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LinkedIn is the largest professional network with around 562 million users in over 200 countries. As a business on 
LinkedIn, you have millions of professions at your disposal: there are more than three million businesses with 
LinkedIn company pages, and approximately two new members every second. This presents an irresistible 
opportunity to connect with a large network while practicing those inbound marketing methodologies that we 
love.

It’s hard not to have LinkedIn on your marketing radar. Like many lead generation tools, LinkedIn puts emphasis 
on visual and relevant content, giving businesses the perfect toolkit for effective marketing. 

Both your personal page and company page play a huge part in the perfect LinkedIn strategy. 

It’s your handshake, headshot, resume, portfolio, and elevator speech all in one. 

Being the largest social network in the B2B space, LinkedIn’s membership is a valuable demographic for 
marketers.

The numbers say it all: 

✦ For social media B2B lead generation, 80.33% of leads come from LinkedIn (in 
comparison to Twitter  12.73% and Facebook 6.73%) 
✦  In 2017, 65% of companies acquired new customers through a LinkedIn campaign.
✦  The conversion rates of company page posts for 2017 was 10.07%
✦ The conversion rate of posts with interaction in discussion groups is a massive 
86.3%
 

If you’re looking to connect with industry professionals and generate highly qualified leads, then LinkedIn should 
be a fundamental part of your lead generation campaign and digital marketing strategy. It provides you with all 
the search tools you need to find and profile key targets for your business. 

So why should you use Linkedin, what are the benefits, and how do you get started?



Growing your 
personal presence 

First and foremost, optimize your personal page. Forget about being precious with your current connections. 
If you want to get serious about building your LinkedIn strategy and getting quality leads; it’s time to expand 
past your network of personal connections.

Give yourself a makeover. Replace that charming smile and firm handshake with a LinkedIn page designed 
to make a good impression, engage with more prospects, and close more deals. How to start? Audit your 
personal page.  

Be sure you’ve got a professional, high-quality display picture. If you’ve got a headshot, use it. This is a 
professional network; so don’t use photos of you on holiday or with the family.

The same goes for your background image. Opting for your company logo or a landmark that has some 
visual association with your company is the best choice. This works especially well in reinforcing brand 
identity and associating your profile with your business.

Ensure your name is properly spelled and as you’d like to be known. For example, don’t put Dan on your 
profile if you’d prefer to be known as Daniel in a professional setting. 

This is particularly important because when your profile shows in a search, your name, position, headline, 
and company are the first things that visitors see. The same can be said for title and headline. 

Optimize your profile for search by avoiding titles and job roles like ‘tech wizard’ or ‘marketing ninja’. No one 
is searching for those terms. Be sure your current role is up to date and accurate while incorporating 
keywords prospects are likely to search for. 

For example, Radial Path’s founder is still at the core of what we do. She is the founder, but also the lead 
strategist, managing director, and CEO. For our largely international clients, CEO is likely to be the 
terminology they are most familiar with and thus are more likey to search for.

✦ What does your display picture say about you?

✦ And your background image? 

✦ What’s your name again?

✦ Are you a tech wizard or CTO?



Bite-sized bits for a perfect profile:

✦ Use your links wisely: In your contact information you can update your links to your blog, site, and 
other subdomains.

✦ Make sure that your profile is completed. This one’s a no-brainer. Have a professional photo, ask and 
give recommendations, polish your job descriptions and provide links to your work. 

✦ Keyword-optimize your job titles. Don’t tell lies, but changing your title from ‘blog manager’ to 
‘inbound marketing strategy blog manager’ can make a big difference. 

✦ Maximize your group membership. This will expand your network and improve your profile SEO. Since 
the group names appear on your profile, search engines will crawl the titles.

✦ Optimize your job descriptions. Instead of writing out full paragraphs detailing your duties, use bullet-
pointed lists that incorporate a variety of relevant keywords. This also makes your profile more 
readable.

✦ Aggressively expand your network. If your LinkedIn network is one-fourth the size of your Facebook 
connections, it might be time to search your email contacts.  

✦ Don’t stuff in keywords. Repeating the same keyword over and over won’t help with SEO and it makes 
your profile a less compelling read. 

✦ Build Recommendations. Turns out, recommendations may have more benefits than just making you 
look likable to potential employers. 10 or more recommendations will elevate your profile’s search 
ranking.



Even without ramping up your strategy, or having a 

strategy at all, chances are that all of your employees 

are linking to your page to show where they work 

anyway. The more people you have linked, the more 

discoverable you are! You could generate more traffic 

through to your site or Company Page just by existing 

on LinkedIn. This means that every employee has the 

chance to promote your company. Use this to your 

advantage - even with freelancers.

Having a company page enhances your visibility 

across the web as your company becomes more 

discoverable. Did you know that LinkedIn jobs appear 

in search results and on Twitter? 

Aside from that extra benefit, LinkedIn’s native search 

tools are extremely powerful and by not being on the 

site, you miss the chance to be found by a prospect, 

lead or future star employee. 

Being found is just one of the challenges. You now 

need to make visitors stay. Lucky for you, LinkedIn 

company updates let you link to your latest top-

quality content to show prospects your value. The 

products page is also littered with CTA opportunities 

for those visitors further down the funnel. 

LinkedIn is evidently a core tool in expanding your 

company’s reach while showcasing products and 

services to those relevant industry prospects. 

Users can hover over your company icon when 

looking at an employees profile and see a snapshot of 

it’s general information. LinkedIn takes this from the 

‘about us’ section of your company page. 

Already you can see that simply having a page, 

without deploying any marketing techniques at all, 

can be beneficial for reputation and awareness.

Why should you use Company Pages? 
Awareness and reputation

Company Pages put you on the radar

Top tips to bear in mind:

✦ The quality of your personal profile matters, but 

the quality of your company page even more so

✦ Filling out the required fields might seem simple, 

but there should be thought and creativity too

✦ Make sure that all of your corporate identity 

elements are present on the page. Add the right 

specialties - these are the keywords that will help 

people find your business



Showcase pages are perfect for lead generation. They are essentially sub-pages of company pages which 
allow you to promote particular products and market to a specific persona while benefiting from more above-
the-fold update posts and places to link back to your company. 

This is more effective than Facebook pages, which let you vaguely mention products and see who likes what, 
LinkedIn actually lets you add several products with an image and description. 

Users can also follow a showcase page without actually following the company page - even though all 
showcase pages do link back to their parent company - this provides a great analytical opportunity to spot 
what products certain targets are interested in.

Although these pages give companies more room to play with products and images, there is limited room for 
copy. So where possible, identify the target audience, value proposition, and service that your company 
provides. 

For Radial Path, this would look like: “Intelligent marketing for tech and telco companies”. 

Now you’ve got a company page, how do you optimize? Although Company Pages are great, 
it’s time to create a showcase page.

Showcase Pages are great too

Recap: Differences between showcase pages and others:

Analytics

✦ Showcase pages have a larger header images and a two-column layout for content

✦ Unlike groups, businesses can advertise and buy sponsored updates

✦ There are also no careers, products, or services tabs at the top of the page

✦ All showcase pages link directly back to the business page. This means your pages are all centralized 
around your company

✦ Employee profiles cannot be associated with a showcase page.

✦ Both company and showcase pages include an analytics dashboard with insights into your audience, such 
as age, demographic and job industry

✦ Use these insights to see what your audience is engaging with and optimize future content 



Social Selling

Utilizing LinkedIn search tools

Use advanced search 

So maybe you’ve followed our advice word-for-word but aren’t seeing the results you want. That’s 
okay, it happens sometimes. With such a huge amount of content available on the web, it’s easy 
to get lost. That’s why LinkedIn’s search tools are great. If prospects aren’t coming to you; you go 
to them.

By connecting with a range of relevant industry professionals, you act as a brand ambassador 
and help build a good reputation through thought-leadership. Building an online community will 
add value to your connections and supports your company in staying relevant and at the forefront 
of prospects’ minds as they move through the buyer's journey.

Back on your personal page, click the ‘search people’ option on the LinkedIn header menu and 
select advanced search. Even with a free account, you can utilize various options to narrow down 
your search. 

✦ Search by location, current company, industry, past company, school, profile language, and 
interests

✦ Filter this further by first, second and third connections



Save your advanced search

Use groups to your advantage 

What are connections? A first-degree connection means you’re already in each other's network, second is 

where you have mutual connections and third is where the person is connected to your second-degree 

connections.

According to a study shared by LinkedIn, 87% of B2B buyers had a better impression of a salesperson with 

mutual connections, which means the larger your personal network is, the easier it’s going to be to 

discover prospects and warm leads.

 

You can search the network as a whole but the best leads will come from people to who you are already 

connected with in some way.

When sending a request, LinkedIn prompts you to leave a note to explain how you know each other. If you 

do this, people are more likely to accept. 

If you're not connected to a person, this becomes particularly important: explain that you’re looking to 

expand your network and learn from others in the industry. 

As you create these highly specific, targeted searches, don’t forget to save them. Just like any strategy, 

streamline where possible. There’s simply no reason to be duplicating efforts and processes if you can 

avoid it. A premium account will help here.  

Directly from your advanced search, look for the ‘saved search’ option in the upper right corner. Once 

you’ve saved, you can come back to this search at a later date for the exact same filters but your results 

will change through dynamic lists. You can also set up alerts for saved searches.

As you look for potential leads, don’t forget that every time you view someone’s profile your profile will 

show in their ‘recently viewed’ unless you choose to be hidden. This is a great tactic for brand awareness 

as a person looking back at your profile can be taken as a sign of interest. 

Once you are connected to a person, make an introduction. By not doing so you risk being lost in the 

crowd of connections. Ask questions, too. Get people to engage with you. 

Individually searching for prospects can be time-consuming and exhausting: a great way to find a cluster 

of people in one place is to search groups. 

Group searches are not as sophisticated as the general search tool for people or companies, but you can 

still narrow down results to relationship level, category, and language. 



Start your own group 
Not what you’re looking for? Why don’t you start a group? 

Clearly, LinkedIn groups offer substantial networking opportunities. If you’re in a particular niche, perhaps there 
isn’t currently one that matches your target audience. There’s nothing to stop you from creating your own 
group. 

In fact, this could be even more beneficial than becoming an active member in someone else’s group because 
becoming an owner and moderator of a group further reaffirms your position of industry leadership while 
helping you gain recognition. If you build up a good group following, you’ll benefit from a mailing list (within 
LinkedIn) of highly targeted contacts.

Things not to forget when searching groups:

✦ Look for groups that are highly relevant to what you are looking for

✦ Results should be a near perfect match for what you’re seeking in regards to the target audience

✦ Don’t go pages deep into the results. LinkedIn ranks based on how active groups are

✦ Larger groups do not mean a larger pool of prospects. In reality, it probably means less relevant connections 
and more noise to cut through

✦ There’s not really an ideal size, but you don’t want to join something that’s too big for you to get noticed or 
one that’s too small to matter. 

✦ The platform only allows you to join 50 groups, so pick wisely

✦ After joining, maintain a good level of activity by engaging with others, establishing yourself and your brand 
as thought leaders

By nurturing leads this way, it feels a lot more authentic and genuine to the prospect - the warmer they are, the 
easier it is for your company to guide them through to conversion when the time is right.



But all in all, content is still king.

LinkedIn is a crucial part of any modern B2B marketing strategy, but it’s also a powerful content publishing 
platform that lets you link back to your own site. 

Be sure to utilize the platform for even more exposure by publishing an array of content on your company page, 
showcase page, and in groups (where appropriate). It’s important to answer queries in groups and respond to the 
content of others, but you must also position yourself well for others to answer your questions and share your 
content. 

Once your prospects are identified, your network will be strong and you will have begun carving out a name for 
yourself. Producing content to be shared, such as an ebook or whitepaper may be the next step. 

LinkedIn also has a native ‘lead capture form’ that can be deployed for content that will give you intricrate insights 
into your leads. 

LinkedIn makes the information capture process for exceptionally easy for both parties by auto-filling the form for 
prospects, using the information on their profiles. This tool is only available through the LinkedIn ads. 

Key things to remember when publishing content:

✦ Establish your thought leadership through the content that you post

✦ Give your followers timely updates about your company, and insightful industry analysis

✦ Publish content regularly. According to Linkedin, organizations that post monthly gain followers 6x faster 
than those who don’t.

✦ Aim to publish content daily - early morning, lunchtime or early evening for when users are most active

✦ Use hashtags. They Help LinkedIn identify topics that are important and relevant to users and improve SEO 
within the platform, which means they will also help your posts appear in Google results



It’s all about job titles - try naming your buyer personas in your updates. Shorter posts 
perform best, but if you need a long caption, make it easier to digest with paragraphs and 
bullet point breaks. 

We recommend creating social cards. These are graphic images designed for LinkedIn that 
provide information without the needs for clicking around. Create these easily with tools 
Canva.

As with other platforms, posts with visual media get more engagement. Slideshare 
presentations or videos can be interacted with through the feed. Influencer and industry 
pieces work great in slideshare format. Share interesting stats, key points, and quotes.

People are often put off creating content due to lack of quantifiable results and high time consumption. But that’s 
okay - some people are curators, not creators. 

LinkedIn’s new feature, suggested content, suggests articles for you to share with your network. This allows you 
to frequently push out quality content without having to write it. You can establish yourself as a thought leader 
this way, though it may not be as beneficial to your band. 

Key things to remember when publishing content:

✦ Linkedin’s member base of 590 million generates more than two million pieces of content in the platform 
feed per day. 

✦ With the new content suggestion tool, page admins can surface content by first choosing a topic and then 
filtering selections by location, job function, or seniority level.

✦ Don’t forget to check your analytics to see what’s working, perhaps you can create future content based on 
this information 

Some people are curators, not creators 



You have two options for uploading videos; directly to the platform itself or linking to a video hosted elsewhere, 

such as Youtube. Uploading native videos is preferable for those looking to use LinkedIn’s analytical tools for 

insights on viewers.

LinkedIn ads also gives you access to the platform's native video tools. Video marketing has taken the world by 

storm so it’s not surprising that 59% of executives would rather watch a video about a product, service or 

business than read about it. 

Videos uploaded directly are given a significant boost with LinkedIn’s algorithm, which means you can expect 

more views and impressions than hosting elsewhere. However, videos longer than ten minutes will need to be 

hosted externally. 

It’s worth bearing in mind that Youtube is designed to keep viewers on their platform. So if a prospects clicks 

through and opens it up on Youtube, you might not be able to get their attention back.

Some quick tips: 

✦ Always include your company employees in your targeting as they are your biggest advocates

✦ As a general rule, ALWAYS remember to tag the companies and individuals that you are posting about when 

relevant

✦ As your audience grows you will be able to target your posts to certain demographics and company sizes 

along with other great features in LinkedIn’s targeting tools

What about video? 



Integrating existing MarTech with Campaign Manager lets you combine ads with marketing automation, 
webinars, SMS, and even direct mail. Campaign Manager gives users access to conversion tracking, lead forms, 
and the matched audiences feature. 

Whether you want to target key accounts, contacts or retarget website visitors, LinkedIn’s matched audience 
feature  helps you target people you already know you want to reach.

We’ve already touched on paid ads but you can also use text ads which will appears to the right of a page. These 
ads are small and brief unlike sponsored content which is an entire post displayed in the newsfeed. 

A feature entirely different to other ads is Sponsored InMail, which lets you mass-deliver private messages. 

Getting results through ad campaigns
Aside from creating top quality, shareable content, LinkedIn also allows for paid ads. You should use this to 
create bespoke posts that are optimized for the platform and boosted through the sponsored post feature.

This means your content will not only be shared with your extensive network, but will be displayed on the news 
feeds of people you’re not connected with, exposing your company further to a predetermined audience. 

Your company can benefit further by launching an official 
campaign with LinkedIn Ads. 

LinkedIn reported that the matched audiences tool has seen:

✦  a 32% increase in post-click conversion rates and 

✦ 4.7% decrease in post-click cost-per-conversions while 

✦ click-through rates (CTR) saw a 30% boost 

✦ 14% decrease in post-click cost-per-conversion from website retargeting ads

✦ 37% increase in CTR with contact targeting ads.



What’s the best ad strategy for you? 

Text Ads

What is it? A way to drive traffic to your LinkedIn Company Page or website.

Similar to Google or Bing search ads. Create and feature a killer headline, description, and image. 
Create variations of campaigns to see what works best.

For instance, clone an ad, then change the headline. Compare the results for each of these ads. 
Isolated tweaks will help you improve your ads over time.

These ads run only on desktop, showing up on the right rail of the news feed. They’re a great way to 
grab the attention of a busy professional browsing LinkedIn.

Why use it?

View the specs and guidelines to learn more.

✦ Fast and easy to get started

✦ Set your own budget

✦ Choose your audience with laser-sharp B2B filters

✦ Track conversions

✦ Choose your model, between cost-per-click or cost-per-thousand impressions



What is it? A way to target an exact audience in an uncluttered environment.

Display Ads is LinkedIn’s programmatic advertising solution. You can buy ads through your favorite 

advertising platform, or a private or public auction. They’re great for using a variety of media, including 
text, audio, video, and images.

Also, this is an excellent option to be seen in a highly-specified audience, early in your buying cycle.

Why use it?

Here are the specs and guidelines to learn more.

✦ To strengthen your brand, at scale

✦ Reach more professionals, decision-makers, and influencers

✦ Create more interactive, eye-catching ads

✦ Be seen more on high-traffic, LinkedIn pages

Display Ads



What is it? A way to show personalized ads, dynamically generated based your audience’s activity. 

Say LinkedIn knows someone is searching for a job in your industry. Target them at the right time with the 
right messages. They’re great for building relationships and delivering personalized messages to the most 
influential people.

To drive more traffic to a landing or your Company page. Members can send you their name and email 
address from the dynamic ad, without typing a thing. Then, your content will download to their desktop. 
LinkedIn serves only two visual ads on a page at a time. Quite the noise-and-clutter-free solution.

Why use it?

See the specs and guidelines to learn more.

✦ Get people to see a new landing page

✦ Get more responses for your personalized messages

✦ Choose who you want to see these messages

✦ Generate customized call-to-actions

✦ Increase followers for your Company Page

Dynamic Ads



What is it? A way to deliver personalized messages to users’ LinkedIn inboxes.

People develop trust when they feel you’re talking directly to them. They’ll be more likely to hit the buy, click, 

or call link, too.

Sponsored InMail will get to users, no matter what devices they’re using. Messages have a custom greeting, 

call-to-action button, body text. You can also add a link in the message body. Messages will appear in their 

inbox just like they do for regular messages. Pay for only the messages you send.

Why use it?

See the specs and guidelines to learn more.

✦ Attract more leads

✦ Have more conversations, better, too

✦ Send personalized invites to webinars and other events

✦ Target promotions to the right audience

✦ Promote content, like downloadable ebooks and white papers

Sponsored InMail



Advertising Best Practices 

What do all of these letters even mean? 

Text Ad

✦ Do use images to attract 

views

✦ Include a strong, clear, and 

specific call to action

✦ Write a headline worth 

reading

✦ Write from the reader’s 

perspective, not yours. 

Because it’s about them, 

not you.

Sponsored InMail

✦ Use the recipient’s name, 

maybe even twice

✦ Keep it concise, under 

1000 characters

✦ State a clear and specific 

action you want them to 

take next

✦ Write a subject line, 

stating what problem 

you’re solving

General

✦ Write from the reader’s 

perspective. Because… 

people don’t care about 

what you do. They only 

care about what they can 

get from what you do.

✦ Use relevant images

✦ Write personalized content 

by segmenting your 

audience

✦ Test frequently using 

variations of your ads. See 

what works best. Do more 

of those

PPC

LinkedIn 
Impressions

CPC

CPM

CTR

Trying to get to grips with LinkedIn ads without any prior knowledge? Here’s 

some key initaliasms you’ll need to know:

Pay Per Click is where you pay when a visitor clicks on your ad on the platform. PPC 

on LinkedIn is a very powerful B2B sales tool as the targeting allows you to choose 

the positions, industries, company size, etc. of the people you want your ad to appear 

infront of.

Impressions are the number of times a post or LinkedIn advertisement showed up on 

member’s newsfeed as they scroll down the page. It does not necessarily mean that 

each person will see the update but gives an indication of the ad’s potential reach.

Cost Per Click is the maximum budget you are willing to pay for each click on your 

LinkedIn ad. Meaning, if you bid a maximum of $4 you will pay up to this price for 

your ad, but anything above and your ad will not present for. The more competitive 

keywords are, the higher the cost will be to display to your target audience.

Cost Per 1000 Impressions - you can set a maximum budget you are willing to pay 

per 1,000 times your        ad is shown, no matter the number of clicks you receive. 

This is a great strategy if you are looking to push brand awareness through the 

platform.

Click Through Rate : This is the ratio of clicks to impressions for your LinkedIn 

Advertisements. The higher the CTR, the better as it means that more people who 

see your ad are clicking on it. You can lower the cost of your leads by improving your 

CTR. Having a CTR higher than 3% for text advertisements is seen as good in most 

industries.



There you have it, our ultimate guide to lead generation 
on LinkedIn. Implement our advice and watch your 

business grow. 
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