
5 Ways to Market Your Business on LinkedIn 
 
Many businesses use Facebook Pages, and more and more are becoming aware of the 
advantages of Google Plus. But there’s a third social network that can bring you solid 
leads and help expand your reach in your local area (and beyond, if you’re up for a 
challenge). 
 
I’m talking about LinkedIn.  And you might be amazed at how little your peers and 
competitors know about LinkedIn advantages (even if they’re running neck-and-neck 
with you on Facebook Pages and in Google Plus Local). 
 
This social network is more business-centric than most others.  In fact, calling it a social 
network is really like calling an apple an orange:  They’re both fruit ‒ but one contains 
starchy flesh and the other contains acidic fiber.  Not really the same at all, other than 
both being (a) round and (b) fruit. 
 
Think of LinkedIn as a business network ‒ with a social-network framework. 
 
It started out geared to single, youngish, male professionals seeking high level jobs:  
And it has changed its structure and demographic (but not its mandate) to compete with 
Google and Facebook. 
 
Let’s take a look at LinkedIn’s current demographic today, according to Alexa.com… 
 



 
(The green bars show when a particular demographic stat is over-represented:  The 
amount of green indicates by how much.) 
 
So the age portion has expanded from 25-44 in recent year to include 45-54 year-olds 
(running almost neck-and-neck with the 35-44-year-old group):  It could even be said 
that as new business professionals are added, others are growing older with LinkedIn.  
The point is, the range is wide, spanning almost all of the active working-age groups. 
 
You’ll also notice females are now over-represented ‒ a definite change from the early 
days.   
 
So what does all this have to do with you as a local business owner? 
 
It doesn’t matter what age you are: Or how well you fit in with this “new” demographic.  
These are the people who will be hiring your services or buying from you. 
 
In this report, we’ll take a look at five proven ways you can use to market your unique, 
local business on LinkedIn.   
 
Not all of these ways will be appropriate for you ‒ but even if one brings you more 
business, you may find yourself suddenly ahead of your competitors. 
 



(After all, it only takes one dried bean to tip the scale, when both sides seem equally 
balanced!) 
 

1.  Create a LinkedIn Company Page 

Right up front, let’s admit that B2B businesses are better suited to LinkedIn than 
retail businesses ‒ but if you do own a retail business, creating a LinkedIn 
Company Page for your company can be a solid addition to your lead generation 
strategies. 

The key lies in optimizing your LinkedIn Company Page lies in making sure: 

• You use keywords you’d like people to search with 

• You fill in every blank to convey the image you want to brand your product 
or store with.  (No “token” pages, with just one or two meager details 
inserted!) 

Always keep in mind that the purpose of your Company Page should be two-fold:  
Not only should it portray what you want potential clients, business peers or 
customers to see, it should bring you potential clients, business peers and, if not 
customers, referrals.   

 



Having someone else recommend your company is one the most powerful 
benefits to using LinkedIn to display a Company presence. 

When setting up your Company Page, make sure it: 

• Let’s people know what makes your company tick (and why it should 
matter to them) 

• Showcases your products (or services) 

• Allows people to connect with you (to ask questions, give feedback, share 
needs) 

• Contains content that will incite them to do this 

As LinkedIn’s Help section prompts, make sure it tells “your company’s story”.  
And beyond that, make sure that story will connect emotionally with your 
potential LinkedIn network contact ‒ or customer.  

 



Also remember, when setting up your Company Page, that according to almost 
every Sales “great” under the sun, people ultimately buy from you ‒ rather than 
your competitor ‒ for emotional reasons.  No matter how much they insist that: 

• Your location is more convenient 

• You have the best deal 

• Your store is more accessible 

• Your parking opportunities are better 

And so forth. 

You can now purchase upgrades for your Company Page too ‒ specific Tabs you 
can add (such as “Products and Services” allowing you to really display your 
Company in depth. 

Finally, all of this will count for nothing ‒ no matter how skillfully you’ve set it up ‒ 
if you don’t include a very clear call to action, inviting readers to do something 
right that moment (e.g. sign up for your newsletter, call the store for special offer 
details, download your map ‒ whatever will cause them to be further “hooked” 
into engaging with you. 

If you dig a little deeper, you’ll not only find that very often there is an emotional 
component to these practical “reasons” ‒ e.g. your customer is afraid of driving 
the short distance on the super-highway to get to your competitor ‒ you’ll also 
find that they feel a sense of familiarity and emotional connection with you. 

And your Company Page can help you create that ‒ both by “telling your story” 
and by consciously reinforcing your branding ‒ and brand. 

 

 

 

2. Create and Cult ivate Groups 

It doesn’t matter if your local business is service-based or retail ‒ creating a 
focused group and cultivating other related groups can help your LinkedIn reach 
rapidly expand.  

TIP:  The most important action you can take, when maintaining a  LinkedIn 
Company Page?  Make sure there is always fresh new content by diligently 
making regular use of your “Company Updates” section.  (Your news doesn’t 
have to be earth-shatteringly important – just interesting.) 



 

Use your keywords, when creating or seeking for powerful groups that can 
influence your market... 

 

Keywords are, well, the key, when it comes to reaching who you want to reach. 



 

People who are drawn to your Group will recommend it to others in their network 
or Groups ‒ either deliberately, or inadvertently.  (Once someone is connected to 
you on LinkedIn, not only do you have access to their connections, but their 
connections have access to you!) 

Monitor all groups you’re involved in daily ‒ even a quick glance will get you in 
the habit of doing them.  Be sure to engage regularly in discussions. Ask 
questions.  Provide answers.  Throw out ideas.  Release hot tips. 

In fact, be even more blatant than that:  Create a networking group for your 
location and niche.  This type of group is especially helpful if you’re focusing on 
B2B services you’ll need, as well as on clients.  (In fact, this is so important, let’s 
make it Tip # 3…) 

For one thing, it can be an enormous source of solid referrals and 
recommendations; both personal, informal ones and via LinkedIn’s regular 
channels. 

Regular engagement in Groups will move you up the LinkedIn ladder more 
quickly than any other strategy ‒ regardless of your type of local business. 
 
 
 
 
 

3. Build your Own Specialized Peer Group for Support and 
Brainstorming ‒ Here’s where you create another group, if you have the time.  

TIP:  Include a link back to your Company Page, when engaging in group activity.  
And be sure to create a group containing your local area name as a keyword, if you 
can. 



(Don’t worry:  Maintaining a group can take as little as a few minutes a day.)  
Include a relevant industry-related keyword in descriptions, names and titles to 
attract peers in your industry ‒ then use business owners in other cities who don’t 
compete with you locally as resources. 

Bounce ideas off them.  Ask questions.  Get advice on situations that may be 
new to you, but old hat to one of your peers.  And be sure to return the favor too. 

It’s like having your own Platinum Mastermind Private Forum.  The type of 
valuable information you can help yourself to will most likely include: 

• Recommendations (for suppliers, manufacturers, shelving units, 
insurance providers, etc.) 

• Statistics on how well certain types of promotions did ‒ or didn’t ‒ do 

• Ideas (on things like seasonal promotions; what not to include in a 
package deal, etc.) 

• Products that can help you with your business 

• Software that will ‒ or will not ‒ make life easier for you as a business 
owner 

• Customer handling tips and suggestions 

And much more. 

4. Optimize your Profi le  -- If people can’t find you when they search, all the 
strategies in the world won’t help.  Be sure to fill out every section of your profile 
‒ and include your best keywords (the ones people use to find businesses like 
yours). 

There are many ways to find out what keywords your potential customers or 
clients might use, when looking for businesses such as yours in your local area.  
Number one, of course, is your area name (e.g. “Lake Simcoe”). 

Use it in your Headline and repeat it at least three times in the body of your 
Profile Summary: 



 

Make sure your Profile gives people an honest taste of who you are ‒ and 
include an up-to-date, professional-quality headshot (preferably the same one 
you use on any other online websites or social sites).  Avoid stilted, formal 
language and “speak” as naturally as possible, so that people reading it get an 
idea of your personality. 

Include only what you think would be relevant ‒ or interesting ‒ to your target 
connections or clients.  Resist the urge to brag about achievements they don’t 
care about. 

 

 

 

But don’t just stop at optimizing your profile:  Make sure you post regular, 
relevant status updates too ‒ both to your Company Page and to your main 
LinkedIn wall. 

And if you have a Company Page, do be sure to optimize its profile too (as well 
as update it regularly.)   

TIP:  Remember that you will only see people connected to you (up to three levels 
deep).  That’s why it’s important to make as many relevant connections as possible, as 
quickly as possible, after joining LinkedIn. 



And if you have a Premium account, you’ll be able to send InMails too, with very 
little restriction.  (You’ll also have the option of sending anyone in LinkedIn bulk 
messages with the Partner Messages paid option ‒ the charge is nominal.) 

What can you do with Partner Messages?  Every sixty days you can: 

• Create a “co-branded” landing page 

• Create an ad unit 

• Create a call-to-action button 

• Share them with other social networks (Facebook and Twitter) 

5. Advertise on LinkedIn ‒ If you have the budget for it, consider creating and 
testing out a LinkedIn ad.  These are no more expensive than other social ads, 
and you can set (and change) limits. 

Not only do ads bring click-throughs and viewers, they also provide you with 
important statistical data, giving you feedback from your most interested 
connections. 

One of the biggest advantages of LinkedIn ad creation?  It’s geo-targeting ability.  
You can slant your ads only to connections (and three levels of their connections, 
who may each have it displayed to three levels of their connections, and so on) in 
your precise local area:  Meaning your ad wil l  be displayed only to people 
who are l ikely to f ind it relevant. 

You can also use your Company name, industry and size in your targeting; as 
well as gender, age group, age and more.   

You can target your ads based on profile information from your connections 
(though you cannot target them to specific people). 

Be sure to follow all LinkedIn advertising guidelines (as well as their ads 
agreement), but the following highlights the most important do’s and don’ts… 



 

 

Display Ads vs. Text 

You may have seen Display ads on LinkedIn:  Those are for companies with 
large budgets (over $25,000) who have Business Accounts. 

The ones that you’ll likely want are “Targeted Text” ads such as the ones 
displayed here: 
 

 
 
You can also enable ‒ or disable ‒ lead collection on your Ad Dashboard, since 
you have a high degree of control over your ads.  As well, you’ll be able to track 
these simply by clicking the “Leads” tab on your Ad Dashboard. 

Note that you can link ads to a Company Page or Profile.  You can also create 
ads from your free personal account or from a LinkedIn Business account. 

 



 

 

 

If you are going to write your own ad, follow these recommended “Best Practices” 
from LinkedIn’s Ad Center… 

 
• Create a call to action with the headline. 

 
• Target specific audiences through your headline and text. For example, if 

you're targeting finance professionals, include relevant job titles or the 
word "finance" within the ad. 

 
• Include an image or logo that's appealing to your target audience. 

 
• Make sure the text is concise and easy to read for your target audience. 

 
• Keep in mind that your ad will be shown in multiple areas with different 

formatting. 

 

Using LinkedIn to market your business, even a small business is a wise move in 
today’s ever-competitive online world.  Use it to increase valid, targeted connections, 
showcase your local presence, boost your professional credibility and expand your 
reach by gathering valuable leads. 

Focus on building your connections f irst  ‒ Optimizing your profile and building 
connections as quickly as you can is vital, since these two areas determine how 
LinkedIn weights your account ‒ and allows you to use it. 

And click on every link and read, when you’re setting things up.  Otherwise, you may 
miss important tips ‒ or warnings. 

 

TIP:  All Text ads are truncated after a certain number of characters – so make 
sure you put your most intriguing and eye-catching information within the first 
couple of lines. 



There are many ways LinkedIn can work well for you.  Get to know it ‒ take it on a date 
and spend some time with this incredible business/social network. 

That’s when you’ll really begin to discover the exact ways LinkedIn can help with your 
unique business ‒ and your marketing. 


