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C H A P T E R  9

Not Your Average Joe
!e LinkedIn Pro"le: 

Professional Portfolio, 
Special Sections, and Tools

!roughout the previous chapters on LinkedIn pro#les, I have 
consistently emphasized the fact that one of the major purposes 
of your pro#le is to show credibility. Your pro#le and your actions 
on LinkedIn should establish you as an expert and prove that 
you are not your Average Joe. In this chapter you will learn how 
to make your pro#le unique and comprehensive by taking full 
advantage of your Professional Portfolio and other special pro#le 
sections. You will also see how use of the pro#le-reordering tool 
and strategic placement of calls to action can enhance your pro-
#le and produce business results.
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Professional Portfolio
When it comes to enhancing your credibility, in my opinion this is 
the best feature on LinkedIn. You can share hyperlinks or upload 
various media, such as video, images, documents, and presenta-
tions. Most media #le types are supported by this feature. You 
can place media or links in the Professional Portfolio area of your 
Summary, Experience, and Education pro#le sections.

Go to the speci#c pro#le section in which you’d like to add 
media and click the Add Media icon (see Figure 9.1). After you 

select the link box or “Upload a #le” and link to or upload your 
media, a picture of your content will appear. !e title and descrip-
tion #elds will automatically #ll with information from the web 
page or document, but you can change or delete this information 
if you prefer. If you follow these steps, your portfolio media or 
links will look similar to Figure 9.2.

Figure 9.1: Impress viewers of your profile by including your best pre-

sentations, customer testimonials, white papers, etc.
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To get you thinking about how you might be able to use this 
feature, this is what I am currently sharing in my Professional 
Portfolio:

• My LinkedIn blog, where I share weekly LinkedIn tips and 
advice

• Promotional video for one of my live LinkedIn classes
• PowerPoint presentation of an infographic showing the 

results of my annual LinkedIn user survey
• Free download of a chapter from my book
• Video testimonial from a client praising the presentation I 

did for his organization
• Link to a sign-up form for my weekly LinkedIn tips and 

other LinkedIn information
• Link to my book page on Amazon.com
• Introductory video for a nonpro#t organization (I serve on 

its board of directors)

Figure 9.2: A combination of interesting graphics and intriguing text 

will encourage readers to take action.

The Power Formula for LinkedIn Success
Book Trailer

Download a FREE chapter from “The 
Power Formula for LinkedIn Success”

My blog includes great
LinkedIn strategies & tactics

Sign up for FREE weekly email 
of LinkedIn tips and strategies

Click here to buy my LinkedIn 
book, the Amazon #1 seller
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I have generated a signi#cant amount of business by includ-
ing media and links on my pro#le. When I was a full-time o$ce 
furniture guy, I had on my pro#le a document titled “Checklist 
for Moving Your O$ce.” When I would meet a person at a net-
working event who was moving o$ces, right after I’d quit salivat-
ing about a potential sale, I’d hand him my business card and say, 
“Check out my LinkedIn pro#le—you’ll #nd a checklist for mov-
ing your o$ce. Print it o" and give it to the person responsible 
for the move. He or she will simply love the checklist.” !is gives 
me immediate credibility and displays my expert status and my 
willingness to help. When that person goes home from the event 
and downloads the #le, he will think, Boy, Wayne has already added 
value in a brand new relationship. I think I’ll continue this relation-
ship and call him for help with the move and furniture for the new 
o!ce. Be creative, and share interesting material that will impress 
viewers of your pro#le and thereby increase your credibility. If 
you are a job seeker, this is a great place to put your resume (PDF 
format or video).

Additional Profile Sections
Whether you have a paid or free account, there are a number of 
special pro#le sections available to you. Including these sections 
in your LinkedIn pro#le will help you display your expertise, 
increase your credibility, and enhance your branding message. 
Currently the additional pro#le sections you can add are:

•  Volunteering Experience
•  Certi#cations
•  Language
•  Patents

•  Publications
•  Courses
•  Honors & Awards
•  Organizations
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Right below your top box, you will see a list of available spe-
cial sections (see Figure 9.3). Most of these are self-explanatory, 
and I suggest adding the ones that are applicable in your situ-
ation. If you speak multiple languages or hold a patent, let the 
world know about it. !e Courses and Test Scores sections were 
obviously designed with students in mind, and this is an easy 
way for students to tout their academic work. It’s all about dif-
ferentiating yourself. Stand out from the crowd by adding these 
special sections and telling the world about your unique back-
ground or circumstances.

Figure 9.3: Set yourself apart from your competitors by including 

additional profile sections.

•  Projects
•  Test Scores
• Causes you care about

• Supported Organizations
• Personal Details

!e following tips and strategies will help you take advantage of 
what I consider to be three of the most important special sections.
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Skills & Endorsements
!is section has gotten a lot of buzz because there is a lot more 
going on here than just a bunch of keywords that describe what 
you are good at. However, since you obviously want people to 
#nd you on LinkedIn, you should begin by including in this sec-
tion words and/or phrases that describe who you are (experiences) 
and what you do (skill set). For example, I include terms like 
LinkedIn trainer, LinkedIn consultant, LinkedIn keynote speaker, 
public speaking, social networking, and personal branding. Linked-
In allows you to include up to #fty skills in this section of your 
pro#le. Obviously, the more terms you include, the more likely 
you will be found by people who are searching on LinkedIn.

An additional bene#t of having skills on your pro#le is others 
can endorse you for those speci#c skills or expertise. Similar to 
“likes” on Facebook, everyone can see the number of endorse-
ments you’ve received. In addition, the names and faces of the 
people who endorse you are displayed.

Here are a few facts, thoughts, and strategies relating to 
endorsements that will help you frame your approach to this 
important pro#le section:

• You can only receive endorsements from #rst-level connec-
tions and for skills you have acknowledged you possess.

• Don’t feel obligated to endorse everyone who endorses you. 
Of course, if you can give a genuine endorsement of some-
one in your network, you should certainly return the favor.

• You control which endorsements are displayed on your 
pro#le. If you receive an endorsement from a person your 
network may view as not very credible, simply hide that 
endorsement.
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• It’s not necessary to thank everyone who endorses you. How-
ever, if you are looking to strengthen a relationship, by all 
means, send a note of thanks.

• LinkedIn’s search ranking algorithm is top secret, but I suspect 
the number of endorsements on a pro#le is probably part of 
it. !us, the more endorsements the better.

• Potential purchasers of your products and services can eas-
ily compare how many endorsements you have with how 
many your competitors have—another reason to actively 
seek endorsements.

• When you endorse someone, LinkedIn will notify her via 
e-mail, and your name and photo will appear on her pro#le. 
!is is a great way to get her attention.

Endorsements are a great way to boost your credibility, so 
don’t be bashful. Include a comprehensive list of your skills and 
expertise. !en get busy and request endorsements so the viewers 
of your pro#le can see just how good you are.

Volunteer Experience & Causes
!is special section helps you tell the world what you care about 
and allows others to see a part of you that may not typically be 
available to the general public. Why is this important? Because it 
helps brand you as an individual who cares about your commu-
nity and shows you leverage your time, talents, and treasures for 
the good of those in need. And as I mentioned previously, people 
love doing business with people who care about others.

!e three categories in this section include “Causes you care 
about,” “Organizations you support,” and a place to describe in 
detail speci#c organizations and your role in those organizations 
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(see Figure 9.4). In addition to the personal bene#t you derive 
from including this information on your LinkedIn pro#le, you are 
spreading your organization’s message every time someone takes 
a look at your pro#le. It’s great marketing for everyone, and—an 
added bonus—it’s free!

Advice for Contacting [insert your name]
!is optional section of your pro#le provides an opportunity 
to share your contact information with people outside of your 
#rst-level network. Because I prefer a very casual approach, I 

Figure 9.4: Help yourself and the charitable organizations you care about 

by including them on your profile.
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have personally chosen to include my phone number and e-mail 
address in narrative form (see Figure 9.5). Most salespeople I’ve 
encountered choose to openly share their phone number and 
e-mail address in this section. Some people choose to include a 
link to their website contact form. People who do not wish to 
share their contact information with the general public don’t add 
this section to their pro#le. Only you can decide which approach 
is best for you.

Tools
In the remainder of this chapter, we’re going to discuss two useful 
tools that will further enhance your pro#le: the section-relocating 
functionality and calls to action.

Reordering Your Pro!le Sections
!e default order of your pro#le is top box, Summary, Experi-
ence, and so on. But because some readers may never read the 
middle or bottom portion of your pro#le, you may #nd it advan-
tageous to place your most important information near the top. 
For example, if moving up your Experience section would tell 
your story more e"ectively—especially because you have some 
excellent information in your Professional Portfolio—do it. If you 
are a student who has little in the way of job experience but very 
substantial and impressive educational entries, you may want to 

Figure 9.5: You can provide contact information to make it easy for poten-

tial customers to inquire about your products and services.
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move those entries up above your Summary section, or at least 
above your Experience section. Rearranging pro#le sections is 
easy—but keep in mind that not all pro#le sections can be moved. 
If a pro#le section is movable, you will see an up-down arrow to 
the right of the section heading. To move the entire Experience 
section, for instance, simply click the up-down arrow and drag 
the section to your desired location (see Figure 9.6). Also, if you’d 
like to move an individual entry within the Experience section, 

Figure 9.6: Strategic placement of your profile components can 

greatly improve your effectiveness.

for instance, hover your cursor over the entry, and a gray vertical 
bar will appear to the left of the entry. Click the bar and then drag 
the entry to a new location.

Calls to Action
We have discussed the basics of creating an impressive LinkedIn 
pro#le. Now it’s time to focus on precisely what you’d like readers 
of your pro#le to do after reading it. “!at’s simple,” you say. “I 
want them to call me so we can do some business together!” But 
what if the reader is not quite ready to take that big step? What 
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if he needs more information about you, your company, or your 
products/services before he picks up the phone or reaches out to 
you with an e-mail? !is is where calls to action (CTAs) come in. 
What is a CTA? Wikipedia says this: “A call to action, or CTA, is a 
term used to describe a banner, button, or some type of graphic or 
text on a website meant to prompt a user to click it and continue 
down a conversion funnel.” 

Here are some actions you might call people to take when 
they review your LinkedIn pro#le:

• Download an informational document
• Watch a video
• Go to your website
• Listen to a podcast
• Read a product review
• Request a quote
• Read your blog

Your pro#le should have several CTAs to help move your reader 
down the conversion funnel and closer to that all-important step 
of contacting you. !e best pro#le sections in which to include 
CTAs are:

• Headline
• Summary
• Websites
• Projects
• Publications
• Professional Portfolio
• Advice for Contacting [your name is inserted here]
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What good is a great-looking pro#le if it doesn’t make you 
any money? Include some strategically placed calls to action on 
your LinkedIn pro#le, and then get ready for the customers to 
come knocking on your door.

Maximizing your use of the Professional Portfolio, additional 
pro#le sections, and tools discussed in this chapter will allow peo-
ple to identify your areas of expertise and witness your desire to 
help others, which will signi#cantly enhance your credibility. !is 
is your chance to prove that you are not your Average Joe.

For examples of the types of calls to action I have included on 
my LinkedIn pro#le, see Figure 9.2 on page 71 (Professional Port-
folio) and Figure 9.7 (Summary section). To view all of my CTAs, 
check out my complete LinkedIn pro#le at www.linkedin.com 
/in/WayneBreitbarth.

Figure 9.7: Move your reader down the conversion funnel by offering 

valuable information.

My diverse business experience also allows me to share real-life stories and illustrations as I
educate, motivate, and entertain audiences at national conventions, industry events, and 
conferences. 

Check out my website at www.powerformula.net, where you can:

∙ sign up to receive my FREE weekly social media tips
∙ download lots of FREE social media resources
∙ view some of my video presentations
∙ read my blog
∙ learn about the many services I provide for individuals and companies
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APPLYING THE POWER FORMULA

•  How better to explain your unique experience than a 

PowerPoint presentation or video that positions you or your 

company as experts in your field?

•  Be sure to use your Professional Portfolio for posting cus-

tomer testimonials.

•  LinkedIn offers a number of additional profile sections. Take 

advantage of this opportunity, and use any applicable special 

sections to showcase your unique experience.

• Placing calls to action throughout your profile will make it 

easy for viewers of your profile to get additional information 

about you and your company.
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