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“A wise man knows
everything, a shrewd

It’s not what you know…

everything, a shrewd
man knows everyone.”

– Proverb from a fortune cookie
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– Proverb from a fortune cookie



“Worry not that no one
knows you, seek to be

It’s not what you know…

knows you, seek to be
worth knowing.”

– Confucius
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– Confucius



347,000,000+ members and growing!

111,000,000+ US users

3,000,000 business pages

Some key LinkedIn statistics

3,000,000 business pages

76% of users check it daily, 48%
spend >2 hours a week on it

2 million+ groups
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55% of users have between 0 - 499
1st degree connections



 43.6% have 500+ 1st degree
connections

 Most have 500-999 1st degree

Some key LinkedIn statistics

 Most have 500-999 1st degree
connections

 ~90% of all recruiters use LinkedIn

 77% of all job openings are posted
on LinkedIn
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on LinkedIn

 48% of job postings can only be
found on LinkedIn



How people are using LinkedIn
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1. Trust

2. Influence

Why I love LinkedIn

2. Influence

3. Reach

4. Market Intelligence

© Definity Partners® 2012, all rights reserved

5. Leads



Profile: your chance to shine!

 The single most important
thing YOU control on
LinkedIn

 For maximum success,
fill it out as completely asfill it out as completely as
possible

 Use keywords and
phrases, think SEO

 Set your Contact Settings

 Set your Public Profile
Settings
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Settings

 Vanity URL

 A photo makes your profile
7x more likely to be viewed!



Profile Strength

 According to LinkedIn, users with complete profiles
are 40 times more likely to receive opportunities
through LinkedIn

 As your profile strength improves, your chances of As your profile strength improves, your chances of
appearing at the top of SERPs greatly improves

 5 levels:

 Beginner

 Intermediate

 Advanced
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 Advanced

 Expert

 All Star



Build an All-Star profile

• All Star requires:
• Industry and location
• An up-to-date current position (with a description)
• Two past positions• Two past positions
• Education
• Skills (minimum of 3)
• A profile photo
• At least 50 connections
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• Completed profiles rank higher
• SEO approach can be more beneficial



Information viewable on your profile

• Your profile is visible to members who've signed in. Members in
your network see your name and profile

• Members outside your network only see a shortened profile
without your namewithout your name

• Only 1st degree connections can see your email address

• 3rd degree connections and shared group members with free
accounts only see your first name, last initial, and top section of
your profile when searching by keyword. They’ll see your full
profile if they search by first and last name
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• Note: A public version of your profile is called the public profile.
It appears when people search for you on Google, Yahoo!,
Bing, et cetera

http://help.linkedin.com/app/answers/detail/a_id/77



LinkedIn search algorithm

•The LinkedIn search algorithm is
based on:

• Keywords• Keywords

• Profile Completeness

• Connections in Common (shared)

• Connections by Degree (1st Degree,
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• Connections by Degree (1st Degree,
then 2nd, then 3rd)

• Groups in Common (shared)



 Include relevant search keywords in profile areas

 Use simple keywords that clients/employers would use

 Use skills search to determine the best keywords

 Don’t be spammy, profile will be read by humans!

Optimizing your profile

 Don’t be spammy, profile will be read by humans!

 Increase the size of your network
 LinkedIn takes connectivity into account for relevance

 It helps to be a 2nd, 3rd or group connection to searcher

 Participate in Groups

 Get endorsements
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 Get endorsements

 They can impact search results

 Search on your keywords

 Review and tweak regularly



What message are you sending?
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Recommendations
Very powerful, you can get and give testimonials

Sent out as updates in your network

Establish credibility

Ask for them

Give them when warranted

Avoid quid pro quo
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Skills / Endorsements
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Skills

• Add up to 50
skills to make
your profile
more
searchablesearchable
and to
highlight
valuable
expertise

• Added skills
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• Added skills
can become
endorsements



Profile statistics

© Definity Partners® 2012, all rights reserved



Profile statistics
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Psychologist Stanley Milgram tested the theory in 1967 with 296
volunteers sending postcards through friends and then friends of
friends to a specific person in a Boston suburb

 Facebook: 4.74 degrees

Six degrees of separation

 Facebook: 4.74 degrees
 Month long experiment of 721M users, only 4.37 in the US

 Twitter: 4.67 degrees
 5.2 million Twitter friend and follower relationships found the average

distance is 4.67 steps

 Microsoft: 6.6 steps
 30B conversations across 240M people, found 6.6 degrees
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 30B conversations across 240M people, found 6.6 degrees

 E-mail: 5-7 degrees
 60K participants in 166 countries found 5-7 degrees

http://barnraisersllc.com/2012/04/studies-social-media-6-degrees-of-separatio/



The 3 degrees

•1st - directly connected
•2nd - connected through a 1st degree connection
•3rd - connected though a connected connection
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Total network size

 Total network size
and 1st degree
connections are
shown at top leftshown at top left

 To get 2nd degree
connections,
search People with
no criteria

 Click the “x” by 1st
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 Click the “x” by 1st

Connections and
Group Members



Connections
 Central location to your network of connections

 Add and Remove connections

 Tag connections

 Export connections

 Import connections

© Definity Partners® 2012, all rights reserved



Connections
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Connections: Import
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Connections: Export
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Sending invitations
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Accepting invitations
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Search: many ways to do it
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Learning to use search will make LinkedIn
exponentially more valuable and effective!



Search

Search results vary based on your account type:
• Basic (Free) account search results include:

• Full profiles with names for 1st and 2nd degree connections,
as well as full views for all profiles shown when searching by
name.name.

• Profile summaries for 3rd degree and out-of-network profiles,
including those you share groups with

• A maximum of 100 profiles
• Basic search result filters

• Premium account search results include:
• Full profiles with names for members in your network, and

those you share groups with
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those you share groups with
• Profile summaries for out-of-network profiles
• Extensive search results (varies between account types)
• Premium filters to refine your results

http://help.linkedin.com/app/answers/detail/a_id/129



Advanced Search
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Search Results
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 Powerful way to share information with network

 Sharing something just once a week makes you
10x more likely to be viewed by a hiring manager

Status updates

 Provide timely, useful, helpful information

 Stay top of mind

 Promote an event or cause

 Curate content
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 Be creative to grab attention when adding content

 FIFO

 Dave’s Rule of 3.



Status updates
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Status update timing
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Status Updates

Learn about activity in your network:

New connections

New groups

Group updatesGroup updates

Profile updates

Status Updates

Application Updates
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Groups

 One of the most powerful features!

 Many different types of groups

 Make new contacts

 Announce news, events and jobs Announce news, events and jobs

 Rally folks to a cause

 Ask and answer questions

 Build your brand

 Follow certain people or topics
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 Follow certain people or topics

 See the influencers in the groups

 Drop little nuggets of useful information to build a
brand (company and personal)



Group statistics

 More than 2,000,000 groups

 17,800,000 members in groups

 1,500,000 new groups memberships per 1,500,000 new groups memberships per
week

 1,200,000 posts and comments in groups
per week

 1,530 groups related to Cincinnati
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 1,530 groups related to Cincinnati

 LinkedCincinnati has >40K members

http://press.linkedin.com/about



 Membership varies from 1 to 1.1M

 Majority of the largest groups are
employment oriented

Group statistics

 128,000 groups for academic and corporate
alumni

 You can belong to 50 groups

 You can own 10 groups
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Group statistics

 I can reach nearly 30,000 people through
groups I own

 I can reach ~700,000 people through all the I can reach ~700,000 people through all the
groups I belong to

 Increased by nearly 200K in less than a year
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Groups

 Groups have benefits “even if you are not involved
in the discussions, such as the ability to direct
message fellow group members, and the ability tomessage fellow group members, and the ability to
help your search rankings and ability to be found
within groups.”

 “I would be in 500 groups if they’d let me”

Wayne Breitbarth, LinkedIn Consultant
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Wayne Breitbarth, LinkedIn Consultant



Groups
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Groups
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• Cincinnati USA Regional Chamber –
http://www.linkedin.com/groups?gid=149230

• Cincinnati Better Business Bureau –
http://www.linkedin.com/groups?gid=1915191

Useful local groups

• LinkedNorthernKentucky –
http://www.linkedin.com/groups?gid=44857

• LinkedKentucky –
http://www.linkedin.com/groups?gid=1576397

• LinkedCincinnati –
http://www.linkedin.com/groups?gid=41134
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http://www.linkedin.com/groups?gid=41134

• Northern Kentucky Chamber of Commerce –
http://www.linkedin.com/groups?gid=800987

• Cov Cath Alumni Group -
https://www.linkedin.com/groups?gid=1781498

http://www.linkedin.com/groups?gid=800987


Companies
More than 3,000,000 company pages!
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Company pages
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All it takes is 15 minutes a day

 Post an update: Post what your doing, an upcoming event or a
link to something useful for your connections. Rule of 3 by 7

 Click like, comment or share: Scan the activity feed to see
what others are doing and click like or comment and/or share
when appropriate.when appropriate.

 Check groups: Scan groups to see what has been posted and
respond if appropriate. Post something useful to the group or
engage in a discussion

 Check messages and invites: Respond to any messages and
look to see who has invited you to connect
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look to see who has invited you to connect

 Use Search: Research your industry, connections, competitors

 Send a note: Send a quick note to people you haven’t
connected with in a while. Use the new features for job changes
/ birthdays, etc to engage.



A word of caution: Reputation

It takes 20 years to build a
reputation and five minutes to ruin it.
If you think about that, you'll doIf you think about that, you'll do
things differently. – Warren Buffet

"Glass, china, and reputation are
easily cracked, and never mended
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easily cracked, and never mended
well." - Benjamin Franklin



Reputation Management
Why RM is so important:

 Content has the potential to last “forever”

 Content not only has an increasingly broad reach, it travels
faster than ever (VIRAL), often without your consent or control

 Once content is posted, you have little control over who can
see it or what they can do with it!

 Information posted can be used against you legally

 People have lost their jobs and/or not been hired because of
postings on the Internet

 Information posted on the Internet can be difficult to vet
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 Information posted on the Internet can be difficult to vet

 Most, but not all adult social network users are privacy
conscious; 60% restrict access to their profiles to friends, 58%
of adults restrict access to certain content within their profile.



Dave Hatter

Q & A
Please send me an invitation!

Dave Hatter

Definity Partners

dhatter@definitypartners.com

www.linkedin.com/in/davehatter

www.youtube.com/davidlhatter
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www.youtube.com/davidlhatter

www.twitter.com/davehatter
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