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LinkedIn is a phenomenal platform for your professional 
life – if used right.

In this guide I offer you tips & trick to use LinkedIn to 
build or enhance your personal, professional brand, B2B 
sales and employee advocacy.

The common denominator for all three is:

► LinkedIn is a platform where we make each other 
better

LinkedIn is a social media and you get what you give; if 
you offer value to your connections, you get value in 
return. It is actually that simple. 

Read on to get my best tips on how to do this practically, 
regardless of what your area of professionalism is.

Happy reading!

Introduction



PART 1
UNDERSTAND LINKEDIN



LinkedIn in numbers

2.585.000 
users in Denmark

Sources: Social Selling Company, Oberlo, Foundation Inc.

of social media traffic to B2B 
websites and blogs come from 

LinkedIn

21x more views and 
36x messages for 

profiles with a 
profile picture

+50 %

15 %
are senior 

decision makers

52 %
think LinkedIn is the most 
important platform in the 
research phase of a B2B 

purchase decision

https://www.socialsellingcompany.dk/alt-om-linkedin-historie-statistik-og-hvad-du-kan-bruge-linkedin-til/#afsnit3
https://www.oberlo.com/blog/linkedin-statistics
https://foundationinc.co/lab/b2b-marketing-linkedin-stats/


LinkedIn is the largest professional network in the world.

This means it is a great opportunity for you to communicate to and 
with your professional peers across companies, industries, and 
countries. 

And you can do this without spending any money at all!

This makes LinkedIn not only the best, but also the most accessible 
platform to 
● build your professional brand
● build and expand your network
● start and take part in professional discussions, and to
● promote your B2B products and services

LinkedIn is the 
perfect 
platform to 
boost your 
professional 
brand



The key is value

If you want value from LinkedIn, you have to 
offer value to LinkedIn. Simple as that! 

That is because there is one parameter to rule 
them all on LinkedIn: Engagement

If you do not engage, you are not prioritized in 
LinkedIn’s algorithm. That affects how many 
people you can reach and what you see in your 
own feed; if you are seldom active, your feed 
becomes irrelevant and your posts will not go 
far. In return, if you are active often your feed 
becomes more relevant and your own posts will 
have a higher reach and engagement.



LinkedIn’s 
algorithm

LinkedIn’s algorithm determines what you see in 
your feed. It is quite advanced and it scores you and 
your content on several parameters. 

It evolves over time and has one purpose; to 
present quality content for all users.

Having said that, there are tips & tricks on how to 
use LinkedIn to optimize your content’s 
performance and get a more relevant feed yourself.



The best things you can do on your profile

Complete your profile 
The better the profile, the better 
everything else. Yes, you should add 
a profile picture and yes, it should 
be professional

Expand your network
Add your professional network. 
There are pros and cons on 
connecting with people you do not 
know (yet) - do what feels right for 
you

Add skills 
Complete a skill quiz if available 
within your professional field

Follow people
Follow thought leaders and/or 
professionals you look up to but 
might not (yet) be in a position to 
connect with. And enable the follow 
opportunity in your own settings



The best way to engage in content

Stop your scroll 
Read post you find interesting. If 
there is a video, watch it. If there is 
a link, click it

Join the conversation
It is okay to respectfully disagree; 
professional debates and 
knowledge sharing is the 
foundation for LinkedIn after all. 
You can also comment to show 
gratitude that someone shares their 
expertise or tell them what 
surprised you about their post

Help others
Show the person posting that you 
appreciate what they share by 
reacting to it with a like or - and 
better - use one of the other 
reactions

Like comments and mentions
Like other people’s comments on 
content if you like what they share - 
and always like content if you are 
tagged in it



Share valuable content

Write valuable posts
A valuable posts offer your reader new 
knowledge, a new perspective, or new 
inspiration. It can be experiences you 
have had, events you joined or 
something you saw/read

Stick to one subject
There might be several things you 
qualify on LinkedIn. If you want to 
maximize the value of your LinkedIn 
presence, you have to limit to one area 
of interest and share content on that. 
The more well-defined your 
professional profile the better

Share often
Your network will never see everything 
you do. In part because no one has that 
ranking in the algorithm and partly 
because it is unlikely your network is 
online all the time. So don’t worry 
about “spamming” because that takes 
quite a lot

Mix it up!
Make different types of post and 
experiment with different 
functionalities like LinkedIn stories, 
polls, or other functionalities



LinkedIn 
scores your 
content

Your content can fall into one 
of three categories: 

► Spam

► Low quality 

► High quality

Source: Brandwatch, The LinkedIn Algorithm: How it works

https://www.brandwatch.com/blog/linkedin-algorithm/


Tips for the algorithm
Language
Regardless of what language 
you choose, care to write well 
and in an easy-to-understand 
manner

Hashtags
Use a maximum of 3 hashtags 
per post. The broadest one first 
and then up to two more to 
narrow it down. NEVER use 
hashtags like #follow, 
#comment or #like

Tagging
If you mention a person and/or 
company tag them. Max 5 tags 
per post – and do not tag them if 
you do not expect them to 
engage in your content

Links
If you want to link to external 
content, it is best to do so in a 
comment algorithm-wise. If you 
do it in the post (for UX) then do 
not share more than one link 
per post

New functionalities
The algorithm will always favor 
recently released functionalities 
so try them out

Formating
Make your posts easy to read by 
using paragraphs, short 
sentences, lists, emojis, etc.



 
The golden LinkedIn hour is the first hour after you post your content. It 
is crucial for how well your content will perform: when you share your 
content, LinkedIn will show it to a fraction of your network and 
followers. If they interact with it your content is shown to more people. 
If they don’t your post dies.

That is why you should share good content when your network is 
online. I am made a lot of trials & errors with my own content and my 
experiences are summarized in the table below. It might looking very 
different in your network, however, so you will also have to experiment 
with posting times and days. The golden 

hour IMon Tue Wed Tue Fri Sat Sun 

0630-0830

0830-0930

0930-1530

1530-1730

1730-1930

1930-2130

2130-0630

The dark green indicate the best posting time while red indicates the worst



 

Besides posting quality content at the right time of the day and 
week, there are other things to pay attention to in the golden hour:

► Interact with other people’s content – it gives you points in the 
algorithm

► ALWAYS reply to comments on your content - and preferably fast 
(because each interaction helps your reach and thus increases 
the probability for further views and interactions) 

And there is one thing you should not do:

► Do not edit your post after you share it, not even if you spot a 
spelling bee. It is unclear why but it seems to kill your reach on 
the post if edited

The golden 
hour II

As long as your content is engaged with it is 
building its reach. So a good start could give your 
content a long life!



Make a good 
LinkedIn post
I have already mentioned quality 
content several times and of course 
there are several opportunities to 
make such. 

On the following slides you get tips 
for different types of content.

►



Text

Text content can be both short and long posts or LinkedIn articles. 
Whether you are planning to share one or the other,  you should 
consider what value your post create for the reader. If the answer is 
“no value”, don’t share it. We all know the “oh” posts where someone 
shares they were at an event and nothing else - we all think “oh” and 
then keep scrolling; we gain zero value from it. 

So a post from an event should contain more than “I was there”. It 
could be the three best takeaway points from a presentation or a list of 
what you learned at a conference you just attended.

You can also share content from your daily life, like if you just figured 
something out (professionally), something amazing you achieved, 
something you want to discuss and/or a topic you want your 
network’s input for.



Pictures

A picture can say more than a 1,000 words - and you do not have to be 
in them yourself. But you should also not keep yourself a secret; 
LinkedIn is a social media after all.

You could take a picture in front of the conference entrance, of the 
keynote speaker you learned the most from (not from the front row 
because we want to see there were people there), while you talked to 
someone or some other situation. Pictures of everyday situations or 
extraordinary events can also be good. 

What you want to do with the picture is to stop the scroll. Therefore, a 
surprising or remarkable picture is preferred to a classic or pretty one.

Photo Tips

• Make sure your camera lense isn’t greased up

• Light, light, light. If you are photographing with your smart phone, tap the 
screen where you want the focus point to be. If the picture is still dark, move 
closer to the window or try a different angle. Never use the flash!

• Keep shooting! You can never take too many pictures; it’s nice to have a wide 
and varied selection to choose from and you can always delete the rest

• If you forward a picture for someone else to post (e.g. a colleague), forward it 
in the highest possible resolution.



Video

Video grabs our attention more than anything and we all know how to 
make one on our smartphones - so what are we waiting for?

Video is good for anything from promoting an event to get in touch 
with your network. A simple type of video tending to perform well is 
”the talking head”: sau hi, talk about something that made an 
impression on you or share a tip. 

You have a maximum of 3 seconds to grab attention, so start off with 
your claim-to-fame and expand your argument from there.

You can both post videos in your feed and in LinkedIn stories. In 
stories your video can be up to 60 seconds long.

Video tips

• Look directly into your camera so that you speak directly to your audience

• Use your smartphone. If you do not have a tripod, place the phone on the 
windowpane, on a tall table or ask a colleague to help you near (day-)light 
(the photo tips also apply for videos)

• If you get an instant idea, just make it and post - stop worrying about whether 
it’s perfect because no one else does!



PART 2
BOOST YOUR 
PROFESSIONAL BRAND



“

”

The personal brand becomes a content 
brand and employees will use their names, 

faces and voices to talk with their audience. 
Companies who want to win in 2020 will let 

go of the idea of a faceless brand with a 
capitalized B to represent their values

- Matt Arnerich
Head of Content & Brand Voice hos Famly

Source: 20 content marketing-forudsigelser for 2020, Brandmovers

https://pages.brandmovers.dk/download-e-bogen-20-forudsigelser


The value of your professional brand

Your personal brand exists whether you are actively working to boost it or not; it is your reputation.
You can boost your personal brand as a professional within any industry by working conscientiously, proactively, and consistently 
with LinkedIn.

That can benefit you in a numbers of ways, e.g. if you want to:

► Be regarded a competence and/or consultant within your field

► Be regarded an SME (subject matter expert) within your field

► Be regarded a thought leader within your field

With a strong professional brand you can position yourself to:

► A (better) job

► Inquiries from existing or potential clients (upsell, cross-sell, newbizz)

► Be invited to comment on events within your field in the media

► Be invited to talk about your field at conferences

► Etc.



LinkedIn is full of experts you can learn from - and maybe feel a little 
scared of; do you know as much as them, you might ask yourself. 
Yes, you probably do if you are building your professional brand on 
something you work with every single day. 

So follow experts and learn from them and find inspiration on how 
you can create content that will teach and engage your audience. 

But do not copy their content and then share it as your own; your 
professional brand loses nothing when sharing or tagging other 
experts, quite the opposite actually.

Because your network do not follow the same experts you do and 
therefore you sharing their content - or a summary of their content 
with the appropriate accreditation - can actually help boost your 
brand as someone who knows what it up within your field.

Of course 
there is a 
place for 
you!



Guide: It happens - but not overnight

Prepare
Research three things: 
1) Notice what catches your 
eye and inspires you in your 
own network
2) Follow hashtags within 
your field
3) Follow thought leaders 
and experts within your 
field as well as companies - 
both the big ones, the 
remarkable ones and your 
competitors

Plan 
Find your themes and the 
agendas currently 
discussed that you have 
inputs for or know about. 
Brainstorm you first posts 
(at least 3) and plan when 
you want to share them

Execute 
Share your content and 
remember the advice from 
the first part of this guide. 
Learn from the reactions 
and adjust your future 
content. Keep sharing, even 
if some of your content does 
not perform - tomorrow is a 
new day and neither 
LinkedIn nor your network 
remember that post you 
made on a March 
Wednesday that no one 
interacted with. It takes 
time to build a platform so 
count on 12 months before 
things start to happen by 
themselves

Here’s an overview of the three stages of your strategic work on LinkedIn



In a short while you will want others to engage your content so it is 
a really good start to be an engaged LinkedIn user yourself.

So, log on to LinkedIn with a curious mindset, be ready to learn from 
experters, competitors and people you have not yet met or engaged 
with.  

Your engagement in other users’ content has several upsides:

► You get better a talking about your field when you help others

► You get smarter; your perspectives will be challenged and will 
evolve when you engage in professional conversations

► Your personal brand as a knowledge-sharer and -engager is 
boosted

► You get a closer relation with your network and they will have 
you top-of-mind

Start 
engaging in 
other 
people’s 
content



Identify & accent your themes

Align expectations with your 
audience, e.g. by adding your 
themes to your profile headline

Be consistent with your themes in 
what you share and meet the 
expectations you have created

Vary your content: Share articles 
(with your comment/perspective), 
original posts, videos, blogs, 
pictures. Think “marketing mix”: 
aim for a balance between content 
that is educating, entertaining, 
academic, and easy-accessible

Keep going! One post or blog does 
not do the job. Some experts 
suggest 11 posts a month is a good 
target



Ask for inputs on professional challenges
You can ask any questions to your network, however big or small; if you 
need help to recruit a certain profile, to solve a challenge or their 
experience with a piece of software, a gadget or whatever. Asking for help 
does not make you look stupid; it shows you are seeking new inputs to do 
better.

Get help boosting the reach of your content
This might sound controversial but if you are connected with me, it is 
quite possible you have already tried it from “the other side of the table”; 
this advice is about sending your content to your contacts and ask them 
to read, like, and/or comment it. You should do this immediately after 
you post (so your contacts can help your content in the golden hour), and 
of course you should only send it to people your content is relevant for. 
My personal experience is that most people are happy to help if they find 
the content relevant to them.

Ask your 
network to 
help you

Remember to thank everyone for their contribution in the comments and 
consider following up with a private message once you solve your challenge. 
That way the people in your network who helped you get the gratification of 
having been helpful and that their contribution has made a difference.



CASE
Niels Ralund
Started when he was 60 in 2016. Today he 
has 30.000+ followers

Does 99,9% of his LinkedIn activity 
himself, but ocassionally gets ideas and 
advice from his communications team

 Content types: visits member, political 
issues, Danish Chamber of Commerce 
events, new employees, etc.

Experience: “There is a place for you if you 
do it in your own way”

Source: Niels Ralund, my own interview

To me LinkedIn is now my most 
important communications platform. I 

make 3 to 6 posts a week and try to mix it 
up to make it interesting. I only have one 

thing to say to those not yet very active 
on LinkedIn: how hard do you want to 

make it? Just go for it!

- Niels Ralund
Director of e-commerce, Danish Chamber of 

Commerce



Bonus 
Niels Ralund’s 
LinkedIn journey has 
become a story in the 
story



Go on - even if you become impatient that the effect is not instant. 
To build or boost a communicative platform is a marathon, not a 
sprint. 

If you do not experience any progress at all, consider:

► Is your content valuable to your audience?

► Are you posting on the right days and at the right times?

► Are you consistent enough? Do you post often enough?

► Do you have the right connections in your LinkedIn network?

► Are you engaging in other people’s content in a meaningful 
way?

Test and learn. It is the only way to find your formula for success.

Things take 
time



You can follow the performance of your content under each of your 
posts and sense if you are gaining in reach and engagement, you can 
take from your comments if your audience is joining the 
conversation, check your DMs to see if you get feedback and/or 
endorsements (and remember engagement is much more valuable 
than reach).

You can also track your evolution through a tracking software. There 
are several providers in the market, so do a Google search to find 
your favorite. In the next slide I share my own evolution from 1 
January 2020 to 14 december 2020 tracked through Shield. 

Among the many available tools I have also tested Inlytics, but so far 
I personally prefer Shield currently available for just one person (id 
your platform boosting project is your own) or by companies where 
multiple profiles are tracked – a potent tool to measure effects and 
talk to your team about experiences with timing and reach.

Track your 
evolution

https://shieldapp.ai/
https://www.inlytics.io/


My journey as tracked by Shield
Period: 1 januar 2020 – 14 december 2020

I only had a 17% increase in the amount of 
LinkedIn posts compared to the same period the 
previous year, but as you see the effect was quite 
different with a massive increase in reach and 
engagement.

The increase covers many, many experiments 
along the way. For instance my reach spans from 
24(!) to 20,500 for a single post. 

Network-wise I have gained around 160 new 
connections and several new followers (currently 
Shield does not track followers). That may not sound 
like a lot, but far most of them are within my target 
group.

However, the most important part for me are the 
conversations I know have on an almost daily basis 
with my LinkedIn network.



PART 3
LINKEDIN FOR SALES



Read part 1 and 2



LinkedIn is really good for B2B sales. However, if everything you do is 
about making your audience buy something from you, it won’t work.

And the is a simple reason for that: being exposed to a ton of sales 
messages all the time, we have developed a strong habit of ignoring sales 
messages.

However, you can build or boost your professional brand as an expert in 
solving the challenges your target group is facing and that is the smart 
way of selling with LinkedIn; you (wildly) increase chances that you are 
the person your audience will turn to when they need external assistance 
for the products or services you provide.

Smart sales



LinkedIn’s DM functionality can be great for sales. However, trying to 
convert old-fashioned mass-distributed sales letters into digital ones is 
the wrong way to do it. It does not work and worst-case it will damage 
your brand and make people want to avoid you.

So if you are writing a potential client on LinkedIn, then write a personal 
message. React to a challenge that person has posted about or find 
another way to show (not tell) that you can solve the challenges they 
face.

For concrete examples, I highly recommend following the founder of 
SHFT Marketing, Jason Vana, whose newsletter is also really, really good.

Personal 
sales

https://www.linkedin.com/in/jasonvana/


A good “old-fashioned” sales post might still result in some fast leads if 
your product/service is uncomplicated or you can make a simple 
call-to-action. 

You can also link to your company’s product landing page or encourage a 
publication download. That will result in more qualified leads if you 
succeed in activating the right prospects. 

Whether you go with one approach or the other, remember to 
communicate the value of your offer; no product will sell if the target 
group does not understand why it is relevant to them.

Broad sales

When you post a commercial message on LinkedIn it is nice for your audience 
to be able to easily see what your commercial interest is. This you can make 
easily visible by adding the company you work for in your profile headline.



When B2B buyers and decision makers search for solutions to the 
challenges and needs their company currently are trying to meet, they 
search for solutions with the experts they already know. 

That is why 52% of B2B decision makers regard LinkedIn the most 
important platform in the research phase of the buyer’s journey [Oberlo]. 
And the research phase is long and crucial to the B2B purchase. That is 
why building and boosting your professional platform on LinkedIn 
should be a natural part of any B2B sales efforts. 

If you skipped part 1 and 2 of this guide, I recommend you go back and 
read them.

Let clients 
come to 
you

https://www.oberlo.com/blog/linkedin-statistics


 
Track your Social 
Selling Index
SSI is a way to  measure your LinkedIn ranking. 
It is not a 1-to-1 display of how LinkedIn will 
rank the content you share, but it is an 
indication you can use to evaluate how to 
improve your LinkedIn efforts.

Find your SSI score here: 
https://www.linkedin.com/sales/ssi

https://www.linkedin.com/sales/ssi


PART 4
LINKEDIN FOR 
EMPLOYEE ADVOCACY



Employee advocacy

When an employee brand themselves and that branding boosts the brand of the company they 
work for, the personal branding can be employee advocacy, too; if your personal expertise 
matches the field you work within, both brands are boosted with employee advocacy.

But you can also engage in employee advocacy without wanting to build a personal brand. In that 
case, the employee becomes an extension for the company’s communicative platform. 

However, it only works, if you do it because you want to. Otherwise it will be obvious that it is a 
forced effort and then it works opposite. You should also consider how often you share and 
promote company content, so you do not wear your audience out with commercial messages. 



“

”

If we don’t love it, 
why should they?

- Stefan Olander
Founder Brandnew & former VP Global Digital 

Innovation - NIKE



Love what you share

One of the most important elements within employee 
advocacy is authenticity: you have to love what you share. 

That is why sharing a company update with no comment or a 
new perspective will result in absolutely nothing - and will 
gain no reach and no engagement. 

Actually, don’t share company posts at all; everyone (yourself 
included) prefer interacting with people rather than brands. 

So here is what to do instead: share the company news from 
your profile as told from your perspective.

That makes employee advocacy part of your work to 
build/boost your personal professional brand.

Source: Ben Millers LinkedIn

https://www.linkedin.com/in/taketwobrothers/


Be 
considerate 
with 
employee 
advocacy

Share content that will boost your company’s targets. If in 
doubt, ask your marketing department - they will love you for 
it!

Hashtags are a good idea; when you can combine a relevant 
hashtag with a lot of followers, your content will reach more 
people. Use a maximum of 3 per post and start with the 
broadest one. Company names should never be hashtagged 
(#) but mentioned (@).

Stop the scroll! Attach a picture, an illustration or a video to 
your post. It should stand out and be relevant for your 
message.

If you do share content from the company page, make sure to 
share it with your comment and make that comment a 
valuable one. If you only want to click “share”, don’t do 
anything at all.



YOUR TURN !

What surprised you the most in this guide? 
Share your feedback and comments with 
me at jeanette.mayland.olsen@gmail.com

mailto:jeanette.mayland.olsen@gmail.com?subject=Feedback%20på%20LinkedIn-guiden
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