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I

CHAPTER 1

Your LinkedIn Opportunities

have learned that many people are frustrated and confused about
LinkedIn. Some are nervous and unsure about being online. I’ve had
people come into my workshops, sharing their concerns. Primarily, my

customers and friends are worried about opportunities they are missing if
they’re not on LinkedIn or if their profile isn’t up to par.

Missed LinkedIn opportunities fall into the categories of career, sales,
business development, recruiting, speaking, and networking, and they also
include missed opportunities to develop industry recognition and
connections. Opportunities are lost every day, every hour, and every minute.
Don’t let that be you.

Let’s start by examining career opportunities. Recruiters and hiring
managers are searching for candidates on the LinkedIn platform. Make sure
your profile is optimized for search so that you can always be easily found.
Simply follow the advice in this book, and you are on your way to being
found. At a bare minimum, you should aim for an All-Star profile, as
described in Chapter 3.

What about referred candidates who may be either passively or actively
looking for a new position? Hiring managers and recruiters are also looking
at those profiles every day too. Most employers will research your name as
soon as someone mentions it or refers you. If he or she were impressed
during an interview, the employer would likely be reviewing your LinkedIn
profile to validate things and dig deeper.

Flip this coin to the other side. Consider the personal brand of recruiters
and hiring managers. Today’s candidates want to know about the recruiter
and hiring manager. Your brand, as demonstrated on LinkedIn can cause a
reaction from those you are trying to recruit. Is this the right reaction? Is



this a nonreaction? You have the opportunity to share your personal
philosophy and why it’s great to work at your company. These things matter
to candidates, especially for Millennials.

Sales and business development have changed forever. Think about it;
buyers have changed drastically. Fewer and fewer buyers accept a cold call
or react positively to old-fashioned telemarketing efforts. Buyers want to
work with a trusted resource, probably someone who has been referred
directly to them from a friend or colleague. Buyers will research the
company and look for the industry experts well before they engage with a
salesperson or consultant.

According to a Harvard Business Review article, 90 percent of decision-
makers never answer a cold call from a salesperson. Today’s executives
want to be referred. LinkedIn states that 76 percent of B2B buyers prefer
vendors referred by people they know. Once referred, it is often common
practice to look at a LinkedIn profile for validation.

Buyers have changed how they research companies’ products, services,
and sellers before they even engage with a conversation. The best
salespeople have to position themselves, their company, and their expertise
to attract clients, and this is still true even after a warm referral. Salespeople
and consultants have to consider their personal brand along with their
company brand and the overall alignment. Personal and company branding
is the first step of a social selling, social recruiting, or social job search
initiative.

 
SANDRA’S DEFINITIONS (NOTICE THE SIMILARITIES)

• Social selling is the ability to find, engage, connect with,
and attract buyers using social media to create or advance a
sales opportunity pipeline. Social selling incorporates
personal branding, thought leadership, prospecting, and
relationship building to position the salesperson more
favorably with today’s buyers.

• Social recruiting is the ability to find, engage, connect with,
and attract candidates using social media to create or
advance a talent pipeline. Social recruiting incorporates
personal branding, thought leadership, prospecting, and



relationship building to position the recruiter more favorably
with today’s candidates.

• Social job search is the ability to find, engage, connect with,
and attract employers and recruiters using social media to
create or advance career opportunities. Social job search
incorporates personal branding, thought leadership,
prospecting, and relationship building to position the job
searcher more favorably with today’s employers.

• Social buying is the ability to find, engage, and connect with
professional contacts to make informed purchasing
decisions leveraging relationships, referrals, and knowledge
gathering from social media. Social buyers are self-directed
knowledge seekers who value genuine expertise and
connections. Today’s social buyers are finding marketplace
advantages for themselves, their company, or organization
by using social media.

Your LinkedIn profile is your best opportunity to presell yourself for
any professional occasion.

 
ALBERT’S STORY

Your personal brand will impact how often you are being referred.
One of my clients is an attorney who told me that he was missing
significant referral opportunities. His friend was hesitant about
suggesting him until he had a professional LinkedIn profile. This was
a massive missed opportunity. Once Albert updated his brand and
profile on LinkedIn, he was quickly introduced to new prospective
clients.

For salespeople, attorneys, consultants, or executives, this is a lot to
consider. In addition to a professional personal brand that is in alignment
with your firm, you will want to know how to effectively and efficiently use
LinkedIn for prospecting and networking. For company leaders, you need
to consider the tools and training that your team will need to be successful.

Thought leadership is the new marketing. Consider sharing your
expertise to open up new industry opportunities. If you’re collaborating



within your industry or want to become known as an expert, as a thought
leader, or as a speaker, then LinkedIn is essential to you as well. Your
colleagues will be searching for your profile before meeting you or hearing
you speak. We’ll be diving deeper into thought leadership in Chapters 14
through 20.

Whether it’s premeeting research, finding industry association leaders,
or connecting with event planners and other corporate decision-makers,
LinkedIn is vital for any of us that want to be considered experts in a
particular industry or field. Speakers, authors, and experts of all kinds are
using LinkedIn to establish an impressive online presence.

SOCIAL PROOF

People form an opinion about you online and from others. In the world of
LinkedIn, you can leverage the principle of social proof.

LinkedIn provides an excellent platform to display social proof. We
know that people who are interested in us or our services are checking our
LinkedIn profile and activity. Our viewers want to know what others say
about us, what 3rd party credentials we possess, and how we engage
socially. Now we can quickly help form their opinions and establish social
proof with:

• Recommendations
• Endorsements
• Comments and engagement on posts, articles, documents, and videos
• Featured content, rich media, and links
• Certifications, education, and profile sections
• Social network and reach

Motivation and Inspiration

My goal for myself, as well as for clients and students of Post Road
Consulting, is to build a LinkedIn presence that motivates and inspires
others to take action, reach out, follow up, call, invite, message, mention,
endorse, recommend, or introduce. Since you are here now reading this
book, I hope you will adopt this goal for yourself. Inspire. Motivate.

Ongoing



A personal brand should not be a static situation. It is genuinely something
that evolves over time. Many of us are transitioning from the corporate
world to become entrepreneurs and certainly need help with a professional
online brand. Stay-at-home parents are transitioning to a new professional
world where online profiles are the standard. College students are asking
their universities to teach them the best practices for LinkedIn so that they
can have a great start to building a professional brand and network.

No matter who we are as professionals, our mission is to portray an
image that is truthful and authentic and reflects who we are and the unique
professional value that we can deliver. We are genuinely all works in
progress, and it never stops. So don’t think you ever really finish your
LinkedIn profile!

In this book, I will share many real-life stories and screenshot examples
of some of my friends and clients. If you invest your time to perfect your
brand, then others will see you in a different light. You’ll be surprised at the
reaction, which should include referrals and introductions. And those
should turn into sales, career, and industry opportunities.

I am fortunate that many sales and speaking opportunities came to me
as a result of my activity and presence on LinkedIn. Many of my clients
either found me on LinkedIn or heard my name and then checked out my
profile. I can usually tell that a prospect is interested in advance because I
can see him or her looking at my profile on the popular “Who’s Viewed
Your Profile” page. This viewing was happening to me well before I
became a LinkedIn trainer and speaker.

 
LINKEDIN LANDSCAPE

• Available in 24 languages
• 50+ million profiles are viewed on LinkedIn every day
• 700 million users globally, with two new users joining every

second
• 30 million companies and 90,000 schools are using

LinkedIn

Read this book and then commit to sharing your own genuine personal
brand online using LinkedIn. Before you begin, I ask that you consider



creating goals and think about your audience. Who will be reading your
profile page? And what do you want to have happened as a result of him or
her reading your profile?

Your industry reputation will also impact your career and sales
opportunities, right? In my classes, I always say that folks are either “job
seekers” or “salespeople,” and really, they are the same thing! If you are
happily employed and not looking for a job, that’s OK too, but don’t fool
yourself. You should always be a salesperson and recruiter for your
company and a job seeker for yourself.

TIP: Envision the people who will be viewing your LinkedIn Profile in
advance.

Let’s review the benefits of using LinkedIn for your personal branding:

1. Increased sales, recruiting, or consulting opportunities
2. Acceleration of your career
3. Improved speaking or teaching opportunities
4. Leadership and board opportunities
5. Partnering opportunities
6. Enhanced credibility and name recognition

It all works together if you are focused on your personal brand. Using
LinkedIn for personal branding is the best way to make professional
opportunities a reality.
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