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Today’s business world is digital. That means
you no longer need a literal “foot in the
door” to create opportunities for sales and
career advancement. It also means you’re
not restricted to only vague online listings
and cold calling to make meaningful connec-
tions. With Linkedln you not only have the
ability to access “someone on the inside”
for various business purposes, but you can
also approach meetings and tasks with the
confidence of knowing that you can be vet-
ted through your existing client relationships
and shared contacts.

With this level of convenience of course also
comes an increased level of exposure - and
a greater chance of making an accidental
misstep. So it’s a smart idea to know how to
optimize a resource like LinkedIn to generate
the most favorable results for your purposes.
This Step-by-Step guide will get you started.
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LINKEDIN LEAD STRATEGY IN 4 EASY STEPS

The LinkedIn 3-step strategy will involve growing your network on this
platform by “connecting” with other users.

» Create your hit list for leads by using the built-in search function
« Join LinkedIn groups
* Make initial contact - Writing the right introduction message

CREATE YOUR PROFESSIONAL LINKEDIN PROFILE

Due to the popularity of the platform, Linkedln is now an essential
branding tool, which makes it more important than ever to build and
maintain a stellar profile. With more than 400 million members world-
wide, Linkedln has a substantial pool of potential leads for your busi-
ness. The web tracking software company TRUCONVERSION has cre-
ated a detailed and easy to follow infographic that provides the steps
to create a great profile, and we are sharing it with you beginning on
page 6.

CREATE YOUR HIT LIST FOR POTENTIAL PROSPECTS BY USING
THE BUILT-IN SEARCH FUNCTION

2:1 Take some time to clearly identify your ideal prospect

» Target industry or business

» Geographical area/territory

» LinkedIn groups your prospects may participate in
» |dentify their titles or positions

2:2 Use the ‘Advanced’ search

Based on your ideal potential prospect attribute list, use the ‘Advanced
People Search’ to start your research. If you contact just 6 prospects
per day (5 days a week) you’ll have successfully sorted through more
than 1,500 contacts to learn which are the most promising.

JOIN LINKEDIN GROUPS

There are many good reasons to join a LinkedIn Group. We feel these
are some of the most important:

e Access a specific database of connections

* Meet people in your industry and stay informed

* Get exposure for your professional or corporate expertise
* Find great and updated content to share and comment on
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MAKE INITIAL CONTACT - WRITING THE RIGHT INTRODUCTION MESSAGE

4:1 Offer a Digital Handshake

When working in a digital realm, it can be easy to forget a little com-
mon courtesy. You wouldn’t walk into a room of people you’d never
formally met and dive into a sales pitch with someone a colleague
pointed out as a friend.

So don’t do it online either. Introduce yourself and what you have in
common, be clear about what you hope a new relationship will do for
both of you.

Using that information, create a simple and clear subject line like
“Great speech on (DATE)” or “Follow up question to your webcast”
or “(SHARED CONTACT) thought we should connect.”

4:2 Continue the Introduction

With your initial greeting out of the way, continue just as you would at
a meeting or networking event.

Make sure to expand on whatever details you hinted at in your subject
line.

Don’t skip this step and assume your contact will just click on over to
your profile to fill in the gaps. More often, they’ll just move on to some-
thing or someone else. Be respectful of the other person’s time and
give yourself a chance to put your best foot forward.

A sample might be something like:

“Hello. ’'m (NAME), I’ve been following your posts on mobile apps for
logistics and wanted to ask a follow-up question. My company pro-
vides mobile data and would very much like to hear your thoughts on
what real-world users need in the field.”

Very quickly and succinctly, you’ve put a conversation in motion that
will allow someone to eagerly reply with mutually beneficial ideas, or
you’ve allowed them to explain why you’re not a good match (and
maybe even shed some light onto different sales tactics in the pro-
cess).

In either case, you’ve also increased your chances of being passed
along to the right contact by being clear about what you do and what
you offer.

Your initial message may be slightly longer depending on the nature
of your business, but try not to go more than a few sentences on this
first contact.
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4:3 Set the Stage for the Next Contact

Digital communication is like a tennis match. If you don’t serve the ball
over the net, your contact can’t return it. So be polite, thank them for
their time, and offer a quick counter-move for them to respond to.

So continuing with the step above...

“If you’ve got some time in the next few days, would you be willing
to (take a survey, chat, attend our webinar, etc.) so | might be able to
include your expertise in our development efforts? I’d be very grate-
ful to have someone of your stature weigh in on things. Thank you in
advance.”

You can employ the same technique for asking for introductions, ask-
ing for recommendations, and other tasks.

4:4 Moving Forward

Once you’ve got the digital conversation going you’ll be able to take
things to the next level with phone calls, campaigns for your most
interested leads, person-to-person requests or even offers when it’s
appropriate.

Over time your network will grow and you can leverage your connec-
tions to help make the sale. Just remember - you’re never more than a
few clicks away from success!
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HOW TO CREATE A PERFECT

LINKEDE

PROFILE

Launched in 2003, LinkedIn is the third most popular social network in terms of unique
monthly visitors after Facebook and Twitter.
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INTERESTING FACTS ABOUT LINKEDIN

LinkedIn is responsible
for more than 80% of a
business' social media
leads! All the other social
media platforms put
together only amount to
19.67% of leads.

I I 19.67%
OTHERS

80%

LINKEDIN

O/

777 of users said that
LinkedIn helped them
research people and
companies. So use
relevant keywords so
that your profile shows
up in the first list of
search results.

77%

76% of respondents find
Who's Viewed your
profile as the no. 1
feature which premium
account provides
complete access to.

You get 15 introductions
with the basic premium
account which is excellent
for referral marketing.

@
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° Headline

Craft a headline such that it acts as a mini value
propaosition using verbs and other active language.

o Use a current professional profile picture

. Profiles with pictures elicit a 40% InMail response rate.
. Your LinkedIn has 11 times more chances to get viewed
if you add your picture.

hizpeiwan linkedin.com

o

o Add a LinkedIn background photo to o Contact Information

your personal profile. Should include:
Email address
*  Profiles with pictures elicit a 40% InMail response rate. . Phone number

. Your Linkedin has 11 times more chance to get viewed k Twitter Handle
if you add your picture. . Company Website
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Write a short and direct description
about yourself

68.6% users use Linkedln for reconnecting
with past business associates. 6 8 6
«J%

LINKEDIN

Customize your public 7 Search Engine Optimize
profile URL. Your Profile.

Make your personal profile look You can also optimize your profile

more professional (and much easier to get found by people searching

to share) by customizing your LinkedlIn for key terms with which
LinkedIn public profile URL. you want to be associated.

Optimize the anchor text for the blog/website
links on your LinkedIn profile.

You can customize the anchor text in your URLs by
selecting the "Other” option. Use a keyword-rich title.

If you want to increase clicks on the website links you
display there, change those links' anchor-text to
something more attention-grabbing than the standard
options that LinkedIn provides.
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n Emphasize Your Professional Skills

n =

10 MILLION Get quick
Your LinkedIn profile endorsements from
has 13 times more endorsements are given your connections for

chances to get everyday. On average your professional skills
viewed if you add each usergets 5 by asking for
your skills. endorsements. endorsements and

endorsing others.

(Wl Promote Your 1" Add Your
Projects Publication

You can use the Projects section To boost your credibility you can

to highlight products, services or add articles about you or written
other projects. by you.

Adding this section will allow you
to name your project and input a
URL, leading the viewer to the
project’s website and thus creating
an inbound link.

==
=
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Join Groups
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Find groups related to your industry or niche, then join them and
be an active participant in two or three of them.

You are allowed to join upto
50 Linkedln Groups

|

Share Your Honors
and Awards

You can use this section to add
awards and honors, to optimize
your profile for talent seekers.

Only 16% of Linkedln members
have joined the maximum number
of groups allowed.

-0

KEYWORD

(e

Publicize Your
Interests

Add interests to your profile to
optimize it for keywords related
to activities and hobbies.
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Join Groups

When asking to connect with someone, use

"we've done business together” rather than
“friend”.

Be sure to personalize any requests to
connect with people.

Showcase Volunteer Experience, Organizations and
Causes You Care About.

According to Linkedln, 42% of hiring managers
surveyed said they view volunteer experience equal
to formal work experience.

One in five hiring managers have chosen a
candidate based on his or her volunteer experience.

It takes at least 20 posts/month to
40% of LinkedIn users check reach 60% of your LinkedIn

LinkedIn on a daily basis. audience.
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The best date and time to post on
LinkedIn is Tuesday, 10-11am EST.

= - 3

LinkedIn Updates during 10am-2pm
=i EST get the most shares.

SUN
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Research & Compiled by E j TRUCONVERSION

Mike Dane (mike@truconversion.com} An all in One analytics and Feedback application
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Place yourself in good Kompani and success follows
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http://www.KompaniGroup.com

