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LinkedIn's evolution: Job Board to Ecosystem

Pre-2017/: 2018-2021: 2022 & Beyond:
The Job Network The Feed The Ecosystem

& L&

4 T \\ Creatorlec
1

Quality Ad Recordin-feed

: Articles
Job Seeker Premium content Network engagement

4

Students and Recent Grads

Post a Job 1 ) \_l_J Podcast Network
Manage Your Jobs .
Live News .
Find Talent ¢ Iin&
Talent Solutions show

editors 2
Linked[f}] News

Under 400M Members Growing to 400-800M Members

Publishing Platform

1B+ Members Globally & counting...




Every LinkedIn member is both o
orofessional and consumer.

Members have professional, personal,individual
needs & aspirations which they look to peers &
brands to help fulfil.

180K+

Schools

ZB+

Linkedln Pages monthly
interactions

505M

Monthly Job Apps

41K+

Skills

6/ M+

Companies

560M

Newsletter
Subscriptions



Professionals Engage with Purpose and with Content

007 1oX 9 bn

content
impressions /
week

YOY growth in contentvs job
feed engagement postings




Your profile,
yOour story




Edit photo X

STEP 1

Add a photo

Members with a photo get up to:
9x more connection requests
21x more Protile views

36x more messages



Hold to record
Slide away to cancel

Record your name

Audio recording guidelines

(Q All LinkedIn members)

STEP 2
Record Your Name

Pronounce your name for others
and make a great first impression.

Update on mobile
10 secs, limit background noise

Hold phone 4in away



Editinto STEP 3
Add your pronouns

Show up as your authentic sell.

They/Them

@ Visible to: All Linkedin members Optionql to qdd’ you Set Visibi]_ity.

Headline*

72% of hiring managers believe it’s
important & shows respect.

Show topics | talk about in my intro




Add new position
Show current company in my intro

Education

’ Hint text (optional)

Add new education
Show education in my intro

Label*

[ Value

Industry*

[ Financial Services

Industry*

Financial Services

Contact info

Profile URL, Websites, Email, WeChat ID

STEP 4

Add your industry

Members with industry information
receive up to 9x more Profile views

More than 300K people search by
industry on LinkedIn every week.



Add job preferences

Tell us what kind of work you're open to ST E P 5

Job titles*

Stand out to recruiters

Job locations*

Phoenix, Arizona X Add location + Choose who sees you're open*

& i G and those filling roles

O Immediately, 'm actively applying Adds the #OpenToWork photo frame

This could include people at your

() Flexible, I'm casually looking current company, recrui ters, and
anyone who is signed in to LinkedIn.

- . ’
Job types @ Share with recruiters only

> 4
People using LinkedIn's recruiter product

Remote + Contract + We take steps not to show recruiters at . . ¢ ?
ot i Add by chckmg open to’ button
Temporary + new jobs, but we can't guarantee
complete privacy. d 1 ‘f . d . . 'b, h
:y Choose who sees you're open* Learn more about your privacy q n Se e Ct ln ln g C[ n eW ] O W e n
Y You decide if you want only recruiters or all LiNKe iy sssssesssersmseersssme: .
‘ searching for a new role.

Specily job preferences and choose
visibility settings.

40% more likely to be noticed
by recruiters.




Edit summary

ience in Finance and Accounting, working in the high tech industry, for startups, and
ave been recognized for ability to analyze, communicate and explain complicated
non-financial executives. | have delivered to C-level executives and have made Board ,

Draft a compelling
summary

Featuredin your ‘About’ section
Your “elevator pitch”

Focus on careeraccomplishments
and aspirations

40+ words




Description

Responsible for up to 25 clients (from data input and general ledger accounting through financial)
throughout the year in various industries including restaurant, retail, medical and clinical, plumbing,
property management, construction, trucking and transportation, attorney and legal services, and many
more.

148/200

STEP 7
Detail your work

experience

Member with up-to-date positions
receive up to:

95X more connection requests
8x more Protile views

10x more messages



Volunteer experience

STEP 8

Add volunteer
experience

Members who add volunteer

experience get up to 6x more
Protile views than those without



Skills & Endorsements
Accounting - 32

@ Endorsed by Chris Francisco and 15
"~ others who are highly skilled at this

Small Business Taxes - 32

“ Endorsed by Janice Tuvak and 8 others
who are highly skilled at this

Communication - 4

Add a new skill

au Endorsed by 12 of Sarah’ colleagues at
Antelith

4 Endorsed by 3 of Sarah’ colleagues at
Antelith

Show more ~

V4

STEP 9

Add skills & get
endorsed

Members who add 5 or more
skills receive up to 17x more
Profile views



Recommendations

Received (14) Given (3)

Terence Welch
Senior Financial Analyst at
Mintome

July 15, 2017, Terence was a
client of Sarah's

Paul Warhtell

VP. Marketing at Creative Co.

April 15,2017, Paul was a client
of Sarah's

Ask for a recommendation

| have been working with Sarah for past 5 years. Unlike
H&R Block, she stands by her work, when we had
inquiry she took care of it, and sorted it out with endless
patience. Being a small business owner, last thing we
want is to answer constant IRS automated letters.

Back in 2012 with tax season closing in quickly, | needed
to find someone that | enjoy working with. As a
self-employed individual, | really appreciate people that
are hard working, honest, and forthcoming. Sarah is all of
that and more — couldn’t recommend her more.

Show more

7

STEP 10
Reqguest a
recommendation

Recommendations help build you
credibility and validate your skills



Build Thought

_eadership

Your Voice on LinkedIn




Q_ search

@ Start a post

(5 Allen Gannett - 2nd
@8gy Author of “The Creative Curve" & Tech Entrepreneur
@ .0
| hear a lot of people using this period to do self-development. But they're
making a mistake.

focus on improving their weaknesses. Trying to "fix"

But, in reality, you should focus on doubling down on your *strengths*
Great public speaker? Work on improving your speaking.
Talented writer? Become a phenomenal writer.

Amazing marketer? Become a top-class marketer.

Agree/disagree? Let me know your thoughts in the comments

#leader P!
© O @ 926 - 465 Commen! ts

Volunteer experience

Gen ZEO Council

[ [pesten

National Adjudicator
B2 startup Canada | Canada's E

. Dancer
"B Broacway oance conter

Sally Bennet likes this

Comments

Aim to start a
conversation with your
posts. Value comments as
the key indicator of o
quallity post versus sheer
volume of engagement.

The longer the character
count - the more valuable
the algorithm finds the
content!

Newsteed updates & posts

Short-formtext posts in the feed help provide a
consistent presence on the platform (especially
for mobile consumption). Don't wait for perfect
and include a mix of the following:

e Real-time reaction and analysis to
industry news.

* Sharp point-of-view on company or
industry content.

»  Quick hitting words of wisdom or
aspirational advice.

> Best practice:

Utilize hashtags within your post to quickly
signal what your contentis about and
increase discoverability — three is optimal



Allen Gannett - st
ol Author of “The Creative Curve" & Tech Entrepreneur
2y - ®

A few months back | gave a talk at Content Marketing World breaking down
how | went from 0-1 million video views on Linkedin in 6 months.
..see more

LinkedIn Video 101 - 45 pages

Content Marketing World

LinkedIn Video () )

0 -1 Million Video Views in 6 Months

© 264 - 65 comments

Kristy Hesse « 15t
Ay CHRO | Strategic Executive Leader

d .

My Mondays got a lot brighter when you came to CFCU! Happy 1 Year
Anniversary! Kayla Loos #Kudos Thank you for #MakingWorkFun P

N

> Making Work Fun 4
3 | Kayla Loos i
.l

\ String Nguyen - 2nd + Follow «-«
4x LinkedIn Top Voice "W Follow for The Trusted Guide T

w.®

Authenticity - what does it mean in personal branding?

Such an interesting and over-used word. But, | believe in the power of
authenticity.

“String, | picked you because you're raw. You're not an influencer that fakes it
till you make it. You show the human side to business and marketing.”

The key to authenticity, understand:

% Your personal values, which sets your boundaries

% Your super powers, what makes you unique?

% Your value proposition, what makes you attractive to your
clients/customers?

The more you know who you are, the more you can walk in your path of truth.

Content should be about reinforcing your 'Humanness' and brand as a person.

I'm not out to be famous or popular, I'm here to be present and be relevant.
I'm happy to share what works and what doesn't work.

LinkedIn is moving to becoming more of a platform to reinforce inbound
marketing and having a strong personal brand allows me to pick key clients
who understand my super powers and how | can them succeed.

Be you means being authentic.

Being authentic means being true to yourself.

Being yourself means understanding your personal values system.

Be you online.

#stringtheory on #personalbranding

What does authenticity mean to you?

The author can see how you vote. Learn more

Being true to your values 69%
Being human 22%
Being raw 6%
Other (comment below) 3%

161 votes - Poll closed

Beyond the text update

Try some of LinkedIn’s otherinteresting
mechanics for creating newsfeed posts that
are interactive, dynamic, and media-forward.

* Use polls to take the pulse of your
audience and start a dialogue.

* TJestvideo —it's highly interactive

* Upload documents to create an
interactive experience orshare content.

* Acknowledge peers,employees, or other
team members with Celebrations.

> Best practice:

Short form posts and video are
recommended for executives overlong form
articles.



Showcase culture
and storytelling

ﬁ Three hashtags

Tagged colleagues

o, Photos showcasing
12 people/culture
i Amplification

The power
of the comment

-
Xy

Comments are a powerful
and light touch way to
establish thought leadership

They are an opportunity to
engage with new hires and
showcase culture and executive
support to potential hires

Consider dedicating five minutes
a day to commenting on
employees by following your
company hashtag



Activate
Creator Mode

p Reach alarger
audience

o Detfault to follow

Showcase content
front & center

| E stablish your voice
1 & get discovered

/ Access to
Creator Tools

Creator mode

Grow your audience with creator mode

=2 People will be encouraged to follow you and your follower count will be shown in your

=3 Your content will be showcased more prominently in your activity section.

=¥ You can also show topics you post about in your intro,

.f.a )

Sarah King

Learn more

Talks about #

1.3k followers

Follow

Featured

Activity New

intro.




Feature content

= Bring your story to life
HH T .

by pinning rich media
content you're proud of
to your ‘Featured’section

You can edit this frequently.
/ .
For example, to include your
most recent LinkedIn post

Tunji Akintokun MBE CCMI

Senior Director, Head of Marketing Solutions, UK and Ireland, LinkedIn | SID, England Athletics | Patron, autism charity CASPA | Trustee, lle

MBE in the Queen's 2018 New
Year's Honours List

Humbled to receive an MBE in
the Queen's 2018 New Year's
Honours List for services to
young people from ethnic
minorities in Science &
Technology..

-

Rio 2016 Olympic Torchbearer

Proud to be an Olympic
Torchbearer at Rio 2016 in
recognition of my efforts in STEM
and Mentoring representing
Cisco

100 Most Connected Men
In Britain
2015

GQ Magazine's 100 Most
Connected Men in Britain 2015...

https.//www.gq-
magazine.co.uk/gallery/100-
most-connected-men-in-britain-
2015




Building a Presence

through BU

Pages with complete
information get 30% more
weekly views (Logo,
Overview, Organization info,

CTAs)

Companies that post weekly
see a 2x lift in engagement
with their content

Boston University Global Development Policy
Center

Policy Research for a Better World.
International Affairs - Boston , Massachusetts - 2K followers - 11-50 employees

2: Viewed by 74 people this week
+ Follow (: Message : @

Home About Posts Jobs People Insights

Overview

The Boston University Global Development Policy (GDP) Center is a University-wide center in
partnership with the Frederick S. Pardee School of Global Studies. The GDP Center’s mission is to
advance policy-oriented research for financial stability, human well-being and environmental
sustainability.

To fulfill its mission, the GDP Center conducts rigorous policy research, provides a convening place for
scholars and stakeholders, engages in policy dialogue with policymakers, civil society and media and
offers experiential learning for Boston University students.

Website

http://www.bu.edu/gdp/

Industry
International Affairs

Company size
11-50 employees
62 associated members @

Head ters

About

The Boston University Global Development Policy (GDP) Center is a University-wide center in
partnership with the Frederick S. Pardee School of Global Studies. The GDP Center’s mission is to
advance policy-oriented research for financial stability, human well-being and environmental ... see
more

Boston , Massachusetts

Founded
2017

Specialties
Development, Research, Policy Research, Environmental Sustainability , and Financial Stability

Show all details =

Page posts

24 Boston University Global Dev...

557 followers

2 ston University Global Dev...

owers

Using newly available data, Rebecca Ray and B. .. What role does @ China play in resolving
Alexander Simons chart the fiscal and Africa’s debt dilemma as [ of the continent's
environmental needs of 108 emerging ...see more largest and most important creditors? ..see more

Africa’s Debt Dilemma: The Urgent Need for
More Equitable Borrowing

chinaglobalsouth.com + 2 min read

[}
& ® 5 q o) S) o X/

Like Comment Repost Send Like Comment Repost Send

e0c000O0OO0

Show all posts =

Recently posted jobs

R

Program Manager - Global
Economic Governance...
Boston University Global...
Boston, MA

5 hours ago

Show all jobs =




Gain
<Knowledge
and Insights




Try Premium Free
for 1 Month

m Q Search ﬁ .

Notifications Me v

- 4

Golden Phase ‘ . ' FixDex
Enter your company’s ‘golden phase’ with the right marketing strategy.
Marketing and Advertising * Sa cisco, CA + 1,234,163 followers

R #4 on LinkedIn Top Companies | Startups

J Affiliated pages
ac% J) 23 connections work here * 4,375 employees
= Company name
£ £ Nt Y Adddd
Rl ( Visit website &' ) ( More ) i acauiiiin
- 4
. ) fras i 14 connections work here
Home About Products Posts Jobs Life People Insights ) "‘xe
( + Follow :‘
About
Company name
Founded in 2003, Golden Phase connects the world's professionals to make them more productive and successful. Industry
With more than 675+ million members worldwide, including executives from every Fortune 500 company should ... Parent of acquisition
( 4+ Follow )
Contact informatio Stocks ~—
www.goldenphase.com GLD 135.50
(800) 987-6543 NASDAQ A +2.06

Company name
Industry

Showcase page

3‘1&’ 14 connections work here

See all details

Product

v
ﬂ Messaging =
.

GAIN KNOWLEDGE

Follow
companies
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wme \ N Propst -

7+ Years Experience? - Enroll in the CSU Online MBA - Executive Track Program, Learn More Today!

Bill Gates - 3rd
Co-chair, Bill & Melinda Gates Foundation
! tate Contact info

32,179,600 !

v Following More

About

Bill & Melinda Gates
Foundation

G Harvard University

Co-chair of the Bill & Melinda Gates Foundation. Microsoft Co-founder, Voracious reader. Avid traveler

Featured

o A
. L&’ ¥ Our 2021

= \nnual Leter
sl

FixDex

People also viewed
#\ Alma Cox - 15t
J
+ Follow

Francisco Banks - 2nd

o

Connect

Amy Murphy - 3rd

v Following

Marian Tran - 2nd

Message

Brett Wolte - 2nd

® O &

:’ q Messaging

GAIN INSIGHTS

ollow

influencers



INDUSTRY

‘ Q Find Industry

% |

‘ Medical Devices

”_-‘ Package/Freight Delivery

{ 1 Security and Investigations

{7‘ Capital Markets

LOCATION

Q Find location

Greater New Orleans Area
(*l Barcelona Area, Spain
‘:J Lexington, Kentucky Area

‘:l New York

!:J Israel

COMPANY

’ Q Find company

D San Francisco Bay Area
l:[ New Delhi

| ] Greateer Chicago Area

l:[ Greateer Chicago Area

SEARCH AT SCALE

Advanced searc
filters help you fin
what's important



Save
Save for later

Copy link to post

Embed this post

Copy and paste embed code on your site

Unfollow Marcel Mehta
Stay connected but stop seeing posts from Marcel
in feed

Unfollow Jeff Tanaka
Stay connected but stop seeing posts from Jeff in
feed

| don’t want to see this
Let us know why you dont want to see this post

Report this post
This post is offensive or the account is hacked

Who can see this post
Visible to anyone on or off Linkedin

CUSTOMIZE YOUR FEED

See the news,
content and posts
that matter most



n Your Content




See it in action



Meet Dan Shapero

LinkedIn's Chief Operating Officer

» 200+ posts » 184K engagements

* 15M impressions e 2,841 reshares

Dan's # T hinkAboutlt videos account

for of his post reshares since its
launch in 2021.

LinkedIn Internal Data, 2023. Forinternal, non-commercial use only. Providedunderlicensefrom LinkedIn
and subjectto the LinkedIn Subscription Agreementand Service Terms.

m a

Daniel Shapero ©@ ®) (He/Him) - 2nd m LinkedIn
COO at LinkedIn

Talks about #linkedin, #strategy, #leadership, #careeradvice, and
#thinkaboutit

H Harvard Business School

Mountain View, California, United States - Contact info
142,620 followers - 500+ connections

‘g ,b Gordy Hao, Edward MacNabb, and 97 other mutual connections
»

Save in Sales Navigator
Connect if you know each other

Highlights

Daniel follows you You both work at Linkedin
Daniel has been following you since Jun 2021 Daniel started at LinkedIn 11 years and 5

months before you did

Show all 3 highlights =

Featured

Article Post Article

My amazing colleague Liz Li
joined me today to elaborate o...

By ¥V

You can't win at work if you're °
losing at home
Daniel Shapero on LinkedIn

Linkedin hits $10B in revenue
by helping companies connec...
Daniel Shapero on LinkedIn
Yesterday, we shared an
incredible milestone for Linkedin:
we achieved $10 billion in

I
<
Three years ago, | sat down with g
my manager, Mike. He wanted to «
promote me into his old role... T
¢
B
«

revenue in fiscal year 2021, up leading a large global sales team
27 percent from last year. And as covering over 25 offices in 5
Ryan shared in a post today, thi... €C@® 1,984 - 157 comments continents. it was a tremendou...



Highlights from Dan’s Top Videos

Yy Daniel Shapero - Following Daniel Shapero - Following - Daniel Shapero - Following
'@ COO at Linkedin *¥ COO at Linkedin ' COO at Linkedin

So proud to share that my team (GBO) has reached gender parity (49.4%)
across hundreds of leadership roles (Director+) on a global basis. It's been a
long journey from where we were in 2015 when we were very male skewed and
our then leader Mike Gamson challenged us to do better. | learned a lot in the
process that helped me become a more inclusive leader... Shout out to Fern
Mandelbaum for her formative coaching. The work to building an amazingly
inclusive work environment continues... but it's important to celebrate big
milestones. Massive appreciation to all of our exceptional female leaders and
allies who made this a reality.

As 2023 comes to a close, it's time for 2024 predictions. Mine is that we'll start
to see measurable separation in performance between teams that embrace Al
in their operations and those whose reluctance holds them back. And when
disruptive innovation like this arises... it's often smart to “start small to win big"
which is my advice for operators of all functions. #ThinkAboutit
#bigideas2024

Happy Halloween! Cost of capital is going up! What that means for business
operators... #ThinkAboutit

WO Y

year, so it is predictions time. What's
going to

313 m ‘)f,v : : Tyr « Public post
€C® K - 44 comments - 8 reposts

2mo - Public post Tyr « Public post - Edited

CO@ 1.4K - 79 comments - 73 reposts C€O 2.7K - 131 comments - 45 reposts

Posing a questionto followers Being authenticand

, ) Showcasing what matters most
informative



Since # T hinkAboutlt launched, Dan has seen a 50% increase in follower
count and 2.7/K post reshares, resulting in an expansive reach on Linkedln.

First #ThinkAboutlt

200 post published 12,000

800
— 10,000 @
S 700 5
2 600 8000 3
Q 500 S
o L
2 400 6,000 =
o) 0]
£ 300 4000 =
5 o
+ igg I I I I 2000 **

o 0

FY21 FY22 FY22 FY22 FY22 FY23 FY23 FY23
Q4 QI Q2 Q5 Q4 Ql Q2 Q3

m | otal Shares ===New Followers

Source: Linkedn Intermal Data. April1 2021 - February 282023. Forinternal, non-commercial use only.
Provided underlicense from Linkedln and subjectto the Linkedin Subscription Agreement and Service Terms.



Dan'’s # T'hinkAboutlt posts have reached a wide variety of members, many
of whom do not work at LinkedIn and could be future decision makers.

Top Seniorities Top Functions

Senior Business Development [
Entry Engineering |G
Director Sdes S
89% Manager Operations _
VP Information Technology |
Owner Human Resources |
CXO Marketing | NN
Partner Finance |
7% Training Program and Project... | Il
4% Unpaid Support [
LIAlumni  ®LIEmployee B Never Employee 0.0% 90.0% 40.0% 0.0% 10.0% 20.0%

Source: LinkedIn Internal Data.
Forinternal, non-commercial use only. Providedunderlicense from Linked n and subjectto the Linkedin Subscription Agreement and Service Terms.



So why does
ninkAboutlt content
nerform so well?




Dan's content works because it's:

Dan’s videos are incredibly authentic

and showcase his personality. They're done
via phone and are usually recorded while
he's on the move, making them relatable.

Dan recognizes the range of his audience
(entry-level to senior executives) and tries to
make the information understandable and
beneficial for all. This helps inspire new

thinking and engagement from his followers.

The discussion topics are typically top
of mind for leaders and decision-
makers on the LinkedIn platform,
again creating relatability.

Dan recognizes the range of his audience
and tries to make the information
beneficial for everyone, which sparks new
thinking and engagement from senior-
level executives to entry-level.



Your thought leadership cheat sheet

Establish
a presence

* Have a complete profile

* Turn on Creator Mode
*  Follow and use company hashtag

* Discover new voices to follow via
LinkedIn's Top Voices

* Follow relevant industry
peers and colleagues

*  Brainstorm topics you might like to

publish about in the next 6 months.

Think about:

* Professional expertise

* Industry trends

*  Company vision & values

*  Community impact

Develop
consistency

Focus on a content persona and
establish your initial publishing
pillars/topics to write about

Establish an initial publishing
cadence that you can keep
consistently (at least monthly)

Experiment with different post formats:
+ Short form newsfeed

«  Newsletters

« Video

Monitor your publishing metrics for best
time/day to post

Share relevant content from within your

network and add personal perspective.

Lead in thought
& provoke dialogue

Post consistently at least 1x/week.

Establish an ideal content mix of
more than one format (ie 2x/weekly
newsfeed posts with 1x/monthly
video or newsletterissue)

Participate in comment threads and
dialogue on your content or others’

Use LinkedIn Live to engage with your
audiences in real-time.

Share company & brand content with
personal POV and perspectives.


https://business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/agency/decks/Rock-Your-Profile---site-version.pdf
https://business.linkedin.com/marketing-solutions/linkedin-live
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