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References 25 years
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TOP 1% 



The world and the Customers have changed

What used to work does not work anymore

97%75% 57%

Corporate Executive Board 2012
Connect & Sell 2012
IBM Buyers Preference Study 2011

B2B purchases
affect

social media

purchasing decision is 
made before
the sales rep include

"Cold calls" do not work
* 7% less every year 
since
2010



World's Largest a business-oriented social 

networking site

• founded in 2003 

• in more than 200 countries 

• 67% of users are from outside of the US

• 23 languages

• more than 80% of LinkedIn's members are 
decision-makers in their organizations,

 LinkedIn user has a household income of €
80,000 (compared to € 43,849 of Facebook 
users or € 41.680 of Twitter users),

• an average of 172,800 new members per day

• the average age of a LinkedIn user is 41 years,

• 45 percent of LinkedIn's visitors also visit other 
digital content (website, blog, etc.),

• members share views and expertise in more 
than 2.1 million groups

(January, 2015)

Who Uses LinkedIn?

Industry in Numbers

www.LinkedinforBusiness.us
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Identity
Be the professional

profile of record

Why are professionals on LinkedIn?

Network
Connect all of the 

world’s

professionals

Knowledge
Be the definitive

professional
publishing

platform



Why is Linkedin B2B network King?

• Facebook No 1. Social Media
• for B2B best place to start is Linkedin

http://www.websudasa.com

Linkedin

How effective is LinkedIn?

According to Hubspot, a study of over 5,000 
businesses showed that traffic from LinkedIn 
generated the highest visitor-to-lead conversion rate 
at 2.74%, almost 3 times higher (277%) than both 
Twitter (.69%) and Facebook (.77%).

http://blog.hubspot.com/blog/tabid/6307/bid/30030/LinkedIn-277-More-Effective-for-Lead-Generation-Than-Facebook-Twitter-New-Data.aspx


Be There
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Personal

Profile

Company / 
Universities

Page

SUCESS



Be There & YOU
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Personal Profile = Profesional Brand

It all starts with YOUR story!
?

4 key elements The only thing that appears in the LinkedIn search engine!

1. photography
2. title & industry & 

location
3. contact details
4. summary
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Building a Great Profile: 

Beginner  All-Star

1. Optimize & URL
2. Experience
3. References
4. Skills & Expertise
5. Endorsments
6. Networking 501 +
7. Groups
8. Update
9. Post
10. Projects, Publications, Content
11. Premium ......
12.…



Profil #5: Experience
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the latest 2 position = 12 x more likely to find you

• engage your employees: your best 
brand ambassadors

Promotion of
University on 
Personal
Profile
Automation



Profil #6: Skills & Expertise
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 endorsment 
 min 5
 SEO / Key words



Profile #7: Networking 501+ 

• start with people you know - contacts from your address 
books, email accounts and calendars

• find people who are in the Company/ University - in search 
tab, 

• group - integration, open networks (LION, ONA, etc.)
• Connect Twitter & LinkedIn



Profil #8: Posts

 one of the pillas of the success of social media
consistency, update your status LI / posts with 

something that provides value



Profil #9: Groups

• the opportunity to reach and engage (2.1 million groups)
• an effective way of obtaining contacts
• be active: publications, questions ...
• join at least 50 groups



Keys: Excellent personal profile
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http://youtu.be/jW-QEPxwHq4

Set your business 
up for SUCESS

http://youtu.be/jW-QEPxwHq4
https://www.youtube.com/watch?v=bTTDD-n8-vE&feature=youtu.be
https://www.youtube.com/watch?v=bTTDD-n8-vE&feature=youtu.be


Showcase new 2014

Top Companies use Sowcasees to build relations with members 
on LinkedIn

• extensions of your company page on LinkedIn,
• highlighting your brand, business unit or project. 
• most companies do not use them 
• offer with a segmented audience



Company updates (free tool) 

• are the most effective way to start a conversation, comments, 
word of mouth and for direct engagement with your target
audience

• they will appear on the page of your company and among the
news on the home page of each of your followers.

• share news, industry articles, thoughts of key employees, or 
invite your followers to start a debate on "hot topics"

Keys:  Upadtes &  follower homepage



InMail

• Homepage
• Inbox

Keys Sponsored Inmail



Attract more followers

• Let your current clients know the value that you provide. 
Include your Linkedin page in the company's communications, 
such as e-mail or blog, website.

Company website



The best 2014



What are University Pages? 
Why do they Matter?



3 Annoying errors (Social Media)

1. speak only about your products and services
2. not (share) with other
3. insensitive content about sensitive topics



Brigita Lazar Lunder

b.lazarlunder@gmail.com


