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We exist to train, educate, and support entrepreneurs 
of both new (pre-venture) and established small 
businesses. Positioned within the nationwide network 
of SBDCs, we offer resources, key connections at the 
state and national level, workshops, and online and 
in-person support that equips us to help Ocean State 
entrepreneurs reach the next level of growth. 



Background on LI

● Over one billion members
● More than 200 countries 
● Access to unlimited opportunities in your career
● According to Sprout Social, LinkedIn performs almost 

3 times better generating visitor-to-lead conversions 
than Facebook or Twitter.

https://sproutsocial.com/insights/linkedin-page/


BACKGROUND/GETTING STARTED

1. For LI business features, you need an individual account
2. Create your account, and then you will need to create your business page

- LI will prompt you to set up the rest of the sections of your page
- Fill out all fields
- Add keywords in your description (Google has a lot of LI profile 

searches)
3. Make sure your company page has a profile photo (use your logo here if 

applicable), and cover photo to match your brand
4. Include a clear description of your small business/services in the “about” 

section



Agenda:

1. Building your brand
2. Optimizing your profile
3. How to engage
4. Networking



WHAT IS INCLUDED IN YOUR BRAND?

1. YOUR CONTENT
2. COMMENT SECTION
3. CONNECTING AND MESSAGING 
4. CLIENT ATTRACTING PROFILE



Optimize your page

1. This is your modern day business card
a. Clarify EVERYTHING on your page

i. You have seconds for when people look @ your page
ii. Avoid cute/fancy/industry jargon

iii. Be simple and clear, not boring
b. You need social proof that you are legit, and a reputable company

i. In the featured section of your LI page, add in testimonials 
ii. In recommendations section, make sure they are recent, 

within the past 2 years max
c. Path to conversion

i. You need a CTA, whether is it your number or website, etc.  
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Optimize your page

1. YOUR CONTENT
a. Utilize videos (short form, vertical)

i. Need well written text, your copy is shown BEFORE the video
b. Picture posts

i. A photo that tells a story
ii. Background with a plot, share the compelling story!

c. Straight up text
d. Polls 

i. Can be useful to you, ask questions pertaining to your 
industry/business



Optimize your page



Optimize your page

1. YOUR CONTENT
a. Post frequency

i. 1-2 times a day (M-F)
ii. When is your audience up and on the platform?

b. Publish/share content that is not just yours
i. Anything that benefits your audience

ii. Articles/news 
c. MAKE SURE you are not just promoting your company



Optimize your page

1. YOUR CONTENT
a. Get your employees involved

i. Have them share your content on their personal page
b. Share behind the scenes photos

i. Example (you are in real estate and you share your agents 
day-to-day)



Optimize your 
page

1. Utilize your page’s 
analytics

a. Content 
b. Visitors



ENGAGEMENT

1. COMMENT SECTION
a.  On your own content

i. Encourage people to come back
ii. Potential lead opportunities

iii. Able to develop more content just from your 
comments/clients

b. Need to be interacting with other people’s content
i. Back and forth to help others in return will help you

ii. Search by industry, job title, actively be interacting with 
these people 



ENGAGEMENT

1. COMMENT SECTION
a. Searching by industry, job title

i. This makes your content at the top of THEIR feed
ii. This algorithm is a social graph, not an interest-based 

graph
1. It shows you content from people it THINKS you want to 

engage with
2. People who have engaged with you/ vise versa 



NETWORKING

3. CONNECT AND MESSAGE
a. Connection vs follower

i. Connection is a two way street 
b. Connections: 

i. You do not need to send a message each time, but it is strategic
1. If you are trying to connect with potential customers;

a. Search for ideal content
b. Engage with their content
c. Send a connection referencing the content
d. Send a message that is personalized and substance to it  
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NETWORKING

3. CONNECT 
a. Connect with existing acquaintances

i. Colleagues, business contacts
ii. Strengthen these relationships by sending personalised 

messages with your requests
b. Utilize “people you may know”

i. This algorithm suggests connections based on mutual 
friends/shared interests/industry alignment

ii. If someone connects with you, message them!!! Thank them!



NETWORKING

3. CONNECT 
a. Invite connections to follow your page

i. Business pages have 100 credits available (1 invite = 1 credit), once 
your connection accepts your invite, you get the credit back

b. Join existing LI groups
i. Entrepreneur-focused LI groups

ii. Not a place for ads, but a valuable place for relevant content that 
would drive people to your page

iii. Engage your network with insightful comments 
iv. Add value to your network and focus more on helping others by 

sharing your expertise



NETWORKING

ENGAGE WITH THE LINKEDIN COMMUNITY
a. Share high quality content
b. Industry news/insights
c. Interact with your audience
d. Craft long-form content that demonstrates your expertise and shows your 

background/knowledge



NETWORKING

GAIN FOLLOWERS
a. Post a widget for your LI 

page on your website
b. Add your LI information to 

your email signature 
(hyperlink)

c. Have your employees 
promote the company page 

d. Place on business cards



Should you buy premium?



IT DEPENDS…

YES
a. Enables you to engage w/ users in a more advanced manner
b. Allows you to see the full profiles of people who view your business 

page
c. Can review the keywords that referred people to your profile
d. Gain insights into the characteristics of potential contacts



IT DEPENDS…

YES
a. InMails

i. Allows you to send direct messages to prospects and industry 
leaders who are not yet your connections

ii. LI messages have an 85% open rate compared to email
iii. Simply search the user and click on “send InMail” below their 

headline
b. Email updates

i. You will get alerts that new profiles fit your search criteria
ii. Essentially acts as a lead source 

iii. You will benefit from standing out when users search the name of 
your company



IT DEPENDS…

YES
a. Use Introductions

i. You get 25-35 introductions based on the type of subscription 
(free version you get 5)

ii. These give individuals a chance to introduce themselves
b. Open profile feature

i. Any LI user can contact you free of charge 
ii. You can contact any other user with an open profile if you are not 

connected already 
iii. Can fine tune your search which has 8 additional search filters



PRICING/DETAILS



TO DO ITEMS

1. Connections
- On LI, statistics say once the page gains 150 followers, their 

opportunity for growth becomes exponential
2. Once a week, cross promote your page on other social platforms
3. Once a month tap into your customers’ networks (may be you reposting 

their content)
4. Once a quarter, invite your personal connections to follow your page
5. Try premium one month free



Conclusion



Questions?
Type your question to the chat box

Contact Us:

401-874-7232

https://bit.ly/regRISBDC

aecapasso@uri.edu

https://bit.ly/regRISBDC

