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How to Master LinkedIn for 
Marketers – Part 2 

William Arruda 

 
In this second post of the LinkedIn for Marketers series, I’ll focus 
on adding credibility to your profile and making it stand out 
from your peers’ profiles. If you haven’t read Part 1, do so 
before completing the actions I suggest in this post. In Part 1, I 
focused on the three most important elements of your profile – 
your Headline, Headshot and Summary – and other key 
components that help you tell the world who you are and why 
they should care. 

 

Just as in the previous article, in this installment I’ll share with 
you my “super special secret tips” (wildly impactful things that 
few people know) to give you and edge over your peers. 

 

Ready? 

 

Let’s start with the two features of your profile that help you 
validate what you say about yourself with input from others - 
Endorsements and Recommendations. 
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Edit Your Endorsements 

 

OK, you probably rolled your eyes when you saw the word 
endorsements. We’re all a little dubious about their value. If 
you’re like me, you’ve probably been endorsed for skills you 
don't posses and were likely endorsed by people who barely 
know you. But don’t let that prevent you from using 
endorsements to influence your target audience. Even though 
we think they are silly, they matter. Here’s an enlightening New 
York Times article that shows that people are making decisions 
about you based on the skills for which you’re endorsed. 

 
As a marketer, you know you have only seconds to influence 
others. The new LinkedIn format shows just your top three skills 
(based on the number of endorsements you received for them) 
when someone checks out your profile. Make sure those 
position you for where you want to go next. Remember, strong 
personal brands are both authentic and aspirational. 
 
 

 

Reel In the Right Recommendations 
As a marketer, you understand the power of testimonials. 
They help you validate what you say about yourself – making 
your self proclamations more believable. There are three 
components to powerful LinkedIn recommendations. 
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What – What they say is critical. It needs to validate what you 
say about yourself and position you for your next big gig. 
 
Who – Who they are is key. Just as we trust Sally Fields when 
she tells us how Boniva changed her life (pharma marketers are 
brilliant at identifying the who!), choosing people who are 
known and respected in your area of expertise and have a big 
title will carry a lot of weight. 
 
Where – Where they work is also important. If they work for a 
revered company, some of that shine reflects on you. 

 
When requesting LinkedIn 
recommendations, here's 
the trick: Don’t request 
them through LinkedIn. 
You’re more likely to get 
one if you reach out from 
your email first – asking if 
it’s OK to send a 
recommendation request 
through LinkedIn. 

Now, let’s focus on my two favorite ways to make your profile 
truly unique so it stands out from the profiles or all other 
marketers. 
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Maximize Multimedia 
 
Your marketing training and experience tells you that you must 
quickly grab viewers’ attention if you’re going to engage them. 
And you know that multimedia can be magnetic. LinkedIn allows 
you to add videos, images, infographics, presentations, etc. to 
the Summary and Experience sections of your profile. Don’t 
miss this opportunity to reinforce what you say with words and 
make your profile stand out. Take a trip down memory lane and 
choose the most compelling media you have to make your 
profile more powerful and visually interesting. 

 

Create a Custom Background Image 

The other way to add some pizzazz to your profile is with a 
custom background. It makes your profile scream your brand 
and helps you stand out from all other marketers on the planet. 
If you don't add one, your background looks like this: 

 

Using the same background as everyone else makes you a 
commodity, not a brand! 
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You have a couple of options here: 
1.    You can create a custom background like my amazing 
designer and friend, Vartus created for me. 
 
2.    Or you can just add an image or color that helps you express 
your brand attributes. Not sure what your brand color is? Here’s 
a fun video that will help: https://youtu.be/Hy0WdZzxVSg 
 
After you have watched the video, go here. I (with my 
amazing CareerBlast.TV co-founder, Ora Shtull), created some 
complimentary colorful LinkedIn backgrounds. Choose yours so 
you can exude your brand attributes. 
 
Once you’re done, you’ll have an authentic, compelling, 
and differentiated profile. The only thing left is promotion: 
getting people – the right people – to check you out. I’ll cover 
that in an upcoming article. 

 

 
About the Author 
William started Reach Personal Branding in 2001 and grew it to 
become the leader in personal branding with certified coaches in 
49 countries and pioneering products used by a million+ people.  
William travels the globe, speaking to organizations that want to 
engage, motivate and retain their best talent; and has delivered 
more personal branding and social branding keynotes to more 
people in more places than anyone else on earth. You can reach 
him via: williamarruda.com 
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How to generate leads with 
zero money — The marketer 

in startup survival Guide. 
Kevin Duchier 

 Marketing in every early stage startup is hard. It is crazy hard. 
People expect a lot from you. You don’t have money. You don’t 
know where to start. There is a lot to do, and a lot of things you 
don’t know. 
 
All marketers I met told we the same thing, they were lost at 
first. Crazy lost. 
 
This article is an attempt to give to fellow marketers some 
guidelines on how to launch marketing in a startup. It's a long 
long article: 17 minutes actually. It is like a small book. But I gave 
it my all, and I made it to be a guide you come back to. So enjoy 
this! 

* * * * * 

Context: three years ago I started doing marketing in a small 
startup. We were four people. It’s called Toucan Toco, it’s a SAAS 
data storytelling software for big companies. We went from 4 to 
75 people in three years without having to raise money. Big 
success ! 
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All I am going to say has been tested within that frame. But even 
if you are not in B to B or software, I think you can steal stuff 
away from this article. I know I always steal stuff from B to C 
companies. So I hope they can do it back at me. 
 
* * * * * 
SO… We didn’t have money for marketing as we spent it all on 
recruiting a dev and sales team. 
 
It sounded strange at first. To me, marketing was always about 
money. I struggled… how could I actually do marketing without 
paying for stuff and ads ? 
 
Another big question was where do I start ? Should I do growth 
hacking, SEO, SEA, Communication, Content marketing, PR, Ads? 
 
I began to ask my self what was the marketing I wanted to do… 
For what purpose ? Awareness ? Lead generation ? Arggghhhh 
brain… exploding. 
 
I wrote this article so no one has to ever get a brain explosion 
ever again. 
 

A calm sea never made an expert sailor 
Doing marketing in a startup is hard, but if you can take it, it 
makes you a goddamned good marketer. Why hard ? 
The skills you have to develop as a marketer are wide and have 
nothing to do with each other: 

10 



• You must be a great copywriter and a great publisher. 
• You must be technical, know how a website work and how 

to do SEO. 
• You must be good in relationship for everything related to 

events and networking 
• Then you have to develop skills in ads: Facebook, Linkedin, 

Adwords, Display, Retargeting… 
• You must learn how to send great mails: you need 

copywriting skills but you also have to know about technical 
stuff such as deliverability, scrapping websites, finding 
emails… 

• Then you must look into conversion, know what kind of pop 
up work and improve your funnel 

• Now you want to improve lead qualification since you have 
generated a lot of leads. 

• At somme point you also need to take care about PR. So you 
become a salesperson because PR is about doing phone calls 
and relationships 

• Once this is done you’ve got to learn how to do the exact 
same strategy from zero in an other country, in an other 
language. You become a project manager and start 
managing people… 
 

 

This is what happened to me in 3 years… This is what a 
complete marketer looks like today. And we must know how to 
do all of this… 
Hey wait a minute, there is still one thing I overlooked: 
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Recruiting is Marketing 
Haha ! You did not expect this ? I was talking about marketing 
and now I am speaking about recruiting! 
 
Well just to get things straight. In a startup, you’ve got two 
priorities: 
1) Figure out your business model to make money 
2) Recruit more people to make more business 
 
So as a marketer, your goal is pretty clear: 
1)Generate leads to grow your business 
2) Generate applications from A players to grow your team 
 
But why mix the two you ask ? 
Because it is the exact same skills and toolkits required for both. 
You create a brand, your create an employer brand. You send 
email to leads, you send email to people you want in your team. 
 

Be it copywriting, sourcing, mailing, whatever it is… we use the 
exact same skills. 

 

So at Toucan Toco, recruiting became a part of our job at the 
marketing team. 

 

Well let’s get to the strategic part. 

 

If this article was already too long here is the heads up of our 
marketing development. 
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Year 1: Focus on not costly marketing actions that will have 
direct impact on your business and will also impact your future.  
 
Actions: Guest posting, Content, Events/talks, Mailing, 
Recruiting/employer brand 
 
Year 2: Focus on building habits that help gain consistency. From 
that point use stability to explore new marketing opportunities. 
 
Actions: Add on that SEO, Trade shows, Conversion, Marketing 
automation, Organisation/consistency 
 
Year 3: We have money, now we scale the team and go abroad 
  
Actions: PR / Adwords / Doing it all over in 3 other countries 
 
 
Year 1: no money, no problems 
The beginning is the worst because you have too much choice. 
Chances are your are not very experienced so you really don’t 
know where to begin. I think the first step is to challenge your 
reality and the founders expectations. 
The elephant in the room at the time was that with 5 people in 
the company, an early version of our software, few clients and 
without any money raised, we didn’t have any money to spare 
on ads. 
We were okay not having any money since we didn’t need to do 
ads right away. We actually waited for 2 years before launching 
ads. 
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That would have been pointless to spend money here since we 
didn’t have any awareness in France, nobody knew us, our 
product is not easy to understand, we didn’t have any material 
or content to offer … Paying ads would have raised awareness 
more quickly but that would have been a lot of money thrown 
out of the window. 
 
To me not having money was actually a relief because we could 
focus on the basics of marketing. No cheating, if my content is 
shit, well… no one will know about it. 
 
Marketing can have many objectives and its different for every 
company. Some people consider its only for awareness, other 
think its for lead generation. We were the later. 
 
My goal then was to find a way to make marketing operations 
that would matter now, but would also matter in the long run. 
 
I had always this ROI approach in mind. I would ask myself: this 
is great for the future but is it also helping generating leads right 
now ? This mindset helps you find other ways to make 
everything you do be worthy. 
 
I don’t remember ever working on something for two weeks 
and realize it was all for nothing. It’s because I had this discipline 
about it. Your time is your most valuable resource you have to 
fight for it. 
 
So here comes the first action we decided to work on: 
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Content marketing 
Hubspot’s blog truly helped me understand what it was all 
about. When I would know nothing about it. 
 
Why is content great ? Because it doesn’t cost a lot to produce, 
it will serve multiple purpose and it lasts long. It’s like wine, it 
gets better with age. 
 
Either a founder or me would write a piece of article, we would 
do guest posting on different medias. We would get awareness 
from that. It was good but as I said this was not the goal. 
 
So we started publishing this same article on our blog. I already 
hear people telling me: “duplicate content is the worst !!!”. Well, 
when you are no one you don’t really care. So you just want 
your sales team to use the content, you want your prospect to 
find it, and your client to feel that your are an expert in your 
subject. “If they write about it, they sure know what they talk 
about”. 
 
Then we would publish it on linkedin. When pulse was still not 
integrated in linkedin but had it’s proper website… I feel like a 
grandpa talking about, but those times were great. After 
publishing for 6 months, an editor of linkedin got in touch with 
us, they wanted to “pulse” our content. It meant to put it on the 
first page. We went from having 100 interactions per article 
(likes, comments, shares) to 1500 interactions. It’s not working 
that well today. 
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I would then pick every interesting person that had either 
looked at our founder profile or interacted with the content and 
start talking to them. This was the most effective approach we 
had during that year. 
 
What I have learned from that: writing an article is 20% of the 
process. 
 
Afterwards you want to distribute your content everywhere, 
and then find a way to generate proper leads. English content is 
great, you have so many ways to publish on Quora, Reddit, 
Linkedin and other social medias. Go for it ! 
 
The Bonus I didn’t expect was SEO. Since I did mostly duplicate 
content at first (I would always specify the canonical 
link though), I believed I would burn my blog out. It happened 
otherwise, since I had backlinks from many media were I had 
done my guest post, the authority of our blog and website 
started to grow a lot. We had great authority for such a small 
website. 
 
Mails are so effective you are wrong not to do it. 
Since I became an okay copywriter after 6 months of 
content writing, I started crafting emails. My god in that 
field is Neville Medhora and his blog the Kopywriting 
Kourse. 
We started sending emails to people we thought would like 
to hear from us. It generated a lot of business. I don’t want 
to start writing about this part because it could be an entire 
article, but it really made a big difference for us. 
It generated half of the lead we got the first year. 
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Events and talks 
That part is a bit tricky, this is why it was our first recruitment in 
marketing. The first year we tried to make our founder go talk to 
conventions, professional clubs, trade shows… without paying. It 
worked pretty well. 
 
We really had to create a content that would allow us to be a 
game changer for that the organiser would even consider 
making us talk. One of the deal was that we would never speak 
about our product and only talk about best practices in data 
visualisation (we have a data visualisation software that is so 
great you can’t even imagine…). 
 
This would still result in awareness and leads, because at the 
end of every talks you have people coming to you and asking for 
advises. These are all potential leads. 
 

Tl;dr: the first year we focused on content creation and its 
distribution. We wanted to raise awareness while generating 
leads so every thing we did included those two elements. 

 
 

 
Year 2: Consistency is key 
As you continue growing, one thing will happen. You will 
always want to explore more, and kinda leave behind what 
worked well. 
 
This was my first mistake. 
 
I had so many things to do. And what worked well until now 
was unattended and started falling apart. 
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What I have learned was that the key to marketing is 
consistency. 
 
Consistency is better than a buzz. Except for the dollar shave 
club commercial, I don’t know a lot of companies that did one 
buzz and changed their company for ever. I believe marketing is 
about being consistent, showing up every week and talking to 
your potential customers, educating them, being useful to them. 

 Consistency through methodology 
I had to rely on a better organisation. At that point I had one 
intern with me. So we needed to work as a team. Under the 
advice of our founder we started stealing organisational stuff 
from the dev team. I think developers are the most organized 
population that has ever lived on this planet. 
 
We started cutting our projects into cards and having sprints, 
in less than a month we were working on Trello and doing 
everything an agile developer team does: stand up meeting 
every morning, ceremonies every week, no interruption 
policy, cutting big project in smaller parts … 
 
This changed everything as we would start evaluating how 
much time we wanted to spend on every subject. We would 
spend 2 days on content writing, 1 day on SEO, 4 days on lead 
generation… we would always make room for the 
unpredictable, so we would have 1 day per week with nothing 
planned so we could take urgent stuff. 
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Every week we would have this type of vision, we are two 
people, we have ten days of working, how do we spend them ? 
To this day I still think its amazing the kind of control we have on 
the tasks that we have to handle. I have only been in a rushed 
situation once or twice in 3 years thanks to this. This works 
better than zen. 

SEO has to start early on 
We realized that we had a great authority as a website but 
that we didn’t rank at all for our content. On SEO I present 
you the god of the gods, Brian Dean, creator of backlinko, a 
great website to document yourself on SEO. 
We made a switch, since we had increased awareness on the 
brand we didn’t need to do so many guest posting. We started 
focusing on what keywords we wanted to appear on and then 
created great content for each one of them. We started 
writing 2–3 pieces a week and we have kept that rythme until 
today. #consistency 
 
Switch from awareness to conversion 
We also started to notice a change in what we were doing 
until now. We had a lot of outbound actions like sending 
emails or now that we had money having trade show booths, 
but our increase in awareness started bringing us a lot more 
traffic on the website. 
 
Hereby we had to wonder about how we could improve our 
conversion. I always thought that e-book were bullshit, that it 
was a thing of the past…  
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As a matter of fact I remember thinking the same thing with 

emails. Boy was I wrong. Now you know, every time you want to 

take a bet with me, you can be sure I’ll lose. 

 

While switching from regular pop ups to ebook we went from 

2% to 8% conversion. I am no mathematician but this look like a 

great increase. 

 Year 3: More money, More leads, More Scaling 
Now how do you do, as the first marketer to hire a marketing 
team and what is the position you will take ? Do you become 
manager ? Do you hire juniors or seniors ? How do you hire ? 
 
I am a huge fan of aligned autonomy and horizontal 
management and luckily this is what our founders believe in. I 
believe that if you want people to work well, they have to be 
held accountable, and therefore they have to have somewhat 
the power to make decision by them self. That’s to me, the 
best way to be happy at work, when you feel like you matter 
because you actually do. 
 
This is how we scaled: 
 
As we are focusing on talent and people we wanted to have 
specialists. I had 3 years of experience, exploring most of the 
area marketing has to offer. So we wanted people that were 
or could become great on one area, and we knew what we 
were talking about. 
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We wanted people with a T shape. Being very great at one area 
and knowledgeable on others. 
 
Which leads me to the next point. 

 How to promote leadership and high autonomy. 
In my company we are always on the lookout for new ways 
of making people become more productive so they can do 
great work, while being able to go home early and have a 
life. 
 
We also want them to have a purpose when they work. We 
found our answer in the objectives and Key results most 
known as OKR. The principle is that you and your boss sit at 
a table and define 3 objectives that you have to achieve 
during the next 3 months. 
 
Could be a big project, or being less stressed at work. The 
twist is that it is backed by key results. Key result are 
tangible, they can be measured. So if your objective is to 
stress less, your key results would be to make 10 minutes of 
meditation each day, do yoga once a month and cut your 
professional emails when you go home. 
 
Why is it great ? I have a story about that. 
 
One day I came to see my founder and I said to him, you 
know that’s nice working and all, but I don’t really know the 
big picture. I know we want to become a successful 
company but that’s pretty vague as an objective. His answer 
was the OKR. 
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It gave me an understanding of what was expected of me in the 
next 3 months, it gave me focus and clarity on my daily basis 
and it helped me understand what were the challenge of my 
company. 
 
On the other side I know exactly what my boss wants me to do 
so our relation is completely transparent. When we talk about a 
bonus or a raise we have the same information on what I was 
able to accomplish or not. 
 
As I told you before I am a big fan of having people taking 
leadership. Just like the aligned autonomy of Spotify, our 
marketing has now specialist in recruitment, SEA, SEO, content 
and events/talks. 
 
Where do I fit in this ? I became more specialized as well and I 
took on PR and marketing automation. So I could mix what I 
love in marketing, soft skills and technical stuff. 

 
SEA gets you way too much leads and its great. 
 
As a joke at the marketing we always say that when we will do 
a great job is when the sales will implore us to stop giving 
them leads. 
Spending money the right way is an art form in ads. You have 
to hire someone that has made mistakes with other people’s 
money so they don’t do shit with yours. 
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That’s quite logical but when someone does it, and does it well, 
if you spend more than 5K per months on ads in B to B, your 
business will explode. We recruited someone with more than 8 
years experience in this field. And I can tell you that this guy has 
made magic. 
 
I often get the question on how much you should spend on ads. 
I think that we got the problem the wrong way. You should ask 
yourself how many leads your sales need and work your budget 
from there. 
 
This mindset helped us realize that we were spending too much 
money in France and not enough in other countries. 

 PR agency or DIY ? 
That’s my baby. At some point we were tired of doing guest 
post, and we switched to writing content for SEO and for our 
blog. It got us wondering. What if we could find another way 
to publish our content… instead of writing a piece of content 
for one media, we could write a piece of content for multiple 
media. 
 
Shit it was in front of us the whole time !!! 
What stopped us from the beginning was the fact that most 
PR agency we heard about didn’t have a good reputation, it’s 
very expensive, and it’s very hard to evaluate your ROI. This is 
pure awareness. Not quite the type of actions we used to do. 
 
Since we deal with big companies they are most of the time 
scared to work with small contenders because they can die 
every day. And they have every right to be. 
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There are countless startup that went bankrupt letting big 
companies down and having to find an alternative tool or 
service in a rush. 
 
So at some point we decide to still do PR because we felt like 
every time we would get in the media, our clients would see it 
and we would get more credibility. 
 
It helped us convey a message, Toucan Toco is a mean ass 
company, what we are doing is a top of the pop software. Our 
finance is strong, don’t worry, just pay attention to our product 
we won’t disappear tomorrow. 
 
As a rule of thumb, when we want to hire specialists such as PR 
agencies we want to try it out for ourselves first so we know 
what we are talking about. Before recruiting our head of SEA we 
spent a few thousand to try ads on lk, google, fb, and 
retargeting. 
 
Same with the PR agency, I started doing it by myself, took a 
liking to it, became pretty good and stayed on it. 
 

Press duplicate, you are going abroad. 
Our company is French, we’ve decided to go abroad in 4 
countries at the same time: UK, Netherlands, Spain and Italy. 
We are getting PR agencies there because all the culture and 
language are different but we still launch the ads from 
France. 
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What’s funny is that now you have the money, you have the 
content, you have the experience. It kinda feels like you got the 
gun package in the movie Battle Royal, while 3 years ago you 
had the knife’s one. 
 
If you are in the US it’s even easier because you will start 
targeting other states where there are very few cultural 
differences so you can pretty much do exactly the same thing. 
 
I cannot relate to it well but since you develop a mindset and 
your expertise about the company, I feel like it has been pretty 
easy to help the PR agency understand what we were doing. 
 
Same with the ads where we know what type of content our 
prospects are looking for. It’s really amazing how more effective 
you are even if you do not know anything about the culture or 
the language. 
 
On another note, humans are pretty much the same: they want 
educative content, that helps them tackle the problem they 
have in their life or at work. This is what we focus on and have 
been great at handling. 
 
I am not saying that you duplicate everything without regard to 
cultural differences, but I am saying that you are more equipped 
and a better expert. 
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My goal with this article is to help marketers know what to focus 
on when they begin. I have the luck to work in a startup that 
grows very fast so I have seen a lot of things happen in a very 
short time. I’ve had my share of doubts and I hope that with this 
article I can limit the level of self doubt you’ll have. 

About the Author 
Kevin oversees French and European Communications for 
Toucan Toco and was responsible for establishing the 
company’s marketing department.  Kevin also has experience in 
management and business development.  In his current role 
Kevin overseas inbound and outbound marketing, SEO, content 
creation, PR, process improvement and recruitment.    
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4 Simple Event Marketing 
Tricks to Beat the 

Competition 
Mike Mauer 

 EVENT MARKETING IS HARD WORK … 
…That’s one hell of an understatement. These days, the event 
market is more crowded than ever before. You have to do 
whatever it takes to stand out from the pack. A big part of that 
is keeping a close eye on what your competitors are doing so 
you can: 
(a) take advantage of holes in their strategy 
 
(b) take the things they are doing well and improve on them. 
 
But how do you peek into a festival’s marketing strategy? How 
do you know if your strategy is working better than theirs? 
While there are a bunch of ways, I compiled 4 easy ways to start 
looking at your competitors. This will allow you to understand 
the landscape and get an edge in your marketing. 

 

1. GOOGLE TRENDS 

Google search data is public and can be browsed 
at https://trends.google.com/. This is a GREAT way to look up 
competitor info. Some reports I use: 
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YOU VERSUS A COMPETITOR 
 
 

Google Trends is a great way to see how much buzz you receive 
versus a competitive music festival. This will essentially show how 
much share-of-voice your marketing efforts are getting you. Should 
you even be concerned about another festival or event, or is it 
inconsequential to you? This report will tell you that. 

YOUR COMPETITOR’S PERFORMANCE YEAR-OVER-YEAR 
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You can also use Google Trend reports to see how a festival is 
trending year-over-year. While not 100% accurate, 
this highly correlates with ticket sales. How much buzz did the 
lineup announce this year generate versus last? On average, is 
the festival trending down or up over the years? 

COMPARE WHICH LINEUP ANNOUNCEMENT GOT MORE 
ATTENTION 
 
 

Similar to the first report, but Google Trends lets you zoom in 
on a particular time frame. If you have competing 
announcements (e.g. a lineup announce) you can use this tool 
to see who got the most market share and buzz. 

SEE WHAT YOUR COMPETITOR’S MOST POPULAR 
MARKETS ARE 
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Scroll down beyond the “Interest over time” report and there’s a 
bevy of tools to play with. One particularly useful one is to see 
what markets are popular for your competitor. You can then 
position your marketing efforts around that information, for 
instance by seeing if you can take over share-of-voice in less 
competitive markets. 
And much more. This is a HUGELY useful tool in seeing what 
your competition is up to. 

 2. THE BIT.LY TRICK 
Want to know how many people clicked on a link of a 
competitor? Many people don’t realize bit.ly short links are 
public for all to see. Simply add a “+” after the link, and you 
can gather its click data. 
Take this link that Bonnaroo posted to get tickets: 
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Simply add a “+” to it and you can see it received 147 clicks, 94% 
from FB, and 98% from the USA: http://bit.ly/2IBkQ8d+ 
 
I even keep a running total of Bit.ly data so I can compare how 
competitors perform on certain announcements (e.g. Lineup 
announces, on sales, etc) year-over-year. You can use this in 
conjunction with Google Trend reports to determine whether 
they are trending up or down year over year. 

 3. FACEBOOK ADS 
Here’s a quick and dirty trick to see your competitor’s social 
ads. In an effort to increase transparency, Facebook now allows 
you to view the ads that any business is running (yes, even 
yours). 
To peak into their strategy, simply go to their page and click “Info 
and Ads” and you can see all of their creative. 
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You can even click the ads and analyze the UTM parameters to 
see their targeting. For example, for the Voodoo ads above, I 
can see this 
URL: https://www.voodoofestival.com/?utm_campaign=2018-
paid&utm_source=tbits&utm_medium=facebook&utm_content
=20181005-post-on-sale-retargeting 
 
That tells me that they are using Tradeable Bits to serve up 
remarketing ads and that the ad was created on 10-05-2018. 
 
Here’s another quick trick to determine how competitors are 
structuring their campaigns — If you get their ad, click the 
upper right corner and go to “Why am I seeing this?” 
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It’ll show you the basics of their targeting strategy: 

 
 

4. FIND BLOGS/NEWS SITES THAT WRITE ABOUT YOUR 
COMPETITION 
This is a simple & powerful trick I use to find all the publications 
that cover the competing festival. Getting this information 
allows you to do a wide variety of marketing against it — from 
reaching out to those writers to get coverage on your festival, 
running display ads on articles written about competing 
festivals, analyze their PR strategy, etc 
What you want to do is pull a list of your competitor’s backlinks, 
which are all the websites that link directly back to the 
fest. Once you have that list, you can easily sort through all 
blogs and news sites that have written about your competition. 
Here’s how to do it: 
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1. Sign up for any web tool that allows for ‘backlink 
analysis’. Here I use the Raven Tools (They offer a free 14 day 
trial, no credit card required): https://raventools.com/ 
 
2. Go through the onboarding prompts to get your website 
added as a campaign, until you hit the main screen: 

 

3. Go to Link Building > Backlink Explorer, enter your 
competitor’s website, and click “Explore”: 
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4. Wait a few minutes for the report to run, then click into the 
report under the “History” section: 

5. From there I export it to a CSV: 

6. Open the file up in Excel, highlight the first row and to go 
Conditional Formatting > Highlight Cell Rules > Text that 
Contains 
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7. Type in “Blog”, then repeat step 6 and type in “News”. Now 
you should have any URLs with those words highlighted in red. 
 
8. Finally, go to Sort & Filter > Custom Sort, and set it so that the 
first column is sorted with all cells that are highlighted in red on 
top 

 

So now what we have is a list of Publications that have written 
about our competitors: 
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What can you do with this? A lot. Here’s some ideas: 
 
• Find out the writer for each article and message 

them asking for coverage for YOUR festival. 
• Reach out to the popular blogs on the list and 

work with them on a promotion for your festival 
(you already know the readership is targeted if 
they are reading about your competitor!) 

• Put all those URLs into Google Ads to run display 
ads on articles that talk about your competitor. 

• Read and research their P.R. strategy — what is 
their positioning? How can you differentiate your 
festival in a way that is better? Are you more hip? 
More intimate? No overlapping sets? More 
focused on experience? Etc. Make your message 
different from what your competitor is saying. 

 

 
About the Author 
Mike is based in New Orleans and is a Marketing Director with 
over 9 years experience growing SMBs with Digital Marketing, 
Data/Analytics & Advertising Strategies.  Mike has also started 
several businesses and has worked with high profile consumer 
brands, particularly within the Live Events Industry. You can 
reach Mike at Valmont through: http://valmont.io 
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5 learnings from two years 
building a community in 
Canada and Brazil's tech 

spaces 
Felipe Soares 

 It has been two years that I decided to work on bridging the gap 
between the Canadian tech ecosystem and Brazilian startups 
and tech companies planning on expanding their businesses to 
North-America. In 2016, I was leaving Brazil and a great job in 
one of the best law offices in the country to conquer the 
unknown. Although the cultural differences and the weather (!!) 
definitely played a challenging role in my first months in Canada, 
now I am able to take a step back in my journey and see the first 
draft of the big picture. 

First winter in Canada: Rocky Mountains, Alberta. 
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In the past two years, I have matched over 30 tech founders 
from abroad to Canadian investors, incubators and companies 
within their industry. So far, 4 Brazilian startups have 
incorporated in Canada after going through our program at Next 
Level Hub. Here's what I have learned so far after hustling my 
way through building an ecosystem of value in Canada and in 
Brazil. 
 
Figuring out what kind of community you want around your 
brand must be the very first step 
I was beyond thrilled to launch my side hustle. Some people, 
now, ask me how much time I have spent writing my business 
plan, going through the customer discovery process, the wicked 
problem and my answer is always the same: close to zero hours. 
 
And I do not recommend that to anyone who is considering 
starting their own businesses. I made the most common mistake 
entrepreneurs make: we are all so passionate about our idea 
and end up forgetting to evaluate whether or not the market 
needs the solution we are ideating. 
 
That was one of my many mistakes early on and I certainly faced 
the consequences: zero sales in the first 6 months, low audience 
engagement on our social channels, aside from no brand 
personality. 
 
Lesson #1: I highly recommend whoever is in the process of 
launching their ventures to spend countless months on refining 
the problem you are trying to solve and, most importantly, 
whether this is an important problem to make a business out of 
it or not. 
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Last but not least, do not forget to answer the following 
question: what type of community do you want your brand to 
get involved with? I found the Community Canvas tool to be of 
great help: 

Source: https://community-canvas.org/ 

You can access the Community Canvas Guidebook and learn 
how you can implement it in your organization here. 
I needed to tap both offline and online channels 
So you read that I spent nearly 6 months after launching with 
zero revenue coming in. My mistake? I was spending way too 
much money on meaningless facebook ads, instagram posts 
and reaching out to the wrong audience. Our campaigns 
brought us several leads, don't get me wrong, but the vast 
majority of them were completely unaligned with our service 
offering. 
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In order to give you some context behind this, our value 
proposition was the following: we have a soft-landing program 
that enables international tech founders to tap the Canadian 
innovation ecosystem during a week of technical visits to 
startups and incubators, called Toronto Mission. But given the 
fact that we were new in the market and our brand awareness 
was extremely low, our sales cycle was complex, challenging 
and, obviously, endless. 
 

We were about to drop the whole business idea and move on. 
Then we decided to try out a new approach. 

 

We paused our capital injection on Facebook (online channel) 
and invested on events (offline channel). I purchased a round 
trip to São Paulo, Brazil, Latin America's largest tech hub, and 
reached out to Google Campus to host an event that would 
focus on telling my story in Canada and how I can help tech 
startups from the country to scale up from Toronto and 
Waterloo. 

 

 

We hosted two events on Google Campus in Brazil focusing on tech 
opportunities for startups looking to go global from Canada 
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Lesson #2: Storytelling is a powerful technique that will do 
wonders if executed correctly. And if you're new in the 
marketplace and competing against large companies and 
traditional players, use your flexibility, agile workflow, and 
customization to your own benefit. Allow your future customers 
to look you in the eye, shake your hand and interact with you in 
a deeper and more personal level. 
 
Running events, telling stories and being constantly out there in 
the community were certainly major changes we have 
implemented and helped us convert nearly 40% of our sales by 
the end of the year. 
 

Government support is crucial 

From day one, we focused a lot of time on building relevant 
relationships in Toronto and in São Paulo, Brazil. Most of them 
were private companies and organizations that in one way or 
another had a great synergy and involvement in developing new 
scalable technologies. That network profile, at first, made a lot 
of sense at first to our clients back in Brazil, due to their interest 
in connecting to businesses in the city. 

 

However, when we finally brought them over to Canada and 
they reaffirmed their interest in incorporating in the country, we 
had to go beyond. Due to the inherent nature of our clients’ 
objectives, we needed, now, to reach out to institutional 
partners that would act as their representatives when applying 
for grants and investments. 
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Lesson #3: We realized that players such as the Brazil-Canada 
Chamber of Commerce in both countries, the Brazilian Ministry 
of External Affairs, the Federation of Brazilian and Canadian 
Businesses and the Ontario Trade Commissioner Services are 
extremely relevant partners that any international company 
should have one-phone-call away. If you work in the 
matchmaking industry, never ignore the influence of those 
players. 

Meeting at the Innovation Cluster with Peterborough's Mayor, Daryl Bennett. 

Less is more when it comes to build a community from 
scratch 
As an ambitious and competitive person, I started off with 
Next Level Hub full of dreams and unrealistic goals. Do you 
remember one of those moments when you simply feel like 
you had the realization of a lifetime? That's exactly how I 
was feeling. 
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I had close-to-zero clue of what I was doing or how I should 
execute those goals, but I knew I wanted to see an impact right 
away. And not just a quiet, simple thing, I needed a big one. 
That being said, one of the very first things I did after setting up 
my website was adding Calendly to our homepage, a system 
that allows your clients to rapidly book meetings with you. 
 
After some exposure on YouTube, Instagram and a few blog 
posts, I started getting several meeting requests from people 
interested in immigrating to Canada. To provide you with some 
context, since 2015, the number of Brazilians applying for 
permanent residency in Canada increased roughly by 20%, so 
now you imagine how many calls I was having. 
 
The problem, at that point, was not the number of calls. Believe 
me when I say I love talking to people. The problem was my 
conversion rate. The feeling I had was that I was talking to 
everyone, but to no one at the same time. 

 

 

 

Lesson #4: So I decided to focus on experience and 
personalization. By talking to fewer people and investing my 
time on doing my research on their industry and unique 
business opportunities for their companies in Canada, I was able 
to close more deals and build a community that finally made 
sense for my brand. 
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That leads to an important lesson learned: 

 Trying out a service-based 
approach first allows you 
to collect customer data 

and decision-making 
behaviour before setting up 

the autopilot. 

Master the art of leveraging the massive number of LinkedIn 
connection requests you will get 
So you started posting articles on your LinkedIn Pulse, Medium 
page and now you're getting a good exposure to an audience 
that matters. The challenge now is to convert leads into actual 
clients and also stay connected with key players within your 
industry. 
 
In my case, I started receiving several connection requests on 
LinkedIn from people that I have never heard of, but who 
shared mutual connections and were working relatively in the 
same space as myself. And the good news: most of them were 
C-suite executives. 

Lesson #5: My mistake? I was so impressed by the momentum, 
that my first reaction was to add them in a blink of an eye and 
that's it. No message, no "hi, thank you for adding me…". No. 
Ok. Listen. If this is the type of invite you're getting, you should 
not waste it. Use the most out of it. If you do not act, it's 
basically like if you were getting high-qualified leads interested 
in your service or product and you just don't send them a 
message. They will forget about you. 46 



Recently, I saw a very interesting way of approaching C-suite 
executives that add you on LinkedIn or checked out your profile. 
My dear friend George Khalife allowed me to share his base 
script: 
 
"1) Thank you - thanks for checking out my profile [name]. Just 
sent you an invitation to connect. 
 
2) Point out commonalities - I see that we have several mutual 
connections and we operate in, relatively, the same industry. 
 
3) Provide upfront value - I read your latest post (watched an 
interview recently/saw you spoke at an event/etc…) and think I 
can be of value in this area/or can connect you to this person. 
 
4) Conclude with a call to action - would be great to connect 
over a coffee in the coming weeks if you have some open 
space." 
 
I started taking a similar approach lately and I must say I had the 
pleasure to know brilliant people. Note that a city with a vibrant 
entrepreneurial space relies on its citizen to fuel the ecosystem 
and to partner together towards a more united and relevant 
community. 
 
Play your part, share your story and help others before asking 
for help. 
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About the Author 
Felipe is at the forefront of helping companies and organizations 
establish their footprint in Ontario.  He is an experienced country 
adviser, project leader, lawyer and founder.  He also has a passion 
to help entrepreneurs and corporations innovate via a go-global 
mindset and has over 5 years of community building experience 
and event management experience.  In 2016 Felipe was 
recognized as the Top National Sales Project Manager and has 
Matched over 30 international tech founders to Canadian 
incubators and investors. 
You can reach Felipe by email at: felipe@nextlevelhub.org 
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How to 24X Your LinkedIn 
Post Views in a Single Day 

Neil Patel 
 

If you’re not getting views on your LinkedIn posts, you’re losing 
business. How do I know that? 80% of B2B leads come from 
LinkedIn. 
 
That means if your audience isn’t engaging on LinkedIn, you’re 
missing out on thousands of potential leads. And missing out on 
leads is never good for the bottom line. 
 
LinkedIn can be a tricky platform to make your content perform 
well on, though. Thankfully, there’s a way you can boost your 
engagement on LinkedIn in just a single day. One marketer was 
able to get 24x more views on his posts with just a few simple 
tricks. 
 
Want to learn how to do the same for your brand? I’m sure you 
do. I want to give you a roadmap that will multiply your own 
post’s engagement with just three simple steps. 
 
But before we do that, let’s start by talking about why it’s so 
difficult to consistently get views on LinkedIn posts. 
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The challenge of getting views on LinkedIn 
LinkedIn has seen significant growth over the last few years, but 
it’s still not to the same level as Twitter or Facebook just yet. 
According to Pew Research Center, Facebook still outstrips every 
other social site by a long shot. 

 
 

And while LinkedIn has been shown to be the best social site 
for B2B lead generation, it’s still not always given the daily 
attention by marketers or entrepreneurs. That means there’s 
a good chance that the content you do post to LinkedIn is 
more likely to be missed simply because users scroll through 
their feed less. What’s more, that same Pew study found 
that 74% of social media users are on Facebook at least once 
per day. 
 
What were the statistics for LinkedIn? They didn’t even 
share any, which tells you everything you need to know. 
So how do you boost engagement for a social site that’s in 
the middle of the pack? And really, why should you care? 
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Because like I mentioned earlier, LinkedIn is one of the best 
social media sites for lead generation and closing sales. The 
LinkedIn Marketing blog shared a landslide of insightful 
statistics that show just how profitable LinkedIn efforts can be 
for B2B companies. 

 

Think of the problem this way: If 80% of your leads are coming 
from one site, but your posts are only gaining .04% of their 
potential engagement, you’re missing potential leads. On the 
flip side, that means there’s an incredible amount of growth 
that can occur from simply boosting your engagement. But 
there’s more to the picture: 
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Once again, we see that LinkedIn is a popular site for B2B 
companies. You’re competing with 92% of other B2B companies 
for attention, engagement, and connection. And if 79% of those 
companies see a good stream of leads from LinkedIn, just 
imagine what they could do with more engagement. 

Every stat you look at simply screams that the lead generation 
ceiling is still very high above you. So when you create and share 
content on LinkedIn that doesn’t get views, the results are 
pretty frustrating. Failure here might make you believe that your 
efforts should go elsewhere. And with most content being 
hidden by LinkedIn’s algorithm which defaults your feed to the 
“Top” filter, the challenge gets a little harder. 
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But the LinkedIn Pulse algorithm is very precise in how it 

displays your content. It starts by running your content through 

a computerized filter. Then it temporarily places your post on a 

public feed to measure engagement. After a while, there is 

another computerized “virality check.” And then finally, your 

post is submitted to human review if it has passed the other 

tests. 

 

If your post manages to conquer all of this, it will appear in your 

network’s feeds more often. If not, your post will get minimal 

engagement. Therein lies the problem. How do you ensure your 

engagement receives the views it needs to drive engagement 

and grow your business? 

 

I believe there are two foolproof methods to achieve better 

engagement. First, create great content. Second, post 

frequently. To help you do this, I want to show you a method 

that capitalizes on both of these efforts. 

We’ll start by addressing your content. 

 
Step #1: Create great content 
The first step to any engagement effort is to create share-
worthy content. In fact, most of the content that gets 
consistently high engagement is because it was 
specifically created to be viral-worthy. But LinkedIn content is 
also unique because of its audience. 
 
You’re presenting yourself and your brand to a 
group entirely comprised of other professionals. 53 
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That means images from your recent vacation or your video 
update on your hobby will be out of place. You need to create 
catered content for LinkedIn. 
 
Here’s a bit more from the infographic we’ve been looking at 
that shows the impactfulness of your content on LinkedIn. 
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A few key stats pop out here. First of all, 70 million unique 
SlideShare reaches per month is no joke. If you’re not using 
SlideShare content on LinkedIn, then you’re missing out. 
Secondly, it takes an average of 10 pieces of content before a 
purchasing decision is made.  
 
That means if you’re on the bottom end of the engagement 
barrel, it could take months before a single user engages enough 
to start a sales process. You don’t have time for that. Which 
means you need to change the way you post. 
 
LinkedIn’s stated goal is to put the right content in front of the 
right professional. And that means content marketing on 
LinkedIn is becoming more and more important with each year. 
Brand leaders like MobileMonkey CEO Larry Kim is a great 
example of someone who regularly shares dynamite LinkedIn 
content because of this trend. 
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I don’t know about you, but this type of image isn’t something I 
see on LinkedIn every day. But because it’s unique to the 
MobileMonkey brand, it’s all over Larry’s feed. He even shares 
video updates on events he’ll be speaking at to help boost 
engagement and interest. 

 

These are the types of content that stand out from the 
crowd and engages a LinkedIn audience. It’s professionally-
branded, unique to his voice, and definitely helps drive 
engagement. 
 
The key here is to rely on your brand to share insightful 
statistics, lessons you’ve learned, and industry best practices 
when fleshing out content for LinkedIn. But what are some 
of the specific ways that your brand can improve your 
content creation for LinkedIn? 56 
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First and foremost, you should always create content that’s 
relevant, speaks to trends, and that is based on industry insight. 
As much as I’d love to blog about my hobbies, that wouldn’t do 
anything for my brand on LinkedIn.   That’s why I create helpful 
marketing advice for people like you instead. It’s relevant, you’re 
interested in it, and it helps you make more money. 

 

Second, consider the type of content. 
 

 

As this example shows, if you’re sharing a simple update to 
your LinkedIn feed, keep it on the shorter side.  
 
And different principles apply to different formats. Don’t 
overload your videos with too much copy. If you’re publishing 
a post, add imagery, create a long-form post, and even add 
video if it’s relevant. Don’t short your word count on 
published posts either. And perhaps most importantly, always 
write clickable, magnetic headlines. 
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The headline is the first thing your LinkedIn audience will see, so 
make sure it’s attention-grabbing and accurate.  

But beyond simply creating engaging content, you need to 
leverage your connections and extended LinkedIn network. 
Influence is the number one LinkedIn currency for generating 
business, which makes it your content’s best friend. Reach out 
to interested “followers,” share your content on Groups, and 
make sure you wrap in any co-creators your content might have 
to maximize exposure. More importantly, it’s been shown that 
sharing as a person – not a company – will help boost 
engagement with your content as well. 

In the example I’ve shared below, a personal touch gave this 
marketer a 16% higher open rate on her content. 
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Not a bad result for a simple change, right? But there’s one final 
thing you need to do with your content. 
 
Repost with abandon. 
I know that sounds scary at first. Because of abuses on 
Facebook, Twitter, and other social media sites, marketers have 
adopted a very cautious approach when it comes to blatantly 
reposting content. So while it might be weird to hear this, 
you absolutely need to repost content on LinkedIn if you want to 
take full advantage of the Pulse algorithm. It’s the only way to 
get your content in front of as many eyes as possible. And to 
help you do that, you should move to step two of my method. 

 
Step #2: Automate your approach 
Automation has always been a tough subject for some, but 
there’s no denying its usefulness when you start to break down 
the numbers. While it can be used improperly, using automation 
as a timesaver for social media posting is undeniably useful for 
digital marketers. Almost 90% of marketers report success from 
automated marketing. 
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Which means you can safely bet that automation isn’t going 
anywhere anytime soon. In fact, the vast majority of marketers 
intend to start or continue automating their marketing. 

 

So automating your marketing is a huge step for overall 
productivity that I highly recommend. But I want to make 
very clear before going any further: the type of marketing 
I’m proposing isn’t automating your community 
management. I’m suggesting you automate your content 
management instead. This means scheduling posts, not 
automatically liking or commenting on others posts. 
Automated content scheduling saves you time and is still a 
genuine marketing and branding move. Automating 
comments or likes just comes across as robotic and 
ingenuine, because that’s exactly what it is.  
 
So let’s look at a couple of ways you can schedule your 
content with ease and eliminate the hassle of posting 
multiple times per day. Here’s how you can schedule with 
Agorapulse. If you’re not already a customer, they do offer a 
free trial for their content management system. 
Simply go their homepage and click on the free trial button. 
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Once you get signed up, you’ll be ushered to their content 
manager screen. Click the “Publishing” option, and your screen 

should look like this: 

 

Once you’re here, you can click on the little paper airplane on 
any given day and schedule a post for publication on that date. 

61 



When you do, you’ll see a page with these options: 

 
 

Select your LinkedIn profile, input your copy, blog post, 
image, or video, and then check the preview on the right to 
make sure everything looks perfect. Now, click “Next,” pick a 
time, and schedule your post. It’s easy, quick, and lets you 
focus on other aspects of your digital marketing. 
 
But Agorapulse isn’t the only option you have for scheduling. 
Another content management site that I like is the always 
popular Hootsuite. They have flexible plans for all business 
sizes, but I recommend starting out with the free option 
while you get your feet wet. 
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Once you sign up, look on your Dashboard for the Publisher 
option. 

 
 

I like to switch to the publisher screen because it helps you keep 
track of what you’ve already scheduled to post. Once you’re 
there, it’s time to schedule your posts. 
 
Open your composer, add your LinkedIn profile, post information, 
and then click over to the scheduling tab. 
 

Once everything is set up, you can pick a date and time for your 
post. Or, click on the AutoSchedule so that Hootsuite can post 
for you at the “optimal impact.” 
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Whichever automation method you choose doesn’t necessarily 
matter. What is important is that you take the time to properly 
set up automation for your LinkedIn content.   
 
Because for the final step to work effectively, it’s going to 
require a lot of posting that you don’t want to do manually. 

 Step #3: Post to LinkedIn multiple times per day 
Ready for the final step now? The big secret for engagement 
that requires so much prep work is really quite simple. All you 
have to do is post multiple times per day. Preferably every few 
hours. And while I realize (again) that this sparks fears 
of duplicate content issues, it really is the best practice for 
LinkedIn’s algorithm. 
 
Let me show you what this looks like in application though. 
Take LinkedIn influencer and Virgin Group founder Richard 
Branson for example. On any given day, he posts anywhere 
between one to five posts on average. And the kicker? He’ll 
post the same article more than once. 
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Here’s a recent post of his. 

 

Notice that when I found this post, it was only 13 hours old. 
Seems like a good post right? Well here’s the same post that’s 
18 hours old. 
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Notice anything different? To be honest, there’s not much at all. 
Except that the younger post has four times the engagement on 
it. Why is that? Because it’s a repost. 
 
Even though it’s the exact same content, the fact that Branson 
put it back up onto his feed means that users who came to 
LinkedIn later in the day still had an opportunity to see it again. 
He’s not posting every five minutes though. There’s a five-hour 
gap in between these posts. And he’s not the only major LinkedIn 
Influencer who frequently reposts either. 
 
Take some of Ellevest CEO Sallie Krawcheck’s posts for example. 
While not the traditional “reposts,” she’s created a thematic 
layout of certain posts that gain incredibly high levels of 
engagement for her Financial Feminist Friday posts 
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This one, in particular, has over 3,000 likes and quite a bit of 
conversation on it. And she’s been sharing these types of posts 
for months back through her feed. 

 
 

All of them have the same look and feel, but choose to highlight 
a different professional in her industry. It’s a clever take on the 
LinkedIn repost that still helps her engage and connect with her 
audience without the risk of her content becoming stale. And 
even with this example, I know the idea of any type of repost 
sounds spammy. But just think about how LinkedIn works again. 
 

The best tips we’ve seen all along encourage us to share content 
daily, spread out our posts, and vary our content whenever we 
can. But the biggest takeaway by far is to just share the same 
content over and over until it sticks. Because when LinkedIn’s 
Pulse algorithm takes your content out of the feed, the only way 
to get it back in is to repost it. 
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The great thing is, if you’ve created great content and taken 
steps to automate your social media, boosting and keeping your 
engagement high is easy. All you have to do is schedule your 
automation to frequently share the same post a few hours 
apart. And both of the automation tools I showed you allow you 
to do this. 

 

Take Agorapulse for example. Here’s the scheduling page we 
looked at earlier with a post that’s ready to go in it. 
 

 

When you click the “Next” button, it takes you to a page that 
lets you set the time of the post. It also gives you the 
opportunity to repeat the post as many times as you like. 
So if you want to publish the same post every three hours, all 
you have to do is set it appropriately. 
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Then once your post is scheduled, you’ve created a hands-off 
LinkedIn reposting machine. 
 
But what about Hootsuite? I picked it for a reason, because 
you can do the exact same thing on that platform. When you 
open up the scheduling tab of the Hootsuite composer, you 
should see a link that directs you to their new bulk composer. 
Go ahead and click the link. 
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Once you do, you’ll find yourself on a page that asks for you to 
upload a CSV file and then select the network you want to post 
to. 

If you haven’t used a CSV file before, that’s okay. 
It’s a pretty simple process to input your posts to a file like 
this. In fact, it may even make your posts a lot faster to 
schedule. This is what the CSV file should look like: 
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All you need is three columns here: 
1) Date and time 
2) Your message 
3) The link you’re sharing 
 
For LinkedIn, just make sure that your posts are scheduled a few 
hours apart on the same day. Once you input this information, 
save and upload your CSV file to the composer and select to 
publish on LinkedIn. When you click through to the review page, 
you’ll be shown what each of your posts will look like when 
published on LinkedIn: 

 

When all is said and done, all you have to do is keep creating 
and repeating the process to keep your LinkedIn engagement 
high. 
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Conclusion 
By following the advice I’ve laid out in this post, you should be 
able to quickly and efficiently start boosting your LinkedIn post 
views in just one day. And better yet, you’ll have created an easy 
way to replicate these results in the future. 
 
LinkedIn doesn’t have to be an engagement mystery. It should 
be a powerful resource for brand engagement that helps your 
business grow. 

To achieve that, you have to create viral-worthy content. Use 
every trick in the book to create the type of blog, image, or 
video that your audience wants to consume, share, and talk 
about. As long as you’re on brand and sharing insight, you can’t 
go wrong. 

 

And then don’t leave things to chance. Take steps to automate 
your content management so that you’re not creating holes in 
your engagement. Automation allows you to spend less time 
publishing your content and more time actually engaging with 
your audience. 

 

Then cap off your efforts by posting as frequently as is wise to 
make sure you get as many views as possible on your content. 
When you’re done with your efforts, you’ll see more 
engagement and buzz around your business than ever before. 
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Why Layoffs at Cognizant 
Should Inspire Others to Act 

Arjun Ayyagari 

 
The recent layoff of senior executives is another addition to the 
raft of bold decisions Cognizant has been making. This move 
clearly demonstrates Cognizant’s acute understanding of the 
shifting business environment and the dire need for breaking up 
the very organization structure and leadership that has powered 
their ascendancy. I expect that Cognizant’s actions will 
embolden other Indian IT companies to emulate. Let me explain 
why. 

An industry built by sales leaders 
While it was the entrepreneurs who envisioned the potential 
magnitude of offshore outsourcing to India, the credit goes to 
gutsy salespeople (sometimes the founders themselves) who 
boldly ventured into completely new greenfield markets. It 
was by no means an easy feat to build relationships with, and 
convince American companies to experiment with offshoring. 
As offshoring gained acceptance, it was the salespeople, with 
their fingers on the pulse of their clients, who were able to 
harness a deep understanding of client requirements to guide 
their companies’ growth and expansion. 
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Consequently, as the offshoring industry flourished, star sales 
performers were fittingly elevated to senior management 
positions and played a fundamental role in shaping the overall 
organization, with sales at its core. The key attributes of the 
organization comprised: 
 
• The proposition of offshoring was utterly compelling and 

straightforward to articulate to customers who were looking 
for low-cost flexible staffing solutions for non-critical 
activities. 
 

• The operating model involved sales people and account 
managers to lead from the front while the techies were 
entrusted with back end delivery. The front-end teams led 
by SVP/VP/Director of sales, head of sales enablement, head 
of large pursuits, strategic deals lead, adviser relationships 
leader etc. focused on demand generation, sales, 
relationship building, and effective management of the 
tender process.  

  
• Consequently, an organization culture evolved with sales 

ethos firmly embedded and where sales performers were its 
main protagonists. Therefore, not surprisingly, many 
practices that were conceived were pecuniary in nature – 
cold calling prospects by offshore based inside sales teams, 
lead generation from events participation, pipeline building 
through relationship with analyst and advisory firms, deal 
pursuits by strategic deals team etc. 
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Therefore, since the beginning, growth was fueled by leaders 
with remarkable ability to find customers and successfully 
orchestrate sales. However, the advent of digital is revealing the 
inadequacy of sales led organization and compelling Indian IT 
companies to reconsider their fundamental beliefs and business 
practices. 
 
Building an organization for value creation 
Digital intervention into our world set off two major 
developments, both of which have significant implications for 
the Indian IT industry. 
 
Firstly, the emergence of new technology solutions in the form 
of as-a-service and automation are rapidly eroding the need for 
an army of low-cost offshore resources especially for 
applications and infrastructure maintenance, which formed a 
large proportion of traditional business. Similarly, automation is 
eliminating the need for large scale testing deals. The traditional 
applications development is being replaced by new 
microservices architecture and devops methodologies. On the 
whole, the entire traditional service portfolio is under threat. 
 
Secondly, digital is compelling enterprises across industries to 
revisit their strategies to embrace technology to drive business 
transformation. This presents a huge new business opportunity 
for the Indian IT industry; the only challenge is that securing this 
new business is not as seamless as it is made out to be. In fact, 
the new business is vastly different from the traditional staffing 
business. 
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Enterprises are dismantling traditional IT organizations to create 
new technology organizations that are intimately integrated 
with business. Business stakeholders and Chief Digital Officers 
are the new protagonists who are focused on business 
transformation. They are looking for partners who can engage 
strategically and guide them on their transformation journey. 
 
These requirements demand a complete revamp of front-end 
and back-end capabilities, skills, operating model and 
organization structure: 

 Skills: Customer interaction requires both business and 
technology knowledge. The sales people are expected to 
demonstrate business and technology capabilities while the 
techies should understand business context. 
 
Operating model: A new operating model is required that 
enables customers to engage with business and technology 
teams to experiment, ideate and to discover creative solutions. 
An integration of front-end and back-end roles is necessary 
with technology occupying the central position. 
 
Demand generation: New creative marketing, thought 
leadership and branding activities are essential to drive 
demand generation and influence customers. 
 
Sales process: The spotlight is moving away from establishing 
personal relationships and local cultural understanding and 
promoting cost savings proposition to effectively engaging with 
customers on transformation topics, sharing deep insights and 
solving customer problems. 
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Delivery model: The old pyramid-based model of delivery must 
be substituted by agile and devops way of working which 
necessitates new talent with much broader set of skills. 
 
Leadership style: A completely new style of leadership which is 
focused on customer value creation is required. The new 
leaders should possess deep analytical capabilities to 
understand customer business and technical requirements, 
must be hands-on to sketch-out solutions, meaningfully engage 
with engineering teams and inspire teams to collectively deliver 

creative solutions.  

 Yet, most Indian IT companies have taken a basic approach 
which espouses management practices of the traditional 
staffing business to build the new digital business. This, in my 
view, is the biggest mistake. 
 
I believe there are two alternatives to effectively pursue new 
digital business: 
 
1. build autonomous new business organically or inorganically 

 
2. transform overall organization by dismantling traditional 
practices and build new organization which is fit for purpose 
 

TCS has done a fantastic job of continuously innovating and 
transforming their organization. TCS split their organization 
into several smaller units in 2008 to drive growth and are now 
in the process of crafting new organization for long term 
growth. 78 



The fundamental aspect that allows TCS to continuously 
transform is its leadership style which is in stark difference to 
the other Indian providers. (recommended 
reading http://www.russellreynolds.com/insights/thought-
leadership/integrity-resilience-and-the-power-of-quiet-
leadership?rm=Recent%20Articles#) 

 

Changing from staffing business to value creation business is a 
massive undertaking which demands deep introspection of core 
values and a major mindset shift. The traditional leadership is 
not only ineffective, but in most instances, blocks 
transformation by resisting change. It is in this context, I believe, 
Cognizant’s move of disposing of senior executives will serve to 
accelerate their transformation journey. 
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