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WHY LINKEDIN?

LinkedIn is the world’s largest professional network, with more than 630 million 
members in over 200 countries and territories!

How To Set Up A LinkedIn Account For Your Business.

They’ve expanded their solution beyond a hiring and networking platform 
to include:

•	 robust company pages
•	 a highly targeted advertising solution, 
•	 and a publishing platform (like a blog!).

With these additions, LinkedIn is now the way to reach an audience with a 
business mindset.

In order to create a LinkedIn account you need to visit the following URL: 
https://www.linkedin.com/home

Once you click the link above, you’ll see the following page open up.

https://www.linkedin.com/home


Click on ‘Join Now’ at the top of the 
page.

Enter Your Email And Password To 
Create An Account.

Once your personal account is created, 
you will be taken to the main page 
of LinkedIn. Now you need to do 
something Important on the menu bar.
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Creating a company page
In the menu bar at the top, click on 
Work - this causes a pop-up to display 
on the right hand side of your screen. 

Click on Create a Company Page

Then, you’ll be taken to a page, where 
you’re given 4 options. Choose ‘small 
business.’



You can create Company Logos and 
Cover Images at Canva.

Canva has a lot of templates for your 
LinkedIn page also.

Choose the ones you like and use it.

Now your LinkedIn page is also ready 
for your business and brand.

There are 4 MUST-DO Steps:
1.	Your Profile Page
2.	Your Business Page 
3.	Content Sharing
4.	Groups

1. Headline
LinkedIn’s default setting is to 
use your current job title as your 
headline, change it! Use your 
headline to highlight your value 
proposition, capture your visitor’s 
attention, and make them want to 
learn more about you.
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Build Your Brand Presence

Step 1: YOUR Profile Page 
(7 To-Do’s!)



3. Experience
Highlighting your past roles is 
critical on LinkedIn – consider this 
the meat and potatoes of your 
profile.

4. Recommendations
Don’t wait for others to sing your 
praises, because let’s face it you’ll 
probably be waiting forever. Take 
the initiative and ask key contacts 
to recommend you on LinkedIn. 
Go ahead and request they 
focus on a specific skill, this 
will help ensure your list of 
recommendations is a well-
rounded reflection of your 
abilities. If you’re uncomfortable 
asking for a recommendation you 
could offer to write one as well, 
this way you both benefit from the 
situation.

2. Summary
Your summary is prime real estate 
– use it wisely. Think of this section 
as your professional bio where you 
support your headline and expand 
on your experience. Be sure to 
provide an overall description of 
your qualifications and call-out 
the industries you’ve worked. Your 
summary should be approximately 
three to five paragraphs that are 
short and to the point. 

Examples: (from Pamela and Gary Vee)



6. Endorsements
Get endorsed, it’s a great way 
to have your skills validated by 
others, but be cautious of having 
too many. Update your skills 
regularly and keep them focused 
on the areas you want to be 
known for.

7. Use a custom URL
Don’t wait for others to sing your 
praises, because let’s face it you’ll 
probably be waiting forever. Take 
the initiative and ask key contacts 
to recommend you on LinkedIn. 
Go ahead and request they 
focus on a specific skill, this 
will help ensure your list of 
recommendations is a well-
rounded reflection of your 
abilities. If you’re uncomfortable 
asking for a recommendation you 
could offer to write one as well, 
this way you both benefit from the 
situation.

5. Accomplishments
Use this feature! LinkedIn’s 
accomplishments section is the 
perfect place to feature the work 
you’re most proud of and your 
career milestones. Think awards, 
special projects, languages – this 
is your opportunity to set yourself 
apart from the competition.



Step 2: Your BUSINESS Page
Your company profile page is where a user lands when searching for you or 
clicks on your logo from a user’s profile. 

Company profile pages are a free LinkedIn service for any user looking to 
start one on behalf of their brand. 

Because this is your primary, branded landing page on LinkedIn, it’s very 
important to make sure that you have carefully thought about the images and 
messages you choose to represent your brand.
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Step 3: Content Sharing

Step 4: Write your caption

On your company page you have 
the ability to share posts. Posting 
on LinkedIn is a key way to build 
followers and fuel your paid 
advertising efforts. These posts can 
be comprised of text, images, links, 
non-native video (like a YouTube link), 
and slide decks. 

It’s important to note that because LinkedIn showcases your content mix and 
tone should aim to be fairly professional and engaging. We’ve found that 
because users are on LinkedIn mostly for professional purposes, educational 
posts perform very well. LinkedIn Pulse is the latest offering by LinkedIn to 
help users expand their personal brand and thought leadership. Any user 
can publish to LinkedIn Pulse, and if they get a wide enough readership 
and distribution through their own network, LinkedIn will increase the posts’ 
visibility by sharing it broadly across the network. For brands, this means 
that cultivating a set of thought leaders in your organization has more benefit 
than ever before. You are able to use LinkedIn Pulse articles to increase 
your inbound links, support your thought leadership platform, increase the 
followers on your company profile page, and boost your social following on 
other social platforms.



Step 5: Groups
LinkedIn groups are communities on the social platform formed around topics 
of interest, industry, title, professional organization, brand, etc. 
In these spaces, users can, based on group permissions, share articles, post 
jobs, exchange advice, and gather digitally. 

Groups can be a strategic and important way for an organization to create a 
community of its users, demonstrate thought leadership around a specific area, 
and gain insight into the pain points of potential customers. 

From a user group, to an industry group, to an invitation-only advocacy 
group, brands can use groups to segment their audience and develop relevant 
conversations. 

Before starting a group, identify your objectives and decide which group 
structure will best facilitate those goals. 

LinkedIn offers a variety of functionality controls in groups—like choosing 
whether to have an open or closed group, turning on or off the ability to post 
jobs, etc. 

Make sure that your group settings match the objective of the community or 
tribe you are trying to build and are not overly strict—it is still a social network. 

LinkedIn Groups makes it easy for companies to locate potential customers. 
Simply make a list of keywords that relate to your prospects or the industries 
you target, and run a search for any LinkedIn Groups related to these 
keywords. 

Once you find the right groups, participate in discussions, ask questions, and 
make connections.
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BONUS Tips and Tricks
Encourage employees to participate on LinkedIn Pulse and LinkedIn Groups 
to build their network and generate awareness around your brand.

Create a group for your customers and brand advocates or an industry 
group for professionals in the same space.

Treat and optimize your LinkedIn Page for SEO—include your top keywords 
in your company description and specialties to see a real impact in search 
results.

Use LinkedIn Pulse to track industry news and engage with key influencers.


