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L INKEDIN GUIDE

In this guide we share updated best practices for using LinkedIn via 
personal profiles and company pages, and our recommendations for 
how to get the most out of the platform.

WHY LINKEDIN?

LinkedIn is primarily a professional network, allowing working 
individuals, employees, entrepreneurs, companies, and organizations 
to speak to each other about all things business (and sometimes not 
business, but more on that later).

When creating LinkedIn strategies for clients, our primary goal is to 
help brands and thought leaders better communicate with different 
audiences on LinkedIn in order to build a wider following and 
connect with their community.

Decades after the platform’s launch, the way people use LinkedIn has 
evolved and changed drastically - we’re here to help you navigate 
these changes.

WHAT IS LINKEDIN?

§ The world's largest professional network
§ 1 billion+ members worldwide
§ Over 200 countries and territories worldwide
§ 67 million companies

I N T R O D U C T I O N
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https://news.linkedin.com/about-us - Statistics

MORE THAN 1 BILLION MEMBERS IN 200 COUNTRIES AND REGIONS WORLDWIDE

L INKEDIN GUIDE

We have listed the many types of posts you can share on LinkedIn 
below. According to Social Media News Today, multi-image posts 
perform the best, while link posts perform poorly (In general, 
LinkedIn prioritizes keeping and engaging users on the platform 
rather than linking to external sites).

T Y P E S  O F  
P O S T S

H O W  T O  U S E  L I N K E D I N

L I N K E D I N  G U I D E
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§ Text
§ Links
§ Single Image
§ Multi-Image
§ Video
§ Native Document (PDF)

§ Articles + Collaborative Articles
§ Poll
§ Re-Post
§ ‘Celebrate an Occasion’ Prompt

https://news.linkedin.com/about-us
https://www.socialmediatoday.com/news/new-study-looks-most-effective-linkedin-post-types-2024/712361/


RECOMMENDED POSTING FREQUENCY

Once a day, 3-4 times per week.

Note: Do not post more than once per day! LinkedIn’s algorithm 
will suppress the potential reach of both of your posts if you post 
more than once in a 24-hour period.

When reposting someone else’s post with your own additional 
quotes, you create a new post on your own page. This counts as your 
one post for the day.

Reposting “instantly” gives the original post the largest boost and 
brings the post into more people’s feeds. So, if you’re reposting your 
company post onto your personal page, use the Repost option to give 
the company post the highest possible boost in viewership in your 
network.

W H E N  
T O  P O S T
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RECOMMENDED TIMING

Afternoon on Tuesday, Wednesday, Thursday.
Note: We recommend testing out different times of day for your own 
posts and seeing what performs best.

WHAT KIND OF CONTENT TO SHARE

§ Company or personal ‘wins’
§ Awards earned
§ Company news or press releases
§ Job/Career updates
§ Articles or podcasts your company or you are featured in
§ Career advice
§ Amplify other news from your network
§ Industry news/research

L I N K E D I N  G U I D E
J u n e  2 0 2 4

W H A T  
T O  P O S T
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SPACE IT OUT

§ Think about the readability of your post while you are writing it. 
The first sentence is the most important and must grab your 
reader’s attention - remember that they must opt in and click the 
“...see more” to read the entirety of your post.

§ Space out your text. If you have an especially long post, be sure to 
space out the sentences so the paragraphs are easily digestible. 
Reading long blocks of text can be taxing for the eyes and may 
loose reader’s attention.

H O W  T O  
M A K E  
Y O U R  

C O N T E N T  
E F F E C I V E

TAG, TAG, TAG!

§ If your post includes the names of other people or organizations, 
tag them if possible. Called “mentions” on LinkedIn, simply type 
the “@” symbol, and begin writing the name until you see the 
targeted person or organization appear.

§ By Tagging:
A. The person or company tagged will receive a notification 

about your post, increasing the likelihood that they will like, 
comment or share the post.

B. The post is more likely to appear in the feed of their 
network.

L I N K E D I N  G U I D E
J u n e  2 0 2 4

SCHEDULING

If you’re looking to draft content in batches, we recommend using a 
scheduling tool.

You can schedule posts directly within LinkedIn, which is the best 
tool to use in terms of integrating with all of LinkedIn’s tools.

Using a third-party scheduling tool, such as Later.com, that can 
house all your social platforms is useful as well, but realize that you 
may need to return to LinkedIn daily to do things such as tagging 
pages and people. This capability is often not available on third party 
providers.

USE HASHTAGS – 1, 2, or 3

Use no more than three hashtags per post. Think of keywords that 
are relevant to your business or the type of network you are looking 
to build and what they might search for on the platform.
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INTERACT WITH YOUR NETWORK

§ Don’t post and ghost. While you should only post once per day, 
liking, commenting and sharing are highly rewarded by the 
LinkedIn algorithm. Interact with your network via your 
personal profile or company page in order to increase your daily 
engagement.
§ By liking other posts and (more importantly) commenting 

on them, you are increasing your chance of being seen by 
other LinkedIn users.

§ The hour after you post is called the “Golden Hour.” Interacting 
on other people’s comments on your post in this first 60 minutes 
is your best chance to maximize viewership.

§ Incorporate messaging into your posts that encourages 
commenting and follower interaction. Try asking your followers 
a question or write something thought provoking to encourage 
follower interaction.

SHARING CONTENT TO GROUPS OR OTHER PLATFORMS

Before automatically sharing your posts to LinkedIn groups you 
belong to, consider the members of the group and tailor your 
message to be relevant to their interests.

Similarly, before copy and pasting on other social media platforms, 
carefully consider your audience and goals for your content there. 
Social media platforms are distinct, and some content doesn’t “travel” 
as well cross platforms as other. Optimize each platform.

H O W  T O  
M A K E  
Y O U R  

C O N T E N T  
E F F E C I V E

USE HASHTAGS – 1, 2, or 3 (Cont.)

To find popular hashtags on LinkedIn, we recommend typing in 
relevant keywords in the search bar and seeing what other hashtags 
are being used for similar posts to help inform your own hashtag use.

Alternatively, third-party scheduling tool, such as Later.com often 
have built-in tools that recommend hashtags based on your caption.
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CREATE KPIs FOR YOURSELF

For example: Set a goal for how many followers you are looking to 
gain over x number of weeks or months.

D O N ’ T  
F O R G E T  

T O  
M E A S U R E  

Y O U R  
S U C C E S S CHECK LINKEDIN’S ANALYTICS SECTION FREQUENTLY 

TO SEE:

§ What kinds of posts are performing the best?
§ Impression numbers across your various posts.
§ Engagement rate on different types of posts.
§ If your follower count has increased and when/why.

BE AUTHENTIC BUT NOT TOO PERSONAL

§ Your network will be able to tell whether you are being authentic 
or not, and people will appreciate your honesty. Posts about 
personal stories that highlight challenges, achievements, lessons 
learned, personal takes, and milestones have a better chance of 
performing well because they relate to our common experiences 
with others.

§ That being said, posts should be relevant to your career. Don’t 
get too personal. Remember that this is a professional network 
and should be reserved for professional topics!

FOLLOWERS VS CONNECTIONS

§ On your Business Page, one of your primary goals will be to 
attract followers. On your Personal Profile, your network and 
other LinkedIn users have the option to either connect with or 
follow you.

§ Connections will appear in each others feeds and should be 
reserved for people you actually know. Followers, on the other 
hand, can see your posts without being personally connected to 
you (aka – you won’t see your follower’s posts in your own feed).

§ When measuring success for your page or profile, follower count 
will likely be one of the main ways you measure success (though 
connections are important, too). If you’d like others to follow 
you rather than connect with you, you can make ‘Follow’ the 
primary action prompted to your profile visitors. Do this by 
going to your LinkedIn Settings and clicking Visibility > 
Followers > Make Follow Primary.
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M A N A G I N G  A  B U S I N E S S  P A G E  v s  P E R S O N A L  P R O F I L E

When it comes to managing a professional LinkedIn page versus a 
personal profile, remember they are more alike than they are 
different. You can share posts on both and will want to pay close 
attention to updating your page or profile to include as much as 
relevant information as possible in order to build a professional 
profile and be discoverable.

As far as analytics, personal profiles are favored in the LinkedIn 
algorithm over business pages, meaning that LinkedIn will push 
profile posts to more of its network than business page posts. This 
doesn’t mean your company shouldn’t post on its page but be sure to 
get employees involved as available. If they reshare or comment on 
your posts, your post is more likely to get seen by a wider array of 
LinkedIn users!

H O W  T O  M A X I M I Z E  Y O U R  P E R S O N A L  P R O F I L E

Optimize your personal profile by using the provided functions to 
add information about yourself and update it regularly.

§ The more complete your profile is on LinkedIn the better – It 
will make you look more professional, more legitimate and will 
give LinkedIn users more opportunities to connect with you.

§ Profile Level Meter –LinkedIn will show you the completeness 
of your profile using a profile level meter, only visible to you. 
Find the meter in the “Suggested for You” section when viewing 
your profile. Utilize this function to easily find areas where your 
profile is lacking and build up your profile step-by-step. You 
profile will start as a “Beginner,” move to “Intermediate” and 
eventually reach “All-Star” as you complete the seven sections:

O P T I M I Z E
Y O U R

P E R S O N A L
P R O F I L E

1. Profile Photo   

2. Location

3. Industry

4. Education

5. Position

6. Skills

7. Summary
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§ Use Compelling Images – Use a professional headshot as your 
profile photo and include a header photo that is relevant to your 
work or the organization or company you are a member of. Be sure 
the headshot is high resolution (LinkedIn recommends 400x400 
pixels) and looks like you (not 10+ years old).  

§ Add a Headline – Add a short headline to let people know who you 
are and what you do. This headline will appear directly underneath 
your name every time you share a post, when people search your 
name, and other places. It is intended to grab people’s attention and 
quickly let them know (or remind them of) who you are. With 
premium membership, you can get AI assistance in writing this!

§ Add to your Summary (or ”About”) Section – Think of the about 
section, which is prominent on your profile above your activity and 
experience, like a biography. This summary will be an elevator pitch 
of sorts, including your experience, achievements, skills and goals.

§ Update your Experience Section – Adding jobs and positions from 
your professional career will help expand your network. The more 
LinkedIn knows about you, the better – for example, LinkedIn may 
suggest you as a potential connection for people who currently or 
formerly worked at your places of employment.

§ Add Skills – By adding relevant skills to your profile page, you may 
appear in more searches on LinkedIn. These can be general skills, 
such as “public speaking” or “digital marketing,” to more specific 
skills like “Adobe Photoshop” or “Java.”

§ Update it Regularly – As your “resume” changes, be sure to update 
LinkedIn so that your network knows where you are working and 
what you are up to professionally! Plus, you can choose if your 
network gets notifications about these changes.

§ Verify your Profile – The verification badge for personal profiles is 
a relatively new featured on LinkedIn and is free for all users. 
According to the company, verified members get 60% more profile 
views on average. For that reason, we recommend spending the 5 
minutes to complete the process. In the U.S., Mexico and Canada, 
the verification process is completed by CLEAR.

O P T I M I Z E
Y O U R

P E R S O N A L
P R O F I L E
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H O W  T O  M A X I M I Z E  Y O U R  B U S I N E S S  P A G E

§ Follow “Today’s Actions” – When viewing as an admin, 
LinkedIn will suggest ways to improve your page. These action 
prompts are customized to your specific page and are an easy way 
to improve the completeness of your page daily. In addition to 
profile updates, LinkedIn will suggest ways to engage with your 
following.

§ Create a Consistent Brand Image – Coordinate your logo 
image and your page header image to show a consistent brand 
image for the company or organization.

§ Include your Website – Be sure that people can easily access 
your company or organization’s website. You can add a button 
for this at the top of your page’s header.

§ Add a Page Overview – Similar to the summary on your 
personal profile, this section should quickly tell the reader what 
your company does. Think about keywords your perspective 
audience will be searching for and include these in your overview 
so that your page appears in LinkedIn searches.

O P T I M I Z E
Y O U R  

B U S I N E S S
P A G E

Similar to a personal profile, plan to optimize business pages by using 
as many of the functions as possible and updating them regularly.

§ The More Complete your Page is, the Better – According to 
LinkedIn, pages that are updated with all information get 30% 
more weekly views. Your business will look more legitimate and 
professional if you provide information on what your business or 
organization does, regular updates on your activities and how 
people can reach you. The key sections LinkedIn recommends 
editing on your page are:

1. Industry

2. Company Size

3. Description

4. Logo

5. Commitments

6. Website URL

7. Location

8. Call-to-Action

9. Work Email 
Verification

https://business.linkedin.com/marketing-solutions/linkedin-pages/best-practices
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§ Storytelling is a powerful tool in any type of communications, 
and the same principles can be applied to your LinkedIn page 
for a company or organization. By telling compelling and 
honest stories about your company or employees, you can 
help convey authenticity, build community and make your 
brand more “human.”

§ A few examples of storytelling strategies for your LinkedIn 
posts include employee or customer spotlights and thought 
leadership pieces from your company leaders.

§ These stories can be shared during timely periods, such as 
milestone moments or anniversaries for the company, key 
holidays such as women’s history month or as part of a 
dedicated series posted in a regular interval.

§ Wherever possible promote your LinkedIn page on your other 
distribution channels or platforms. A few ideas include:

§ Adding a LinkedIn logo on your company website with 
a direct link to your page.

§ Including a link to your LinkedIn page on your 
company newsletter.

§ Including a link on your email signature.

§ Encourage employees to interact with your page.
§ With LinkedIn algorithm’s preference for personal 

profiles versus business pages, your post will perform 
better if it is shared by your employees or network.

§ Send employees notifications whenever a post is shared 
to the company page. You can do this by clicking the 
three dots next to your posts on admin view and 
clicking “notify employees.”

U S E  
S T O R Y T E L L I N G  

I N  Y O U R  P O S T S

C R O S S -
P R O M O T E  

T H E  C H A N N E L
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O T H E R  F E A T U R E S  T O  T A K E  A D V A N T A G E  O F

L I N K E D I N
N E W S L E T T E R S

For a company or especially a thought leader, Newsletters are an 
optimal way to connect with your network on a deeper level. Not 
only will the newsletter appear in your network’s feed, those who 
subscribe will also get the newsletter in their email inbox. 
Additionally, your newsletter can reach a broader, more diverse 
audience because subscribers don’t have to be a direct LinkedIn 
connection. A few tips on using LinkedIn Newsletters:

§ Post at a regular interval. Decide on what the cadence 
should be for your newsletter and stick to that schedule, 
whether it is monthly, biweekly or weekly.

§ Repurpose content from other platforms. If you have a 
company blog, this is the perfect place to re-share some of 
this content. Make sure to use different headlines for 
repurposed content to optimize search results.

§ Create a theme. The best newsletters focus on a specific 
theme that your target audience will find useful or 
interesting. Based on your talents and skills, select a theme 
you can comfortably create content for on a regular basis.

R E P U R P O S E
C O N T E N T

Besides a LinkedIn newsletter, you can use LinkedIn posts to 
repurpose a number of different types of content. For example, if 
you have a podcast, record videos of the podcast tapings and use 
them on LinkedIn as video posts.

C O L L A B O R A T I V E  
A R T I C L E S

A new feature focused on thought leadership, Collaborative 
Articles are created by LinkedIn using AI. They are meant to act 
as conversation starters by prompting a question and inviting 
LinkedIn members to contribute their own expertise to the 
article. With this feature, as a collaborator, you have the potential 
to be seen by a much larger audience that is interested in your 
areas of expertise.
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Lee Caraher
CEO
Double Forte
lcaraher@double-forte.com
650.302.3457
www.double-forte.com

G E N E R A T I V E  
A I  O N  

L I N K E D I N

Be on the lookout for the various Generative AI tools that 
LinkedIn is rolling out regularly. For now, many of them are for 
premium users only, but can be helpful for rewriting posts or 
suggesting content to update your profile with.

L I N K E D I N  
G R O U P S

LinkedIn Groups are smaller “communities” within LinkedIn 
that you can join based on your industry, interests or experience.      
Both your company page and/or personal profile can become 
members of a group. They are a great way to build new 
connections and network or share ideas with others in your 
industry.

Find a listed LinkedIn Group by searching keywords into the 
search bar on the platform. To join an unlisted group, you will 
need to be invited by a member. View your current groups, create 
a new LinkedIn group, and see groups LinkedIn suggests for you 
by heading to Linkedin.com/groups/. 

Once you are a member of a LinkedIn group, you can interact 
with the community there by joining discussions, posting 
questions, starting conversations, and building new relationships.

https://www.linkedin.com/groups/

