paragraph. Here you need to 
pitch your business in a succinct way that 
communicates what you do, how you do it, and 
the value you bring. Effectively, this is a written 
version of your perfect pitch or elevator pitch. 
You literally have only moments to get it right. If 
you’re not sure what this is or you need some 
help crafting it, I recommend visiting 

http://www.keypersonofinfluence.com/perfectpit
chbonus 

Write something personal 

As I’ve discussed, the objective of your profile is 
to connect with your audience in a way that 
develops familiarity and trust. The more 
someone feels that they know you, the higher 
the chance they will like you, and when someone 
likes you, trust and business follow. Including 
something personal about yourself helps a 
person to view you as a three-dimensional 
person. It helps them develop rapport with you 
and feel comfortable.  

The best way to achieve this is to create a ‘me 
too’ reaction. This is where the person 
recognises that you do something they do, and 
says ‘me too’. It creates an instant attraction 
between two people as it gives them something 
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mutual to talk about that isn’t business-related. 
Talking about non-business-related subjects will 
quickly move you from a ‘sales person’ to a 
‘friend’ and make a person open up to you. Of 
course, you want to keep the conversation 
relevant and interesting, and that is why 
volunteering information is so important. 
Although your customer has no need to use this 
information in a conversation with you, you may 
just find they bring it up as a way to get to know 
you. As a service provider and the person 
reaching out, you’ll likely be the person using 
this information to start a conversation. By 
providing it on your profile, you’re encouraging 
them to do the same, giving everyone this 
advantage.   

You might include your hobbies or a list of your 
priorities and interests. If you’re actively pursuing 
a sport and competing, this is information you 
should definitely include. For ideas on what to 
include, again consider your audience. If you 
have a very family-orientated clientele, it is worth 
speaking about your family—e.g., ‘On Sunday 
afternoons, I enjoy hiking with my three 
children’. What you include quickly 
demonstrates your values and what’s important 
to you, and if you can make someone laugh, 
even better. Anything that gives people an 
insight into you and your personality is worth 
including. Remember to tailor it appropriately to 
your audience and the business environment 
you’re in.  
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When writing your profile, it is worth consulting 
with a copywriter to ensure you get your profile 
right or, at the very least, test it out on your 
target audience. Note the questions they ask 
about what you do and how you do it. This will 
give you vital feedback as to how you’re 
communicating your message.  

From your summary, you want people to be able 
to quickly decide whether you’re someone 
whom they want to be in contact with. It’s 
important to speak their language using 
keywords and terms that communicate you’re 
familiar with the industry. A great profile is one 
that can engage your target audience and 
disqualify those who aren’t your ideal clients—
i.e., your profile is engaging for everyone who 
visits, and they quickly understand what you do 
and how you do it, and quickly identify if they 
are the type of client whom you’d want to be 
working with.  

 

EXAMPLE: Write for Your Audience 

Donna is a seasoned leadership and 
development trainer who has worked in large 
organisations. Her services tend to be sought by 
the HR department. Traditionally, they have 
required her to submit a full CV/portfolio, and 
still do now. Donna has an excellent reputation 
for constant employment, so her LinkedIn profile 
simply backs up her brand and helps her 
connect with her delegates (each of whom could 
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go on to be a future referrer or contractor of her 
services).  

When crafting Donna’s profile, it was important 
to keep in mind her target audience and stay 
relevant to them. The purchaser and decision 
maker for Donna’s services is the HR 
department. Providing the information they 
require on her LinkedIn profile is the most 
relevant thing she can do, including attaching 
her traditional resume to the profile for easy 
access.  

At this stage, Donna doesn’t have a particular 
angle on leadership on which she’d like to be a 
‘thought leader’. If she had, however, we might 
have designed her profile differently. For her 
profile, it was important to make hiring her easy, 
and that means providing her target audience 
with the exact information they need. Any 
additional information might attract time-
consuming queries from outside her target 
market, making LinkedIn more of a hindrance 
than a help.  

 

One of our clients had created a successful 
profile. He knew this by the number of new 
enquiries coming into his business each week. 
However, when he took the time to review who 
the new leads were, he saw a startling trend. Not 
one of them was his target audience. Further 
investigation showed that his language was too 



 
 

112 
 

generic and he was attracting prospects in 
positions lower than his ideal clients.  

 

The client revamped his summary, changing his 
language to use words and key terms found only 
in the boardroom. As soon as he changed his 
profile, the types of enquiries changed. Those 
lower in the organisation were no longer 
interested, mainly because they couldn’t 
understand what he was saying. If they did 
understand, they knew that he wasn’t a coach for 
them. His ideal prospects, however, instantly 
recognised him as someone who understood 
them and their position. His use of language 
indicated his skill level immediately, and he 
became an intriguing option for them.  

How you write your profile is very important. 
You’ll want to get a sense check from others as 
to whether you communicate what you think you 
do. In the hundreds of LinkedIn reviews I’ve 
conducted, the one thing that surprises me the 
most is how different people’s roles or interests 
are from what they write on their profiles.  

Before each session, I take the time to read the 
person’s profile, and then during the session, I 
ask them to spontaneously explain what they do. 

In the hundreds of LinkedIn reviews I’ve 
conducted, the one thing that surprises me 
the most is how different people’s roles or 
interests are from what they write on their 

profiles. 
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The difference is very telling. What I have found 
is that people write their LinkedIn profiles in 
professional business language using big words, 
but when they speak about what they do, often 
full of passion and interest, they present 
themselves very differently. They present 
themselves ‘relationally’—i.e., they know they 
are speaking to individuals and so attempt to 
create a relationship with them.  

For one client I worked with, I reviewed their 
regular business literature and wasn’t very 
excited. I asked if there was other content 
anywhere that described what they did. I was 
referred to an article written about them by a 
journalist for a major newspaper, and there I 
found just the description I was looking for. 
Newspapers are written for audiences they are 
building a ‘relationship’ with; thus, the wording 
and approach in the article were completely 
different. It was far more engaging, and it 
created a vivid picture in my mind of what the 
organisation did and what value it could provide. 

 

TIP: Write with Your Audience in Mind 

When writing your profile, write it with your 
audience in mind, considering how you would 
vocalise your work. Avoid jargon, which means 
very little these days when overused on resumes 
and profiles.  
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Testimonials 

Testimonials are an important way of increasing 
your credibility and your audience’s confidence 
that you can do a job well. LinkedIn prioritises 
messages from your first-degree connections, so 
they show first—i.e., your audience will first see 
testimonials about you from people they know.   

As I’ve emphasised, grabbing and keeping your 
audience’s attention is important, so long-
winded, off-the-point testimonials won’t get 
read. Also, in the summary, only the first 80 
characters show until you click See More. 
Therefore, you want the first sentence to be 
really intriguing. But how do you achieve this 
when you’re not the one writing it and have no 
control over what is said and how? 

 

You’d be surprised, but it’s actually pretty 
normal to write your own testimonials. If 
someone has agreed to write one, they are likely 
to run into two obstacles: they don’t know what 
to say and they can’t find the time to do it. Once 
the person has agreed to publish a testimonial 
for you, you can volunteer to write it for them, 
giving them final editing permission. If the 
person does write a testimonial for you, 
however, you have the option to rewrite it and 
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submit it for your colleague to approve. This is 
great as it gives you the flexibility you need to 
rearrange it and give it some more punch.  

Generally, in the testimonial, you want to start 
with something that will grab the audience’s 
attention and have them clicking on the See 
More link. If you’ve created great results for 
your client, you want this to come across in the 
testimonial, and that itself could be the opening 
headline.  

Of course, you’ll have to check with your client 
what they want to go public as they may not 
want some challenges to be widely known. You’ll 
have to use your own judgement here and 
discuss it with them.  

Sometimes people consider too many 
testimonials as trying too hard. Make sure that 
you select valuable testimonials and avoid ones 
from friends that are too ‘fluffy’. Ensure that each 
testimonial adds something valuable to your 
message. 
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HOW: Requesting a Testimonial 

1. Go to your profile and hover over the 
dropdown button next to Edit. 

 
 

 
2. In the dropdown you’ll see Ask to be 

recommended. 
 
 

 
 
 
 
 
 

‘Prior to working with [name], we were going 
£100k into the red each month due to a 
poorly designed production line and 
frustrated distribution channels. After working 
with [name], we have seen a 130% increase in 
efficiency and a 150% increase in profitability. 
Working with [name] was an absolute 
pleasure. Everyone in the team, from the 
CEO to the floor worker, enjoyed working 
with [name], and he definitely delivers on his 
promises’. 
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3. You’ll then be able to select the position 

you want a recommendation for and from 
whom. It will provide you with a standard 
message, but take the time to 
personalise it and offer the person a way 
out if they don’t want to, such as ‘If you 
don’t feel comfortable doing this for any 
reason, that’s absolutely fine. I won’t 
mind’.    

 
	  

HOW: Moving a Recommendation to 
Another Experience 

 
1. Move your cursor over your photo on the 

top right of your homepage and select 
Privacy & Settings. You may be 
prompted to sign in. 

 
2. Under the Helpful Links  section, click 

Manage your recommendations. 
 

3. You’ll see the unassigned 
recommendation in the section titled 
You deleted the posit ion these 
Recommendations were associated 
with.  

 
4. Click the Reassign  link next to the 

recommendation. 
 



 
 

118 
 

5. Choose the position you’d like to assign 
it to and click Apply. 

 

Advice for Contacting 

On your profile, you can add a section detailing 
how you wish to be contacted. If you don’t see it 
on your profile, it’s because you haven’t filled it 
out yet. When in Edit Mode, you should see it 
as one of the options available.  

So far you’ve done a great job guiding people 
through your profile and now they are interested 
in getting in touch. 

But here there are several things to consider. 

Actively telling people how you want to be 
approached allows your prospect to feel 
confident in their next action. No one wants to 
impose or get embarrassed asking for a service 
not on offer. By clearly telling people how you 
want to be contacted you can put people at 
ease and help them feel welcome getting in 
touch.   

If someone is genuinely interested, they are 
most likely to read all the way to the bottom of 
your profile to find your email. Of course, it is 
possible to move this information higher on your 
profile by including it in your summary or 
experience section if you deem it worthwhile.  

10 
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You may consider stating whom you want to be 
contacted by and how. Setting expectations now 
will make it easier when asking people why 
they’ve invited you to connect. Whom you 
choose to connect with is entirely up to you, and 
you can set your own rules according to what 
feels comfortable to you.  

As a general rule, I suggest connecting only with 
people that you’ve had a previous connection 
with. While some people accept everyone 
(known as LIONs, LinkedIn open networkers), the 
real value of LinkedIn is when you can ask for 
and give valuable introductions. If you don’t 
know the people you’re connected with, your 
advanced searches aren’t going to provide you 
with much value, and you’ll get less return on 
investment for your activities.  

If you look interesting to your audience, most of 
them are going to click the Connect button 
without much thought and hope that you’ll 
accept. All too often, this isn’t followed up with 
an actual conversation; therefore, you’ll want to 
be on top of your invitations. However, in some 
instances, this could be a recipe for creating a 
lot more work, the opposite of what you need.   

What you want people to do next will 
depending on your role within the company. 
Here are some examples of various situations 
and suggestions: 

• Administrator :  If you have a non-customer-
facing role, you’ll want to avoid receiving new 
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leads into the company as this isn’t your job 
or your forte and you have a sales team. In 
this instance, you’ll want to direct people to 
use the appropriate channel. This might be to 
sign up for a free download on a website or 
to call a colleague whose details you can 
provide.  

 

• Recruiter: While receiving enquiries from 
people looking for jobs is a sign your 
employer branding is paying off, the last thing 
you want is to be wading through a pile of 
irrelevant applicants in your mailbox.  

 

To handle this, clearly state in your advice 
that candidates should visit your company’s 
career page, and provide the link. Should 
someone do so anyway, you’ll have just 
identified someone who can’t follow 
instructions! 

If you are interested in our company’s 
services and would like to know more, 
please contact our sales team, who 
would be delighted to assist you: 
[details]. 

Personally, I like to connect with 
people who have an interest in [topic 
of interest] or whom I have previously 
met. Please do state in your invitation 
why you would like to connect. 
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•  Sales: In some instances, it won’t be 

appropriate for each of your prospects to get 
in touch with you for more information, 
especially if their basic questions can be 
answered by other, free or lower-level 
content you offer.  

 

If this is the case, you’ll want to send them to 
more content and hopefully capture their 
details for your mailing list. A free giveaway 
for joining is always a good motivator; thus, 
your Advice for Contacting should include 
directing people to the mailing list. 

 
•  Service-Based Entrepreneur: People will be in 

either a buying mode or a research mode, 
and you’ll need to appeal to both by making 
yourself available. 

If you are interested in what we do, I’d 
like to give you a free gift [state gift], 
which is available at [URL].  

I do not accept all invitations. If you 
are interested in hiring our services 
and/or have a specific project you’d 
like to discuss, please contact me 
[details]. 
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How and what you write will need to align with 
your personal style and situation. However, this 
isn’t a fool-safe method of ensuring you won’t 
have people contact you without introducing 
themselves, but it certainly goes a long way. 
People often don’t think to do so and/or the 
option to personalise isn’t always given. This 
usually occurs if you ask to connect with 
someone from search results. The best option is 
always to visit the persons profile and connect 
from there.  

 

Education 

This section is absolutely vital to your credibility. 
If you are professing to be an expert in 
something but don’t have the education to back 
it up, people will question whether you really 
know what you’re doing. Including it gives 
people a fuller picture of you and enables them 
to make a personal connection with you.  

If you are setting yourself up as an expert but 
you don’t have official qualifications, you can 

If you would like to discuss how my 
coaching could add value to your 
business, call me on [number] 
between [hours] or email [email 
address] and I will do my best to 
respond to you as quickly as possible. 

11 
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counter this by adding in courses and training 
you have received. The Courses section on 
LinkedIn allows you to provide only the title of 
the course, so if you want to include more 
specific information, it is better to use the 
Education section. You can also include videos 
and slideshows. Completing this section is good 
because in addition to your official qualifications 
in the discipline, it shows your dedication and 
interest in the subject and your effort to keep 
your knowledge up-to-date.  

If you have not taken any courses and have 
nothing to write, ensure you tackle this issue well 
in your Summary.  

Interestingly, once you’ve connected your 
education to the official college/university page, 
you’ll find LinkedIn predicting more relevant 
connections as it’ll start finding your classmates 
and other alumni, who, due to the nature of 
these relationships, will have greater affiliation 
and inclination to help you out and are perhaps 
some of the most valuable connections in your 
network.  

 

Publications 

If you’ve written a book or had articles 
published, you’ll want to add these to your 
profile to add to your credibility and give people 
a chance to spend time with you to discover the 
depth of your knowledge and your ‘take’ on the 
world. The Publications section is available for 

12 
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you on the list of options on the right-hand side 
of your profile when you’re in Edit Mode, and 
you can upload the actual article or book or 
indicate just the link as you would in any other 
section.  

 

HOW: Adding Publications to Your 
Profile 

 
1. Once in Edit Mode on your profile, 

you’ll see options valuable to you under 
your contact information. Click to expand 
the list, and you’ll see all the options 
you’re not currently using.  

 
2. Click on Publications. 
 

3. It will then open the module for you to 
complete.  

 
4. Include a link to where your publication is 

hosted, whether that’s an online version 
of the publication or where the person 
can buy your book.  
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TIP: Getting the Most from Your 
Authorship  

Using this option, you won’t be able to upload 
any rich content media, such as a free sample of 
the book or a SlideShare about it. One option 
you might take is to add Author to your 
experience and put your content there. Including 
a few free chapters of your book with a link to 
where to purchase is a highly effective strategy.  

 

Projects 

The Projects function provides many 
opportunities for conveying your message. You 
might use it to draw specific attention to 
something you’re currently working on, such as a 
new book, a research project, an event, or a 
fundraising or recruitment drive.  

By inviting your team to connect to the project, 
you are furthering your exposure and thus 
attraction. You’ll want to attach everyone 
associated to it, so remember to write it for 
multiple standpoints so it’s positioned correctly 
for each person whose profile it will appear on.  

Projects are a great alternative to having 
multiple open roles. If you’re working to 
promote a series of clients, such as if you’re a 
social media expert, there is no reason why your 
profile can’t work on their behalf. While it 

13 
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wouldn’t be appropriate to say you work there 
by using your experience, adding a project to 
your profile to show the work you’re doing 
together is the perfect solution.  

If you’re promoting a particular event or 
fundraiser, placing the Project section at the 
top of your profile above your Summary is a 
great way to quickly communicate your 
message. However, you can do this only when 
you have very few projects. 

 

Interests 

Providing some personal information about 
yourself, including your interests, is a great way 
to develop rapport with your prospects and 
build yourself as a real, three-dimensional 
person. It lifts you off the screen and helps 
people relate to you further and consider you as 
someone they might actually know.  

For this section, you can write a list of keywords 
or write in full sentences. Some people write 
words as a networking technique that creates 
curiosity and invites people to ask you about 
them. For others, you might want to write about 
what you’re interested in and specifically ask 
people to contact you about that subject, such 
as if you’re a competitive squash player, you 
might challenge your visitor to a game.   

 

14 
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Skills & Endorsements 

LinkedIn gives you the opportunity to list your 
skills and have your connections endorse you, 
confirming that you have them. Many are not 
keen on this function as it doesn’t provide a true 
and accurate reflection of your skill set or 
confirm that the person endorsing you has 
experienced this skill set from you.  

The skills present are generated automatically, 
though you can suggest new ones, delete 
irrelevant ones, and move them around.  

 

HOW: Organising Your Skil l  Set 

1. Enter Edit Mode on your computer and 
scroll down until you reach the Skil ls & 
Endorsements section. Click on +Add 
Skil l .  

Here you have the option to choose 
whether you want to be endorsed, and 
choose your level of notifications.  

2. After the options, you’ll see the Add & 
Remove section. Simply Add any skill 
you’d like to be known for, and it will be 
added to your profile. 

15 
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3. Scroll down a little further and you’ll see 
the list of skills you’re currently known 
for. You have the option here to reorder 
or delete them. To delete, click the ×  
next to the skill. To reorder, just drag and 
drop.  

 

You also have the option to manage your 
endorsements, changing which of them 
shows and who is allowed to endorse 
you. This is a nice option if you want to 
ensure your profile is a true reflection of 
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you. It’s a good policy to accept 
endorsements only from people who 
have experienced your skill in action. 
However, not everyone follows this 
principle, so you could just end up with a 
low number of endorsements. It’s a tricky 
one to balance, and you’ll have to use 
your own discernment as to which is best.  
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5. Advanced 
 

This is where your strategy really starts to come 
into play as it is here that we discuss the features 
that really engage your audience and advance 
the buying decision of your prospect. Getting 
these items right will definitely make your profile 
stand out from the crowd. Some items will 
require investment and may take longer to 
produce, but don’t let that put you off. Begin 
completing your profile with everything 
mentioned previously, and these things can 
come later. Just make sure they come.  

 

Rich Content Media 

Content marketing is about having people stop, 
read, think, and behave differently. Instead of 
interrupting your audience with your message 
(e.g., through an ad), you deliver valuable and 
relevant information that informs them. The idea 
is that the more you educate them on what they 
need to know, the longer they spend digesting 
your content, and the more likely they will give 
you their business and ongoing loyalty.  

Content can range from white papers 
(informative reports that include research and 
industry statistics), videos, and slide 
presentations to excerpts from books or 
magazines. Generally speaking, you should 
share vital knowledge about a subject that 
educates the market, helping them solve their 

16 
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own problems or make more-informed buying 
decisions. Good content marketing will educate 
your less ideal prospects enough for them to 
have a go on their own, and will give your ideal 
prospects confidence to invest in you and your 
solution.  

Producing content is your opportunity to 
establish yourself as a thought leader on a 
particular subject and become known in your 
industry as an expert. It’s your chance to express 
your thoughts on a subject and demonstrate 
your knowledge. The key is to avoid pushing 
your marketing message on your audience. The 
only mention of what you do and how you can 
help should be at strategic places within the 
content or at the end, and then only to direct 
them to further information. The more you can 
do this, without trying to upsell them or being 
intrusive with your message, the more they are 
going to like your content.  

Developing Content 

The key to developing good content for your 
LinkedIn profile is, of course, to make it relevant 
to your target audience and answer their most 
pressing questions. Refer back to the chapter on 
strategy to answer questions that will help you 
determine what these might be.  

Once you get an idea of the information you 
wish to share with your audience, you’ll need to 
consider the most appropriate formats. As more 
and more people begin to upload content as a 
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marketing message, the more you’re going to 
have to compete for your audience’s time and 
interest. Many have now moved from text-based 
content marketing to rich-content-based 
marketing, including the use of video, 
infographics, podcasts, slideshows, and ebooks. 

Creating these items doesn’t have to be time-
consuming or costly. The key is to ensure they 
answer the most pressing questions of your 
audience in a way that sets you up as an expert. 
If you’re a small business with little budget, 
these items can be easily produced with the 
software already in-built on your computer. It 
doesn’t require anything special. With a little 
attention, you can produce something of 
reasonable quality and brand it to your business.  

 

 

 

 

 

 

The format you choose will need to be relevant 
to the type of information you are sharing, but 
you might also choose to package the same 
information in different formats to match 
different people’s learning styles. Some people 
will prefer to watch, while others will prefer to 
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read. Sometimes people will have the time to 
read an entire paper; sometimes they’ll want just 
a quick video. A mixture of formats is ideal.  

Uploading Content 

The ability to attach content is available within 
most sections of your profile so you’ll want to 
consider what you wish to draw attention to.  
Each item appears in a box with a graphic and 
caption below.  

When designing your content, take time to 
consider what will appear in the box. If you’re 
uploading a video, YouTube will give you three 
frames from the content for you to choose from 
as the static picture that will show before 
someone clicks on it to watch. Be careful to pick 
the right frame as this is what will show on your 
profile and it needs to appeal. Unfortunately, the 
three options aren’t always that good, but try to 
keep this in mind so you have the chance of 
producing something workable.  

Caption 

When uploading, you have the ability to add a 
description and a caption. The caption is the title 
that will appear under the graphic for your item. 
What you write here is critical as it will be a 
deciding factor as to whether or not your visitor 
will click on the item. Letting a person know 
what to expect after clicking is important as most 
of us don’t like be diverted to other content that 
may distract us or get us lost. To help people be 
confident about what they’re going to get, be 
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sure to label the item correctly with an appealing 
title that describes exactly what the item is about 
and its format.  

A good caption starts by clearly stating the 
format that it is in—for example, 

Webinar: How to create an engaging 
profile 

Video: Introduction to CapMania 

Keynote: Rich Content Media (2010) 

FREE: Sample chapters of [book title] 

 

Description 

Within the description, you have only 480 
characters to convey your message, and when 
someone views your profile, they will see only 
the first 230 characters. Therefore, when writing 
your strategy, it is worth placing your call to 
action (i.e., a summary of the offer or its URL) in 
the beginning to be sure it is seen.  

With YouTube videos and slideshows, the 
description is pulled in automatically. While it 
can be edited before upload, it is worth making 
sure you write it correctly within YouTube.com 
and SlideShare.net to avoid having to edit. This 
is important if you’re asking colleagues and 
associates to add your content to their profiles. 
It’s one less action you have to ask them to take, 
and it will give you a better chance of having it 
completed the way you want.  
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When uploading, you have the ability to upload 
a file directly or add a link.  

 

HOW: Uploading Rich Content Media 

There are two ways to upload content, either by 
adding a file or by adding a link. To access 
either, 

1. Once in Edit Mode, locate the item for 
which you would like to add your rich 
content media.  

2. Hover over the blue square with a + sign 
so the dropdown link appears, and select 
the option you want. 

 

Upload a File: 

3. Click on Upload File, and you will 
immediately be able to upload a file 
directly from your computer.  
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Add a Link:  

Adding a link means you are connecting to a 
piece of media that is already hosted elsewhere 
online. This being the case, you will be able to 
locate a link, often in the Share options. You will 
not be able to connect to a page.  

4. Copy/paste the link to your media item 
and click Continue. 

 

5. Next you’ll be requested to complete the 
title and provide a description.  

 

	  

TIP: Ensure the Correct Description Is 
on the Host site 

If you want multiple people to post this item of 
content, don’t leave the description up to them 
to write or copy/paste. LinkedIn will 
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automatically pull the description from the host 
site, i.e., where the media was originally 
uploaded. To avoid inconsistent or wrong 
information, ensure your description, along with 
the call to action, is part of the description for 
the original upload.  

 

What to Upload 

As I’ve said, there are a variety of format options 
you can include, and you’ll want a mixture to 
appeal to different people’s learning styles and 
available time.  

Here are some suggestions for things you might 
choose to include: 

Slideshows 

Publishing the slides from a keynote talk or 
webinar is a great way to engage your audience 
as people can quickly flick through the slides and 
read your key information without much 
commitment. It is a great alternative to a video 
as there is no sound to disguise if the person is 
at work or in a public place.  

The key to a good slideshow is to use bullet 
points and avoid long paragraphs. Although this 
slideshow won’t be delivered from the front of 
the room as it normally would, you still don’t 
want to overload people, so keep it simple. 
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Ensure it is well-formatted, free of errors, and 
branded to your company. The more 
sophisticated the branding, the more it will 
reinforce your brand and reflect well on you.  

Slideshows are uploaded via LinkedIn’s sister 
company SlideShare.net. The beauty of this is 
that SlideShare also attracts a high volume of 
traffic and ranks well in search engine results. 
When setting up your profile, be sure to 
complete all the information required and fill out 
the company description with a call to action 
and keywords. This will become another valuable 
source of lead generation for you.  

In your slideshow, be sure to direct your 
audience to the next step you wish them to 
take—e.g., to visit your website for a download 
or call you. You can provide them with another 
item of content to view, but you can’t predict 
how much time someone has. The quicker you 
can obtain their information by having them join 
a mailing list or call you (as appropriate), the 
better. You don’t want to lose people through 
overload.  

Keys to a good slideshow: 

•  Make sure you brand it. 

•  Convey your key points quickly and 
simply, with bullet points and as few 
words as possible. 

•  Ensure it is well-formatted with no typos. 



 
 

140 
 

•  Include your contact information and a 
call to action.  

•  Use SlideShare.net to upload and ensure 
your account information also directs 
people to your business. 

Slides  

If you’ve got an event coming up or there is a 
particular offer you’d like to make, uploading a 
presentation with just a few slides is a great way 
to deliver your message. Again, it needs to get 
people’s attention, so you’ll want to be sure the 
first slide has a large font and minimal 
information so it shows up well when sitting on 
your profile. More information can appear on the 
next slide once you have the person’s attention.  

•  Keep the slideshow short. 

•  Remove it after the date has 
passed. 

•  Create a simple first slide so it 
presents well in the thumbnail on 
your profile. 

•  Ensure you brand it properly. 

•  Include all relevant information. 

 

Infographic  

Graphics always tend to get people’s attention 
more than heavy text. If you can communicate 
statistics or a key message via an infographic, 
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this can get you a lot of attention. Infographics 
are easy to share and tend to go viral.  

You can use pre-existing research or do your 
own research. Think about your target audience 
and likely presentations they might have to make 
to their colleagues and industry, and design 
something that they could use to communicate 
their message. This is the true essence of adding 
value. When it’s branded and labelled correctly, 
gratitude for assistance comes back to you, 
hopefully in the form of a job spec.  

• Create something your audience can use 
to communicate to their own audience, 
industry, and decision makers. 

• Be prepared for a good infographic to go 
viral.  

• Label correctly and link back to your key 
information. 

 

Portfolio 

For those who are artists, photographers, or 
designers, uploading portfolio items is a great 
way to demonstrate the quality of your work. 
There are various formats you can use to upload 
your portfolio that are visually appealing and 
user friendly. 

Ensure the portfolio is branded to you with all 
key links back to yourself and the original work 
where possible. Remember, we are in a social 
economy, so people look for social validation. 
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They will want to see your work in action where 
possible. If your work has been used 
professionally and is featured on someone else’s 
site, link to it. This will add to your credibility. A 
word of warning, however: Make sure that your 
work was the final version used as this can cause 
problems if your work ranks in the search 
engines for this product or project. Your client 
isn’t going to be very pleased if your version is 
coming up in the search engine results when it 
wasn’t used. When linking, it is worth asking your 
client first.   

•  Put your work into context by adding a 
short description. 

•  Provide links to where the work can be 
found in its original form. 

•  Ask your client before linking or be very 
sure your work was the final version and 
keep checking regularly to ensure it is the 
most up-to-date version.  

 

Webinars 

Webinars are great to feature but poor to rely 
on. When using them, be clear on your reason 
for including and make sure you back them up 
with a mixture of other, shorter videos and other 
types of media.  

Including webinars is great as it informs people 
that you create valuable content such as those, 
letting them know that if they stick around, 
they’ll likely receive similar valuable content.  
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Webinars tend to be quite long, and someone 
visiting your profile won’t necessarily be in a 
position to drop everything to allocate the time 
to listen there and then. They may have to come 
back to it at a later time—if they get the chance 
at all. To really engage with people, you’ll want 
to make sure it has a great heading that 
immediately indicates the problem you’re going 
to solve within it. This can go a long way towards 
motivating the person to add Watch webinar 
to their To Do list and follow through. 

•  Use a really great title to get people’s 
attention. 

•  Place any call to action early in the webinar 
to ensure those who don’t complete it will 
know how they can move forward with you. 

•  Don’t rely on it. Use a mixture of media so 
people have a choice on how to interact 
with you.  

 
Sample Chapters 

If you’ve written a book, providing sample 
chapters is a great way to get people interested. 
You can take these straight from your manuscript 
and save them as a PDF with a call to action on 
the last page telling the person where they can 
buy it, ideally with an active link if you have the 
software to do so.  

Again, remember that you only have so much of 
someone’s attention, so you’ll want to engage 
them quickly. You’ll want to be sure what you 
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upload remains within copyright, so be sure to 
add the symbol and ‘All Rights Reserved’. The 
general publication text used to protect you in a 
book should also appear, but place it at the end 
of the file and after the call to action, rather than 
having it at the front of the sample as within a 
book.  

Remember, the synopsis for the book and 
reviews are what usually entices a person to read 
a book. Be sure to include these as well, before 
the sample chapters, so someone can go 
through the normal buying process when 
considering a book.  

The book will be a PDF version, and the first 
page will be the thumbnail that appears on your 
profile. Therefore, include a picture of the front 
page of the book as the first page of the 
document before formatting into PDF. This will 
ensure your colourful cover will be shown on 
your profile, grabbing people’s attention.  

•  Engage the reader from the outset by 
including the synopsis and reviews before 
the sample chapters. 

•  Include the front cover of the book in the 
main file so it shows on your profile. 

•  Add the link to where to purchase, at the 
end of the sample. 

•  End the sample halfway through a 
paragraph so the reader wants more. 

•  Ensure the sample holds the appropriate 
copyright. 
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•  Place legal items at the end of the book 
sample after the call to action.  

 

Video 

For creating content video, there are plenty of 
style options you could consider.  

The video you upload can be as long as you like, 
though if you don’t have an upgraded account 
on YouTube, you will be limited to 10 minutes. 
(Upgrading is simple. You just have to apply, 
providing your mobile phone number. After 
adding an activation code, you’ll be able to 
upload longer videos.) 

When crafting your video, there are a number of 
things to consider and challenges to weigh. 
When we decide to watch a video, our eyes 
usually go to the length of the video, and from 
there we consider whether the information we’ll 
receive is worth the investment of that amount of 
time. A long video could put a person off 
watching. If someone is keen, they will at least 
start watching the video and tell themselves they 
can switch it off when they’re ready.  

The alternative is to create shorter well-labelled 
videos that stagger your information. The only 
problem is you can’t control which of the short 
videos on your profile people will start with, 
even if you say ‘start here’.  

Thus, when creating your video, you’ll want to 
ensure you start well, communicate your key 
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information/objective, and avoid waffle. Ideally, 
you want to keep answering the questions your 
target market is asking in a succinct and 
structured way. At each stage, your viewer is 
going to be considering whether to continue 
watching. For those who aren’t your target 
market, you’ll want them to get the key 
information about you and move on. But for 
those who are your target market, you’ll want to 
keep them right to the end, and this is why 
structuring your video to reveal more in-depth 
information as it progresses is important.   

There are several types of videos you can 
produce—some can be done in isolation, and 
others can work as segments of a longer video.  

The Pitch 

This explains what you do and how you do it. A 
good pitch will start with one sentence that 
instantly lets someone know exactly what you 
do, and is followed with a sentence that says 
how you do it. Next, you want to tell people why 
you do what you do. The length will range from 
one to three minutes tops. 

The Interview 

Having started with a great opening to the 
video, you can add an interview where you 
discuss your approach to business and why 
someone should choose working with you over 
someone else. You can have someone asking 
you questions (including the question at the 
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beginning of your answer), post the questions up 
on the screen, or simply edit them together with 
one topic following another. The style is entirely 
your choice. Overlaying it with music will create 
an exciting/engaging feel to the video, and 
adding in extra pictures or videos as you’re 
talking will be more visually stimulating while 
providing more insight. 

Client Interviews 

This video allows your clients to explain what 
you do and how well you do it in a spliced-up 
video, usually with some gripping music behind. 
It can be mixed with visuals of clients and staff in 
action delivering your service or product. It can 
feature interviews with you, the CEO, or the 
staff. These videos tend to leave people excited 
and intrigued.  

How-To Videos 

The official purpose of content marketing is to 
provide educational items that help your 
audience learn more about the subject or 
problem they need to solve. These videos will 
come with no agenda but to provide a service 
and add value. In them, you’ll want to answer a 
popular issue the majority of your target 
audience will have, and show them exactly how 
to fix it. To get value from it, ensure you include 
all of your contact details, but avoid any type of 
sales pitch.  
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The key to a good video is to develop rapport 
with your audience. Some videos will leave 
people excited and intrigued to know more or 
be involved, while others will demonstrate who 
you are as a person and give the individual a 
chance to feel like they are getting to know you. 
The more time a person spends ‘with you’, the 
greater the trust and loyalty they develop 
towards you.  

Measuring Results 

The obvious result to measure, of course, is the 
number of new leads that come into your 
business and how well-educated they are about 
what you do. You should start to see that your 
first contact with your prospects is more 
advanced as they come more informed about 
what you do, with more specific questions 
relating to it. While you can put metrics in place 
to begin measuring this, a good amount of it will 
be subjective. You’ll have to play it by ear.  

If you opt for longer videos, beyond just a 30-
second pitch, you will have some trouble 
measuring how many people watch it as 
YouTube doesn’t count a video as having been 
viewed unless the majority of it has been 
watched. You can, however, use YouTube 
analytics to see where people generally switch 
off. But don’t be afraid of people switching off 
because this is just your target market 
disqualifying themselves as potential clients. It’s 
those that watch to the end that are your ideal 
clients, and this is the statistic you want to pay 
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attention to—though you won’t be able to follow 
up since you don’t have their information.  

When people do call your office, it’s a very good 
idea to ask them how they heard of you and 
what information they’ve engaged with. You’ll 
probably find it is those who have watched your 
webinar or other videos and spent time with 
your content that are more open to having a 
buying conversation with you. If they didn’t 
watch a video, they could still be in research 
mode or could be taking advantage of a special 
offer with no intention of buying.  

For companies serious about measuring results, I 
suggest consulting with a social media agency 
that can provide full guidance as to how best to 
do this.  
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Would you like help 
writing your profile?  

 
An effective profile builds your story and 
contributes to the sales journey of your prospect. 
Each element on a profile provides vital retail 
space that needs to be carefully balanced to 
provide a consistent and effective personal 
brand.  
 
When creating your profile we will: 
1. Create a punchy headline that shares your 

value, outlines the problem you solve and 
makes your prospect curious to know more 

2. Write a summary that engages your reader 
in your solution, builds rapport and 
establishes you as an expert 

3. Develop the Experience section to tell your 
story in a way that builds your credibility and 
positions you as the best person for the job 

4. Advise on appropriate Rich Media Content 
which advances and aids your prospect with 
their buying decision, and further develops 
your relationship with the prospect 

5. Collate your contact information and 
present it in a way that effortlessly guides 
your prospect on to the next step in your 
sales process 

6. Where appropriate, create projects for your 
initiatives that best position you and your 
colleagues and promotes your key message 



 
 

   151 
 

7. Arrange your education, publications, 
organisations, courses, certificates, honours 
& awards, voluntary experience, for 
maximum effect 

8. Plus lots of little tricks for getting your 
profile found and viewed more! 

 

How we deliver 
We deliver your profile in 4 simple steps that 
take between 7 -10 working days.  

1. The Interview: Lasting anywhere between 
20-40 minutes we’ll discuss the outcome you 
want from your profile. This is an important 
step in which we’ll identify the right LinkedIn 
strategy for your profile. We’ll capture your 
tone and personality to ensure we write a 
profile that's reflective of you.  

2. Writing Your Profi le: We’ll get to work 
writing your profile based on what you’ve told 
us. Our writers also source further information 
and insight about you, your role, you 
company and industry from the web to 
complete a full and comprehensive picture.  

3. Revise and Review: You’ll receive your new 
profile in a Word document or via 
GoogleDocs (depending on your preference) 
to review. We’ll work with you to revise it until 
it’s an accurate reflection of who you are. 

4. Setting your profi le: Once approved we’ll 
log into your account* and set it all in place 
ready for the world to view. Notifications are 
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switched off for the majority of updates, but 
for particular ones, we cleverly switch them 
back on so your changes draw attention from 
your network… allowing the magic to begin.  

 
* This is an optional method. If you invite us to 

do it for you, we ask you to follow our strict 
security policy to ensure protection of your 
account.  

 
For further employees or associates that 
currently work with you or those you envision 
working with in the future, we can either repeat 
the above or follow one of these options, 
depending on your budget.  
 
Model Profi les 
We create a model profile for the company that 
consists of the key branded elements you’ll want 
on each persons profile to have.  
 
To personalise it, we can:  

 
Option 1: Write and Revise 

1. Adding Their Own Content: Individuals 
will be sent a profile template with the key 
company elements already included. They will 
be asked to complete the missing elements 
with some guidance provided. 

2. Sharpen and Re-write: Individuals will 
send their profiles back to us for revision. We 
will review what has been written and sharpen 
the language to fit within the word limit and 
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best reflect the organisation.  

3. Approval: The individual will review the edit 
and send for company approval once 
completed.  

4. Revise and Review: The profile will then be 
sent back to the individual directly (or via a 
project manager if appointed) for review. 
Once they have agreed to the content, it will 
be sent for final company approval. 

5. Setting the Profi le: Once the company 
has agreed to the profile, it is ready for 
upload. This can be done by our team or by 
yours. Since this involves sharing passwords, 
we do have a strict password policy, which 
will need to be adhered to (see terms & 
conditions). 

 

Option 2: Model Profile Publish Only 

Only the model profile is provided and the 
organisation is left to create individual profiles 
with out further assistance or input. 

Recommended for non-fee earning support staff. 
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About Us 

We believe anyone courageous enough 
to dream can achieve that dream, no 
matter their background. It  s imply 
requires a genuine message and people 
wil l ing to introduce you.  
 
Established in 2015 and based in the UK, 
TheProfile.Company serves solo entrepreneurs, 
small businesses, sales teams, recruiters and 
corporates all over the world to create engaging 
LinkedIn profiles that convert. It was founded by 
Naomi Johnson, author of What to Put on Your 
LinkedIn Profile and Grassroots to Green Shoots.  

 
twitter.com/TheProfileCo  
 
uk.LinkedIn.com/company/theprofile-
company  
 
www.TheProfile.Companyhttp://www.theprof

ile.company 
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About the Author  
 

With extensive 
experience in sales, 
marketing and 
personal branding, 
Naomi works with 
companies to translate 
their brand message 
into professional and 

engaging LinkedIn profiles (written in the first-
person voice) that create the ‘know, like and 
trust’ factor needed to facilitate introductions 
and bring in sales. 
 
Beginning her career working for several 
corporates, Naomi has completed a business 
degree, obtained Chartered Institute of 
Personnel and Development qualifications and 
run several companies. She is the author of What 
to Put on Your LinkedIn Profile and Grassroots to 
Green Shoots. 
 
Naomi ran the Rock Your Profile stand at 
LinkedIn’s annual conference in 2013 and 2014, 
providing strategic consultation to many of the 
world’s leading organisations.  
  

twitter.com/coach_marketing 
 
uk.LinkedIn.com/in/naomijohnsonuk  
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Other Books by  
Naomi Johnson 

 

Grassroots to Green 
Shoots 

Published 2010 by 
AchieveTODAY 

ISBN: 978-0-9568055-0-8 
 

In this book, Naomi deals head-on with the ‘get 
rich quick’ industry and speaks frankly about 
what it really takes to be successful. She reveals 
the secret to making the transition from nine-to-
five work to full-time entrepreneurship, finding 
extra money in your monthly budget to invest in 
your potential business, and working out 
whether your business model can really meet 
your financial targets and get you the life you 
want. 
 
Drawing on the wisdom she has gained from her 
own mistakes, Naomi holds nothing back as she 
shares from her own journey and first-hand 
experience. By reading this book, you will avoid 
many of the unspoken pitfalls successful business 
gurus don’t think to tell you—things that if left 
unchecked will mean ‘game over’ for you before 
you know it. 
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This book is perfect for small-business 
entrepreneurs who are starting to realise that the 
entrepreneurship revolution may not be quite as 
easy as the ride it’s been billed as. If you are just 
starting a business, this book is a must-read. 
 
Grassroots to Green Shoots is now available on 
Amazon. 
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Keynote Talks 

Below is a summary of subjects Naomi is often 
called upon to talk about. The list is designed to 
give a good outline of content, but please do 
speak to Naomi if you wish to have bespoke 
content.  

 
Creating a LinkedIn Profile That Sells 
We’ll explore the fundamental principles of a 
LinkedIn profile, including the psychology of a 
prospect, the buying cycle, and how to tell your 
story and build your credibility so prospects 
come to you.  
 
Making the Most of Offline Networking with 
LinkedIn 

This is a look at the principles of networking and 
how to maximise your activities on- and offline to 
develop relationships and generate new 
business.  
 
Your LinkedIn Profile & Affiliate Marketing 

Increasing your affiliate network (multi-level 
marketing) opportunities on LinkedIn requires a 
careful balance, especially if you have a full-time 
job or a different career. In this talk, we’ll 
examine how to find that balance and convey 
your message in a way that will have prospects 
asking all the right questions. 
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Start & Build Your Business with LinkedIn 

Building a business doesn’t require a large 
marketing budget, just people who want what 
you’re selling. In this talk, we’ll discuss strategies 
that will allow you to leverage the trust in your 
network, and place you in front of prospects 
without spending a penny.  
 
Students on LinkedIn  
Translating her years of experience working in 
student training and development, Naomi 
delivers this inspirational talk to help students 
understand the value of networking and how 
LinkedIn is a vital aid in their toolkit.  

Talks range from 20 to 90 minutes. Please email 
Naomi@TheProfile.Company to discuss 
opportunities and cost. Please also visit 
www.TheProfile.Company for new content.  
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Testimonials  
“Working with Naomi to write my LinkedIn 
profile has helped me re-think how I use 
LinkedIn to create a network of people who 
share common interests and business needs. I’d 
like to convey that it isn’t just a profile writing 
service, but a whole lot more. Naomi took the 
time to really understand me and my business, 
and the resulting profile really does reflect that. 
She managed to capture what I had in my mind 
but couldn’t put into words. Not only that, but 
Naomi’s advice on how, what and when to ‘post’ 
enhances the professional image and reputation 
of my business.  

“I’m now developing great relationships with old 
and new contacts that just didn’t happen before. 
Starting with a new personal profile and business 
page, Naomi's support and advice has been 
invaluable and helped open up new 
opportunities for my business.” 

Dianne Lambdin, Sussex HR Hub  
uk.linkedin.com/in/diannelambdin  

 

 

“Naomi is a well-connected person who knows 
what is what on LinkedIn. She has helped our 
company to make sure we are sending the right 
message to our target audience and getting our 
[unique selling points] across. She is down to 
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earth and will tell you how it is, which is what I 
want when I’m dealing with a company 
director.” 

Kalvin Morris, RMS Systems  
https://uk.linkedin.com/in/kalvinmorris 

 

“Naomi has been refreshing and fun to work 
with as well as amazing at capturing what I’m 
about. She’s really transformed my profile, and I 
look forward to the next steps around strategy. 
The profile work has given me lots to think about 
beyond just the profile, and I can really 
recommend working with her if you want to 
ensure that the authentic and real is represented 
through the written word.” 

Sue Carroll   
The Art of Corporate Reception  

uk.linkedin.com/in/suecarrolluk  
 

“I used Naomi recently to help me re-write my 
LinkedIn profile. What she came back with was 
absolutely great, and as well as that she gave me 
a strategy to follow. I would highly recommend 
you use Naomi.” 

Valerie Woodmore  
Holist ic Therapist and Nutrit ionist  

uk.LinkedIn.com/in/valeriewoodmore  
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“I am very happy with my new LinkedIn profile. It 
reads very well and is perfectly pitched for my 
new audience. Since [my business went]going 
live, Naomi has further supported me with 
additional training, thus allowing me to optimise 
my LinkedIn opportunities. Thank you."” 

Dominic Elton, Mayfield Media  
uk.linkedin.com/in/dominicelton  

 
 
“Naomi did a fabulous job writing my LinkedIn 
profile. I’ve noticed an increase in invitations 
from people interested in what I do, and have 
even had new clients through it. If you'’re an 
author or promote events, have a chat with 
Naomi. She knows exactly how to position you 
and make sure your profile backs up all your 
other marketing activities."” 
 

Skip Archimedes  
International Speaker on Health & Well-

Being  
uk.linkedin.com/in/skiparchimedes 

  
 
“Naomi has an excellent eye for detail and for 
creating language for LinkedIn profiles that is 
inspiring and easy to relate to. She saw the 
disconnect in my profile summary very quickly, 
and we worked on just two new paragraphs that 
made all the difference. I would highly 
recommend her for her sharp sense of what 
works and what doesn’t as well as her quick 
turnaround.” 
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David Clive Price  

International Revenue Growth Special ist  
uk.linkedin.com/in/davidcliveprice  

 
“Naomi wrote the LinkedIn profiles for our team 
via Really Connect, and I wish her luck in her new 
venture. I found her knowledgeable and 
extremely efficient. She breaks down what you 
need, in language you can understand. Naomi is 
very personable and a joy to work with.” 
 

Joe Netimah, Nursing 2000  
uk.linkedin.com/in/joenetimah/en 

  
 

“Naomi, I want to thank you for all the help with 
my LinkedIn. I was very impressed with your 
professionalism and ability to mirror my 
character on LinkedIn so well. Thank you, and I 
will recommend you to all future businesses and 
individuals I meet.” 

Ethel Nadegwa, formerly of Nursing 2000  
 

 

 

 
 
 
 

 


