
Advance Praise for !e Power Formula for LinkedIn Success

“Social networks are evolving into commercial networks—a way to !nd jobs and conduct 
work—and thus are an increasingly important channel in people’s lives. As Wayne 
points out in his excellent book, LinkedIn is all about making the right connections, 
which is why we view it as an invaluable tool for recruiting talent that helps our cli-
ents win. Buy at least 396 copies of Wayne’s book and share it with all your friends.”
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“!e Power Formula greatly simpli!es the ability of those of us not in the Facebook 
generation to make sense of social media and leverage LinkedIn for business success.” 
—Michael A. Dalton, author of Simplifying Innovation

“#is book is just like Wayne himself—smart, down-to-earth, and full of good ideas. 
!e Power Formula for LinkedIn Success explains how anyone can use LinkedIn to pro-
pel business growth. With clear explanations and real-life examples, it’s a must-read 
for anyone who is serious about business development.”
—Christina Steder, president, Clear Verve Marketing

“While college students are not strangers to social media, having direction and focus 
on how to appropriately and professionally use LinkedIn as a tool for researching 
careers and networking with professionals is essential. Wayne Breitbarth gives great 
instruction for this tech-savvy yet new-to-the-workforce population.”
—Laura F. Kestner, director, Career Services Center, Marquette University

“#e combination of Wayne Breitbarth’s passion for the power of social networking 
and his real-world business experience, deep knowledge, mastery of LinkedIn, and 
skill as a trainer make the !e Power Formula for LinkedIn Success a real standout. #is 
is the one book to buy if you are serious about getting up to speed fast.”  
—Frank Martinelli, president, #e Center for Public Skills Training



#e Power Formula for

Success
LinkedIn

“As someone who has been helping clients use the Web and social media as power-
ful business tools for !fteen years, I’m embarrassed to admit that I never quite ‘got’ 
LinkedIn. It wasn’t until some of my public speaking engagements had me on the 
same program with Wayne that I realized what I was missing. Wayne’s real-world 
experience, commonsense approach, and enthusiastic style have turned roomfuls of 
attendees—and me—into true believers in the power of LinkedIn. I still help my cli-
ents with their Facebook, Twitter, and Foursquare tactics, but for LinkedIn expertise 
that translates into meaningful results, I send them to see Wayne. If LinkedIn is just 
a part of your business social media strategy, Wayne’s book will be valuable. And if 
LinkedIn is the only thing you do, it’s the only book you need!”
—Tom Snyder, president and CEO, Trivera Interactive, and author of !e Complete 
Idiot’s Mini Guide to Real-time Marketing with Foursquare

“Wayne’s delightful book will help you build competence in understanding Linked- 
In, gain con!dence in using this important tool, and enable you to take the risk of 
embracing social media to advance your professional goals. Buy it today!”
—Susan Marshall, president, Executive Advisor LLC, and author of How to Grow a 
Backbone

“A worthwhile business book is one that gets turned into a reference guide to be 
referred to over and over. Wayne has written such a book. Buy one and you’ll be less 
intimidated about Web 2.0, Sales 2.0, and you’ll begin to get measurable results from 
one social media option—because you’ll be linked in!”
—Je$ Koser, author of Selling to Zebras

“Wayne Breitbarth unlocks the secrets to successfully using one of the most important 
business tools in today’s arsenal: LinkedIn. !e Power Formula for LinkedIn Success is 
a practical tool for anyone looking to signi!cantly improve their career, business, or 
professional standing. Breitbarth’s Power Formula provides a simple and easy-to-use 
method for increasing visibility through one of today’s most popular digital plat-
forms. His down-to-earth writing style combined with loads of LinkedIn insights 
makes this a must-have book for anyone not wanting to get passed by on today’s 
digital business superhighway.”
—Rich Horwath, author of Deep Dive: !e Proven Method for Building Strategy, 
Focusing Your Resources, and Taking Smart Action

“If you’ve asked ‘Where’s the value of LinkedIn?’ or ‘Why should I invest the time 
to use LinkedIn?’ then you need to read Wayne’s book! His Power Formula provides 
brilliant insight and guidance on how to get started using the LinkedIn platform to 
get your arms around the most powerful asset you have—your network of relation-
ships. Whether you are averse to technology, or an executive with little time to spare, 
Wayne will show you where the value is!”
—Michael Kuhlman, president, 123Smarket.com
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About This Book

#is book is meant to help you quickly, e"ciently, and pain-
lessly discover whether this thing called LinkedIn is worth your 
time and e$ort and to understand how to e$ectively use it to 
accomplish your business goals. You may choose to read it cover 
to cover or immediately begin applying the techniques and 
strategies discussed in each chapter. In either case, it will be an 
important reference as you move from novice to experienced 
user. I sincerely hope you will !nd this book to be motivational, 
educational, and entertaining.

Also provided in this book are links to a variety of valuable 
resources to further assist you in using LinkedIn to successfully 
brand and market yourself and your business. 

As with most Internet-based resources, there will be periodic 
updates and other changes to the LinkedIn website. In order for 
this book to remain relevant and accurate, I will periodically 
address these modi!cations. Visit my website at www.powerfor-
mula.net, and sign up to receive these important noti!cations 
and/or register to receive weekly LinkedIn tips.



 



Introduction
I Never Even Wanted to Be on LinkedIn!

I never wanted to be on LinkedIn, never thought it would be 
useful, and surely never wanted to spend a signi!cant amount 
of time teaching other business executives how to use it. I am 
not someone who loves technology for technology’s sake; I am 
an experienced businessperson who respects the experience and 
knowledge of other businesspeople. Business professionals tend to 
be interested in thoroughly exploring the “why” before launching 
into the “how to.” #us, this book is designed to not only teach 
you how to e$ectively use LinkedIn but also to show you why 
the tools, techniques, and strategies presented here can be instru-
mental in furthering your professional goals. With that in mind, 
let me share with you some background on my LinkedIn journey 
and explain why I think LinkedIn is an important tool for you to 
investigate and master.

#ink back to the time you received your very !rst e-mail. If 
you were like me, you looked at that e-mail and said, “Nah, this 
will never work. People will never communicate this way, and 
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I’m sure if I ignore this, it will just go away.” Well, do you know 
anyone today who  doesn’t have an e-mail account? Can you even 
imagine going a day (or perhaps even a couple of hours) without 
checking your e-mail?

In my opinion, the whole social media phenomenon, and 
LinkedIn in particular, has that same kind of feel to it. Although 
I am not a futurist, it’s clear that the process of connecting with 
people over the Internet is here to stay. When people attend my 
training classes, especially people in my age group (as of this 
writing, I am !fty-!ve years old), many of them hope the ninety 
minutes they spend will con!rm their suspicion that this tool is 
worthless or avoidable. It may be your secret desire (or maybe 
your not-so-secret desire) that when you !nish this book, you’ll be 
able to con!dently say, “Great. No value there. Now I can move 
on. My life is too busy for LinkedIn anyway!”

#at is why I approach my training classes as well as this book 
with the intention of not necessarily teaching you every speci!c 
technique of using LinkedIn but instead showing you its capabili-
ties so that you can get rid of the fear factor. I suspect that fear 
comes from two sources: Potential users ask themselves, “What 
will happen if I jump into the murky waters of LinkedIn?” or, 
more importantly, “Will I be at a competitive disadvantage if my 
competitors embrace this technology while I sit on the fence?” 

My goal is for you to end up in one of three camps after read-
ing this book. First, you may gain an understanding of the con-
cept and recognize what you might be missing but choose instead 
to spend your time !nding another way to brand or market your-
self and your business. #at’s !ne. LinkedIn isn’t necessarily for 
everyone. Second, once you have a better understanding of the 
capabilities of LinkedIn, you may decide to either tinker with it 
on a limited basis or strategize about how you may be able to use 
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it to advance your career or business in a few key ways. Or, third, 
you may decide this is a rockin’ tool and realize you’d better get on 
board completely—and also have people in your company fully 
understand its concepts, premises, and working parts.

LinkedIn is all about using the Internet to !nd and be found 
by people—in addition to using the good old-fashioned face-to-
face method of meeting people. Perhaps over time more personal 
contact will be replaced with virtual interactions, but LinkedIn 
will never completely take the place of meeting people in your 
business sphere and spending time with them, either on the phone 
or in person. People still prefer to do business with people they 
know and trust, and typically knowing and trusting takes place 
much more rapidly when contact occurs on a face-to-face basis.

None of us is looking for another thing to do for two or three 
hours each week to replace spending time with our families, play-
ing golf, !shing, or engaging in other hobbies we enjoy. #erefore, 
my hope is that the time you spend on LinkedIn will not neces-
sarily add a burden to your already busy life but that it will allow 
you to do a form of networking 24/7, perhaps while watching 
your favorite TV shows or sporting events. Being a Wisconsinite, 
it is my duty to watch the Green Bay Packers play football on TV 
each Sunday afternoon. However, I have within me this nagging 
little voice that says, Wayne, this is not a very productive endeavor, 
especially when the Packers are getting annihilated. Now, with the 
help of my laptop, LinkedIn allows me to keep track of what is 
going on in my network of professionals, while at the same time 
keeping an eye on the Packers game.

LinkedIn is the world’s largest online business networking site. 
You join LinkedIn either by going to LinkedIn.com and setting up 
an account or by accepting an invitation from someone who has 
suggested you sign up. Most people are invited by several friends 
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or business associates before making the decision to join LinkedIn, 
and it usually takes an invitation from a very trusted friend before 
they get started. However, even after they take the !rst step, it’s 
common for people to not really know what or why they are join-
ing; they simply check the box and begin the journey without either 
knowing what LinkedIn does or having a strategy for how to use it.

By the time this book hits the shelves, LinkedIn will have 
around 200 million users, with two new members being added 
every second of the day. Approximately 40 percent of those mem-
bers are in the United States. #e following chart enumerates some 
interesting statistics relating to the demographics of LinkedIn users:

THE LINKEDIN PROFESSIONAL AT A GLANCE

Over age 34 60%

Male/Female 51% / 49%

College Grad/Post Grad 74%

Drive Business Decisions 80%

Senior-level Executive  

  (Director and above)

 

28%

Household Income $100K+ 28%

Source: LinkedIn.com (May 2012); Quantcast.com (May 2012)

Here’s how I got started on LinkedIn. I have a very close 
friend who nagged me Sunday after Sunday at church, explaining 
that I should get on LinkedIn, and I consistently blew him o$, 
saying, “I don’t have time to keep track of your LinkedIn or Plaxo 
or Facebook or any other website.” Yet he consistently said to me, 
“Listen—you are a small business owner and you really need this.”

Well, as luck would have it, one afternoon I found myself 
stuck in a hotel room in a remote location with nothing to do. It’s 
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not my style to spend the afternoon watching TV, so I thought I 
would check out this LinkedIn thing and see what it was about. 
Two hours later, I had overcome my fear and ordered two books 
about LinkedIn from Amazon.com. I now saw LinkedIn as a pow-
erful tool and wanted to become an expert as soon as humanly 
possible. Four or !ve hours later, in that same hotel room, I was 
en route to becoming a passionate proponent of virtual network-
ing. I immediately began connecting with people from my past, 
including college classmates and employees of many of the com-
panies I had worked with in the Milwaukee area over the past 
thirty years.

In response to my newfound enthusiasm, friends and col-
leagues began asking me questions about LinkedIn. After admit-
ting I had become a LinkedIn junkie, I would invite them into 
our company’s boardroom (I owned an o"ce furniture dealership 
at the time) and spend time sharing what I knew about LinkedIn 
with them. #is turned into a formal class, followed by requests 
from local chambers of commerce, Rotary clubs, etc. to educate 
their members about the far-reaching bene!ts of LinkedIn. And 
as they say, the rest is history. Tens of thousands of people have 
read my !rst book, and you are reading the second edition. I am 
now a nationally recognized speaker, and I consult with compa-
nies across the country, helping them use LinkedIn to promote 
their products and services and increase their revenue.

Despite the fact that LinkedIn is often referred to as “Face-
book for businesspeople,” what businesspeople appreciate and 
respect about LinkedIn is that it has signi!cant processes and con-
trols that keep it from becoming like Facebook. At the time of this 
writing, Facebook has about a billion members, and the ability to 
connect with such a vast number of people certainly does attract 
some businesspeople. However, many facets of Facebook—such 
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as pictures of your past tagged with your name (and possibly 
including beer bongs and bikinis), relationship statuses, and reli-
gious and political views—are things that totally turn o$ most 
businesspeople to using the site for professional networking. Face-
book does have applications for businesses (especially those that 
sell directly to consumers), but many businesspeople feel more 
comfortable with LinkedIn because of its built-in controls and 
personal settings. I will discuss many of those controls and set-
tings in subsequent chapters of this book.

By now you are, no doubt, anxious to get started. So fasten 
your seatbelt and prepare to see your fear subside as you learn 
more about what LinkedIn is and how it can help you kick-start 
your business, brand, and job search.
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A New Way to  
Look at Social Media
!e LinkedIn Power Formula

I had been on LinkedIn for just over a year and had taught more 
than 120 classes, with over four thousand participants, when I had 
a revelation: All of these social media tools are just that—tools! 
No di$erent than a hammer, which is only as good as the person 
swinging it. As I started to think about this more and more, I 
realized that there is one group of people—we will call them the 
Facebook generation—and then there are the rest of us, the non-
Facebook generations. #e !rst group is darned good at social 
media and grasp it so much more easily than we do, since they 
grew up with the Internet. #ey embrace new social technologies 
in a big hurry, which scares the heck out of many of us in the non-
Facebook group. So, instead of deciding we should get on board, 
we just hope it will go away, thinking that maybe we’ll wake up 
one day, it will all be gone, and things will be back to “normal.”
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I’m not telling you this because I want to bring you down 
even further but because I have some good news about the per-
son swinging the hammer: you. You already have lots of experi-
ence and relationships that you can leverage to make your use of 
LinkedIn—or any other social media site—much more e$ective. 
It is this revelation that helped me come up with the idea of the 
Power Formula:

Your Unique Experience  +  Your Unique Relationships  +  
#e Tool (in this case, LinkedIn)  =  #e Power

Anyone with business experience and the willingness to learn 
can realize great bene!ts from LinkedIn. And getting started 
with LinkedIn is really not that big of a deal. You can either read 
a book about how to use LinkedIn, attend a seminar, consult an 
expert you trust, or check out the Help Center on LinkedIn.com. 
Learn as much as you can, and then take the time to execute the 
strategies you have been shown. Make the commitment to get 
this done, and make it a priority to establish some good Linked- 
In habits. No matter how tech-savvy they are, members of the Face-
book generation cannot go to a two-hour seminar and come away 
with the wealth of experience and relationships that comes from years 
of meetings, handshakes, small talk, weekend retreats, planning ses-
sions, bad proposals, good proposals, winning jobs, losing jobs, etc. 
But members of the non-Facebook generations, who have the ben-
e!t of these experiences and relationships, can be right where they 
want to be after just one weekend and an ongoing commitment to a 
LinkedIn strategy. #at’s how I started four short years ago. I got on 
LinkedIn.com, bought a few books, digested the information, and 
was on my way to creating my own LinkedIn strategy.

Let me address the components of the Power Formula in 
greater detail so you can better grasp its importance.
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Your Unique Experience
Every one of us has unique experiences that we bring to the mar-
ketplace. #ese experiences include our education, jobs, culture, 
ethnicity, interests, and family, to name a few. Today, with virtual 
marketing and promotion more important than ever, developing 
a strong personal brand is essential, and your unique experience is 
a substantial component of that brand. #e longer you have been 
in the marketplace, the more experiences you have amassed, each 
of which may come to bear on your next business opportunity.

Your Unique Relationships
Because none of us has walked the same path or encountered 
the same people, we have each developed a unique set of rela-
tionships. #ese relationships have been the foundation of our 
friendships, business partnerships, and customer bases. When we 
need help, whether personally or professionally, we turn to these 
people—our network. #ey in turn know that we are just a phone 
call away when we have the knowledge, experience, or resources 
to assist them. Our networks are one of our most valuable posses-
sions, and as they continue to expand and diversify, they become 
even more important to our business and personal lives.

The Tool
#e tool could be anything that helps accelerate or “power up” 
your ability to accomplish your goals, and social media tools cer-
tainly fall into this category. Traditionally, when the old tool is 
“working just !ne,” we can be reluctant to embrace the new tool, 
despite its promise to be better, faster, or perhaps even cheaper. 
For instance, your old, paper address book (the tool) worked just 
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!ne, but you eventually made the switch to a new tool—perhaps 
Microsoft Outlook. #e process of learning to use the new tool 
may have been challenging at !rst, but your commitment and 
persistence were rewarded when you !nally !gured out how to 
retrieve all that valuable information with the click of a button.

So, why did I take all this time to share with you my rev-
elation about the Power Formula when I told you I would be 
teaching you about the capabilities and functions of LinkedIn? 
Because I want you to understand that the unique experience 
you have gained coupled with the unique relationships you 
have carefully developed gives you a tremendous advantage over 
the person who understands the tool (in this case, LinkedIn) but 
is only beginning to gain experience and develop professional 
relationships.

Am I trying to discourage those of you who are younger 
business professionals or just starting your business careers? 
No way! #is book will help you understand how to begin to 
develop your personal brand by creating a compelling LinkedIn 
pro!le and expand your network in order to accomplish your 
professional goals.

To help you keep focused on the Power Formula as you read 
this book, there will be a box at the end of each chapter that 
reemphasizes key points in terms of your unique experience 
and unique relationships. #ese sections will help you de!ne 
your own power formula for succeeding in whatever you hope to 
accomplish in your career.
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The Million-Cubicle Project
LinkedIn—Making the Invisible Visible

LinkedIn has described itself as follows: “LinkedIn is the world’s 
largest professional network with over 200 million members and 
growing rapidly. LinkedIn connects you to your trusted con-
tacts and helps you exchange knowledge, ideas, and opportuni-
ties with a broader network of professionals.” Let me start by 
addressing how LinkedIn works from a practical standpoint.

Since LinkedIn states it is a professional network that con-
nects you to your trusted contacts, let’s refer to the people in your 
network as trusted professionals. #is is where LinkedIn di$ers 
signi!cantly from social media sites like Facebook, where mem-
bers attempt to get as many “friends” as they can—and where the 
word friend is loosely de!ned. With LinkedIn, the goal is to con-
nect with only those people whom you consider to be trusted 
professionals. #at leads to the !rst strategic decision you have to 
make: You need to personally decide whom you will consider a 
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trusted professional based on the strategy you intend to pursue on 
LinkedIn. Some people choose to focus on expanding their networks 
even if this means embracing a loose de!nition of the word trusted. 
In contrast, I like to say a person is trusted if I can pick up the phone 
and ask him for a favor or an introduction and be con!dent that he 
would say “yes,” or if he is someone for whom I would do the same.

#e person you just met in the vegetable aisle at your local 
grocery store typically does not meet my standard of a trusted 
professional. He might be a nice person and you may have 
enjoyed the two minutes of conversation, but that  doesn’t qualify 
him as “trusted” when he runs home and decides to look for you 
on LinkedIn. #e decision about who is “trusted” is a very impor-
tant starting point with LinkedIn, and there are lots of debates 
about this matter. However, in my opinion, most LinkedIn users 
will be best served by following a more conservative de!nition of 
trusted. I will provide additional comments and thoughts later on 
the always-raging debate between quality and quantity as it relates 
to your network.

Once you have opened a LinkedIn account and begun con-
necting with your trusted friends and colleagues, you will see on 
your LinkedIn home page a box titled Your LinkedIn Network 
(see Figure 2.1). #e information provided here enables you to 
monitor the overall size of your growing network. However, in 
order to truly comprehend the power of LinkedIn, it is important 
to understand the three components that make up this number.

Figure 2.1: LinkedIn helps you track the growth of your network.

YOUR LINKEDIN NETWORK

1,190

8,497

Connections link you to
5,775,100+ professionals

New People in your
Network since April 16
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LinkedIn is constantly evolving, and the information shown 
in Figure 2.2 is no longer available on the LinkedIn site in this 
form, but I include it here to help you visualize degrees of separa-
tion—the Kevin Bacon concept that we are all connected by six 
degrees of separation or less to virtually everyone in the world. 
You will notice here that there are three circled numbers: 1, 2, 
and 3. #e !rst group is one degree away from you; these are your 
personal connections, labeled with the subheading “Your trusted 
friends and colleagues.”

Figure 2.2: LinkedIn makes your extended network visible.

Here is an example of how !rst-degree connections work. 
Let’s say I have a friend named Joe Smith. Joe and I have been 
friends for a long time. Maybe we hung out in the rain at our 
kids’ soccer games or perhaps we are close business associates. I 
decide that Joe and I should connect on LinkedIn. I search for 
his name, !nd him, and extend an invitation to Joe, asking him 
to join my LinkedIn network. Once Joe accepts my invitation, 
he does not need to turn around and invite me into his network 
as well. At that point, we are both connected to each other at 
the !rst level.
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Your !rst-degree connections should be people who are 
already part of your o&ine network. You have a network that 
you have built over the course of your lifetime, whether that 
be high school, college, places you worked, clubs to which you 
belong, or acquaintances you have made in your day-to-day life. 
#is is what I call your “'at” network. #e premise of LinkedIn 
is that you transform your “'at” list of contacts into a dynamic, 
multidimensional network. Putting your contacts into LinkedIn 
will enable you to access additional degrees of depth within your 
network and will allow your contacts to assist you in new and 
valuable ways.

Let’s go back to Joe Smith, my !rst-degree connection. When 
I owned an o"ce furniture dealership, if Joe were building a 
building and needed my products and services, he would prob-
ably call me because I know him so well. #e fun begins when 
you think about the second degree. Let’s say Joe Smith knows 
Bob Anderson. I have never met Bob Anderson. However, let’s 
say that Bob is going to build a new building in town, and rumor 
has it that this building will contain over a million cubicles. As 
a furniture guy, a million-cubicle job in a town the size of mine 
would be a really big deal. Your equivalent of my million-cubicle 
sale might be !nding the perfect job, meeting a strategic part-
ner who will bring you additional revenue, !nding a vendor that 
will enable you to decrease your production costs, or connecting 
with a foundation or individual who is interested in assisting your 
favorite charity.

Let’s say I hear that Bob’s company, #e Anderson Com-
pany, is going to construct this building, and I put either “Bob 
Anderson” or “#e Anderson Company” into the LinkedIn search 
engine and !nd out that my friend Joe Smith is connected to Bob 
Anderson. I !nd this out because when I do a search, I see that 
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Bob’s name is next to a “2nd” icon, which means he knows one of 
my Number 1 connections. I may know some of Joe’s friends—
having golfed, gone to parties, or hung out with many of them—
but I de!nitely don’t know all of them. For this example, let’s 
assume I do not know Bob and do not know how he knows my 
friend Joe.

So, learning of this connection after searching LinkedIn, I 
excitedly call Joe and ask him if he would connect me with his 
friend Bob Anderson, to which he replies, “Are you kidding? Of 
course. He’s a good friend of mine. We’ve been friends for a long, 
long time. If my connecting you with Bob can help you, I’d love 
to do it.” Isn’t that what networks have always done? #e added 
bene!t of LinkedIn is that I can now see a list of Joe’s connections 
and request an introduction to any of his connections I would 
like to meet.

Stop and think about the power of that. Without LinkedIn, 
what are the chances I would know that Joe Smith knows Bob 
Anderson? But with this tool, I can !nd it out almost immediately 
and can then use my network to connect with Bob.

Let’s take it one step further, to the third degree, and imagine 
that Bob Anderson is friends with Jill Jones. Remember that I 
don’t know Bob or Jill—I only know Joe. However, I now have 
the ability to search Jill Jones and #e Jones Company, only to 
!nd out that Jill is building a building with—you guessed it—a 
million cubicles. I now have a chance to talk with her by contact-
ing Joe, who contacts Bob, who contacts Jill.
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Joe Smith

1st

Bob Anderson

2nd

Jill Jones

3rd

Let’s just take a look at the total number of people I had access 
to through LinkedIn at the time I captured this screenshot (see 
Figure 2.3). Joe is a !rst-degree connection, Bob is a second-degree 
connection, and Jill is a third-degree connection, and I had 1,190 
Joes, 109,800 Bobs, and over 5.6 million people in the Jill Jones 
category. #ese numbers never cease to amaze me. Sometimes I 
think there must be some dogs and cats in those numbers—there’s 
no way I could be connected to that many businesspeople. How-
ever, at this point I actually did have over 5.7 million human con-
nections (no cats or dogs!), many of whom may just lead me to 
that million-cubicle sale. I always had over 5.7 million people in 
my extended network; I just never knew who they were and how 
they were connected to me. And my network has grown exponen-
tially since this point.
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Figure 2.3: Your network grows exponentially.

Remember the good old-fashioned method of networking? 
If I wanted to get ahold of either Bob Anderson or Jill Jones to 
talk about a potential business opportunity, I would be calling 
them (if I even knew their names) and sending e-mails, letters, 
postcards, whatever. #e other thirteen furniture dealers who are 
located in my town would undoubtedly be using the same tactics. 
#is would probably result in Bob and Jill screaming, “No more 
furniture guys!” With LinkedIn, I can have a friend or a friend 
of a friend assist me in making a contact that would typically be 
extremely di"cult to coordinate. #is is the number one power of 
LinkedIn: It takes connections that would normally be invisible 
and makes them visible.

Now let me give you an example of what could happen if you 
and your contacts choose to embrace the strategy of using a more 
casual de!nition of the word trusted. Say I am very excited about 
the opportunity of a cubicle sale because when I searched Bob 
Anderson and his company, I found that he is a second-degree 
connection. I call my !rst-degree connection, Joe Smith, and Joe 
says, “I don’t think I know him. Who is Bob?”
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“Bob Anderson,” I say. “He is connected to you on LinkedIn. 
Of course you know him.”

“Wayne, I really don’t know him.”
“You’ve got to be kidding me. He’s a !rst-degree connection 

with you on LinkedIn. I can see it. How can you not know some-
body in your network?”

If that happens several times, I might say to Joe, “Your net-
work stinks. You really don’t know anybody you’re connected to. 
You just have a whole bunch of names in there, and you don’t have 
any deep relationships with anyone. You’re like a kid on Facebook.”

#at’s why I stick with the premise that for most people, 
your network should be made up of people you know and trust; 
it allows you to help people. When you get to three degrees away, 
you hope the relationship that exists between yourself and your 
!rst-degree connection is as strong as the !rst to the second and 
the second to the third. If not, the connective power of LinkedIn 
can be greatly diminished.

#e majority of books and blogs on the subject of networking 
say most business professionals have between 200 and 250 people 
they consider trusted professionals. If you’re not on LinkedIn, 
these contacts are probably kept and managed in some kind of 
document or !le, such as a Microsoft Outlook !le on your com-
puter, a card !le, a list of names of people, a box of business cards 
in the top drawer of your desk, etc. All I am asking you to consider 
doing is taking those 200 to 250 contacts and getting them into 
LinkedIn. #at way, you will not only have those 200 to 250 !rst-
degree contacts; you will also gain the ability to know who their 
Number 1’s and their Number 2’s are. Your contacts’ Number 1’s 
and Number 2’s then become your Number 2’s and Number 3’s. 
At this point, the number of people in your LinkedIn network can 
get incredibly large, as you saw in the previous example.
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Let me stop and ask you this question: Can you have too 
many !rst-degree connections? If you answered yes, you are 
mostly correct. But let me ask the question di$erently: Can 
you have too many Number 1’s as long as each one is trusted? 
#e answer is no—as long as they are trusted, you cannot have 
too many !rst-degree connections, and you  shouldn’t second-
guess the potential signi!cance of what that Number 1 does, 
where he lives, or what his background is. #at is not the point. 
As long as he !ts your criterion of being trusted, make him a 
!rst-degree connection so that you can !nd out whom he is 
connected to—and potentially connect with all of his connec-
tions and his connections’ connections. You have no idea who 
she plays golf with every Saturday or who he sat next to in 
church last Sunday.

In the past few years, I have read countless books, blogs, and 
commentaries about LinkedIn, and the quality versus quantity 
issue is continually debated by authors. #is is the question of 
whether it’s better to have a huge network of people you do not 
know very well or a smaller network of people with whom you are 
well acquainted. I consistently teach that your network should be 
made up primarily of trusted professionals. However, I do think 
there are certain circumstances in which you may decide to stretch 
that rule for strategic reasons.

One example is recruiters. Because they are in the “body 
business,” they need sizeable inventories of people with varied 
backgrounds and strengths; therefore, it makes sense for them to 
have very large networks. I actually heard about one international 
recruiter who has 30,000 !rst-level connections. Sales profes-
sionals who are responsible for very large territories are another 
segment of users who many times choose quantity over quality. 
Personally, now that my book is available in three languages and 
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my LinkedIn consulting business has taken on a more national 
scope, I have found it bene!cial to strategically expand my net-
work as well. You may be in a similar situation that makes you 
decide to stretch the “trusted professional” rule. My feeling is that 
as long as you have thoroughly considered your decision, more 
power to you for using LinkedIn strategically.

When I was a full-time Milwaukee furniture guy, I would 
occasionally invite people into my network even though I just 
met them the previous day at a networking event. #is was typi-
cally the result of either having had an interesting conversation 
with the person or having reason to believe further contact with 
him or her could lead to a mutually bene!cial business relation-
ship. Included with these immediate invitations would be a list of 
times I was available to meet for co$ee or lunch so that we could 
continue to develop our relationship. #ese are what I call work-
in-progress Number 1 connections. I would work very hard at 
building these relationships to a point where I believed the person 
quali!ed as a trusted professional.

As mentioned before, the real power of LinkedIn is it takes 
connections that are normally invisible and makes them vis-
ible. Make your connections visible by transforming your “'at,” 
o&ine network into a dynamic, multidimensional network of 
trusted professionals, and you will be on your way to securing 
that million-cubicle project.
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APPLYING THE POWER FORMULA

 Your first step is to define what constitutes a trusted profes-

sional. I would suggest writing this definition down. These 

people make up that very important first part of the Power 

Formula: your unique relationships.

 Remember, with each new first-level connection you add, 

that person’s Number 1’s become new Number 2’s in your 

network, and their Number 2’s become new Number 3’s in 

your network. That multiplication process helps you grow 

your unique network exponentially.





C H A P T E R  3

Where’s the Beef?
!e LinkedIn Pro"le: Basics

Everyone starts on LinkedIn with a pro!le. A pro!le can be as 
simple as your name. However, if you choose to list little but your 
name, you will be missing a tremendous opportunity to avail 
yourself of the two major bene!ts of a LinkedIn pro!le: the abil-
ity to be found and the opportunity to tell your story.

Plain and simple, pro!les should be beefy. For those readers 
who are old enough, think of the Wendy’s commercial from the 
eighties in which the elderly ladies asked “Where’s the beef ?” as 
they looked at a tiny hamburger patty dwarfed by a massive bun. 
For those of you who are not familiar with the commercial, check 
it out on YouTube. You’ll !nd it quite entertaining.

#ere are four reasons you want your pro!le to be beefy:

 1. Your LinkedIn pro!le is a place where you can tell your 
story completely and fully, so that when people are 
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looking at your pro!le, they will be encouraged to do 
business with you over your competitors. #ey will see 
the depth and breadth of your experience, your profes-
sional recommendations, and the brands you carry, plus 
your certi!cations, educational experience, and all the 
other quali!cations you possess that make you the obvi-
ous professional to do business with in the marketplace 
you serve. I like to refer to a LinkedIn pro!le as a “resume 
on steroids.”

In contrast to a traditional resume, which is typically a 
listing of facts and dates, your LinkedIn pro!le allows you 
the opportunity to tell your story. It should be a narrative 
of sorts, where you emphasize your experience and high 
level of credibility. #is “resume on steroids” should shout 
out “I’m the best at this in my market!”

To help tell your story, you can include details about 
yourself that, while perhaps bordering on personal infor-
mation, will get across to the viewer who you are as a 
unique individual. For example, one of my class attendees 
told me that through the LinkedIn pro!le of a prospec-
tive client, he learned the guy collected wines—and he also 
found out which one was his favorite. On the day follow-
ing his proposal presentation, he followed up with a thank-
you note and included a bottle of—you guessed it—his 
prospective client’s favorite wine, and the rest is history. He 
got the order.

 2. Every word in your pro!le is keyword searchable. #us, 
having a beefy pro!le will increase your chances of 
being found. As you know from using Google, keyword 
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searching on the Internet is an extremely powerful tool 
for !nding people. Similarly, searching on LinkedIn can 
produce extremely valuable results. #e search function 
enables you to !nd people who have certain types of 
experience, classi!cations, and/or brands. In subsequent 
chapters, I will address in detail how you can increase 
the likelihood of being found on LinkedIn by strategi-
cally including speci!c information and keywords in the 
various sections of your pro!le.

When I owned the o"ce furniture dealership, I was 
looking for a person interested in bicycling to join a 
group of cyclists for a charity event my company was 
sponsoring. Discovering a bicycling enthusiast who hap-
pens to be an architect or builder would be a home run. 
I would then be able to advance a professional relation-
ship, help a charitable organization, and enjoy a day of 
bicycling. #erefore, I searched the words builder, archi-
tect, cycling, and bicycling and instantly had my choice 
of architects and builders with whom to spend the day. 
Without those keywords in their pro!les, none of these 
people would have been found. #e power of searching 
is discussed in detail in Chapter 10.

 3. A beefy pro!le shows that you are not a dinosaur. What 
do I mean by this? For those of us in the Baby Boomer 
generation, people tend to appreciate the experience we 
possess, but they are also interested in knowing whether 
we are keeping abreast of the latest trends in the business 
world, including social media. A beefy pro!le will demon-
strate you are on top of current trends in your profession 
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or occupation and you embrace technology. You are not 
a dinosaur.

 4. You should expect your pro!le to regularly be compared 
with those of your competitors. #erefore, in order to gain 
a competitive advantage, you will want your pro!le to 
include a plethora of information, keywords, and details 
about who you are, what you hope to accomplish, and how 
you might be able to assist others.

Many savvy LinkedIn users will review a person’s pro-
!le before meeting with her for the !rst time. Personally, 
I always talk about common interests, mutual friends, or 
some other interesting fact I found on her pro!le before I 
jump into, “So, I hear you need some LinkedIn training.” 
Business professionals use their LinkedIn pro!les to tell their 
stories. As a result, it can be extremely bene!cial to review 
the pro!le of the potential customer, prospective employee, 
vendor, or other person with whom you desire to have a 
business relationship. Because of the vast amount of infor-
mation available on the Internet in general and on LinkedIn 
in particular, it has become commonplace to “shop” several 
vendors online before engaging in direct communication.

Do yourself a favor and take a look at the pro!les of 
some of your competitors. Observe what they are say-
ing about themselves—awards they have won, certi!ca-
tions they hold, types of projects they have worked on, 
etc.—because this may jog your memory and remind you 
of similar information you could include in your pro!le. 
Based on the information contained in the pro!les, would 
a potential customer be encouraged to do business with 
you as opposed to one of your competitors? If you think 
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your competitor would get the nod, then start bee!ng up 
your pro!le.

Now that you know the reasons you want your pro!le to be 
beefy, the next several chapters will show you the steps to making 
sure you have all the necessary information on your pro!le.

APPLYING THE POWER FORMULA

 It will be awfully hard for you to delegate the step of creating 

a beefy profile to someone else. No one knows your story 

like you do or can feel as passionate about why that story 

makes you the best at what you do. That passion will be evi-

dent if you personally craft a beefy profile that explains your 

unique experience.

 Try not to turn your profile into a bunch of marketing gobble-

dygook. People want to read about what you have done in 

a simple, understandable format. You need to impress them 

with what you have accomplished, not with how many buzz-

words you can include.

Start to assemble the details of your unique experience by 

reviewing all of your past jobs and awards, but do not wait 

to get going on this until you think you have it all together. 

Subsequent additions to your profile are not only fine but 

preferable. I will address that topic in more detail later in 

this book.
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Take full advantage of every space on your profile with the 
help of the handy tip sheet “It’s All About Character: Take Full 
Advantage of Every Space,” available on page 179. 
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Your 10-Second Bumper Sticker
!e LinkedIn Pro"le: 

Personal Identi"cation Box

#e !rst item on your LinkedIn pro!le is what I like to refer to 
as your “top box” (see Figure 4.1). #is box identi!es you with 
several key pieces of information, including your name, headline, 
photograph, location, industry, experience, education, websites, 
and contact information. In this chapter I will address the three 
most prominent items—name, photo, and headline—because 
this information is used to identify you throughout the LinkedIn 
site. Some people will never go to your pro!le to look at the 
details, but they will see your personal identi!cation box—what 
I like to refer to as your “10-second bumper sticker” (see Figure 
4.2). Let’s address those components one at a time.
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Figure 4.1: Your top box is front and center on your profile. Follow my 

guidelines and make a great first impression.

Wayne Breitbarth
Social Media Trainer Speaker & Consultant | Author,

Greater Milwaukee Area | Professional Training & Coaching

THE POWER FORMULA FOR LINKEDIN SUCCESS |
Office Furniture Consultant

Current

Previous

Education

The Power Formula for LinkedIn Success, M&M
Office Interiors, NSA Wisconsin (National Speakers
Association) 
Eastbrook Church, Russ Darrow Automotive
Group, Heiser Automotive Group 
Marquette University

Email

Twitter

wbreitbarth@mmoffice.com

Websites
WayneBreitbarth
Wayne’s LinkedIn Website
Free Weekly LinkedIn Tips
Free LinkedIn Resources

connections
500+

Contact Infowww.linkedin.com/in/waynebreitbarth/

Improve your profile Edit

Figure 4.2: A businesslike photo and compelling headline will help you 

achieve maximum impact from your 10-second bumper sticker.

Wayne Breitbarth
Social Media Trainer Speaker & Consultant... 

View ProfileConnect

Your Name
#is element is pretty  self-explanatory. Your name should include 
nothing but your full name, unless you have high-level academic 
degrees or easily recognizable certi!cations, such as PhD, MD, 
CPA, and certain other high-level insurance classi!cations or 
nursing classi!cations, etc. Personally, I  wouldn’t include designa-
tions on the level of an MBA.

Since there will undoubtedly be people who will only know 
them by their maiden names, some married women who have 
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taken on their husband’s last name !nd it useful to list a maiden 
name in parentheses—for example, Susan (Jones) Cunningham. 
You can also list your maiden name, former name, or nickname 
on your pro!le by using the Former Name !eld. To access this, 
go to “Pro!le” on the top toolbar and choose “Edit Pro!le.” Click 
the pencil icon next to your name and !ll in the box labeled “For-
mer Name.” #en choose whether you want this name visible to 
only your !rst-level connections, your entire network, or every-
one on LinkedIn. Your former name will only appear in LinkedIn 
searches—not searches done on Internet search engines.

Your Photograph
Most LinkedIn experts are in agreement on the importance of 
including a photograph in your pro!le, as well as the bene!t of 
using a headshot (professionally taken or near professional qual-
ity) of yourself wearing business attire, smiling, and looking like a 
person with whom people would want to do business.

Let’s talk about why personal photographs are a hang-up for 
some people, especially members of the Baby Boomer generation. 
Plain and simple, we Baby Boomers are afraid to admit that we 
are in our !fties or sixties. Well, the reality is that you cannot hide 
behind the computer screen and pretend you are twenty-eight years 
old forever, and you surely are not going to be able to hide your age 
when you show up for the job interview or when you show up to 
collect the check for the order the customer placed after you found 
him on LinkedIn and put together the sale. So get over it!

Many times people will remember a face before they remem-
ber a name. I want to be the person people !nd on LinkedIn the 
day after they meet me at an event and say, “I really liked that bald 
LinkedIn guy. #at’s the guy. I recognize him by his picture.” #e 
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person who recognizes you from your photo may be the one who 
leads you to your million-cubicle sale.

Your Headline
A basic headline consists of the company you work for and the 
position you hold there, but the headline !eld can contain 120 
characters, and it is your opportunity to tell an abbreviated ver-
sion of your story. In it, you will want to describe your experi-
ence and mention how you can help someone who sees your 
pro!le or 10-second bumper sticker. You can edit your headline 
by clicking the pencil icon next to your current headline.

For the !rst seven or eight months I was on LinkedIn, my 
headline read, “President and Owner, M&M O"ce Interiors, 
where we give you the space you want and the experience you 
deserve, and LinkedIn trainer.” “#e space you want and the 
experience you deserve” is the tagline for the company I owned 
at the time. I loved my tagline. I paid a lot of money for my 
tagline. It was the result of very extensive research, and I de!-
nitely think it stands for the brand the company has in the 
marketplace. However, as much as I loved my tagline and what 
it says, it did not clearly state that my number-one priority was 
selling o"ce furniture. So I changed my headline to “President, 
M&M O"ce Interiors, where we have served the o"ce furni-
ture market for over 50 yrs, and LinkedIn Trainer.” It didn’t 
incorporate my business’s tagline, but it better described me 
as a business professional. Unless you work for a multinational 
corporation that is a household name, you cannot assume the 
readers of your pro!le will know what type of products or ser-
vices you provide. It is imperative for your headline to clearly 
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express what your company does and/or what your business 
proposition is.

If you have multiple jobs or a primary job and a secondary 
job, be sure to list all positions you hold. Currently my primary 
position is social media trainer, speaker, and consultant, but I am 
also still a"liated with the furniture company I previously owned,  
and thus I have listed both positions as part of my headline. If 
you are looking for a job, your headline should clearly state that 
you are a job seeker looking for a position as an IT professional in 
the food manufacturing/distribution business, for example. If you 
do not enter a customized headline, LinkedIn will use your most 
recent job title and company name as your descriptive headline. 
But do take time to create a powerful headline; it could be the 
deciding factor in someone’s choice to connect with you or look 
at the details in your full pro!le.

I personally prefer a narrative-type headline, but a popular 
alternative is a style that consists of keywords separated by the pipe 
symbol. To get the pipe symbol, use the shift key together with the 
backslash key. Some people choose this option because LinkedIn’s 
current search ranking formula gives extra weight to the words in 
your headline. Because you only have 120 characters available for 
your headline, using the pipe symbol will allow you to put more 
keywords in your headline. I currently have three positions I want 
to include in my headline, and thus I’ve found it necessary to switch 
to the pipe key option, and my headline looks like this:

Social Media Trainer Speaker & Consultant | Author, THE 
POWER FORMULA FOR LINKEDIN SUCCESS | O!ce 
Furniture Consultant
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Whichever option you choose, include your most impor-
tant keywords, so that when people search for the keywords you 
included, they will !nd you—and not your competitor who  didn’t 
think to put keywords in his headline.

In summary, I cannot overemphasize the importance of 
your 10-second bumper sticker. It will travel with you and be 
your identi!er throughout LinkedIn. Be sure it is thorough and 
correct. If you do not have a photograph or a complete head-
line, you may cause someone to question your credibility or fail 
to thoroughly understand your business. As a result, he or she 
may choose to do business with someone else. Follow the steps I 
have outlined, and you will be on your way not only to a great 
10-second bumper sticker but also to a terri!c LinkedIn pro!le.

APPLYING THE POWER FORMULA

 Your goal with the headline is to create a compelling 

marketing statement about your unique experience in 

just 120 characters, while also including some critical key-

words. Create a few drafts of your statement, and then ask 

several of your closest connections for a critique of what 

you have written.

 Do not use an outdated photo of yourself. You are attempt-

ing to demonstrate your unique experience, and experi-

ence comes with age. People need to see you in that photo 

and put that picture together with the person they just met or 

are going to meet.
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Create a magnetic profile with the help of “Profile Perfection: 
A Checklist for LinkedIn Optimization,” available on page 183.  
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Resume on Steroids
!e LinkedIn Pro"le: Experience Section

As mentioned earlier, I like to think of the LinkedIn pro!le as a 
“resume on steroids,” and the section of your pro!le that most 
resembles a traditional resume is the Experience section. You will 
!nd this section toward the bottom of your pro!le, and some of  
the information in your Experience section is also summarized 
within the top box. 

People often ask me what jobs they should put on their pro-
!les. #ese are the criteria I suggest you use, not only for jobs but 
for anything else on your pro!le:

 1. Does putting this on my pro!le add to my story or increase 
my credibility?

 2. Does putting this on my pro!le make it easier for people to 
!nd me?
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 3. If I do not put this on my pro!le and my competitors have 
it on their pro!les, will I be at a competitive disadvantage? 
In other words, will I be mad I  didn’t include it on mine?

If the answer to any of these three questions is yes, then, by all 
means, include the position on your pro!le.

My recommendation is to put every job you have ever held 
on your pro!le. Describe them in detail—the position you held, 
what you accomplished, and what experience you gained—and 
include a list of awards you received while you held each job. 
Use plenty of relevant keywords. You will want to highlight not 
only your present area of expertise but also any specialties relating 
to previous positions. #is is important because when someone 
searches LinkedIn for a professional with experience in multi-
ple disciplines, the combination of keywords will increase your 
chances of being found.

It is very important to spend plenty of time crafting the job 
descriptions on your pro!le. All too often people fail to spend suf-
!cient time on this because the detail of previous jobs in the Experi-
ence section shows up so far down the page, and they are tired or 
anxious to move on to other tasks. Do not make this mistake. You 
never know which job experience or accomplishment will put you 
ahead of the other candidates in the eyes of a potential customer or 
employer. And if certain keywords show up multiple times on your 
pro!le because you use them in multiple job descriptions, you will 
be listed higher in the search results, which is de!nitely a good thing.

You will also notice that on my pro!le I have listed several 
volunteer positions (see Figure 5.1). Viewers of my pro!le can see 
I am actively involved in giving back to my community, and most 
of us like to hire and work with people who care about others. 
#is is another way to impress viewers of your pro!le prior to a 
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face-to-face meeting or telephone call. For job seekers, listing vol-
unteer positions and relevant extracurricular experience is a must. 
For new graduates, where actual job experience may be in short 
supply, this is your way of showing potential employers that you 
have been actively involved with speci!c organizations, worked as 
part of a team, held leadership positions, and contributed to your 
community. I prefer to list some of my charitable activities in the 
Experience section because then they will appear closer to the top 
of my pro!le. In Chapter 9 I discuss using an add-on pro!le sec-
tion called Volunteer Experience & Causes—another great place 
to list (and promote) your favorite organizations.

Another reason for listing all jobs you have held is that recom-
mendations must be attached to a job or education entry; a person 
cannot post a general recommendation to your pro!le. #erefore, 

Figure 5.1: Improve your credibility by including your volunteer positions.

Board Member

Founder, Volunteer High School Mentor

The Community Warehouse

Urban Promise Lunch Club

January 2007 — Present (6 years)

October 2008 — Present (4 years 3 months)

Community Warehouse is a non-profit, faith-based provider set up to serve people in the 
Milwaukee community with affordable home and facility improvement materials. Our goal is to 
partner with foundations, non-profits, individuals, builders, contractors, manufacturers and 
retailers to provide the resources that are needed for rebuilding Milwaukee’s under-resourced
communities and as a result, significantly improve the quality of life in our neighborhoods. 

Whether it’s a simple home improvement project or drastic renovation, Community Warehouse
is committed to helping our members in any way possible. We believe that self-respect and 
dignity come from having a safe and pleasant home to grow in. We’re doing our job when our
members are proud of their place and happy to be home. 

Community Warehouse’s focus is to provide relief to Milwaukee neighborhoods in need. We
want to turn areas into neighborhoods and houses into homes. Together, we’re offering hope
and changing lives one household at a time. 

We meet at Ronald Reagan High School, an MPS school on the south side of Milwaukee. We
have lunch, a short talk/speaker, and then meet with students one on one to help them with life
issues, college selection/criteria, jobs, and anything else the students want to talk about. We are
always looking for additional mentors/volunteers. Contact me if you are interested in being part 
of our team. 
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every job listing gives you another opportunity to include an 
enthusiastic recommendation from a trusted colleague, professor, 
previous employer, or satis!ed customer.

#e Experience section is an extremely important component 
of your “resume on steroids.” Spend a signi!cant amount of time 
writing a detailed description for all jobs listed—remember, your 
bee!ness in this area will help you tell the story of who you are as 
a professional and will give you many chances to use keywords.

APPLYING THE POWER FORMULA

 In order to be sure each entry you make on your profile thor-

oughly explains your unique experience, try to think of 

each job as if it were the only one you ever had. This will help 

you get very detailed in terms of experience, accomplish-

ments, awards, responsibilities, etc. Sometimes we tend to 

cut corners because, in total, the profile looks fine. However, 

you never know which of those details presented in a job 

listing will resonate with the reader of your profile or be the 

important keywords that help someone find you.
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Put Your Best Foot Forward
!e LinkedIn Pro"le: Additional Top Box Items

In this chapter I will cover the remaining items included in 
the top box of your LinkedIn pro!le. #ese entries are front 
and center in an abbreviated form when someone views your 
pro!le, and the detail is listed further down on your pro!le.

Your Location and Industry
#is component of your top box represents the location and indus-
try in which you do business. LinkedIn will assign you a region 
based on the zip code you provide, but you will need to manually 
select your industry from the list LinkedIn provides. #e indus-
tries currently o$ered by LinkedIn are not very speci!c in some 
cases, but they are adding more all the time. For example, “o"ce 
furniture” is not on the list at this time. Because M&M O"ce Fur-
niture provides interior design services, its employees could select 
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“design.” However, they choose “furniture” because it more accu-
rately describes their industry. If LinkedIn does not currently have 
a category for your industry, I suggest you check on a regular basis 
to see if they’ve added an industry designation that more closely !ts 
your business.

Education
I recommend that you list all the education you have had, includ-
ing high school, college, and any signi!cant additional education 
you received that relates to your industry and/or specialty. One of 
the bene!ts of listing all your educational background is that when 
you are looking to add lots of connections in a hurry—which we 
will discuss in a subsequent chapter—LinkedIn helps you use the 
schools or other institutions you attended as a way of !nding peo-
ple with whom you might like to connect.

People sometimes ask me why I would want to list my high 
school. #e !rst reason is that it can help people !nd you. #e sec-
ond reason is that people tend to like to do business with fellow 
alumni, whether they are from high school or college. You cannot 
predict why a person might select you over your competitors, but 
a common educational experience could be the deciding factor. 
So, do yourself a favor and list all schools you have attended.

Under each educational entry, include speci!c information 
regarding what your degrees required and what credibility you 
have because of those degrees. #is could include speci!c classes, 
internships, leadership roles, study abroad experiences, or anything 
else you feel shows that your educational experience was more 
comprehensive than simply completing the coursework required 
to receive a degree or certi!cation. #is is another great way to 
add credibility to each and every entry on your pro!le. You can 
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also list signi!cant industry-speci!c classes, workshops, or semi-
nars you have attended by going to the Education section of your 
pro!le, clicking the “+ Add” icon, and then typing in the “School 
Name” box the name of the school or organization that provided 
the training or education.  You can then type in whatever informa-
tion about that opportunity you feel will enhance your credibility 
(see Figure 6.1). An added bene!t to listing every educational expe-
rience is, of course, the opportunity to receive recommendations 
for each of these entries.

Contact Information
#is section is very important but somewhat hidden. If you click 
the “Edit Contact Info” box (see Figure 6.2), you can add your 
contact information, including e-mail, phone, IM, address, web-
sites, and Twitter. Include whichever ones you use consistently 

Figure 6.1: Enhance your credibility by highlighting nontraditional edu-

cational experiences.

School*

Dates Attended

Degree

Field of Study

Grade

Activities and Societies

Description

!

!

!

! Or expected graduation year

Examples: Alpha Phi Omega, Chamber Chorale, Debate Team

EDUCATION +  Add   |
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and feel comfortable sharing. Your !rst-level connections will see 
all of this information. However, other people will only be able to 
see your websites and Twitter information.

Figure 6.2: How much contact information you share is up to you.

Twitter
Websites

WayneBreitbarth
Wayne’s LinkedIn Website
Free Weekly LinkedIn Tips
Free LinkedIn Resources

 Edit Contact Infowww.linkedin.com/in/waynebreitbarth/       Edit

Email

IM

Phone

Visible to everyone on LinkedIn

Visible to your connections

wbreitbarth@mmoffice.com
Address

Websites
Included in the Contact section is Websites, which contains hyper-
links to speci!c web pages. People typically have only one thing listed 
here, most often the website of the company they work for, and the 
link is usually titled “My Company.” Your company’s website is a 
good place to start, but there is a lot of marketing opportunity going 
to waste if you stop there. You can designate up to three links. Link-
ing enables you to direct people to wherever you would like them 
to go, giving you the opportunity to send people not only to your 
company website but also to, for example, a sign-up sheet where they 
can get on your mailing list. You can link to videos, on YouTube or 
elsewhere on the web, and you can link to other social media sites 
like Facebook, your blog, etc.

Websites is also a great place to display additional areas of 
interest, such as organizations and charities in which you are 
involved, and you will be promoting these organizations’ websites 
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by adding them to your pro!le. You have lots of 'exibility here, 
and you do not have to list the URL of your LinkedIn pro!le as 
one of the three sites. Using all three for links to other websites 
will also move your LinkedIn pro!le up in the search results of 
sites like Google, Bing, and the other search engines.

Be sure to describe each of these websites. Most people don’t 
realize they have this option and go with the default of “My Com-
pany” or “My Blog.” In reality, you can describe your websites with 
up to twenty-six characters. Don’t miss this opportunity to brand 
these websites and give one more little marketing push about what 
you do and what you stand for. You can alter the website’s descrip-
tion by selecting “Other” in the pull-down menu and then typing 
the new description in the box next to the link (see Figure 6.3).

Figure 6.3: Creative website descriptions will encourage readers to 

take a look at your websites.

Public Profile URL
When you join LinkedIn, you in e$ect create your own one-page 
website—your LinkedIn pro!le. If you look at Figure 6.4, you 
will see an example of a URL LinkedIn automatically assigned to 
a pro!le. Notice that it includes the user’s name and several other 
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seemingly random characters. LinkedIn does, however, allow you 
to assign your pro!le a more descriptive URL, and most people 
choose to simply add their name after www.LinkedIn.com/in/ 
(see Figure 6.5). I’m lucky to have a unique name that no one 
had claimed yet, but when you are in Edit Pro!le and click the 
Edit button next to your public pro!le URL, you may !nd that 
your name has been taken. If that’s the case, you can add a middle 
initial or a number following your name in order to save the URL. 
Changing this address to something closer to your actual name 
provides a more professional appearance when you use the URL 
on your resume, letterhead, and/or business card so that people 
can easily access your pro!le—your “resume on steroids.”

Figure 6.4: Your initial public profile URL includes random numbers 

and characters.

http://www.linkedin.com/pub/dave-johnson/8/216/119 Contact Info

Figure 6.5: A personalized LinkedIn URL will enhance your marketing 

and branding efforts.

http://www.linkedin.com/in/waynebreitbarth       Edit Edit Contact Info

#is brings up a point you should understand: When you build 
a personal LinkedIn pro!le, you automatically create a public pro-
!le, which can be seen by anyone on the Internet who visits your 
URL. However, you can control exactly how much information is 
in the public domain, which I refer to as the “Google world,” and 
how much you share only with the LinkedIn community. If you 
have a photograph on your LinkedIn pro!le, you can choose to 
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omit the picture from your public pro!le so that people searching 
on Google cannot see it. When people are searching on Google or 
other search engines, your public LinkedIn pro!le will typically 
come up on the !rst page—hopefully it is the very !rst thing that 
shows up—but it does not need to have all the same content as 
your LinkedIn pro!le.

I choose to put everything that I have on my LinkedIn pro!le on 
my public pro!le. I keep my pro!le very professional, and I want all 
that information to be in the Google world. #at way, if a person is 
not on LinkedIn, he can still see all the pertinent information about 
me, all the experiences I have had, the total number of recommenda-
tions I have received, and so on. You’ll have to decide how much of 
this information you want to have available in the Google world, and 
if you stick with a very businesslike LinkedIn pro!le, you should be 
able to put almost everything on your public pro!le as well.

#e items that complete your top box—your location and 
industry, education, contact info, websites, and public pro!le 
URL—are crucial to enhancing your credibility and improving 
the functionality of your LinkedIn pro!le. Don’t lose energy and 
neglect to !ll them in just because you’re getting close to the bot-
tom of your pro!le. #ey are all things that could make you stand 
out as better than the other guy. Be sure to spend the time and 
e$ort to craft them carefully and thoughtfully.
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APPLYING THE POWER FORMULA

 Do not downplay or forget to include the details of your educa-

tional entries; they are an important descriptor of your unique 

experience. With 2,000 characters per job or educational 

entry, you have a lot of space to use. Remember, integrating 

keywords into your profile is part of the goal here as well.

 Your current company’s website should be your first entry 

in the Websites section. This will add to the description of 

your unique experience—especially if the website includes 

customer profiles, a company history, descriptions of what 

your company does, etc.

 I cannot emphasize enough the importance of including 

industry-specific workshops, certifications, and training 

courses as key components of your unique experience. It 

just takes a few moments, and there’s a really good chance 

that your competitors have missed this opportunity, despite 

the fact that they may have the same experience. This can 

be a great differentiator.

Share websites that will generate interest, increase credibil-
ity, and provide business leads with the help of the checklist 
“LinkedIn’s Websites Section: Your ‘Link’ to Future Opportuni-
ties,” available on page 187. 
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That’s My Boy!
!e LinkedIn Pro"le: 

Summary Section

#is chapter will concentrate on the most important section of your 
LinkedIn pro!le outside of the top box: the section right below the 
top box labeled “Summary.” If you opened your LinkedIn account 
before 2012, you may also have a “Specialties” subheading within this 
section of your pro!le (more on this later). I have analyzed hundreds 
of pro!les, and I continue to be amazed by how underutilized these 
two sections are; they can be so powerful in explaining your personal 
and business brand to viewers of your pro!le. #e keywords included 
in them can also be very bene!cial in helping people !nd you.

Summary Section
I like to think of this section as your cover letter, because in it you 
address the reader just as you would in a traditional cover letter. 
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You can also use the summary to direct people to other sections of 
your pro!le and emphasize or summarize information you have 
detailed elsewhere.

#e Summary section can contain up to 2,000 characters, and 
I recommend taking full advantage of every available character. If 
you write this section in narrative format, I suggest you use !rst 
person, as if you were talking directly to the person reading your 
pro!le. Another option is to compose the section in a concise, 
bulleted format. My preference is for the narrative format because 
it allows you to write as you would speak, giving the section a 
conversational feel.

If you do write the Summary section in narrative format, con-
sider the speci!c items you need to cover and the major topics you 
want to address. You may have several businesses and/or interests 
you want to highlight in this section of your pro!le, but this isn’t 
a place to list every detail of every job you’ve ever had. Save that 
information for each respective job description in the Experience 
section, where you get 2,000 characters for every job. You can 
summarize some of your work experience in this section, but it 
is best to use your !rst paragraph to outline what you are trying 
to accomplish as a professional, who your perfect customer is, or 
other information that will help the reader relate to you. After 
reading the !rst paragraph of your summary, you want the reader 
to say, “I’d love to meet this person.”

If you are a job seeker, this section should start o$ with a few 
sentences outlining the types of jobs that would be a perfect !t 
for your knowledge and skills. #e remainder of the summary 
should describe why your experience has led you to that conclu-
sion. Include details about how you have saved your previous 
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employers money or increased productivity. You should explain 
these achievements in the Experience section, but you should also 
brie'y highlight them here as well; some people may not make it 
down to the detailed job description, and this will be your only 
chance to tell them about that achievement. If you are a job seeker 
who is changing career paths, this is the place to explain why you 
have decided to make a change after years in a di$erent industry 
or company.

#ese are some of the topics you may want to include in this 
section, depending on what your strategy is:

A brief summary of the types of job experiences you 
have had
 Highlights of speci!c (hopefully quanti!able) things you 
have accomplished
 An excerpt from a letter of recommendation or testimonial, 
especially if you have not been able to obtain a LinkedIn 
recommendation from the person who wrote it
 Some of your hobbies or interests and why they make you a 
desirable employee or business partner
 Steps the reader can take to get further information on some 
of your accomplishments, projects you have completed, or 
awards you have won
 Why you think your experiences make you quali!ed for this 
next career step
 A brief description of any business relationships that have 
brought about superior results
 New markets you are considering going into and how view-
ers of your pro!le might !t into your plan
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My LinkedIn Summary Section
Here is my LinkedIn summary, which will hopefully demonstrate 
the concepts discussed:

I am a social media consultant, speaker, and trainer special-

izing in LinkedIn use and strategy. I have trained over 40,000 

businesspeople—from entry level to CEO—on how to effec-

tively use LinkedIn. I help companies develop a comprehensive 

strategy for using LinkedIn to grow their business and build 

their brand. I then train their team on how to use LinkedIn to 

meet their objectives.   

I am consistently asked to speak at Executive Agenda (EA), 

YPO, and TEC meetings, as well as CEO Roundtables and 

Renaissance Forums (REF), where my thirty years of experi-

ence as a business owner and manager enables me to help my 

peers understand how social media can benefit their compa-

nies. My diverse business experience also allows me to share 

real-life stores 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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** I AM NOT ENDORSED BY, CERTIFIED BY, SPONSORED 

BY, NOR AFFILIATED WITH LINKEDIN CORPORATION IN 

ANY WAY.

***********************

I am also CFO and an office furniture consultant with M&M 

Office Interiors, a full-service office furniture dealership. We 

are the exclusive distributor of Haworth office furniture and 

architectural interiors products in southeastern Wisconsin.

As you can see from my Summary section, you can break up 
this section with a row of dashes, stars, or dots. #is indicates 
to the reader that these are separate and distinct endeavors. 

#is section should be written so that if your mother read it, 
she would say, “#at’s my boy!” Make sure this “cover letter” sec-
tion of your pro!le will be clearly understood by most people and 
it is not loaded with gobbledygook or jargon. Yes, you still need to 
be very conscious of the keywords that will put you in the search 
results you want to be in, but also be sure your story is well-told 
and the reader can clearly see the experiences and accomplish-
ments that got you where you are in your career.

Since LinkedIn does not have a built-in spell-check, write 
this section in Microsoft Word or another word processor, 
do a spell-check, count the number of characters (remember,  
LinkedIn only allows 2,000), and then paste the contents of 
that document into LinkedIn, con!dent that your mother will 
be proud.
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Specialties
Below the Summary section, you might have a subsection labeled 
“Specialties.” I wish I could be more speci!c, but, as with most Inter-
net sites, change is ongoing. At the time of this writing, I still have 
a Specialties section, but people with newer accounts do not have 
access to this section. LinkedIn does not always make changes and/or 
add new features across the board; rather, some users will see potential 
changes or additions in beta. But this is the !rst time I’ve seen current 
users retain a feature while newer users are not given access to the fea-
ture. #erefore, if you have a Specialties section, don’t delete it—you 
may not be able to get it back! And I’m hoping my Specialties section 
doesn’t simply disappear some day, because I am maximizing my use 
of the 500 available characters in that section. 

If you are a newer user and don’t have a Specialties section, 
you should consider using part of your Summary section to list 
your specialties. You may also !nd it advantageous to put in a list 
of keywords as well. You will see an example of this in my Special-
ties section below.

I like to think of the Specialties section as your pantry full of 
keywords. In my Specialties section, I begin with a comprehen-
sive list of the keywords I want to be searched by. #is is another 
way to ensure your name will come up as people search for topics 
relevant to what you do. Do not hesitate to repeat some of the 
keywords you included in the Summary section; using those key-
words multiple times will move you up in the search rankings. As 
you list these keywords, be consistent with the identi!ers you use 
in other materials—like company brochures, websites, and busi-
ness cards—so there is consistency between all those marketing 
vehicles and your LinkedIn pro!le.
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My LinkedIn Specialties Section
Here is what I’ve listed in my Specialties section. Notice that I 
included a frequent misspelling of my last name, which ensures 
I’ll be found even if someone makes this common mistake. If the 
Specialties section is not available to you, I suggest you include 
common misspellings of your name in your Summary section.

KEYWORDS: Office furniture, interior design, Wisconsin, 

Milwaukee, Linked In, Christian, accountant, CPA, interiors, 

furniture, raised floors, moveable walls, social media, trainer, 

teacher, instructor, speaker, author, consultant, business devel-

opment, networking, Brietbarth (sp), LinkedIn Power Formula, 

Haworth, Office Furniture USA (OFUSA), OFS, LaCasse, Hon  

Corporate Consulting on LinkedIn 

Corporate Training on LinkedIn 

Speaking: conventions, industry events, keynote speaker

If you are a company owner, make sure all your employees who are 
on LinkedIn use the same type of wording when describing the 
company and its history and accomplishments. It is very impor-
tant for a company to present a consistent, keyword-searchable 
message throughout the LinkedIn universe.

You may !nd it bene!cial to review the Summary and Spe-
cialties sections put forth by some of your competitors. Seeing 
how they state their business proposition may assist you in think-
ing about how your business is di$erent from theirs. Remember, 
none of us has cornered the market on being the only smart guy 
on LinkedIn. Learn from the pro!les of your competitors—that 
is one of the beauties of LinkedIn.

As I close this chapter, I want to emphasize an important point 
that applies to your entire pro!le but tends to crop up most often as 
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people write their own Summary and Specialties sections: You must be 
willing to brag about yourself when documenting your accomplish-
ments and experiences on your pro!le. If you have trouble doing this, 
have someone else help you describe why you are the perfect person for 
the job or why you should be the vendor of choice. Remember this, 
too—your competitors will undoubtedly have no trouble bustin’ their 
buttons with pride, so you’d better not be shy about bustin’ yours.

APPLYING THE POWER FORMULA

 “Talk to me.” That is the phrase I want you to keep top of 

mind as you write your Summary section. This is one of the 

few parts of your profile where you have a blank space and 

no specific boxes to fill in as you share the story of your 

unique experience.

 Take your current marketing materials (brochures, websites, 

handouts, etc.) and identify all the brands you represent, and 

include as many as possible in your Summary section.

If your proposition is unique—for example, if you are the 

only person in your region representing a particular brand—

make sure the person viewing your profile knows this by 

including this information in your Summary section.

 If you have unique, important terms that are often mis-

spelled, consider including the misspelled form. That way, 

when someone searches by that misspelled word, you will 

still be found.
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Aren’t You Any Good?
!e LinkedIn Pro"le: Recommendations

Recommendations are a critical element of your pro!le for the 
following reasons:

 1. Recommendations are outside veri!cation of the informa-
tion you have provided on your pro!le.

 2. Words included in the recommendations are keyword 
searchable.

 3. #e number of recommendations you have is one of the 
weighting criteria in ranking search results on LinkedIn.

For these reasons, it is imperative that you get recommendations. 
I urge you—please, please, please, do not skip this important ele-
ment of your pro!le. Spend time on it. Particularly if you are a job 
seeker, do not skip this part. It is one of the major things you will 
have going for you when it comes to the credibility of your pro!le.
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If you are hesitant to go about getting recommendations, let 
me ask you this question: Aren’t you any good? Of course you 
are. You, like most experienced businesspeople, have undoubt-
edly established a great reputation in your marketplace relating to 
the goods and/or services you provide. By working hard to get 
LinkedIn recommendations, you are simply documenting your 
great reputation so that people who review your pro!le will 
understand who you are and what you stand for, which is sure to 
result in improved business opportunities in the future.

Before he or she can post a LinkedIn recommendation on 
your pro!le, the person writing it must have a LinkedIn account 
and be connected to you. #erefore, if you have an important 
connection who is not on LinkedIn but who may be willing to 
write a LinkedIn recommendation for you, you might have to 
take some time to show him why he should be on LinkedIn, help 
him set up his pro!le, and then ask for the recommendation. You 
will be doing him a tremendous favor, and at the same time he 
will be helping you.

How Many Recommendations Should 
I Have?
I recommend that you seek out two or three recommendations for 
every job you have ever had. You should also seek out two or three 
recommendations for any work you have done with nonpro!t orga-
nizations and for each educational experience, especially if you are 
a young business professional or in job-seeking mode. Many people 
assume that the more recommendations you have, the better you 
are at what you do. So get busy and secure those recommendations, 
bearing in mind that quality is as important as quantity.
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What Should My Recommendations Say?
Recommendations should be speci!c and strategic, and you 
should attempt to get them from the most in'uential people will-
ing to comment on each position you have held. Assist the per-
son writing the recommendation by reminding her of some of 
the accomplishments, skills, or speci!c things you brought to the 
workplace. Many people are willing to write a recommendation 
but need to be reminded of your noteworthy accomplishments. 
Sending them a list of speci!c achievements and helpful key-
words will not only make the task of writing a recommendation 
less time-consuming but may also result in a more accurate and 
e$ective recommendation.

Here is an example of a well-written recommendation I 
received from a person who attended one of my LinkedIn classes:

Wayne facilitated a LinkedIn training session for the UWM 

School of Continuing Education. His information was practical 

and immediately applicable—I came back from the training and 

updated my profile and applied several of his other tips right away.

Just as beneficial as his training sessions are the wonderful 

tips he sends via e-mail to those who choose to receive them. 

Today’s tip on saving my contacts and profile took just a couple 

of minutes and could potentially save me a large amount of time 

and frustration should something ever happen to my profile.

Furthermore, Wayne is more than willing to go above and 

beyond to help educate others on using LinkedIn as an effec-

tive tool, which is why I am so excited to have him be a part of 

an upcoming social media workshop in Washington County. But 

most importantly, Wayne’s passion for helping people, whether 

it be in training LinkedIn, choosing the right office furniture, 
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or in any of the various volunteer organizations of which he is 

a member, is so evident and contagious. Thanks, Wayne, for 

sharing your passion and knowledge!

Why Are Recommendations 
So Important?
Recommendations are the only item on your pro!le that you do 
not personally write. And like most information on the Internet, 
pro!les are only as trustworthy as the people who create them. 
Your friends and business associates obviously know you are a 
truthful person, but your pro!le will be viewed by many people 
who are unfamiliar with you. #erefore, recommendations are 
extremely important because they are outside veri!cation of the 
information you have provided on your LinkedIn pro!le. I have 
had several people tell me that recommendations on their pro!le 
were a very signi!cant factor in their ability to land the perfect 
job. In many cases, the hiring executive told them so. 

Recommendations are also important because if a person 
writes a recommendation for you, your name and the fact that 
she recommended you will appear on her pro!le. It’s really cool 
to think about your name popping up on someone else’s pro!le, 
especially if she is a person of in'uence.

Tips for Getting Recommendations
So now you’re probably thinking, Where am I going to get all 
those recommendations? People don’t do those anymore. I don’t 
even know where my ex-boss is! Do not overlook the fact that 
you can get recommendations from people besides your direct 
superior, such as a person who worked above your superior or 



Aren’t You Any Good?  61

the owner of the company. You could also ask a supplier or 
vendor for a recommendation. A customer with whom you 
have had an exceptionally strong relationship may be willing 
to write one for you. Last but not least are coworkers who can 
verify the speci!c points you want to emphasize about your 
background, experience, and work ethic.

As I mentioned previously, recommendations can also be 
posted in reference to educational experiences. I encourage you to 
search out these recommendations, especially if you are a younger 
business professional—and preferably before you graduate. Most 
professors consider it a privilege to assist a good student in secur-
ing his !rst job out of college.

One way to get recommendations is to give recommen-
dations. If you write a recommendation for someone and she 
posts it to her pro!le, LinkedIn will automatically ask her if 
she would like to write a recommendation for you. I am not a 
fan of exchanging recommendations when it simply becomes 
friends endorsing friends. “He’s a really good guy” is simply not 
a recommendation worth having, and sometimes these recipro-
cal recommendations consist of little more than that. However, 
if a recommendation exchange !ts a speci!c need or situation, 
remind the person you are recommending that she could return 
the favor with her own detailed, speci!c, and strategic recom-
mendation of you.

Prior to posting a recommendation to your pro!le, it is 
acceptable to suggest that the writer make revisions or corrections. 
LinkedIn gives you a chance to review a recommendation and 
send it back to the writer to request that any errors be corrected 
or additional details or keywords be added. Generally, the person 
who has written a recommendation for you will be more than 
happy to accommodate your suggestions.
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Let me give you one !nal tip. If you want to have a great 
Monday morning, sit down on Sunday and write three or four 
recommendations for other people, totally out of the blue. If you 
do this, I am con!dent that no later than midmorning on Mon-
day you will receive e-mails, phone calls, and comments through 
LinkedIn thanking you for writing a recommendation. People 
will say, “I can’t believe you took the time to do that for me!” I 
have done this, and it works. #e reason it sets you up for such a 
nice Monday morning is that it gives you a wave of con!dence; 
you’ll be ready to take on the day. Try it. You will have a lot of 
happy friends and connections going forward.

I want to close this chapter with a thought-provoking ques-
tion: How would you feel if your competitors had more signi!cant, 
speci!c recommendations on their pro!les than you have on yours, 
and do you think those recommendations might make a di$erence 
as a potential customer or client reviews both of your pro!les?

Case closed!
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APPLYING THE POWER FORMULA

 You will be surprised by how much your unique connections 

would love to help you document and explain your unique 

experience by composing a well-written recommendation 

for you. Just ask!

 Differentiation from competitors is easy when you get a sig-

nificant number of well-written recommendations.

 An added benefit of receiving recommendations is that the 

writer’s 10-second bumper sticker appears in your profile. 

That sounds like a boost to your unique experience to 

me. And your 10-second bumper sticker will appear on the 

writer’s profile—more great exposure for you.
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Not Your Average Joe
!e LinkedIn Pro"le: 
Professional Gallery, 

Special Sections, and Tools

#roughout the previous chapters on LinkedIn pro!les, I have 
consistently emphasized the fact that one of the major pur-
poses 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 Gallery 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 Gallery
When it comes to enhancing your credibility, in my opinion this 
is the best feature on LinkedIn. You can share hyperlinks to vari-
ous media, such as video, images, documents, and presentations. 
Most media !le types are supported by this feature, but they must 
have a speci!c URL or web page. You can place hyperlinks in the 
Professional Gallery area of your Summary, Experience, and Edu-
cation pro!le sections.

While in the Edit Pro!le mode, go to the speci!c pro!le sec-
tion in which you’d like to add media and click the Add Media 
icon (see Figure 9.1). Type or paste the link to your content in 
the “Add a link” !eld. A picture of your content will appear. #e 
title and description !elds will automatically !ll with information 
from the web page, but you can change or delete this information 
if you prefer. If you follow these steps, your gallery 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.

Social Media Keynote & Breakout Speaker — High-energy,
motivational & results-oriented presentations
Power Formula LLC
December 2008 — Present (4 years 1 month)

“Wayne Breitbarth recently presented two LinkedIn educational workshops at our annual
national association conference. His presentations received very high ratings for both the
quality of the seminar content and his energetic presentation of a subject for which he has great
passion. We would recommend him highly as a presenter on practical strategies and tactics for 
use of LinkedIn for new business development and other professional purposes.”

—Chris Bates, President, Office Furniture Dealers Alliance (OFDA)
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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 
Gallery:

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 links to PDF, Excel, Word, video, and audio !les 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 networking event who was mov-
ing o"ces, right after I’d quit salivating 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 moving 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 relationship 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).

Media-Sharing Sites
If you don’t have a personal or company website where you can 
house your documents and videos, Google Docs is a great alterna-
tive. You can upload or create documents, spreadsheets, presen-
tations, and more. Simply go to docs.google.com and log in or 
create an account. Click on the red “Create” button and choose 
the application you want to use to create your !le. If the docu-
ment you’d like to share has already been created, just click the 
Upload icon (an image of a drive and an arrow). After you’ve cre-
ated or successfully uploaded your !le, click on it and then click 
the blue “Share” button in the top right corner. After you choose 
with whom you want to share your media, either “Anyone with a 
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link” or “Public on the web,” Google will provide you with a link 
that you can put in your LinkedIn pro!le. 

In addition to Google, there are lots of other sites where you 
can put your media !les, and there are new sites popping up 
all the time. For videos, I personally have found YouTube to be 
e$ective and easy to use, but some people prefer Vimeo. I also 
post documents and articles on Scribd and include the links in 
my LinkedIn pro!le. SlideShare works great, too. Whichever site 
you choose, take advantage of the Professional Gallery feature. 
It’s an easy but powerful way to showcase your products, services, 
and expertise.

Special 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:

 Volunteer Experience & Causes 
 Certi!cations
 Languages
 Patents
 Publications
 Skills & Expertise
 Courses
 Honors and Awards
 Organizations
 Projects
 Test Scores



70  THE POWER FORMULA FOR LINKEDIN SUCCESS

In the Edit Pro!le mode, you will see a list of available special 
sections on the top right (see Figure 9.3). Most of these are self-
explanatory, and I suggest adding the ones that are applicable in 
your situation. 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 di$er-
entiating yourself. Stand out from the crowd by adding these spe-
cial sections and telling the world about your unique background 
or circumstances.

#e following tips and strategies will help you take advantage 
of what I consider to be two of the most important special sections.

Figure 9.3: Set yourself apart from your competitors by including these 

special profile sections.

Recommended for you

PROJECTS

LANGUAGES

PUBLICATIONS

ORGANIZATIONS

HONORS & AWARDS

TEST SCORES

COURSES

PATENTS

CERTIFICATIONS

VOLUNTEERING & CAUSES

SUMMARY

SKILLS

PHOTO

EXPERIENCE
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Skills & Expertise
#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, 
as well as o"ce furniture, interior design services, etc. LinkedIn 
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.

In addition to being a great list of keywords, a wealth of infor-
mation is compiled from the LinkedIn database for every skill 
that is part of their database. #is can be accessed by clicking 
“More” on the top toolbar and then choosing “Skills & Exper-
tise.” Figure 9.4 is an example of the information you will !nd for 
the skill entitled “Accounting.” Here are the ones I have found to 
be most helpful:

 Popularity of the skill. #is is its ranking relative to other 
skills in the LinkedIn database.
 Growth trend of the skill. #is shows changes in popularity 
year to year.
 Related skills. Here you might !nd additional skills you can 
include in your pro!le.
 Related locations. Knowing where this skill is most popular 
could help narrow your job search.
 Related companies. #ese are company pages that include 
the skill. I have a feeling these are some of the companies 
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that pay big dollars to LinkedIn already, and it is an addi-
tional bene!t to be listed here.
 People in your network with the same skill. Everyone is 
wondering how you get on this list, but thus far my research 
has not uncovered LinkedIn’s secret formula.
 LinkedIn groups relating to the skill. #is is one of the 
most helpful sections. Make sure you are part of some of 
these groups. Remember, you can join up to 50 groups.
 Current job postings listing the skill. Job seekers, could 
you ask for anything more?

#is is not an all-inclusive list, but you can see how valuable 
this information can be. It is a gold mine for job seekers and com-
panies looking for new employees, but every LinkedIn user can gain 
useful knowledge here. I have personally discovered new groups to 
join and found new skills to add to my pro!le. I’m sure you will 
!nd your own great ways to use this vast collection of information.

Figure 9.4: Take advantage of the valuable information and statistics 

LinkedIn provides about skills.

Skills & Expertise 

Accounting Search Skills & Expertise 

Accounting 

Related Skills 

GAAP 

CPA 

Fixed Assets 

Financial Reporting 

General Ledger 

Financial Accounting 

Tax Returns 

Accounting Issues

Consolidated Financial 
Statements 

Tax Preparation

US GAAP

IFRS

Accounting Standards

Depreciation

Accounting

Primary Industry: Accounting 

Accountancy is the process of communicating financial information
about a business entity to users such as shareholders and 
managers. The communication is generally in the form of financial
statements that show in money terms the economic resources
under the control of management: the art lies in selecting the 
information that is relevant to the user and is reliable. The
principles of...
More on ‘Accounting’ at Wikipedia

Listed on your profile 

Tom Jones
CFO at Jones Carpet

!
!

2nd

See Suggested Skills 

Paul Johnson
CEO at Western CPE

Tom possesses innate leadership, management and
interpersonal skills. He has a proven record to work...

In 1991, Dr. Paul Johnson organized an accounting 
conference in Whitefish, Montana, in conjunction with...

PWC
Accounting, Greater New York City
Area 

Ernst & Young
Accounting, London, United Kingdom

KPMG US
Accounting, Greater New York City
Area

Related Companies 

Relative Growth Size Age

CPA

Accounting

Financial Rep...

GAAP

Fixed Assets

-10% -8 -6 -4 -2 0%

Accounting Professionals 

Most popular skill 

-5% y/y

beta 
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Endorsements
An additional bene!t of having skills and expertise 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 
endorsements 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:

Only !rst-level connections can endorse you.
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.
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.
LinkedIn ranks your skills by the number of endorsements 
you’ve received—your skill with the most endorsements is 
at the top of the list. Because most people will simply look 
at the !rst few entries, you will want to focus on including 
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the skills that are currently important to you. Getting lots of 
endorsements for skills you have but aren’t currently using 
may not be very productive.

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 

Figure 9.5: Help yourself and the charitable organizations you care about 

by including them on your profile.

VOLUNTEER EXPERIENCE & CAUSES

Board Member, Treasurer & Classroom Volunteer
Make A Difference—Wisconsin
September 2006 - Present (6 years 4 months) | Education

Causes you care about:

Organizations you support:

Make A Difference—Wisconsin, Inc. is a 501(c)3 non-profit agency founded in 2006 with a 
mission to provide financial literacy programs and resources that empower students to make
sound financial decisions.

Make A Difference—Wisconsin engages volunteers from the local business and professional
community in the delivery of financial education.

Studies show that U.S. teens are graduating from... more

▪ Children
▪ Education
▪ Human Rights
▪ Financial Literacy

▪ Promise Keepers
▪ International Justice Mission
▪ World Vision
▪ Make A Difference
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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 
(see Figure 9.5 on page 74). 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!

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 Gallery—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 
move those entries up above your Summary section, or at least 
above your Experience section. In Edit Pro!le mode, you will see 
an up-down arrow to the right of each section of your pro!le. 
To rearrange the sections, simply drag the up-down arrow to the 
desired location (see Figure 9.6).
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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 
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

Figure 9.6: Strategic placement of your profile components can greatly 

improve your effectiveness.

Author of “The Power Formula for LinkedIn Success: Kick-start 
Your Business, Brand and Job Search”
Power Formula LLC
March 2011—Present (1 year 10 months)

∙ #1 LinkedIn book on Amazon.com
∙ 800-CEO-READ 2011 Business Book Awards Finalist

“There are lots of books on the market about LinkedIn, Wayne. What makes yours different?”

Yes, there are lots of LinkedIn books, but most of them are not written by Baby Boomers who 
don’t like change! I once thought I could finish out my career without getting on the LinkedIn
train, but I was wrong.
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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 Gallery
Advice for Contacting [your name is inserted here]

For examples of the types of calls to action I have included on 
my LinkedIn pro!le, see Figure 9.2 on page 67 (Professional Gal-
lery) and Figure 9.7. To view all of my CTAs, check out my com-
plete 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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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 Gallery, special pro-
!le sections, and tools discussed in this chapter will allow people 
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.

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 Gallery for posting cus-

tomer testimonials.

 LinkedIn offers a number of special 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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Who Do You Want to Find?
Searching on LinkedIn

#ere are two major uses of LinkedIn, and we have spent a signi!-
cant amount of time discussing the !rst use: being found. I have 
shown you how to develop a very beefy pro!le, which will allow 
you to be found based on keywords and the story you have told. 
In this chapter I will address the other major use of LinkedIn: 
!nding others. LinkedIn can be used for !nding not only pro-
spective customers and clients but also for !nding:

New strategic vendor and supplier relationships
People you want to join you in a project or endeavor, includ-
ing a charity or not-for-pro!t with which you are involved
New employees
An expert in a speci!c industry
Someone you want to engage in a social/business event (e.g., 
a golf outing or networking event)
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People you want to meet when you are out of town for 
an event
A speaker for an upcoming event you are hosting

By using keywords and other search criteria—such as region, 
job title, group a"liation, etc.—you can easily !nd the people 
you are looking for. Ask yourself, Who do I really want to #nd? As 
a business owner, business developer, or job seeker, you will need 
to identify which keywords the person you want to !nd has most 
likely included in his pro!le. If that person has done a good job of 
creating his pro!le, it will include those keywords.

Bear in mind that by the time this book hits the shelves, Linked-
In will have around 200 million members. In other words, once you 
select your search criteria and hit the Search button, you are looking 
through what is the largest database of resumes in the world. No tool 
like this existed prior to LinkedIn, and the site becomes more and 
more useful each time a new person joins—and two people sign up 
every second of the day. As LinkedIn becomes increasingly popular, 
the database will become that much more useful. But enough of the 
generalities—let’s get on to how an actual search might work.

My friends at M&M O"ce Interiors are always thinking 
about the keywords their potential customers would have in 
their pro!les. Two of those words would be facility and facili-
ties, because in many of the larger corporations the people they 
target have titles like Director of Facilities, Facility Manager, or 
something of a similar nature. #e Advanced People Search func-
tion of LinkedIn is best for this type of searching. If you go to 
the top of any LinkedIn page, you can access this by clicking the 
word “Advanced,” which is just to the right of the magnifying 
glass on the top right of the toolbar. I type “facility OR facili-
ties” in the Title box (see Figure 10.1) and push the blue Search 
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button at the bottom of the screen (read more about the “or” 
search function on page 108). #is searches the entire Linked- 
In network for my query, ultimately !nding 167,170 pro!les that 
have the word facility or facilities in their titles (see Figure 10.2). 
#at’s obviously too many to review, and M&M’s market is not 
the entire world. So, if I go back and modify the advanced search 
to !nd contacts within a 50-mile radius of my zip code, I now get 
1,741 results (see Figure 10.3). #at number is more manageable 

Figure 10.2: A broad-ranging Advanced People Search may provide an 

impractical number of results.
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Figure 10:1: The Advanced People Search function enables you to 

perform very targeted searches.
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and more regionally relevant, and if you think about what it rep-
resents—people in M&M’s region who somewhere in their titles 
have the word facility or facilities—you see that this could be a 
very pro!table list.

But let’s continue re!ning the search before we look at the 
pro!les. Let’s say that, on top of facility or facilities, I would like 
to search for employees of a certain company. So, I choose one 
of the larger companies in the Milwaukee marketplace, Harley-
Davidson, and add it to the Company box. Now I am searching 
for Harley-Davidson employees with facility or facilities in their 
titles who work at a location within 50 miles of my zip code. #at 
produces 20 results (see Figure 10.4)

Now that you know how to use the di$erent search boxes on 
the Advanced People Search page to narrow the entire LinkedIn 
database down to a small, targeted group, the world is your oyster. 
Don’t limit yourself to simply searching for customers. When the 
development director of a local nonpro!t organization (I serve on 
their board of directors) was in the process of applying for a grant, 
she searched for the foundation that was o$ering the grant. After 
she discovered I am connected to someone on the foundation’s 

Figure 10.3: Add more specific criteria to narrow your search.
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board, I called the board member and explained why this grant 
was so important to us. Our past applications had been unsuccess-
ful, but this time—bingo—we received the grant. I’m con!dent 
you will !nd lots of ways to capitalize on this powerful LinkedIn 
feature, too.

I want to stop for a moment and talk about how the size of 
your network a$ects the results you receive when searching on 
LinkedIn. People come up to me regularly and say, “I’ve been to 
your class and I can’t get LinkedIn to work. I’m just not !nding 
anyone.” #e !rst question I ask them is “How many connec-
tions do you have?” When they proudly tell me they have 35 
connections, I tell them they are !shing for muskie with a min-
now net.

I am an avid !sherman, and in Wisconsin the grandpappy 
of all game !sh is the muskie. When my wife and I are !shing 
for muskie, we place a huge net in the middle of the boat, always 
ready to net “the big one” once we get it close enough to the boat. 
You need that huge net if you want to catch a trophy-size muskie. 
#e LinkedIn equivalent of the muskie net is a signi!cant number 
of connections. #ere is no exact number you must have to per-
form e$ective searches, but I do know it takes at least 75 to 100 

Figure 10.4: Further refine your search to uncover your perfect targets.
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quality connections before your search will consistently “net” you 
signi!cant results (no pun intended!).

Let’s go back to the Harley-Davidson example for a moment. 
If you live in Milwaukee and have 50 connections, your competi-
tor has 500 connections, and you both conduct the same search 
for facilities people at Harley, each of you should get 20 search 
results. #ere are 20 people on LinkedIn who meet those speci!c 
criteria. #e di$erence will be the amount of pro!le information 
you can see for each of those 20 people. Currently, for instance, 
with a free LinkedIn account, you can see full pro!les of !rst- and 
second-level connections. For third-level connections and people 
who belong to a group to which you also belong, you will see their 
!rst name and last initial and limited pro!le information. If you 
have no connection to a person, you will see a generic descrip-
tion; for example, “LinkedIn member, BA Marquette University 
1999, Milwaukee, WI, Automotive”—which is obviously not very  
useful.

What does this mean for you versus your competitor? Well, 
with 500 connections, she is probably more closely connected to 
these 20 people than you are, and thus she will be able to see more 
useful information than you will see. However, there’s always the 
chance it could be your lucky day, and one of your 50 connections 
is a close relative of the vice president of facilities at Harley. But 
since that’s pretty unlikely, your best options are growing your 
network or upgrading your LinkedIn account, because with a paid 
account you could see full pro!les of the 20 people. 

#is part of LinkedIn, the !nding part, really rewards the 
person who has spent time building his 'at network and then 
makes the e$ort to put those people into LinkedIn as !rst-level 
connections. As discussed earlier in the book, the ongoing pro-
cess of adding connections will always pay o$; each time you add 
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a Number 1, you are adding Number 2’s and Number 3’s who 
might be able to help you accomplish your goals. However, do 
not lose sight of the fact that I am still talking about having a 
quality network of trusted professionals. If you choose to lower 
the quality bar and connect with very casual acquaintances and/or 
strangers, the likelihood your connection will be able to introduce 
you to the person you really want to meet is greatly diminished.

Saved Searches
Once you land on a search that produces quality targets for you, 
LinkedIn allows you to save that search. #is is one of the best 
features on LinkedIn, but it is often overlooked. From the screen 
that shows your search results, simply click “Save Search” on the 
top right and then choose whether you want LinkedIn to send 
you an e-mail weekly or monthly to notify you if a new person 
who meets your search criteria has been found in your network 
(including Levels 1, 2, 3, and Groups). You can save up to three 
searches with a free LinkedIn account.

If you are not saying to yourself, Oh my gosh, that is so cool! 
you are not understanding the power of the saved search func-
tion. #is is a perpetual lead generator, and it is absolutely free. 
So, when LinkedIn noti!es you of a new search result, get on the 
phone and set up a meeting with this person who has become a 
part of your network. It could turn out to be a home run.

In response to the user surveys I conduct on a semiannual 
basis, Advanced People Search is consistently rated as the most 
useful feature on LinkedIn. #is is really where the money is. It’s 
where you will undoubtedly see the majority of your productivity 
on LinkedIn. Once your network has grown to “muskie size” and 
you have learned how to maximize your search results, you should 
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begin to see an even greater return on your time investment in 
LinkedIn. Using the all-important keywords, consistently try to 
identify and search for the person you would love to !nd and 
make a connection with—and then get the net ready.

APPLYING THE POWER FORMULA

 The winner in the searching part of the LinkedIn game is 

generally the person who has the most unique relation-

ships (in other words, connections). It’s as simple as that.

Saved searches is your way of making sure LinkedIn is looking 

for your future unique relationships 24/7, even when you are 

sleeping, on vacation, or hanging out with friends.

Develop a winning strategy to find the “right” people with 
the worksheet “LinkedIn People Searching: Your Ticket to 
Improved ROI,” available on page 191. 
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I Found You—Now What Do  
I Do with You?

Contacting the Person You Just Found

You will remember we found a list of facilities people at Harley-
Davidson in the Milwaukee area that consisted of 20 connections. 
Figure 11.1 shows the names of some of those people. Now you 
need to review the pro!le of each individual and make sure that 
person is someone you would actually like to meet. If you decide 
to proceed at this point using the good old-fashioned business 
techniques we have used for years, like picking up the phone, 
e-mailing, etc., at least you now know the name of the person and 
are not simply cold-calling Harley-Davidson and asking for the 
facilities person. But if you have no success with the traditional 
methods, you can pull up his LinkedIn pro!le and scroll down 
the right-hand side, where you’ll see who in your network knows 
that person (see Figure 11.2).
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Figure 11.1: Narrow your search further by reviewing profiles.

Figure 11.2: The invisible has just become visible.
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along a message to the Harley employee to give your e$orts to 
connect with that person a bit of a push. Isn’t this what people 
in your network have always done for you? #e di$erence with 
LinkedIn is you can now know who knows whom by simply 
pushing the Search button. As I stated earlier, this is one of the 
great powers of LinkedIn; it makes connections that are nor-
mally invisible visible.

The Introduction Function
LinkedIn’s Introduction function can help you get introduced to 
a second- or third-level connection. #is tool allows you to draft 
a LinkedIn message to your !rst-level connection, asking him to 
introduce you to one of his !rst-level or second-level connections 
whom you’d like to meet. You can access the Introduction func-
tion in one of two ways. If you know the name of the person you 
want to meet, you can click “Get introduced” from the search 
screen (see Figure 11.3). If you are viewing the person’s pro!le, 
you can click “Get introduced” (see Figure 11.4). You can do this 

Figure 11.3: Initiate an introduction via LinkedIn.
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with either a second- or third-degree connection, but the second-
degree connection will be easier since it only requires connecting 
through one friend. A third degree requires your friend to pass 
your message on to a person you do not know, who then passes it 
along to the person you want to meet.

Figure 11.4: Get introduced after viewing an intriguing profile.
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If you click on “Get Introduced” and you are connected to 
your ultimate target through more than one person, you will need 
to select which of your !rst-level connections you feel will be in 
a better position to help you. Once you select that !rst-level con-
nection, you will then get a screen that looks like Figure 11.5. 
#ere will be two boxes—one for the subject of your message and 
one for enumerating why you want to get introduced to his con-
nection. Simply explain your business proposition and why you 
would like to meet, no di$erently than if you were picking up the 
phone. Be sure to start with a personal greeting, and then ask him 
if he would pass the introduction along through LinkedIn.
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Figure 11.5: Your connection’s endorsement may open the door.
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Introduction Request 

When you push the Send Request button, the message goes 
to your trusted connection, and this is where some of the power 
of LinkedIn comes in. Your connection will then have an oppor-
tunity to write something nice about you, maybe even about the 
project or product you talked about in the message, and rea"rm 
that you are a good person to work with. #en, when he pushes 
“Send,” that information goes on to the person you wish to meet.

#e very !rst time you attempt to use the Introduction func-
tion, it may feel a little odd, since most of us did not grow up 
connecting through the Internet and social media. We grew up 
using things like the telephone, regular mail, and, most recently, 
e-mail for making connections like this. But soon I suspect the 
Facebook generation will see social media as the primary way to 
connect with people. And since they are an integral part of the 
business community, it behooves the rest of the business world to 
engage with them in this way.

Even if you are comfortable with meeting a new contact 
through LinkedIn, you should make sure your friend understands 
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how the Introduction function works and what his role in the 
process is. With a free LinkedIn account, you can have only !ve 
outstanding introductions at any given point in time, so you want 
to be sure that none of them gets stuck with someone who is unfa-
miliar with LinkedIn introductions. If your friend hasn’t passed 
on the introduction after several days, you may want to call him 
up and explain the process.

You can see the progress of your introductions no matter what 
step they are in. If you are trying to connect with a third-degree 
connection, you will not know who the connection between 
your !rst-level connection and the third-level connection is, but 
you will still be able to see the status of your message when it is 
with him or her. Even though requesting introductions to third-
level connections adds an extra step, remember that your pool of 
potential contacts gets much larger when you include these third-
level connections—and it sure beats cold-calling a total stranger.

In my opinion, using the Introduction function on LinkedIn 
is a more respectful and potentially more e$ective way to ask for 
an introduction than using the telephone. With the Introduction 
tool, your connection gets a chance to review your message when 
he has su"cient time to do so; you don’t have to tie him down 
and ask for an introduction while he is busy trying to get work 
done. He also gets the chance to write a detailed recommenda-
tion about you to pass along to his friend, and if he does so, the 
connection is much more likely to take place. For these reasons, 
I think LinkedIn’s Introduction feature will be a tool that many 
people will come to use more frequently, especially as more mem-
bers of the Facebook generation join the workforce.

No matter which technique you decide to use—phone, snail 
mail, e-mail, face-to-face, or the LinkedIn Introduction tool—the 
information you receive after doing an advanced LinkedIn search 
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will help you get to the person you want to meet much faster and 
more e$ectively than any tool we’ve had up to this point in our 
business careers.

APPLYING THE POWER FORMULA

 When you are writing a message to your first-level connection 

requesting an introduction to his/her first-level connection, 

be sure to highlight or reaffirm your unique experience and 

explain how that experience will help your target accomplish 

his/her goals.

 If you are the individual passing along the introduction to a 

connection, help your friend out by saying something nice 

about him and his capabilities so that your connection is 

encouraged to reach out.
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There’s Gold in Them Thar Hills
Expanding Your Network

As you can tell from previous chapters, the winner of the search-
ing aspect of the LinkedIn game is generally the person who has a 
lot of connections. However, please continue to keep in mind my 
recommendation that you only add to your network people whom 
you know and trust, because when you add a new contact, you put 
your extremely valuable network in his or her hands. Remember, 
it is your network. It is a possession you have worked your entire 
career to build, and when you add a connection on LinkedIn, it is 
like handing your Outlook database to that individual and trust-
ing him to treat it professionally as you would treat his.

I recommend you have an ultimate goal of acquiring at least 200 
to 250 connections (muskie size), as opposed to the 20 or 30 con-
nections (minnow size) the vast majority of LinkedIn users acquire. 
If you want your searches to be useful, you really want to consistently 
add connections. #is chapter will show you how to !nd new people 
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to add, accept or decline the requests you’ll get, and gather interest-
ing information about your expanding base of contacts. Once you’ve 
built your muskie-sized net, when you go !shing you’ll be sure to 
come up with lots of potentially valuable connections.

#e most common way to add connections is one at a time. 
You do this by clicking “Add Connections” on the top toolbar, 
selecting “Any Email,” and choosing “Invite by individual email” 
(see Figure 12.1). All you need is the person’s e-mail address, and 
then you can use LinkedIn’s standard invitation to invite your 
friend or colleague to join your network

Figure 12.1: Adding connections one at a time is as easy as 1-2-3.

More ways to connect

!

! Upload contacts file

Invite by individual email

Type email addresses below, separated by commas.

Send Invitations

#e preferable way, however, to add a person to your network 
is to search for her by name and then click the big blue “Con-
nect” button. Once you make this selection, you must then tell 
LinkedIn and the person how you know her by selecting one of 
the options LinkedIn shows you: colleague, classmate, etc. I prefer 
this method of adding connections rather than the option men-
tioned in the previous paragraph because it allows you to enter a 
short personal note explaining why it would be bene!cial for the 
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person to allow you to be part of her network. In my opinion, 
the standard “I’d like to add you to my professional network on 
LinkedIn” is very lame. Remember, you are adding this person to 
your group of trusted professionals. #erefore, you should add a 
personal touch to your invitation, and customizing the connec-
tion request will get you a much higher response rate.

Now I am going to show you how to add a lot of connections 
at the same time. Even if you’re starting out with no contacts, you 
should be able to get to 50 or 60 connections within three or four 
days by following these three steps. If you currently have 40 or 50 
connections and follow these steps, you should get to over 100.

Importing Contacts
#e !rst step is to import contacts (see Figure 12.2). Click “Con-
tacts” on the top toolbar. #en select “Imported Contacts.” At 
that point LinkedIn will be searching your entire database for 
contacts. It searches Outlook by default, but it can do any other 
database or e-mail account, including ACT, GoldMine, Yahoo, 
Gmail, or even a simple Excel !le with name and e-mail. LinkedIn 

Figure 12.2: Press the button and relax while LinkedIn finds 

connections for you.
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will sift through the entries in your database, looking for e-mail 
addresses that match those of people who are on LinkedIn. When 
it’s done searching, you will see the screen shown in Figure 12.3. 
What you’re looking for is the little blue square that says “in.” 
#at icon indicates the contacts in your database who are already 
on LinkedIn. What do you think the odds are that they will want 
to connect with you once you send them an invitation? Probably 
close to 100 percent.

Figure 12.3: Quickly connect with trusted professionals who are 

already using LinkedIn.
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Check the boxes next to the names of the contacts you want 
to connect with and click the button labeled “Invite selected con-
tacts.” #is will send a group invitation to the people you have 
selected, using LinkedIn’s standard text. One drawback to using 
this feature is the inability to include a personalized message to 
each person you are inviting, but this is typically outweighed by 
the ability to add a lot of connections at one time. If you feel a 
more personalized invitation may be needed to persuade a par-
ticular person to join your network, by all means—do it!
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Connecting with Classmates
#e second step, connection with classmates, is fun—it will feel like 
you’re on Facebook. To access the Alumni feature, click “Contacts” 
on the top toolbar. Select a school, and LinkedIn will give you a list 
of all the people who said they attended this school during the years 
you attended. You can !lter the list by where they live, where they 
work, and what they do. You will probably get quite a large num-
ber of potential connections, but if you say to yourself, Well, that’s 
too many; that’s going to take me too long to review, then I guess you 
don’t really understand why you are even on LinkedIn. Rather than 
viewing this process as a hassle, treat your search for valuable con-
nections as if you were hunting treasure—tell yourself, !ere’s gold 
in them thar hills. Your classmates present a tremendous opportunity 
to make some important connections. #ese are people who will 
remember you from your college days, and you will now be able to 
tell them what you are up to today. Reconnecting with old friends 
is fun, but it can also be very productive; some of your old drinking 
buddies may now be presidents of the companies with which you 
are trying to do business. Many others will likely have nice databases 
of Number 1 connections, which could lead to great connections at 
the second or third level for you. You just never know.

Outlook Social Connector
#e third step is downloading the Outlook Social Connector, 
which you can get by clicking on “Tools” at the bottom of any 
LinkedIn page. Click “Download it now” in the Outlook Social 
Connector box (see Figure 12.4). #is will download a piece of 
software to your computer, which, going forward, will search 
all the e-mails you receive for contacts who are in the LinkedIn 
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database. #e program will also tell you when people you have 
in your Outlook database join LinkedIn. In addition, when you 
are writing an e-mail to a new contact in Outlook, a pop-up box 
will tell you whether the recipient is a LinkedIn member and 
how many connections he currently has—and it will give you the 
option to add the person as a LinkedIn connection.

Figure 12.4: The Outlook Social Connector—your virtual assistant—

looks for potential connections 24/7.

“People You May Know”
On the right-hand side of your LinkedIn pro!le, you’ll see a box 
labeled “People You May Know” (see Figure 12.5). LinkedIn has 
a special formula for putting people in this section, and although 
they have not revealed how it works, you will be amazed at the 
names you !nd here. From my observation, these people typically 
fall into one or more of the following categories:

 #ey are connected to someone in your network.
 #ey attended a school that you also attended.
 #ey are a member of a group to which you belong.
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Figure 12.5: LinkedIn helps you find new connections.

PEOPLE YOU MAY KNOW

Connect

Dave Hook 2nd
Financial Reporting Manager at Safe...

1

You will !nd these suggestions not only useful but also some-
what entertaining. LinkedIn has helped me !nd a number of 
guys I used to drink dime taps (10¢ beers) with during my col-
lege days! Do not overlook the usefulness of this feature in !nd-
ing new connections.

Accepting or Declining 
Connection Requests
People frequently ask me what they should do when somebody 
they don’t know invites them to connect on LinkedIn. #is will 
begin to happen with greater frequency as you become more active 
on LinkedIn, especially if you decide to join larger groups. Some 
people assume that because you are members of the same group, 
you will want to connect with them on the !rst-degree level.

When you receive an invitation from someone, you will see 
the screen in Figure 12.6 (on page 103). Let’s go through the four 
options you have when responding to an invitation:

 1. Accept. #e person will immediately become a !rst-degree 
connection.
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 2. Reply (don’t accept yet). People often overlook the option 
of using the Reply feature because it is not readily visible 
as an option. If you click the down arrow next to the word 
“Accept,” you will see this option: “Reply (don’t accept 
yet).” When you choose this option, you can send a com-
munication to the requesting individual without allow-
ing him to become part of your network. If I have had an 
interesting meeting with a person and we belong to the 
same group or club, I can send a message saying something 
like, “At the next meeting, let’s make sure we connect and 
get to know each other better so we can join each other’s 
LinkedIn network.”

 3. Ignore. #e invitation will be put into the archive !le and 
marked “Ignore.” Before deciding to ignore an invitation, 
I suggest you check out the person’s pro!le to determine 
whether there might be a reason to meet him or her.
After selecting “Ignore,” you will have one additional 
option—“I don’t know them.” If you select this, the per-
son will not be allowed to send you any more invitations, 
and your feedback assists LinkedIn in deciding whether to 
restrict this person’s account in some way.

 4. Report Spam. #is is your way to report to LinkedIn that 
you consider the person’s invitation to be spam.
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Figure 12.6: Consider all of your options when responding to an invitation.

Messages Invitations

Accept Ignore Report Spam

Accept Ignore Report Spam!

!

AllSelect: None

Accept IgnoreAdd connections

Search Inbox

Compose Message

Inbox

Sent

Archived

Trash

1221 257

Julie Zhen  -  Marketing Director at Zhen Management  

Koby Johnson  -  VP Sales at Johnson Networks

I’d like to add you to my friend, and I come from China, the

Connecting with Competitors
One question that comes up quite frequently is, “Would you let 
competitors be connected to you at the !rst level?” My immedi-
ate response is “No!” It does not make good business sense to 
allow your competitors to have a list of the people who are most 
important to you. You are basically handing them your Outlook 
database. #ere are, however, certain industries in which your 
competitors may also be your suppliers or vendors, and you will 
need to weigh the risk and reward of allowing those individuals to 
be part of your network.

Tags
Once you’ve got all these connections, you’ll want to use tags to 
sort them for easy reference. LinkedIn de!nes tags as “simple key-
words that you can create to organize your connections for quick 
!ltering on LinkedIn.” To use this feature, go to “Contacts” on 
the top toolbar, and then click “Tags.” Once you have tagged all of 
your connections that fall into a particular category, LinkedIn will 
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create a list of those connections. Examples of tags I have found 
useful include “bankers,” “insurance agents,” and “customers.” As 
you spend time using this feature, you will !nd more ways to use 
tags to help you organize your network, which can save you time 
when you need to locate or contact a particular person or group 
within your network.

“Who’s Viewed Your Profile?”
LinkedIn also allows users to see how many people are looking at 
their pro!le with the “Who’s Viewed Your Pro!le?” feature, which 
you’ll !nd in the column on the right side of the LinkedIn home 
page (see Figure 12.7). #is is an interesting box to click on from 
time to time, but don’t expect to always see the name of the per-
son who looked at your pro!le. You may instead see any of the fol-
lowing information about the person: job title, type of company 
or industry, company name, or location. From this information, 
you can sometimes guess who viewed your pro!le and perhaps 
may be interested in meeting you. #e person who is “checking 
you out” chooses whether you will be able to see his/her name or 
not. In Chapter 17, I will discuss this and other settings that are 
available for each individual LinkedIn user.

#e “Who’s Viewed Your Pro!le?” section can also help you 
identify whether you are increasing your activity and presence on 
LinkedIn; it will display information like “Your pro!le has been 
viewed by 27 people in the last 3 days. You have shown up in 
search results 63 times in the past day.” As with all networking, 
increasing your activity has the potential to increase relationships, 
which may lead to increased business.
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Figure 12.7: More looks at your profile should create more business 
opportunities.

WHO’S VIEWED YOUR PROFILE?

27 Your profile has been viewed by 27
people in the past 3 days.

63 You have shown up in search results 
63 times in the past day.

Taking advantage of the features explained in this chapter 
will enable you to quickly add a large number of connections. 
You’ll be on your way to building that big muskie net, so that 
when you search for new contacts, you will have plenty of people 
to choose from.

APPLYING THE POWER FORMULA

 Making connections using the steps outlined in this chapter 

may take you six to eight hours to complete, but it’s well 

worth the effort. Every one of your unique relationships 

gives you lots of Number 2’s and 3’s, and any of them could 

be the person you want to meet.

 These steps work more effectively when you have thoroughly 

outlined your unique experience in the Experience and 

Education sections. If you fail to list a job or an educational 

experience, you will miss out on potential credibility as well 

as the opportunity to make valuable connections with people 

you met while gaining that unique experience.
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Identify the connection strategy that will help you grow your 
business and brand by downloading “The LinkedIn Connection 
Conundrum: Who Should Be in Your Network?” available at 
www.powerformula.net/connections.



C H A P T E R  1 3

Keywords Are King
Maximizing Your Ability to Find 

and Be Found by Others

By this time you are probably tired of me talking about the impor-
tance of keywords. However, when I teach my classes, I !nd that 
many people are not well versed on the logic and rules of key-
words and searching.

You have invested a lot of time and e$ort in creating a perfect 
pro!le and building your list of connections, so that when you 
pull out the muskie net, you can expect to catch lots of potential 
customers, job candidates, new vendors, etc. Understanding the 
rules presented in this chapter will help you maximize your e$ec-
tiveness on LinkedIn by giving you much stronger search results.

Searching on LinkedIn works in much the same way as search-
ing elsewhere on the Internet; it is based on Boolean logic. Here 
are a few of the basic rules of Boolean logic and examples of how 
you can use them e$ectively.
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Exact Phrases
If you are looking for a speci!c group of words in a certain order, 
put that group of words in quotation marks. For example, the search 
term interior design should be put in quotes; otherwise you will get 
results that include pages where interior and design show up sepa-
rately rather than pages where the phrase interior design appears.

The “And” Function
Placing the upper-case word AND or the plus sign (+) between 
search terms shows you search results that contain all of the words 
or phrases you entered. For example, if I am looking for someone 
who has both o!ce furniture and interior design in her pro!le, 
I would type in either “o!ce furniture” AND “interior design” 
or “o!ce furniture”  +  “interior design.” However, you can leave 
the “AND” or plus sign out, and LinkedIn will assume there is an 
“AND” between the two terms (in other words, “o!ce furniture” 
“interior design” would yield the same result as the other searches).

The “Or” Function
Placing an upper-case OR between search terms shows you 
results that contain any one of the search terms but not necessar-
ily both. A search for CPA OR owner would give you results for 
all people who have either the word CPA or owner somewhere 
in their pro!le.

The “Not” Function
Placing the minus sign (-) or the word NOT in all caps before a 
search term excludes that term from the results. For example, if you 
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were looking for someone who is in sales but not in marketing, you 
would type in sales NOT marketing or sales - marketing, which 
will show you pro!les that contain the word sales but not the 
word marketing.

#ere are many articles on the Internet that discuss further 
principles of Boolean logic; you can !nd them through a quick 
search. Most of us who spend time developing our LinkedIn net-
works expect a return on our investment, and becoming pro!-
cient at keyword searching is one of the most important steps 
toward realizing that goal.

Keyword Optimizing Your Profile
Now let’s discuss your own keywords and the steps that will help 
ensure you’re on the top of the list when people search LinkedIn 
for keywords related to what you do. Improving your ranking is 
very similar to the work search engine optimization companies 
do in order to move business websites up in the search results on 
Google. If you are a business owner with a website, you probably 
paid lots of money to have your website optimized for keyword 
searching. Your LinkedIn pro!le is your personal website, and this 
is your chance to keyword optimize your pro!le—without having 
to pay tons of money to an SEO expert. Follow these steps:

 1. Go to the Advanced People Search function of LinkedIn 
and put your most important keywords in the Keyword 
box (see Figure 13.1). For example, let’s use the phrase 
“o"ce furniture.” If you serve a certain region of the coun-
try, select the radius and zip code that best covers your 
market (see Figure 13.2). Once you hit the blue Search 
button at the bottom of the page, scroll through the search 
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results and note exactly where your pro!le shows up. If 
it’s not on the !rst page, you have some work to do—but 
even if it does show up on the !rst page, your goal should 
be to become the !rst search result in your region for that 
keyword or set of keywords.

Figure 13.1: Start the process of keyword optimizing your profile.

Figure 13.2: Carefully defining your market will result in more mean-

ingful search results.

 2. Revise your pro!le, adding the top keywords you identi!ed 
in step 1 to any and all of the following !ve areas: Head-
line, Summary, Skills, Experience Title, and Experience 
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Description. Based on the blogs I have read, you get extra 
LinkedIn search weighting by having these words in your 
headline, experience titles, and Skills section, and my 
research backs up that claim. Also try to get these keywords 
dropped into any new recommendations you receive.

In my situation, I might be tempted to simply list 
“LinkedIn Trainer, LinkedIn Trainer, LinkedIn Trainer” 
wherever I can, but remember that you want your pro!le to 
be understandable and readable. #erefore, do your best to 
incorporate the keywords naturally. Once you have added 
additional keywords to your pro!le, perform the same search 
and see if you have moved up in the results.

When I owned M&M O"ce Interiors, I prided myself 
on being the number-one hit when I’d search for o"ce fur-
niture in the Milwaukee area. #ere were times when I lost 
that position and had to work very hard to move myself back 
to the top. Now that I spend the majority of my time help-
ing companies use LinkedIn to increase sales and raise brand 
awareness, it is even more challenging to stay at the top of 
the search rankings. Why? Because my competitors are all 
LinkedIn experts who are constantly looking for new ways 
to be number one in the search rankings! 

When I started working with the ten-person sales team 
of a manufacturing company, the highest search ranking for 
any of the ten people was page 8. After brainstorming with 
them about their business and strategically optimizing their 
pro!les, eight of the ten salespeople began appearing on 
page 1. Be diligent in continuing to add keywords that will 
improve your search ranking—you want to be at the top of 
the list, where people will notice you.
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 3. Perform a search for additional keywords that relate to 
your company and/or industry. Have fun experimenting 
with di$erent keywords, combinations of keywords, and 
complex searches. Be sure to save the most relevant com-
plex searches (as discussed in Chapter 10). Remember, one 
of these searches just might be the one that helps you !nd 
the person who will lead you to that million-cubicle deal.

APPLYING THE POWER FORMULA

 Keywords are king. Combinations of keywords are the king 

and his court. Be sure to look at your competitors’ profiles 

in detail and scout out what words they use to explain their 

unique experience. You may find some you have missed.

 You may want to survey some of your best customers and 

ask them, “If you were to search for me or my company on 

the Internet, what words would you use?” Use these unique 

relationships and your ability to ask them these types of 

questions to your advantage.
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How Do Companies Fit into the 
LinkedIn Landscape?

Researching Companies on LinkedIn and 
Other Company-Related Matters

One very useful function of LinkedIn is the ability to learn more 
about companies. Rumor has it that the company section may 
become one of the exclusive bene!ts of paid LinkedIn accounts, 
but at the present time it is still free—and very powerful. Also, 
since LinkedIn went public, they appear to be spending a lot of 
their e$orts on the company section. By the time this book hits 
the shelves, I expect there will be many updates and changes. Visit 
my website at www.powerformula.net, and register to receive 
updates to this book as well as weekly LinkedIn tips and informa-
tion about newly released features.

When you click “Companies” on the toolbar at the top of any 
LinkedIn page, you can then search for companies using company 
name, keywords, or industry. When you click on a company in the 
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search results, you will get what LinkedIn refers to as a company 
page. #ere is a lot of useful information contained on company 
pages, and the LinkedIn company database is growing rapidly. In 
fact, many people consider it more useful than Hoover’s, which a 
lot of us access on a fee basis.

On the bottom of a company’s page, you will see general com-
pany information, including the company’s Specialties section. As 
we discussed with regard to the Specialties section of an individual’s 
pro!le, placement of relevant keywords in this section will greatly 
enhance a company’s ability to be found in LinkedIn user searches.  

#e list below is certainly not an exhaustive catalog of the 
information available on a company’s LinkedIn page, but these 
are some of the items I have found useful—particularly when 
searching for potential customers and new employees as well as 
attempting to stay on top of what my competitors are doing. 

A list of all company employees who are in your network
#e total number of employees who have LinkedIn accounts
Company-generated status updates
A list of the company’s current job postings on Linked- 
In, accessed by clicking the Careers tab at the top of the 
company page
New titles of company employees who have updated their 
LinkedIn accounts to re'ect a recent promotion 
A listing of products and services, accessed by clicking the 
Products & Services tab at the top of the page
A list of the employees who have the most recommendations
A list of the other company pages people are viewing
Information on where employees worked before and after 
their employment with the company
Most common skills of the company’s employees
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My kids might say, “Too much information!” Granted—you 
may not !nd all this information useful. However, once you real-
ize what type of information is available about the company as a 
whole and about its past and present employees and how you may 
be connected to them, you can begin to put together a strategy for 
using this information to accomplish your goals.

When you have identi!ed a company or organization in which 
you have an ongoing interest, LinkedIn gives you the opportunity 
to receive noti!cation of any changes to that company’s pro!le 
page. #is can be done by clicking the yellow Follow box on the 
top right side of the page. You will then receive noti!cation of any 
changes to the page as part of your network updates. #is form of 
“stalking” is an e$ective way to keep track of your targets, which 
could include current and prospective customers, competitors, or 
organizations with which you are seeking employment.

You have already discovered the many bene!ts of search-
ing for people on LinkedIn, and searching for companies can 
be equally bene!cial. #ere are numerous criteria you can use 
to !nd businesses. Let’s say you want to !nd an o"ce furniture 
dealership in your area but also want to be sure the dealership 
can provide interior design services. You would enter “o"ce fur-
niture” and “interior design” in the Search for Companies box. 
Once the results are displayed, you will be able to regionalize 
your search or enter a speci!c location. You can also modify your 
search by: 

 Industry
 Company size
 Number of company followers 
 Relationship (three options available: 1st degree, 2nd degree, 
3rd degree + everyone else)
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 Companies that have jobs posted on LinkedIn
 Company’s Fortune 1000 ranking

If you are the person responsible for setting up your company 
page on LinkedIn, you can get started by going to the Companies 
home page and clicking on “Add a Company” at the top right of 
the page. You can then enter whatever basic organizational infor-
mation your company wants to share with the LinkedIn commu-
nity and the entire Google world. Your company’s LinkedIn page 
will show up when someone searches for your company using 
Google, and many times it will be near the top of the list. Be sure 
to carefully draft your company’s LinkedIn page so that its story is 
presented in a very positive and professional manner.

Social Media Policies and Procedures
Social media is creating many great business development opportu-
nities, not only for individuals but for companies as well. If you are 
a company leader or the person responsible for organizational poli-
cies and procedures, you will need to decide whether your company 
will embrace these new social media tools and—if so—how you 
will develop a set of e$ective company policies relating to them. No 
one wants more policies, but what can be a great tool can also be a 
great detriment to the business if used improperly. 

In the classes I lead, questions about companies and social 
media come up more and more, and it is very important to think 
about the following items as you draft your company’s o"cial 
position on LinkedIn:

 1.  What rules do you want to have about LinkedIn usage on 
company time?
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 2.  What branding message do you want shared with the pub-
lic—not only on the company page but also on each indi-
vidual pro!le page that mentions your company?

 3.  What keywords and descriptions of your company do you 
want included in your employees’ pro!les?

 4.  Will you allow employees to receive recommendations 
from and write recommendations for your clients or cus-
tomers?

 5.  Will you allow employees to write recommendations for 
each other?

Considering these questions may make you doubt that you 
should even play the social media game. But do not be discouraged. 
More and more companies are gaining market share by e$ectively 
using social media to communicate with customers, employees, 
and business partners, and you do not want to be left behind. It’s 
just a matter of taking the lead and having enough knowledge to 
feel comfortable with your company’s presence in this sphere.

Get started by bringing together a group of people to discuss 
how you can consistently brand your company using tools like 
LinkedIn, Facebook, Twitter, and others. Discuss your strategy for 
communicating via social media because your company’s message 
can become inconsistent when each individual employee uses his 
or her own style to present information about the organization. 
Although LinkedIn and other social media sites are designed to be 
about individuals rather than companies, your e$orts to strategize 
with a committee of your employees and colleagues will help your 
company have a stronger and more consistent online presence. 

You will !nd that individuals from the Facebook generation 
will be very excited to give input. #ey tend to love social network-
ing tools, to the point that many do not even regard it as work. In 
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contrast, many of us from non-Facebook generations !nd social 
networking frustrating and time-consuming, and we may not 
understand the results that our e$orts can produce. #e commit-
tee you put together should consist of people who are willing to 
lead the charge and who actually enjoy being involved in high-level 
strategy sessions about branding and marketing for the company. 

APPLYING THE POWER FORMULA

Nothing benefits your company’s search rankings more than 

you and all your employees having lots of first-degree con-

nections. This is yet another way those unique relation-

ships pay off.

You may have already optimized your company website with 

certain keywords. Be sure to put these same keywords in the 

Specialties section of your LinkedIn company page.

Do not underestimate the power of telling your company’s 

unique story in the Overview section of the company page. 

This may be the only bit of information a person sees before 

contacting you. Think of it as a free listing in a 200-million-

person searchable database. Now that’s power.

LinkedIn is a sure-fire way to grow your company’s market 
share and increase revenue. But are you making costly mis-
takes? Download “10 LinkedIn Mistakes Companies Make” at 
www.powerformula.net/mistakes to learn more.
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Revving Up Your LinkedIn Efforts 
by Joining Groups

!e Power of LinkedIn Groups

Social networking is all about people coming together, sharing 
information, and forming communities, and LinkedIn is no 
exception. #e Groups function on LinkedIn is one of the most 
e$ective tools on the site for interacting with people in your indus-
try, region, or specialty. Participants in my semiannual LinkedIn 
user survey consistently rate groups and people searching as the 
most important features on the site.

Groups are very easy to join, and you can belong to as many as 
!fty at any time. I recommend joining close to that amount. Here are 
some of the most compelling reasons to join groups:

 1. You will be found.
 2. You will !nd others who have similar a"liations or interests.
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 3. Joining groups in which your customers, suppliers, or ven-
dors hang out is a way to connect, answer questions, and 
share resources, expertise, and events.

 4. You will !nd job opportunities, because every group has 
job postings and job discussions.

 5. You can become a credible expert by answering questions 
and posting articles of interest for the entire group to see.

 6. In groups, people talk about events they are involved in, 
and this may help you !nd activities of interest to you.

 7. You can promote an event you are hosting to a group of 
people who have the same interests.

 8. You can search within groups and communicate with 
members to whom you are not o"cially connected.

Let me give you an example of this last bene!t because it is 
not always appreciated or understood. If you look at the group 
Link Up Milwaukee (see Figure 15.1), with 14,359 members, it 
is the largest group in the region. #e larger the group, the larger 
the pool of LinkedIn members available for you to search for 
high-value contacts. Searching groups is a very powerful tool in 

Figure 15.1: Take advantage of the searching power large groups 

can provide.
Link Up Milwaukee

Discussions Promotions Jobs Search More...Members

This Week’s Top Influencers

Joan Smith Thanks Andy. I have heard of issues with bed bugs and cockroaches in some apartments?? Do you 
have a name of the apartments?

These members have contributed to some of the most active 
discussions in the group. Why not join the conversation?

Follow

Members (14,359)
Sorted by: most relevant Showing 1 - 20 of 14,359

Wayne Breitbarth YOU

Social Media Trainer Speaker and Consultant | 
Author, THE POWER FORMULA FOR LINKEDIN
SUCCESS | Office Furniture Consultant, Greater
Milwaukee Area
500+ followers | See activity >>

Share Group

Search Members

Search for names or keywords
to find specific members of
this group

Search

Advanced Search

Group Statistics

CHECK OUT
INSIGHTFUL
STATISTICS
ON THIS GROUP

Unfollow Follow Unfollow Unfollow
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building your muskie net; being a member of Link Up Milwaukee 
allows me to keyword search those 14,359 members for people I 
want to meet—whether directly or through a mutual connection. 
And because I am a member of Link Up Milwaukee, I can send 
direct messages to all my fellow group members, although I can-
not look at their connections and don’t have the other privileges 
of a Number 1 connection.

Groups like this one present yet another opportunity for con-
nection with people beyond the traditional phone call, e-mail, or 
snail mail. However, even though I think groups are very valu-
able, I am not a fan of asking people to join your network simply 
because you belong to the same LinkedIn group. You will get invi-
tations like that, but remember—for most people it is advisable to 
connect only with people you know and trust.

As I mentioned earlier, you should try to join !fty groups. 
#e reason I suggest joining this many is because di$erent types 
of groups have di$erent purposes. We have already addressed the 
bene!ts of very large groups. #en you have groups in your spe-
ci!c industry. You will want to join national, regional, and local 
groups that focus on your particular specialty. For example, if you 
are an accountant, you may want to join the CPA & Business 
Professional Group, which is a national group with more than 
28,000 members. #is will allow you to !nd information about 
national events, educational opportunities, and industry trends. If 
your accounting practice is in Wisconsin, you could join WICPA 
(Wisconsin Institute of CPAs), which has more than 2,000 mem-
bers and would give you access to regional information, such as 
proposed statewide legislation related to accounting issues.

Locally, you could join the Milwaukee & Waukesha Area 
Accounting Professionals group, which includes more than 350 
accounting professionals who share ideas and job leads. If your 
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!rm specializes in accounting for nonpro!ts, joining NonPro!t 
MidWest (450+ members) would give you an opportunity to 
identify potential clients who do business in your geographic 
region. #e !fty groups you join will depend on your strategy, 
what your products or services are, and where you provide those 
products or services.

#e types of groups you should join are:

 “Birds of a feather” groups—alumni associations, chambers, 
clubs, religious organizations, hobby groups, etc.
 Industry groups (both inside and outside of your region)
 LinkedIn or other social media user groups (#ese groups 
concentrate on helping each other be more productive on 
these sites.)
 Regional super groups (like Link Up Milwaukee)

Once you join a large number of communities, you may want 
to turn o$ the e-mail noti!cations for discussions taking place in 
some of the larger groups—the ones you may have joined solely 
because of the size of their memberships. Many times the topics 
being discussed in these large groups will not be of interest to 
you. For instance, in Wisconsin, a popular group to join is the 
Green Bay Packers Fans group. With over 5,000 members, it gives 
you lots of searching power. However, when I joined, I promptly 
turned o$ the e-mail noti!cations because I wasn’t interested in 
the constant Brett Favre banter. You can turn o$ e-mail noti!ca-
tions by changing the settings in the individual group’s Settings 
section (see Figure 15.2). #is is accessed by clicking “More” and 
then “Your Settings” on the group’s toolbar. However, be sure to 
leave e-mail noti!cations on for the groups whose discussions 
you are interested in monitoring.
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Checking out the groups to which your connections belong 
is the best way to start !nding groups. You can also search the 
Groups Directory using keywords. To do this, select “Groups 
Directory” from the “Groups” pull-down menu in the top tool-
bar; the search box is on the upper left.

As with many other aspects of LinkedIn, successfully using 
the Groups function comes down to deciding what you want to 
accomplish on LinkedIn and !nding ways to achieve it strategi-
cally. Joining these communities is just another way to expand 
your capabilities and reach on LinkedIn.

Figure 15.2: You control whether you receive e-mail notifications.
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APPLYING THE POWER FORMULA

 If you have worked hard at traditional networking, you 

have undoubtedly been involved with numerous networking 

groups. These groups have hopefully afforded you a sig-

nificant number of unique relationships, which now will 

become Number 1 connections on LinkedIn. These same 

groups may have LinkedIn counterparts that can jumpstart 

your search for useful connections and increase the power 

of your searches.

 One of the major benefits of joining groups is your ability to 

send a direct message to any member of the group. Because 

your common group membership provides at least a casual 

connection, this type of message has a potentially higher 

open-and-read rate than a traditional e-mail to a person you 

have never met. 

Gain direct access to thousands of business professionals with 
the help of the simple worksheet “LinkedIn Groups: Ca$h in on 
This Powerful Tool,” available on page 195. 
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Show Me the Money!
What Are the Power Users 

Doing on LinkedIn?

I consider power users to be those people who are obtaining 
signi!cant results in response to their e$orts on LinkedIn. #e 
common thread among these successful users is a well-developed 
strategy and consistent execution of that strategy. Creative and 
e"cient use of the many available features on LinkedIn enables 
these users to maximize their time spent on LinkedIn and achieve 
(and in many cases exceed) their speci!c goals.

I have many opportunities to survey LinkedIn users about the 
tangible bene!ts they are receiving from their use of LinkedIn. 
#ough most users can readily report the number of connections 
they have made through LinkedIn, some are at a loss to identify 
speci!c results they have achieved. Inquiry as to their LinkedIn 
strategy typically results in a response like, “Well, I’m adding lots of 
connections!” Adding connections without a clear plan can be just 
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as unproductive as physical networking without a strategy for how 
to meet the right people. Before you spend one more moment on 
building your network or improving your pro!le, sit down and doc-
ument exactly what you are trying to accomplish by using LinkedIn.

Here are some questions to ask yourself as you develop your 
LinkedIn strategy:

 Can LinkedIn help me !nd a job?
 Would it be helpful to build a network of people in related 
industries?
 Can I leverage my relationships with current customers to 
work toward gaining additional customers?
 Do I want to expand my network of suppliers and gain access 
to products or services that complement what I sell or provide?
 Can I !nd new groups or associations that might provide me 
with speaking opportunities?
 Do I need to hire employees with speci!c expertise and 
experiences?
 Could LinkedIn help me become recognized as one of the 
experts in my industry?
 Can I increase my brand and overall credibility in the 
marketplace?

#is list is not meant to be exhaustive, but it may assist you in 
identifying potential strategies for achieving measurable results 
with LinkedIn. I do not believe you should spend time on 
LinkedIn or any other social media site until you have outlined what 
you hope to accomplish. Once you have identi!ed your goals, you 
can identify the strategy that will best help you reach those goals.
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#e semiannual survey I conduct, in addition to the countless 
personal conversations I have with users, enable me to discover 
how people are using LinkedIn to obtain results. I have used that 
information to put together a list of the top ten steps you can 
take to expand your business, add value to your relationships, and 
improve your overall e$ectiveness on LinkedIn.

Here they are, David Letterman style, in increasing order of 
importance. Paul, music please . . .

 10. Use the video camera on your smartphone to record  
individuals at your organization “doing what they do”—
including designers, service people, and other employees. 
Ask them questions about the company and the quality of 
their work while they are in action, and post the videos in 
the Professional Gallery on your LinkedIn pro!le. You can 
also use your camera to record customer testimonials about 
what di$erentiates you and your company.

 9. Before you head out of town for a business meeting, do 
a keyword search in the area of the country you will be 
visiting to see if any of your Number 1 connections have 
contacts there—you may be able to get together with one 
or more of them to share ideas.

 8. Create your own LinkedIn group for members of your 
industry (or members of a segment of your industry) who 
live in your region. Set it up as a closed group, one in 
which you get to control who can join. Once you have 
established the group, be sure to add value on a consistent 
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basis by sharing helpful articles and links. Consider host-
ing one or two events each year where members can meet 
up in person. If possible, make these exclusive events with 
well-known industry speakers. Establishing yourself as a 
thought leader in your market should be one of your pri-
mary goals on LinkedIn, and leading a vibrant group is a 
strong step toward that objective.

 7. Write a recommendation for an acquaintance with whom 
you would like to develop a broader and deeper relationship.

 6. In the Summary, Experience, and Education sections of 
your pro!le, include links to documents, videos, and web-
sites as part of the Professional Gallery. Not only does this 
visually enhance your pro!le, but the reader will also be 
directed to a website of your choice to get more informa-
tion. #is makes it easy to impress the viewers of your 
pro!le with your expertise, show them your products and 
services, and move them closer to engagement with you.

 5. Set a goal to get an introduction—through LinkedIn or the 
good old-fashioned way—from one of your Number 1 con-
nections every week. #e introduction requests (hopefully 
for Number 2 connections) should be the result of strategic 
advanced searches for your ideal client or customer.

 4. Create a saved search using the keywords that are most 
important to you, and then LinkedIn will notify you 
when someone who meets those search criteria enters your 
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extended network. For example, because architects design 
buildings that will eventually require o"ce furniture, fur-
niture dealers are always interested in forging new rela-
tionships with members of the architectural community. 
#erefore, a saved search with the keywords architect and 
architectural that targets the applicable geographic market 
will likely lead to future business opportunities.

 3. On a weekly basis, review the !rst-level connections of your 
own strategically important !rst-level connections. My life 
and disability insurance agent, who happens to be a frater-
nity brother, has consistently done a great job of asking for 
referrals when we meet for our semi-annual breakfast or 
lunch. Now that I am using LinkedIn, we spend that time 
talking about our kids and hobbies or reminiscing about 
the good old days; he can look at my Number 1 connec-
tions anytime he chooses. Some people choose to turn o$ 
the ability for others to view their Number 1 connections, 
so you may not be able to do this with everyone in your 
network. However, the default setting on LinkedIn makes 
your !rst-degree connections visible to your network.

As part of your review, use the Advanced Search func-
tion to search the networks of your !rst-level connections 
(see Figure 16.1). Use the keywords your perfect custom-
ers are likely to put in their pro!les. If you do this before 
a meeting or phone call with one of your connections, it’s 
easy to ask your friend for an introduction to the person 
you’d like to meet—your perfect target!
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 2. Take a look at the pro!le of anyone you are meeting for the 
!rst time, even if you are just meeting him or her over the 
phone. #is will help you understand that person’s business 
and expertise, and it will enable you to identify common 
interests and conversation-starters for your initial contact. 
Most businesspeople are always looking for ways to connect 
with people on a personal level before jumping into a business 
discussion. Look for shared connections, groups, skills, etc. 
on the person’s pro!le (see Figure 16.2). #at business profes-
sional has put all this information in his pro!le because he is 
proud of his interests and accomplishments and wants you to 
know and ask about them. #is is a great way to show that 
you do your homework and care about him as a person—not 
just as a potential sale.

 1. Update your status several times each week using the 
Share an Update box near the top of your home page (see 
Figure 16.3). Much like Twitter, this feature allows you to 
post short updates to your LinkedIn network. Since the 
status update does not go out as a message, you do not 
need to be concerned about annoying people; the content 

Figure 16.1: Your friends are ready, willing, and able to introduce you 

to your perfect targets.

All (500+) New (3)

Timothy Peterson
President - Owner at H&R Office...

Erica Smith
Accounting/HR Manager at Smith...

Jenna Jones
Assistant Manager, Email Marketi...

Joan Murphy
Sr. VP & Co-Founder, Murphy As...

CONNECTIONS
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you type in this box will only appear in the All Updates 
section of each of your connections’ home screens. Some 
people choose to receive a weekly e-mail that shows their 
network’s activity, and those people can also view your 
update there. 

Status updates are one of the most powerful functions of 
LinkedIn. Use them to share the following items with your 
network:

 Events you will be attending
 Helpful websites and articles you have found

Figure 16.2: Do your homework, and add a personal touch to your 

business conversations.

IN COMMON WITH JOE

Groups

Skills & Expertise

Supported Organization

Cause

3

3

1

1

Figure 16.3: Stay top of mind with your network by consistently post-

ing status updates.

Share

Share an update

Attach a link
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Good books you’ve read—like !e Power Formula for 
LinkedIn Success
 Short tips or suggestions that showcase your expertise
 Unique stories and ideas from people you have 
recently met
 Questions about which you would like to poll your 
network
 Inquiries about the types of job opportunities you are 
looking for

Spend some time looking at the status updates of the peo-
ple in your network to get a feel for what is typically shared 
here. 

After attending my training session for CEOs and 
learning about the tremendous power of status updates, a 
local CEO asked his network if they knew any good can-
didates to !ll his vice president of manufacturing position. 
#is resulted in !nding a great new executive for his man-
agement team and saving $40,000 in recruiting fees. 

I have used the status box in a number of ways. When 
I was involved in the day-to-day operations of my furniture 
dealership, my service manager informed me on a Friday 
afternoon that he needed four men for a weeklong proj-
ect that was beginning in ten days. Since my network is 
loaded with !fty-year-old people who are always interested 
in ensuring their college-age sons are gainfully employed, 
I posted this need in my status update. Forty-!ve minutes 
later, I had !ve strong young men whose parents convinced 
them they should help me out and pick up some quick 
cash to pay for a few of their own expenses.
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I have used the status box to help my daughter secure 
a summer job and to assist a nonpro!t group in locating 
tents for an event they were hosting. It would probably 
have taken several hundred phone calls to get the results I 
got from simply typing my request into the status box and 
clicking “Share.” However, because LinkedIn is a business 
site, I would recommend using this tool sparingly for per-
sonal requests. Even though many people in your network 
will be more than willing to help you out both personally 
and professionally, it’s best to not overload their home page 
with personal requests.

You can also share other people’s status updates. Sim-
ply click the “Share” on your connection’s update, and 
then select whether you want to share that information 
with your network, your Twitter followers, speci!c indi-
viduals in the form of a direct message, or selected groups 
(see Figure 16.4).

Figure 16.4: If you found a friend’s status update to be helpful, your 

network might appreciate receiving it, too.

Post to updates

themarketingagents.com ∙ Found via Paul Martin
Is there a formula to building a better blog post? In this article
on blog marketing, you’ll see how to construct a better blog
post for your business. Edit « 1 of 3 » 

Share

Comment optional

visible to: anyone

Post to group(s)
Send to individuals

or Cancel

Blog Marketing: How to Build a Better Blog Post

Share This Update x
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Now that you understand the bene!t of posting and 
sharing status updates, how would you like to search 
through other people’s status updates? #ink of it as eaves-
dropping on other people’s conversations. #is LinkedIn 
feature is called Signal, and I a$ectionately call it “your 
LinkedIn window to the world.” You can use it to search 
through status updates of everyone on LinkedIn—not just 
your !rst-level network. How cool is that!

You access Signal by clicking “News” on the top tool-
bar and then selecting “Signal.” Get started by typing a 
word or phrase in the search box on the top left. #en hit 
“Enter,” and the page will refresh and show you every one 
of LinkedIn’s 200 million users who has used that word or 
phrase in any of their status updates in the last two weeks. 
You can further re!ne your search by level of network, 
company, location, industry, time, school, group, topics, 
seniority, or update type.

You can also comment on updates, which means you 
can communicate with people who are not even connected 
to you. #is has produced thousands of dollars of revenue 
for me in my LinkedIn consulting and training business. 
I am pretty sure it can do the same for you. When you 
discover some great searches, take advantage of the “save” 
feature in the upper right-hand corner. #en they will be 
waiting for you the next time you want to take a new peek 
into “your LinkedIn window to the world.”

You now know ten actions that LinkedIn power users !nd 
most useful and e$ective. Whether you choose to incorporate all 
ten of them into your LinkedIn strategy or simply focus on the 
ones that most closely !t your personal networking goals, you 



Show Me the Money!  135

will certainly be working toward expanding your business, adding 
value to your relationships, and improving your overall e$ective-
ness on LinkedIn.

LinkedIn can help you reach more qualified prospects with less 
marketing dollars. Download “How to Reach Your LinkedIn 
Audience,” available at www.powerformula.net/audience, 
to learn more.

Download “How Does Your LinkedIn Marketing Strategy Mea-
sure Up?” available at www.powerformula.net/marketing, 
and use the handy report card to assess the strengths and 
weaknesses of your strategy. 
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Your Account, Your Settings—
Your Way

Setting Your Preferences and Using the 
LinkedIn Help Center

You will !nd that LinkedIn gives you an extensive amount of user 
control and many resources for solving problems and learning 
even more about LinkedIn’s features.

To access many useful account controls, click “Settings,” 
which you will !nd when you scroll over your name on the top 
right of any screen. #e Settings page is the control panel for 
everything you have the ability to set, turn o$/on, and expand 
on your LinkedIn account. #ere are numerous settings you may 
want to explore—many of which are  self-explanatory—but I am 
going to address the ones you will need to understand up front as 
well as the ones people ask me about most frequently:

 Public Pro"le. In the Pro!le tab, select “Edit your public 
pro!le.” #is is where you can control which, if any, of the 
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items in your pro!le will be displayed to those people who 
are not on LinkedIn but !nd your public LinkedIn pro!le as 
a result of searching your name on the Internet.

 Receiving Messages. #ese settings, found in the Email 
Preferences tab, allow you to control which types of e-mails 
you receive from LinkedIn and how often you get them. 
#ese e-mails include summaries of your network activity 
and discussions in groups you belong to. For the most part, 
your choices are daily, weekly, or never.

 Groups Order and Display. #ese settings are found in the 
Groups, Companies & Applications tab. #ey allow you to 
control whether group names and logos are displayed on 
your pro!le. If you are concerned that your membership in a 
particular group or association might alienate someone, you 
can turn o$ the display of that group. I have seen this used 
most often with regard to political and religious group a"li-
ations. LinkedIn controls the order in which your groups 
appear on your pro!le, but you can reorder your groups for 
your personal use. Put your favorite groups near the top of 
the list for easy access.

 E-mail Addresses. Be sure to associate all the e-mail 
addresses you have or have had in the past with your Linked-
In account. #is setting is found in the Account tab. You 
may want your primary address (the one to which all of your 
LinkedIn e-mails come) to be a nonwork address. I have 
heard horror stories from people who lost their jobs and had 
a very di"cult time getting access to their LinkedIn account.

 Pro"le Views. #is setting is found in the Pro!le tab under 
the heading “Select what others see when you’ve viewed 
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their pro!le.” If you want to have your name and headline 
show up in “Who’s Viewed Your Pro!le?” instead of simply 
your title and general industry information, change the set-
ting here to “Your name and headline.” I recommend this 
change from the default because it is another opportunity 
to get your brand in front of LinkedIn members. #ink 
about what we all pay “per touch” in conventional advertis-
ing. Here is a freebie!

 Activity Broadcasts. You can modify the way others are noti-
!ed using this setting, found in the Pro!le tab. #e default 
is that LinkedIn noti!es your network every time you make 
a change to your pro!le, write a recommendation for one of 
your connections, or follow companies. I love this, because 
your name and the fact you made those changes shows up 
on the home page of every one of your !rst-level connec-
tions. However, if you are spending the weekend working on 
many changes to your pro!le, you will want to turn this o$. 
#en, after you make the !nal changes, turn it back on and—
presto—LinkedIn tells your network something has changed, 
and hopefully your connections will take a look at it.

 Viewing Your Connections. #is setting, “Select who can 
see your connections,” found in the Pro!le tab, allows you to 
prohibit your !rst-level connections from viewing your other 
!rst-level connections. #is is an all-or-nothing setting; either 
all your !rst-level connections can view your entire network 
or none of them can view it. Personally, I feel LinkedIn is 
most e$ective when everyone shares his/her connections. 
However, without this feature, some professionals will not 
use LinkedIn because they see their network as a pseudo cli-
ent/customer list, and thus they wish to keep it con!dential. 
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Do I like it when I can’t see someone’s !rst-level connections? 
No. But I certainly respect his/her right to do so.

My advice is to click on each of the settings and !nd out what 
options are available to you. #e settings I have outlined above 
are the ones I am asked about most often, but you may !nd 
others that will be useful for your situation. #ere are other 
ways to change some of these settings, but it is easiest to access 
them from the Settings page because they are laid out in dash-
board fashion.

Paid vs. Free Accounts
People also constantly ask me whether I use a free or paid account. 
To view a chart that outlines the additional features you will 
receive with the various types of paid accounts, click “Settings,” 
which you will !nd under your name on the top right of any 
screen, and then click “Compare account types” (see Figure 17.1). 
Consider moving to one of the paid accounts if you are:

 1. A human resources professional
 2. A recruiter
 3. Someone who consistently runs into the screen that says 

you should upgrade

If you are regularly seeing the screen that suggests you should 
upgrade, you are probably using a LinkedIn feature that is work-
ing for you, and you may want to consider going to one of the paid 
accounts. For example, if you like to send InMails and/or introduc-
tions or would like to have more saved searches, you may want to 
upgrade your LinkedIn account.  In general, I do not recommend 
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moving to a paid account unless you fall into one of the three 
categories listed above. However, in order to encourage more of us 
to pay for LinkedIn on a monthly basis, there will undoubtedly be 
more and more valuable new features available exclusively to paid 
subscribers. I have considered moving to a paid account in order to 
access a full list of the people who have viewed my pro!le.

LinkedIn Help Center
Whether you have a free or paid account, LinkedIn has a signi!-
cant amount of instructional materials available within the site. 
You can access them by selecting “More” on the toolbar at the top 
of the screen and then choosing “Help Center.” Here you will !nd 
a large list of tutorials, including videos, tips, and user guides. #e 
Help Center will be particularly important to you when you are 
starting out on LinkedIn, but LinkedIn provides extensive infor-
mation and advice for advanced users as well, and they do a good 
job of updating these resources frequently.

Enter your question or topic in the Search box. If you do not 
!nd an answer to your question, you can contact LinkedIn by 
clicking “Contact Us.” In my experience, the Help Center usu-
ally responds within a couple days, which is quite remarkable 

Figure 17.1: A free account may be all you need.
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considering I do not have a paid account. And each time I have 
asked a question, the answer has solved my problem.

Take full advantage of the extensive user controls and helpful 
resources LinkedIn provides. Adjust the settings to re'ect your 
personal preferences, and you will gain the level of comfort and 
privacy you desire.

Some people hide their LinkedIn networks, but what’s 
best for you? Discover the answer by downloading “Should 
You Hide Your LinkedIn Connections?” available at 
www.powerformula.net/hideconnections.
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A Job Seeker’s New Best Friend
LinkedIn—!e World’s Largest Internet-Based 

Resume Database

#is chapter is for those of you who are in the process of look-
ing for employment, whether you are seeking to reenter the job 
market or looking to change or upgrade your current situation. 
While some of these tips and strategies will overlap with previous 
chapters, it’s important for you to understand the arsenal of tools 
LinkedIn o$ers job seekers.

As a job seeker, LinkedIn will be your new best friend because 
it o$ers the following valuable capabilities:

 Yours can be one of 200 million “resumes on steroids” 
employers can search to locate a candidate they would love 
to hire.
 You can give a vast amount of detail about your skills and 
experience on your pro!le, as discussed in Chapter 5.
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 You can search for recruiters in any region of the country 
who specialize in placing people with your expertise.
 You can !nd out which of your !rst-, second-, or third-level 
connections know people at the organization you are targeting.

As I teach LinkedIn training classes, I !nd that both recruit-
ers and human resources professionals use LinkedIn extensively, 
many !nding themselves checking their account multiple times 
a day. As a job seeker, that means you should spend a signi!-
cant amount of your time each day on LinkedIn, networking 
and optimizing your information to stand out to the people you 
want to be found by.

For instance, a fellow who attended my training class for job 
seekers followed my advice and began connecting with employ-
ees at a company he was targeting. A few months later, when 
the perfect position became available at the company, he had an 
internal fan club waiting to help him. He is thrilled to now have 
what he refers to as “the job of a lifetime” at the company.

Use the following checklist to help ensure you are availing 
yourself of the myriad features of LinkedIn that can assist you in 
!nding and securing that next great position:

�� Be sure your headline states that you are looking for 
a job. Use very speci!c language, such as “actively 
pursuing a job as an IT professional in the 'uid 
power industry” or something of that nature. Your 
friends want to help you, and your headline should 
scream out the fact that you are seeking employ-
ment and need their help. (If you are brave, you 
could even try a headline like “President of In-
Between Opportunities.”)
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�� Do not list your last job as your current job or people 
may become confused as to whether you are looking 
for a job or not. LinkedIn requires you to put a cur-
rent company name in, which makes this a little tricky; 
some people put “Currently seeking employment at no 
name company” in the Current Job !eld. Play around 
with it and see what you like best. If you are consulting 
while you seek full-time employment (or if you just list 
your current job as “Consultant” in an attempt to “look 
employed”), you may want to say something like “Part-
time consultant seeking full-time employment.”

�� #e !rst paragraph of your Summary section should 
explain in a couple sentences what you consider to be 
the perfect position for you, and the rest of the detail in 
your pro!le should support that. Be certain this paragraph 
explains to the reader in clear language your goals and your 
ideal job, so that if he has that job open at his company, he 
will be able to say, “I just found the person I’m looking for.”

�� Make sure you have two or three recommendations for 
each job. #ese recommendations should be speci!c; 
they need to di$erentiate you from the job-seeking 
masses. As you wait in line for an interview, your pro-
!le may be sitting on a human resources professional’s 
desk alongside the pro!le of the person interview-
ing directly after you. If you have no recommenda-
tions and she has twenty—two or three for each job, 
in addition to recommendations for her educational 
entries—who do you think the interviewer will pick? 
Put yourself in the o$ensive position, and do not let 
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this happen to you. Go out and get those recommen-
dations. #ey will serve you well.

�� Be sure to load your pro!le with the keywords recruit-
ers will be looking for—terms relating to speci!c soft-
ware, processes, degrees, specialties, and training, as 
well as any other words and phrases that speak to your 
credibility and education.

�� Include in your Professional Gallery items such as your 
resume, your portfolio, and articles you have written. 
Consider including a slide show that outlines your 
career. You may also want to post a video resume on 
YouTube and put it in your gallery or link to it through 
the Websites section of your pro!le. Video resumes are 
a very e$ective tool, and making one is quite simple 
with the help of your smartphone. A video resume 
shows your personality, your story, your passion—and 
the fact that you are technologically savvy.

�� Use LinkedIn Jobs to search for opportunities. You 
can access this feature by clicking on “Jobs” in the top 
toolbar and then “Find Jobs.” In this section, you can 
search for jobs that are posted directly on LinkedIn. In 
the Advanced Search in the Jobs tab, you can narrow 
your search using not only keywords (see Figure 18.1) 
but numerous other criteria (see Figure 18.2). You can 
save ten job searches.
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�� One of the major bene! ts of the Jobs feature on 
LinkedIn is that when your search brings up a job you’re 
interested in, you can search for people in your net-
work who work for that company. When a job is posted 
directly on LinkedIn, you can often see the name of the 

Figure 18.1: Take advantage of LinkedIn’s immense database of

job opportunities.

Figure 18.2: Get specifi c and uncover the perfect job.
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person who created the listing and !nd out whether 
you are connected to him or her (see Figure 18.3).

�� After you have applied for a job in whatever way 
the application requires (mail, fax, online, etc.), use 
Advanced People Search to see if you can locate some-
body in your network at the !rst, second, or third level 
who works for the company or, better yet, is involved 
in the Human Resources Department or the depart-
ment you’ve applied to. Contacting this person may 
enable you to get your resume to the top of the stack. 
By e$ectively leveraging your network, you can greatly 
increase your chances of getting that job. Remember, 
your network would love to help you.

�� You will !nd it very helpful to look at the LinkedIn 
company page of any companies you are targeting. 
Look at the employee list to see if there is anyone who 
might be able to give you the inside scoop on the posi-
tion you applied for, the hiring process, the company’s 
political climate. Use the “Follow company” option to 
keep tabs on the organization on an ongoing basis.

Figure 18.3: Using a name and title sure beats “To Whom It 

May Concern.”
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�� Be sure to update your LinkedIn status periodically 
(two to three times per week) to remind your network 
you are still looking for a job. For example, stating in 
an update that you will be attending a job fair will 
not only put your name in front of your network but 
will also remind your contacts that you need their help 
in !nding a job. Your network will undoubtedly lead 
you to your next job as long as you keep yourself top 
of mind among your connections. #e status box is a 
great way to do that.

�� In each group there is a Jobs tab that lists employ-
ment opportunities and discussions relevant to that 
community (see Figure 18.4). If, for example, you are 
looking for a job as a project manager in the construc-
tion business, you will want to join groups related to 
the construction industry and frequently check the 
Jobs tabs for new postings. Joining !fty groups on 
LinkedIn will give you access to !fty job boards. Take 
advantage of this opportunity.

Figure 18.4: Judiciously joining and being active in groups may be your 

ticket to the perfect job.
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�� Once you secure an interview, review the pro!le of 
the person with whom you will be interviewing and 
look for areas of common interest you can use as dis-
cussion starters. You may !nd it helpful to look over 
the recommendations the interviewer has written for 
others; this will tell you what qualities she appreciates 
in her business associates. Emphasizing the fact that 
you possess these traits could prove helpful in secur-
ing the position.

�� An experienced recruiter can be very bene!cial in 
!nding employment opportunities, and you can !nd 
many good recruiters on LinkedIn. An Advanced Peo-
ple Search will help you zero in on the best recruiters 
for your circumstance.

If you !nd yourself in job-seeking mode, LinkedIn should 
be on your computer screen for several hours each day. You will 
want to follow the suggestions listed here as well as keeping track 
of who’s meeting whom on LinkedIn and strategizing about how 
you can engage in conversations with people who can help you 
!nd your next job.
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APPLYING THE POWER FORMULA

 The person who has the most unique experiences, along 

with the most unique relationships, will generally find 

employment more quickly than other job seekers, especially 

if he has leveraged the full power of LinkedIn.

 When in job-seeking mode, be careful not to rely solely on 

virtual tools like LinkedIn and forget that you need to cre-

ate or reestablish unique relationships on a face-to-face 

basis, too.
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Ready . . . Set . . . Go!
A Six-Week, Two-Hour-per-Week 

Road Map to Results

If you are a novice user or have just now decided to take the 
leap and begin using LinkedIn, I would like to give you a road 
map for moving forward and executing a LinkedIn strategy. 
By spending about two hours per week for the next six weeks, 
you will be able to execute many of the techniques I have pre-
sented. You will !nd and connect with people you know and 
trust, and the e$ort you put into creating a beefy pro!le will 
increase the likelihood of your being found. Follow this six-
week game plan to make sure you cover all your bases and get 
o$ to a strong start.

If you are the owner of or a leader within a company, this game 
plan might also be a valuable tool for you to use. Some of these 
steps can be delegated to people who have social media expertise 
and the time to accumulate and draft the information you are 
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going to include in your pro!le. However, an important point 
to remember when you are using LinkedIn—or any other social 
media tool, for that matter—is that you should always personally 
communicate with your network.

For example, if you are going to delegate a portion of the 
responsibility for your LinkedIn pro!le, such as writing portions 
of the Summary section or adding connections from a card !le, be 
certain your own personality comes through and you understand 
the steps being taken on your behalf. #is way, you will avoid hav-
ing someone come up to you and thank you for connecting on 
LinkedIn when you have no idea who the person is because one 
of your assistants added him.

Below I have outlined a six-week road map that will assist 
you in harnessing the power of LinkedIn. #is plan should be 
extremely valuable if you are just beginning your use of LinkedIn. 
If you already have a comprehensive pro!le and a documented 
LinkedIn strategy, you can use this as a checklist to assure yourself 
that you are on the right track.

Week 1
 Join LinkedIn.
 Accept any invitations that meet your acceptance criteria.
 Put your most recent jobs into the Experience section of 
your pro!le. If you have a current resume, you can import it 
into LinkedIn to jumpstart the writing process.
 Complete the Education section of your pro!le.
 Invite at least 20 trusted professionals into your network.
 Add a professional-looking high-de!nition photo to your 
pro!le.
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Week 2
 Accept any invitations that meet your acceptance criteria.
 Invite at least 20 more trusted professionals into your net-
work.
 Complete the Experience section of your pro!le.
 Put your company website on your pro!le, and give it a 
description other than the standard “My Company.”
 Write a killer 120-word marketing headline that includes 
important keywords.
 Join !ve groups. #ink industry groups, alumni associations, 
chambers, and large regional networking groups.

Week 3
 Accept any invitations that meet your acceptance criteria.
 Review the “People You May Know” section and send invita-
tions to anyone you know and trust.
Invite at least 20 more trusted professionals into your net-
work.
 Request a recommendation from a trusted professional who 
knows you well enough to write a detailed, keyword-!lled 
testimonial about you.
 Write a recommendation for someone in your network who 
would really appreciate the props.
 Perform a company search on either a competitor or a 
target organization and “follow” that company.
 Perform an Advanced People Search using the most 
important keywords for your business or industry in the 
region you serve. See if you know anyone who comes up in 
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the search results. Send invitations to those who meet 
your criteria.
 Join !ve more groups.
 Post a status update that is helpful and/or shows expertise.

Week 4
 Accept any invitations that meet your acceptance criteria.
 Invite at least 20 more trusted professionals into your net-
work.
 Add two more items to your Website section.
 Add any signi!cant volunteer work to your current Experi-
ence section or Volunteer Experience & Causes section.
 Add any specialty classes or technical industry training to 
your Education section.
 Write a recommendation for someone in your network.
 Join !ve more groups.
 Perform a company search on either a competitor or a 
target organization and “follow” that company.
 Perform an Advanced People Search with important key-
words, and send invitations to those who meet your criteria.
 Request a recommendation from a professional you know 
and trust.
 Using a word processing program, create the text for your 
2000-character Summary section. Spell-check it and post it 
on your pro!le.
 Post a status update that is helpful and/or shows expertise.

Week 5
 Accept any invitations that meet your acceptance criteria.
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 Invite at least 20 more trusted professionals into your net-
work.
 Write a recommendation for someone in your network.
 Join !ve more groups.
 Perform three keyword searches in Advanced People Search 
and save them.
 Request a recommendation from a trusted professional.
 Add the Skills section to your pro!le, and include up to !fty 
speci!c skills.
 Import your contacts and connect with classmates.
 Post a status update that is helpful and/or shows expertise.

Week 6
 Accept any invitations that meet your acceptance criteria.
Invite at least 20 more trusted professionals into your net-
work.
 Write a recommendation for someone in your network.
 Join !ve more groups.
 Find a helpful PDF, video, or presentation and link it to 
your Professional Gallery.
 Download the Outlook Social Connector.
 Ask for an introduction from one of your connections using 
the LinkedIn Introduction feature.
 Post a status update that is helpful and/or shows expertise.
 Document your speci!c LinkedIn goals for the next quarter.

Once you have completed this six-week game plan, your com-
pelling pro!le (including enthusiastic recommendations) and sig-
ni!cant number of connections will allow you to consistently be 
found by people who are searching on LinkedIn. Your use of the 
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search function will enable you to continually !nd new connec-
tions and locate valuable information. And joining groups and 
getting involved in group discussions will help you continue to 
expand your presence on LinkedIn.

As you make updates to your pro!le and more thoroughly 
develop your LinkedIn strategy, remember that e$ective network-
ing begins with sharing your knowledge and resources with others. 
So you should periodically add helpful documents on your pro!le, 
and use frequent status updates to share interesting articles, web-
sites, and other information with your network. In the network-
ing world, nice guys !nish !rst!

Managing Your Time on LinkedIn
Just like clockwork, toward the end of each of my LinkedIn 
classes, someone brings up the issue of time management. #e 
questions typically include:

 How much time should I spend on LinkedIn?
 What should I do with that time?
 How do I make my time on LinkedIn productive?
 How can I be sure I am being productive and achieving 
my goals?

I have found that the most e$ective way to manage the 
amount of time spent on LinkedIn is to follow daily, weekly, and 
monthly to-do lists. You can expect all of these tasks to take a total 
of about one to two hours each week, but spending even more 
time can result in greater value. Trust me—your time investment 
in LinkedIn will pay dividends. #e following to-do lists will help 
you reach the highest level of e$ectiveness while keeping the time 
you spend on LinkedIn at a manageable level.
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Daily LinkedIn To Do’s
 Review your home page.
 Respond to any messages in your inbox.
 Respond to any invitations to join other people’s networks.
 Review the Updates section of your home page to check for 
interesting events, projects, or comments.
 Check discussions in your two or three most important 
industry groups.
 Invite people you met the previous day to join your network, 
as long as they are people you know and trust or you are 
going to make sure you get together with them to discuss 
each other’s goals and objectives.
 Post a status update. Regularly include a link to helpful arti-
cles, blog posts, or websites.

Weekly LinkedIn To Do’s
 Look at new groups your connections are joining.
 Review pro!le updates of the most important people in 
your network.
 Review the new connections of your Number 1 connections.
 Look at the complete networks of any new Number 1’s.
 Review the results of your three saved searches.
 Share any relevant articles, blog posts, or events as a discus-
sion in your most important groups.

Monthly LinkedIn To Do’s
 Review your pro!le for possible additions or changes.
 Review your list of !rst-level connections and identify peo-
ple you should contact in the near future.
 Consider revising any of your three saved searches for 
increased e$ectiveness.
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 Go through your connections list and write two unsolicited 
recommendations.
 Make a list of people who may derive real bene!t from being 
connected to each other and set up a lunch or breakfast to 
introduce them.

Periodic To Do’s (Every Few Months)
 Review individual and company pro!les of your closest 
competitors.
 Save and print the latest copy of your pro!le. You can do this 
from the “View Pro!le” screen (see Figure 19.1).
 Save and print your connections list by clicking “Contacts” 
and selecting “Export connections” (see Figure 19.2).

You will de!nitely want to save and print your pro!le and list 
of connections as a safety precaution; I have heard a few stories 
about data being lost on the LinkedIn site. #is is not a common 
occurrence, but taking the time to safeguard this information is 
well worth the e$ort.

Regularly maintaining and monitoring your LinkedIn pres-
ence will be instrumental in helping you to meet and exceed your 
professional goals—whether that be advancing your personal 
brand, selling your goods and services, or !nding a job. And 
remember—all this can be done while lounging on your living 
room sofa and keeping an eye on your favorite TV program. Who 
says it’s only the young people who can multitask!
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Figure 19.1: Save your LinkedIn profile—better safe than sorry.
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Figure 19.2: Spend a few minutes saving your list of trusted connec-

tions—it’s time well spent.
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Conclusion (Or Is It Just  
the Beginning?)

Which Camp Are You In?

You did it. You got to the !nal chapter of what is probably your 
!rst book about the new world of social media. I am honored that 
you spent those hours listening to me, a 55-year-old businessman, 
share business experiences I’ve had over the years. I hope you will 
apply them to this state-of-the-art tool and improve and expand 
your marketing and branding e$orts.

When I teach my LinkedIn training class for beginners, my 
goal is to get rid of the fear factor, and as I mentioned in the intro-
ductory chapter, that was my goal with this book as well. I truly 
hope I have allayed any fear you may have had about LinkedIn. I 
also stated in the introduction that upon !nishing this book, you 
would end up in one of three camps. Let’s revisit those three options 
before you get on with your marketing and branding e$orts:
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Camp Number 1: “Nah, nothin’ here. I understand the tool and its 
capabilities. It might be good for others, but it’s not really for me.” At 
least you now know what your competitors may be doing. Tell your 
friends and associates who want to connect with you on LinkedIn 
that you have decided to do your marketing and branding in other 
ways that you feel more closely !t your skill set and your schedule.

Camp Number 2: “I am going to put LinkedIn on the back 
burner and possibly use one or two features.” If you are in the 
second camp, you can continue your investigation into LinkedIn 
by doing one or more of the following:

 Ask some of your trusted friends and associates who spend time 
on LinkedIn, “What are you speci!cally doing on LinkedIn 
and what results have you seen as a result of your e$orts?”
 Attend a workshop presented by an experienced LinkedIn 
trainer.
 Be on the lookout for speci!c examples and evidence of ways 
LinkedIn may help you achieve some of your marketing and 
branding goals.
 Consider bringing in a marketing intern for the summer 
or for a semester to do a thorough investigation into your 
competition’s LinkedIn presence and activity.
 If you are involved in industry associations or peer groups, 
suggest that the topic of LinkedIn be presented and debated 
for the good of all members. You will not be alone in want-
ing to talk about LinkedIn—I promise!

Camp Number 3: “I get it, I can do this, and I want to do this!” 
#e majority of the people I encounter land in this camp. If 
you fall here too, you see signi!cant bene!ts of planning and 
executing a LinkedIn strategy—and possibly strategies for other 
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social media tools as well. However, you may still be hesitant to 
make the commitment because you have a busy life and are not 
sure you want to have to stay on top of another inbox when you 
could be pursuing your favorite leisure activity. #is is where the 
rubber meets the road. #is is where attitude and commitment 
have to kick in. If you are going to embrace LinkedIn and the 
changes it will bring to how you do business, you need to believe 
you will receive real value as a result of the time and e$ort you 
devote to developing a presence on LinkedIn.

From my !rsthand experience and the reports I have received from 
people who have embraced LinkedIn, measurable results are typi-
cally obtained within two to three months of signing up. Your com-
mitment will pay o$, but, as with any kind of networking, patience 
and diligence are required. Just keep in mind that LinkedIn allows 
you to grow your network exponentially, and every new connection 
you make puts you closer to closing that million-cubicle deal.

As your network grows, it is important to continue develop-
ing your professional relationships, and sharing your knowledge 
about the extraordinary capabilities of LinkedIn is one way to do 
so. Share your success stories with friends and business associates, 
and show them how to use the LinkedIn features you have found 
to be most useful—or give them a copy of this book!

#roughout this book I have discussed the Power Formula 
and what it means to you as a business professional. Remember, 
your unique experience plus your unique relationships plus this 
tool (LinkedIn) equals the power to execute your business plan at 
the highest level. LinkedIn may be the newest and shiniest tool in 
your toolbox, but it can only be e$ective if you combine it with 
what you already know and who you already know. So start con-
necting today!
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My Kids Are Already on 
Facebook—Can’t They Find 

a Job There?
Why College Students Need to Be on LinkedIn

As the father of three extraordinary daughters, I have experienced 
the full range of parental emotions—from the highs of birth, !rst 
steps, and scoring that !rst soccer goal, to the lows of the !rst 
car accident and less-than-stellar boyfriend. But the top-of-the-
mountain moment was the phone call I received from my oldest 
daughter: “I got a full-time job, Dad, with bene!ts!”

If you are the parent of an unemployed or soon-to-be college 
graduate or have a friend who would like to get a kid on his or her 
way to !nancial independence, this chapter is for you.

LinkedIn can be quite bene!cial when searching for an intern-
ship or permanent position, and it can help young people build 
a solid “professional personal brand.” #is is the term I use to 
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describe a person’s brand in the business marketplace; it is about 
the person him- or herself and should not be confused with a 
company’s brand or with personal brands on sites like Facebook, 
which may not be very professional.

Not so many years ago, the phrase “personal branding” was 
not even part of our professional language, but these days most 
people realize they need a personal brand in order to succeed. 
What changed? First, people are not staying in jobs as long as they 
did when my father and grandfather were in the workforce. In 
those days, you stayed with a company for a long, long time, and 
your personal brand was directly tied to the company for which 
you worked. It had little to do with you as an individual. Nowa-
days, the average worker holds many more positions throughout 
his or her adult life, and one job does not de!ne a career.

Second, technology has allowed people to have a very exten-
sive virtual presence, which can impact what they are trying to 
accomplish in the business world both positively and negatively. 
Young people are joining social networking sites at the ages of 
ten, eleven, and twelve years old, but many of these kids fail to 
recognize how their actions, discussions, and other information 
they post can negatively a$ect their future personal and profes-
sional brands. On the other hand, these social networking tools, 
if used responsibly, can play a very positive role in developing a 
strong personal brand.

Here are the top ten reasons young people should be on 
LinkedIn prior to graduating from college:

 1. #ey are already on Facebook and other social networking 
sites, so they will grasp LinkedIn more quickly than people 
in my age group. Because the sites operate so similarly, it 
will not be hard for college students to trade some of their 
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Facebook time for LinkedIn time in order to advance their 
professional presence in social media.

 2. LinkedIn is perhaps the only social networking site a young 
person’s future employer is actually active on. If business 
executives choose only one social networking site, they 
typically choose LinkedIn—so young job seekers de!nitely 
want to make sure they have a pro!le there. To assist poten-
tial employers in !nding him, remind the young person to 
include his LinkedIn public pro!le URL on his resume, 
cover letters, and e-mail signature.

 3. LinkedIn users can review and print the pro!le of the per-
son with whom they are going to interview prior to calling 
or meeting her. #is is an invaluable resource in helping 
interviewees understand who the interviewer is and !nd-
ing areas of potential discussion and commonality for their 
upcoming interview. Remind the young person that the 
businessperson who wrote that pro!le is proud of every bit 
of information included in it. Understanding and remem-
bering it will result in a much richer conversation during 
the interview, which should give him a competitive advan-
tage over the other candidates for the job.

 4. Encourage the young person to prepare a video resume, and 
have her place the link to it in her Professional Gallery or 
the Website section of her LinkedIn pro!le. Video resumes 
are a powerful di$erentiator for college students, because 
not only can they go into more detail about their speci!c 
accomplishments, but they can also show their personality 
and passion for their current projects and future goals.
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 5. LinkedIn allows students to make connections in college 
that will give their upcoming job search a huge boost. #ey 
may say, Yeah, but I don’t know anybody in business, so how 
can I really go about putting together that muskie net you 
talked about? Encourage them to connect with their fel-
low students, and remind them that the idea is not just 
to add more Level 1 connections but also the 2’s and 3’s 
to which those Level 1’s are connected. #e minute a stu-
dent connects with her roommate, she could be adding all 
the business executives her roommate’s parents know into 
her network. College students should also be connecting 
with friends of their parents or family members who are 
tied into the business community. #at will allow them to 
begin having conversations with more seasoned profession-
als about what the student hopes to accomplish as he or she 
approaches graduation. Adding fellow students and family 
friends in the business community is one way to begin a 
successful business networking career.

 6. Students can use LinkedIn to search for internships. 
Chances are the company he or she wants to get an upcom-
ing summer internship with is on LinkedIn. #e student 
may be fortunate enough to !nd the speci!c person he 
wants to meet, but, if not, he may at least !nd people in 
the same department. He can then !gure out if someone 
he knows is connected to those people. Most internships 
are found through networking, not through answering ads, 
and LinkedIn can give young people a head start on the 
networking they need to do in order to !nd that perfect 
internship. Students can also use the LinkedIn Jobs func-
tion to search for internships.
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 7. When a student begins her formal job search in earnest, 
LinkedIn will allow her to look for the people she wants to 
sit down with to discuss the kind of job she is looking for 
and how she might go about getting it. #ese people will 
function as career mentors to her, and she will have a lot 
more opportunities to !nd the right mentors if she is con-
nected to the right people on LinkedIn.

 8. LinkedIn can help students !nd recruiters who are involved 
in the industry in which they hope to !nd their !rst job. 
Recruiters love LinkedIn and are very active on it. Having 
an excellent pro!le also increases the chances of recruiters 
!nding the student.

 9. LinkedIn can be used as the student’s home page or personal 
website. It can bring together all of the social networking 
sites he uses (his blog and his accounts with Twitter, Face-
book, Google+, Pinterest, etc.). However, he will want to 
be certain the information posted on these other sites is in 
line with the professional image he wants to portray. His 
future employer does not want to hear about his experience 
hosting parties with beer bongs and bikinis; that type of 
information can ruin his chances at a job.

 10. Special pro!le sections entitled Courses, Honors & Awards, 
Organizations, Projects, and Test Scores are particularly 
helpful for students. In addition, the Volunteer Experience 
& Causes section allows students to list all of their volun-
teer work, college leadership experiences, and committees 
on which they served. #is will help to di$erentiate them 
from students who have been less active while attending 
college. When the student is looking for a job immediately 
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following her graduation from college, she probably won’t 
have a lot of formal job experience; these leadership posi-
tions and volunteer opportunities set her apart in the eyes 
of potential employers. Remember, she gets 2,000 charac-
ters for each job and educational entry on her pro!le. If 
the student has had these types of experiences, remind her 
to take full advantage of the Experience section as a way 
to exhibit her worth to potential employers or individuals 
who could assist her in her job search.

As valuable as LinkedIn and other social media tools can be in 
achieving personal and professional goals, they can be equally det-
rimental if a person’s online presence is inconsistent with his or her 
actual personality and character. College is the best time to begin 
thinking about who you are, what you stand for, and what type 
of company you wish to a"liate yourself with, and LinkedIn can 
get students started towards that positive, powerful, “professional 
personal brand” that will stick with them throughout their career.
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APPLYING THE POWER FORMULA

 Even though the young person in your life may be just begin-

ning his professional career, he already has unique expe-

riences that could be very helpful to him in his upcoming 

job search. Internships, organizational involvement (espe-

cially leadership positions), and summer employment can be 

explained on his LinkedIn profile in such a way that they will 

show prospective employers that the student is the type of 

strong candidate they are looking for.

 Employers aren’t the only ones who can write recommenda-

tions. Leaders of organizations, teachers, and professors can 

also help students substantiate some of the unique experi-

ences they have had through a testimonial on LinkedIn.

 The special profile sections and Professional Gallery feature 

discussed in this book can help students more effectively con-

vey their collegiate experience in ways that will differentiate 

them from other candidates. Understanding and using these 

tools could significantly enhance the student’s ability to tell the 

story of his or her unique experience. Plus, proficiency on 

LinkedIn is a skill many employers will regard as leading edge.

 Students’ unique relationships with teachers, parents, men-

tors, and other students can lead to second- or third-degree 

connections that may help them land that important interview.



CONTACT



VISIT

FOLLOW

JOIN

CONTACT

FOR MORE INFORMATION. . .

www.powerformula.net to:
 Receive notices of updates to this book
 Download free resources
 Subscribe to Wayne’s weekly LinkedIn tips
 View video clips
 Link to other resources (including training videos)
  See what others are saying about !e Power Formula for 

LinkedIn Success

Wayne on Twitter at twitter.com/WayneBreitbarth for daily 
LinkedIn tips.

the conversation by becoming a member of the Power For-
mula LinkedIn group.

Wayne at wayne@powerformula.net or visit his website to learn 
more about the valuable services he provides, including:

 Corporate consulting and training
  Keynote and breakout presentations for conventions, 
conferences, and corporate events. See Wayne’s energetic 
and humorous presentation style at www.youtube.com/
user/wbreitbarth.
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It’s All About Character
Take Full Advantage of Every Space

#ere are limits to how much information you can include in 
each section of your LinkedIn pro!le. Here is a handy list of the 
character limits for each !eld. 

Note: #e numbers in parentheses represent the maximum 
characters allowed. #is means letters, spaces, and punctuation 
marks—not the number of words.

Individual Profile

Headline (120) #is is the most important real estate on your 
pro!le. Include the keywords people typically use when searching 
for someone in your space. Tell your story. Impress your target 
audience.

Summary (2,000) It’s like a cover letter—or your 30-second ele-
vator pitch. Here’s how I can help you. Tell your story. And don’t 
forget those keywords!
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Specialties (500) LinkedIn appears to be phasing out this sec-
tion of the pro!le and has added the Skills section instead. If you 
are lucky enough to have a Specialties section, including lots of 
keywords here will obviously cause more people to !nd you when 
they are searching on LinkedIn.

Website Descriptions (26) Be sure to use all three slots and 
describe them accordingly.

Experience Title (100) Go beyond your standard biz card title. 
Be creative with keywords.

Experience Description (2,000) You can mention your past 
experience, but focus more on demonstrating your capabilities. 
Describe not only what you are doing but also what you can do to 
help customers/clients. Include keywords, of course. 

Education/Degree (100) Rather than simply putting BBA, 
MBA, etc., add descriptive phrases that might help people dis-
cover your pro!le when they do a search; for example, BBA with 
an international accounting emphasis or BBA with a minor in 
Spanish.

Education/Fields of Study (100) Highlight classes you took that 
relate to what you are doing in your current position or the posi-
tion you are seeking.

Education/Activities and Societies (500) Be descriptive. If you 
were the president of Beta Alpha Psi, the viewer of your pro!le 
will recognize your leadership ability. If you were the captain of 
the !eld hockey team, a kindred spirit may reach out to you.

Interests (1,000) You may want to show just a bit of your per-
sonal side but not too much. It’s not Facebook, after all.
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Organizations (1,000) #is is a good place to share organizations 
that may or may not have their own o"cial LinkedIn group.

Honors & Awards (1,000) If you don’t toot your own horn, 
nobody will. Be proud. #ese entries are important di$erentiators 
and build credibility.

Skills (61) You can list up to 50 skills, and you have 61 characters 
to describe each skill. So don’t shortchange yourself. #is is great 
for SEO of your pro!le. 

Other Individual Limits 

Direct, "rst-level connections (30,000) Believe it or not, some 
people actually reach their limit.

Outbound invitations (3,000) You can request more, and LinkedIn 
seems to give them out pretty freely at 100 per request.

Maximum number of groups (50) But this doesn’t include sub-
groups. You know the drill here. #e more groups you’re in, the 
more people you can !nd and the more who can !nd you. #ere 
are over 1.6 million groups. I’m sure you can !nd 50.

Status updates per day (no limit) I suggest doing a couple each 
day.

Number of characters allowed in status updates (700) How-
ever, only 140 will transfer over to Twitter.

I hope you’re encouraged to take full advantage of these LinkedIn 
limits.





Profile Perfection
A Checklist for LinkedIn Optimization

#is handy checklist will help you develop a dynamic pro!le that 
will increase your visibility, set you apart from your competition, 
and quickly attract your target audience. 

Your most important keywords (KW) 

1. 

2. 

3. 

4. 

Note: Consider placing these keywords in some or all of the sec-
tions with the (KW) designation.
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You will be much more effective if you complete the 
basic profile sections.

���Name

���Headline (120 characters max) (KW)

���Photo

���Experience (Include a detailed job title and job 
description with keywords, if possible, and your com-
pany’s standard descriptive language) (KW)

���Location and industry

���Education (college, high school, specialty schools/
courses)

���Contact information

���Public pro!le URL (as close to your name as possible; 
e.g., www.linkedin.com/in/waynebreitbarth)

���Summary (Include your company’s standard descrip-
tive language) (KW)

���Websites (List three and describe them)
Your company website
Other company website page (company video, mail-
ing list sign-up, etc.)
Website of personal interest (favorite charity, college 
attended, etc.)
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Set yourself apart by strategically including additional 
profile sections.

���Professional Gallery
Audio
Videos
PDFs

 º White papers
 º Research documents
 º Case studies

PowerPoints
Photos

���Volunteer Experience & Causes

���Certi!cations

���Languages

���Patents

���Publications (KW)

���Skills & Expertise (Include up to 50 skills) (KW)

���Courses

���Honors and Awards

���Organizations

���Projects (KW)

���Test Scores
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Take these additional steps to more fully optimize your 
profile.

���Connections (More is better, but carefully develop a 
connection strategy that’s right for you) 

���Recommendations (Try to get at least two or three for 
every job and education entry)(KW)

���Groups (Join up to 50 groups—more is better, but 
choose them strategically) 

���Status Updates (Show your network you’re a thought 
leader by sharing interesting and helpful information)

���Endorsements (Seek them for your most important 
skills)



LinkedIn’s Websites Section
Your “Link” to Future Opportunities

#e websites section is a simple but powerful way to generate 
not only interest and increased credibility but also business leads. 
Encourage people to click the links by strategically using the avail-
able 26 characters to describe each of your three websites.

What kind of links should I include?

Choose websites, videos, blogs, etc., that will inform, encourage, 
or help others. Here are a few ideas for using these important 
links. 

���#e home page of your company website. Of course, 
this should be !rst. Change the description from “My 
Company” to something more descriptive, like your 
company name or tagline.
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���#e mailing list sign-up page on your company 
website. #is is a good way to build your database.

���Articles, customer testimonials, case studies, white 
papers, or other documents that are on your com-
pany website. #e LinkedIn pro!le is all about show-
ing your expertise. #ese are great ways to showcase 
your accomplishments.

���The sign-up page for an upcoming company-
sponsored event. #is is a terri!c way to increase 
attendance at your event.

���Videos you’ve posted on your company website, on 
other websites, or on YouTube that show products, 
presentations, testimonials, etc. Video is really hot 
and getting hotter, and making one is simple with the 
help of your smartphone. People love seeing and hear-
ing other people.

���Links to either a completed survey of industry mat-
ters or an ongoing survey for which you need more 
opinions. People love data and being a part of the 
data group.

���A speci"c call to action. “Request a quote” or “Get 
More Information” are great ways to encourage the 
reader to contact you.

���Websites of related organizations, associations, 
industry groups. You can show your involvement and 
at the same time promote the group.

���Your blog. If you are writing content that is impor-
tant to some or all of your LinkedIn audience, this 
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is really a power tool in your journey to be the most 
credible person in your space.

���Special promotions or giveaways. People love free 
stu$ and will be very willing to click the link.

���Your Facebook, Pinterest, or other social media 
accounts. #ese are great as long as the content on 
these sites will not jeopardize your professional cred-
ibility. It is not necessary to include your Twitter 
account in the Websites section. #ere’s a separate spot 
for that just below this section.

���#e website of your favorite charitable organiza-
tion. #is shows people what you are interested in and 
at the same time helps promote a group you really care 
about. 





LinkedIn People Searching
Your Ticket to Improved ROI

If you don’t begin with a speci!c strategy to !nd the right people, 
you’ll waste a lot of time searching on LinkedIn.

#is worksheet will help you decide which people you want 
to meet. To help you get started, I’ve included examples of key-
words I’ve used to locate prospects for my o"ce furniture busi-
ness. #e pro!les of people in your network who hold positions 
similar to those of the people you want to meet are great places to 
look for the keywords your prospects might be using.

On the lines below, jot down the keywords you’d like to 
use. Try arranging them in di$erent combinations. #en use the 
Advanced Search function to begin searching for people who have 
included these words in their pro!les. Because you can direct-
message anyone in your LinkedIn groups, that is another great 
place to use these words and search for the people you want to 
meet.
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Stop wasting time. Develop a sound strategy for !nding the 
right people, and watch your ROI soar. 

Titles used (Facilities Manager, Facilities Director, Facilities Plan-
ner, VP-Facilities) 

Category (customer, referral partner, etc.)

Keywords that describe them (purchasing, procurement, buyer, 
project management) 

LinkedIn de"ned industry (facilities services) 
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Geographic region (Milwaukee, Wisconsin) 

LinkedIn groups they belong to (IFMA, BOMA, Corporate 
Real Estate & Facilities Management Professionals) 

Speci"c strategic action steps to meet the right people; include 
time frame for accomplishment (I will join and be active in one 
new facilities-related group in the upcoming year.)





LinkedIn Groups
Ca$h in on !is Powerful Tool

You can join up to 50 groups on LinkedIn, and I suggest you take 
full advantage of all this potential. By joining groups, you increase 
the size of the population you have access to when doing any 
type of search. Once you !nd members of the group who meet 
your search criteria, you can communicate with those people even 
though they may not be connected to you at the !rst, second, or 
third level.

Get started by !lling in the blanks below with words that 
describe you, your business, and your target audience. To jump-
start your thought process, I’ve included examples of keywords 
I’ve used to locate prospects for my o"ce furniture business.

After you complete this worksheet, go to the LinkedIn Groups 
Directory. Enter the keywords you’ve jotted down below in di$er-
ent combinations. You’ll !nd lots of great groups you can join to 
achieve your business goals.
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Geographic region or area you serve and/or where your suppli-
ers or customers are located (Midwest, Wisconsin, Milwaukee)

Industries you sell to or receive supplies from (education, real 
estate, 'ooring)

Professional interest or areas of expertise (accounting, interior 
design, sustainability) 

Products/services you sell (o"ce furniture, carpeting, interior 
design) 
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Your customers and vendors (architect, facilities manager, mov-
ing company)

People who also serve your customer base (real estate developer, 
general contractor, architect) 

Professional titles of your customers or suppliers (president, 
'ooring distributor, CFO) 

Clubs or associations you belong to (AICPA, ACG, Waukesha 
Chamber, Marquette Alumni) 
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Your hobbies and interests (hiking, scuba diving, !shing, social 
media, classic rock music) 
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and president of M&M O"ce Interiors in Pewaukee, Wisconsin. 
Although he remains a"liated with M&M, he currently spends 
the majority of his time helping companies develop a compre-
hensive strategy for using LinkedIn to increase sales, raise brand 
awareness, recruit employees and reduce recruiting fees, and dis-
cover new markets for products/services.

Prior to his involvement in the o"ce furniture business, he 
spent nearly twenty years in the automotive industry. He received 
his BBA from the University of Wisconsin-Whitewater and his 
MBA from Marquette University. Wayne is also a Certi!ed Public 
Accountant and spent the early years of his career as an auditor 
and small business consultant with Arthur Andersen & Co.

#roughout his career, Wayne has been involved with a num-
ber of philanthropic organizations. His !nancial background 
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has enabled him to assist Make A Di$erence-Wisconsin in its 
mission to enrich the community by empowering high school 
students to make sound !nancial decisions. His work with this 
organization includes serving on its board of directors as well as 
teaching !nancial literacy classes to students in Milwaukee Pub-
lic Schools. He is also the founder of Urban Promise, an urban 
youth mentoring program that brings together business profes-
sionals and high school students in Milwaukee Public Schools. 
Wayne also serves on the board of directors of the Community 
Warehouse, a nonpro!t organization that serves the Milwaukee 
community by providing a$ordable home-improvement mate-
rials. He is a member of the Milwaukee Area Technical College’s 
Accounting Careers advisory board and has served as a youth 
leader and teacher at Eastbrook Church in Milwaukee.

Wayne’s work with urban youth has been applauded by the 
Wisconsin Institute of Certi!ed Public Accountants, and he 
proudly accepted the 2009 WICPA Public Service Award.

Wayne resides in Milwaukee, Wisconsin, with his wife of 
thirty years. #ey have three daughters.


