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Building your brand is a crucial part of seeing 
success on social media.
The majority of professionals use LinkedIn for business transactions rather than social interactions. 

However, it’s still imperative you implement a marketing strategy for your profile, business page, and paid ads.  

To help with that, we pulled together our best practices for LinkedIn.

Why LinkedIn? 
What makes LinkedIn different from other social networking platforms? LinkedIn was founded to bring businesses 

and professionals together. The founders understood their target audience when developing this platform, and 

because of it, there are several tools you can use to further your education and reach. 

• You have the opportunity to follow business leaders in your industry, CEOs at your favorite 

companies, as well as follow along with those companies directly.

• Another noteworthy aspect of LinkedIn is the fact that they offer over 2 million subject-specific 

groups for professionals; you can join up to 100 of them for free. 

• It was also the first social media platform to offer job opportunities in the same space where you 

could connect with your colleagues and clients. Your profile serves virtually as your resume. 

• LinkedIn will alert you regarding job openings on the market for which you may be a good fit. 

• LinkedIn is the only networking platform where you can take master classes. With over 15,000 

expert-led video courses available to choose from, you can learn any information you want or 

need—Even down to interview prep! 

• LinkedIn is the only social platform that notifies you who has viewed your profile. This helps you 

to understand who has recently navigated to your page and gives you an advantage in building out 

what your page looks like.
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For Your Business Page: 
Now that your profile is optimized, let’s look at your business page. There are a few things you should look at to 

ensure you are getting the most out of your online presence and ultimately in the recruitment process as well. 

• Visuals are imperative on your business page. Similar to your profile, you want to ensure you have a 

profile image that accurately reflects your business and an inviting background image. 

• Fully build out your page. Starting with your ‘About Us’ section, write a paragraph detailing all the 

information about your business that an individual would need to know. This could include your 

services, core values, contact information, etc. Take it one step further by adding a career page or a 

product page.

• Use your business page as a tool to connect and teach others in your industry.  Do this by hosting 

LinkedIn Events and by posting regularly to your feed. 

• Encourage your employees to have a LinkedIn profile that’s connected to your page through their 

experience section. If they’re active on the platform, it helps grow your company’s exposure, too.

• Some content ideas for what you could share include employee shoutouts, service highlights, 

existing content such as blog posts, and any PDF or PowerPoint that explains your business. 

• Fun fact: video content is likely to receive 5x the typical engagement rate compared to other  

post types.
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What Kind of Content? 
We briefly covered what kind of content you could potentially share with your audience on LinkedIn. Let’s take  

a closer look at what format information you can share that is useful on this particular network. 

• Does your company have a collection of informative blog posts focused on best practices and 

education in your industry? Share those on your business and professional page. Long-form content 

performs especially well on this platform so be sure to add a snippet of the blog text into the 

caption to catch your audience’s eye. 

• Long-form content is not the only plain text you should share on LinkedIn though. Keep it short 

and sweet with tips, career change updates, job openings, life hacks, or even just sharing something 

new happening in your industry. 

• You are likely following thought leaders in your industry or businesses you support. Show that 

support by sharing content from other LinkedIn pages. LinkedIn is a place to shine a light on what 

is happening in your industry, rather than just your personal highlight reel. This is better known as 

third-party content. 

• Eye-catching graphics and images perform well on LinkedIn. Especially if they are originally yours. 

You can share infographics about trends or “the basics” in your industry, a clean branded image, or 

even an image with text overlay. 

• Lastly, original video content is one of the highest performing forms of content on any social media 

platform; LinkedIn included. These can be short interviews, either about the interviewee’s role 

or industry, animations, testimonials, or even recap videos from events, team meetings, etc. to 

showcase your company culture.
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For Your Ads: 
Once you have completed your profile page and your business page, there is one thing left you can do to elevate 

your LinkedIn presence. That is to develop a strategy for paid ads! LinkedIn has a Campaign Manager portal you  

can click through using the ‘Advertise’ button in the top right corner of your home screen. Here are a few best 

practices to follow: 

• Create eye-catching content to share with your audience. Put yourself in their shoes. Ask: what 

information would be valuable to your target audience? Do you have any whitepapers, free trials, or 

demos you can upload to the ad? If so, add those in to encourage a higher click-through rate. 

• Make sure each of your ads offers a strong call to action such as Download Here or Click to Learn 

More. If you have an image or video you can share with the ad, do it! A paid ad that showcases an 

eye-catching image or video is far more likely to convert. 

• Do not be afraid to experiment with various text or images. Monitor which is performing the 

highest by viewing the CTR (click-through rate) or whatever driving factor you have decided to 

hone in on in your strategy. Creating two of the same ad—one with a video and one with a carousel 

image—provides different performance results. 

• When it comes to paid ads, there are a few formats you can choose from, and each has its own 

best practices as well. You can view some of those here:

• Sponsored Content Ads – Best Practices

• Message Ads – Best Practices

• Text Ads – Best Practices

• Similar to how we recommend testing content, you should also test the method in which it is 

published. You can try several different variations while you are developing your campaign. 

• From rotating ads evenly versus optimizing for performance to boosting a post for brand awareness 

versus website visits, the possibilities are endless. By running two to four of the same ad with 

different settings, you are likely to find the best fit for your content easily.
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For Your Metrics: 
To have a clear understanding of how your profile, post, etc. is performing on social media, you will need to keep  

an eye on a few key metrics. 

• Metrics that are fairly easy to monitor and keep track of are available when you navigate to 

the ‘Notifications’ tab of your home dashboard. This will allow you to explore your amount of 

likes, shares, comments, and mentions. It provides you with updates regarding connections in 

your network such as recent posts and  job changes, and directs you to what they have liked or 

commented on. 

• The next step you should take is on your profile under the ‘Analytics’ tab. This tab allows you to 

see how many people recently viewed your profile, how many views your most recent posts have 

received, and how many searches your profile has appeared in the past week. Should you click on 

any of those three data points, you will be redirected to a page with more in-depth information 

regarding the people circulating on your page or posts—Such as where they worked, where they are 

from, and even their job titles. 

• On your business page, there are similar metrics you should keep an eye on. You have an ‘Activity’ 

tab in which you can view post shares, new page likes, comments, and mentions. To the left of your 

business page, there is an ‘Analytics’ section that displays search appearances, unique visitors, new 

followers, post impressions, and your custom button clicks. 

• If you click on any of those specific data points (visitors, followers, impressions, etc.) you will see 

a more in-depth breakdown of each—Including but not limited to, a timeline showing when said 

actions took place, the location from which the people you are interacting with are from, and most 

importantly, competitor data.
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For Your Job Postings: 
The last topic we need to cover for you to feel like a LinkedIn expert is what your job postings should look like to 

drive maximum traffic and find the ideal candidate for your team. 

• LinkedIn suggests you keep your posting short and to the point. Many applicants view your posting 

from their cell phones. So to maintain their attention and secure more applicants, try to keep your 

job posting description under 150 words. 

• Use a professional tone that accurately reflects your company. While we want your posting to be 

short and sweet, it is still important that the applicant knows you mean business. 

• Be straightforward with your posting. Applicants are more likely to apply when you directly list out 

what benefits they would obtain if they accepted a role with your company. This means listing out 

the salary, specific job details, goals, and information about your company culture. The more up-

front you are with what you are offering, the more likely you are to secure a perfect fit. 

• While it is important to mention company culture, do not waste your time writing paragraphs about 

the company itself. They would not be applying to the role if they had not done their research and 

developed an understanding of what your company is and what you stand for. Again, short and 

sweet! 

• Be specific in the goals and job description. If there are metrics you will use to determine 

if someone is successful in the role, list them. It is crucial for candidates to have a good 

understanding of whether or not they qualify for the position and would meet or exceed 

expectations.

• Share your job posting earlier in the week! That means Monday to Wednesday. Just like you do not 

want to think about work over the weekend, the individuals applying for your opening will not want 

to either. 

• Make sure the language in your posting is inclusive to all! You never want to miss out on an ideal 

candidate by being too masculine or feminine in your terminology.

We hope the information provided in this document helps you to feel confident and prepared 

for creating your LinkedIn account. Should you have any additional questions, please feel free to 

contact GreenMellen.
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