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L inkedIn has more than 300 million professional users’ 
profi les and almost half of them log in every day. It 
also has more than 3 million company webpages 

and every two seconds there is a new user. Are there still 
any doubts about LinkedIn’s potential as a great tool of 
communication to improve the companies’ reputation? 

This social network was created in 2003 aiming to help 
professionals all over the world to meet their business 
objectives through networking and has now become one 
of the main meeting points where the best talents on Earth 
can be found. From a reductionist point of view, some 
described LinkedIn as an online curriculum what nowadays 
is consolidated as a communication tool itself between 
companies and professionals with no mediation. It is also a 
good change to strengthen the professional digital identity 
on the Internet. Give it a try: if you write on Google your 
fi rst name and surname, your LinkedIn profi le will probably 
appear as the fi rst or second result provided. LinkedIn is a 
unique stand where you can communicate, persuade and 
build trusted partnerships.  

There are still many companies who have not discovered 
LinkedIn’s potential as a social network (diff erent from 
others like Facebook, Twitter or Instagram). LinkedIn 
should not be only in the interest of Human Resources 

executives (whose daily work has completely changed 
thank to the use of these tools of candidates’ search such 
as LinkedIn Recrutier) but also in the interest of CEOs, 
communication directors and marketing and commercial 
directors amongst others. This article aims to give a general 
overview which will help us to understand how LinkedIn can 
help our companies to meet our business and professional 
objectives. We will identify several areas which should not 
be understood as independent ones from the others but as 
diff erent faces of the same complex and fascinating dice 
which is corporative communication. 

FIND AND ATTRACT TALENT 

LinkedIn has blown up the traditional model associated 
to the “work with words” (it is off ered, it is required). In 
order to be competitive and innovative, companies need 
great professionals. They need the best ones and most of 
them are not actively looking for a job. Their profi les on 
the employment sites are frequently outdated basically 
because they do not spend time looking for a change 
(which does not necessarily mean that they do not want to 
talk if an exciting opportunity appeared). This leads us to 
the next stage: “employer branding” (about which we will 
talk later). The question now is: How can we get to those 
“passive” users who, according to LinkedIn estimations’ on 
its last survey about Trends in talent, represent 75% of the 
total of profi les on the social network?

Any action can be perfectly measured in order to check the 
ROR, (the rate of return). Therefore, we can confi rm that there 
are eff ective and direct solutions such as “Recrutier” which is a 
tool that enables us to search within the worldwide LinkedIn net 
of users the perfect candidate. Only a few seconds are needed 
to fi lter and automate the search to complete the searching 
process. Those selection experts working on the process 
can share the information and all the data will belong to the 
company which bought the license. If during the process they 
also use the tool “Talent Pipeline”, the company will have access 
to a whole data base of matching candidates whose data will 
be updated in real time as well as their profi les. They can tag 
profi les as they like in order to make easier the access to the 
more convenient profi les for each situation. This tool enables 
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criteria and what filter we are going 
to use: geographical location, activity 
sectors, experience, position, etc so 
we can meet our target. In most cases, 
the typical idea of massive media (the 
more people we reach the better), 
does not make sense. We need to be 
clear about who is our target and adapt 
our message to reach them. LinkedIn 
offers some marketing solutions which 
will help us discovering who the best 
representative for our business is, and 
reach him by our common network 
connections. This will make our online 
marketing activity more efficient and 
what is more important, less expensive 
for our annual budget. A good start is 

a segmented sending on InMail (private messages) with a 
small text, a teaser video and a link to a microsite showing 
the main benefits of the product or service. Once again we 
are able to measure how many users have opened our mails 
and how many clicks and visits have we had.  

CREATE VALUED CONVERSATIONS 

Fact is that all companies dream to have the possibility of 
having their users to argue on the conversations about their 
products and services. LinkedIn offers discussion groups 
which can be a perfect meeting point for professionals who 
share common interests (if the discussion groups are well 
targeted and do not become mere repositories about the 
brand’s benefits).  Our company could own a conceptual 
territory (for example, innovation on a specific area) and 
boost discussions raising debates, sharing information and 
even offering jobs. In Spain in 2012, the top responsible for 
Roche España created the discussion group called Pharma 
Talents, which nowadays has almost 11,000 members and has 
become a reference on networking for the pharmaceutical 
industry. The discussion group is not sponsored by Roche 
España and has managed to involve professionals from all 
companies in the industry. The idea has succeeded and has 
been diversified into events where different issues such as 
e-commerce, start-ups or key points to stand up on the 
industry are discussed. 

PRESCRIPTION THROUGH CORPORATIVE LEADERS

One of the main challenges companies have to face is 
probably creating confidence on their stakeholders. The 
traditional corporative speech does not usually achieve its 
goal: it usually seems anachronistic in our current world 
where different perspectives and points of view are valued. 
For this reason, having corporative leaders (which some call 
“brand ambassadors”) is a very interesting performance in 
order to set contents and reach our users in a much more 
credible way. In a simple way: use a name and a surname to 
humanize the brand.  

Nowadays, both, companies and professionals make big 
efforts to produce contents that will help them to connect 
with their public. LinkedIn announced in February 2014 
that the system of personal blogs which was restricted 
for “LinkedIn Influencers” (influent personalities from 
politics, business and education among other spheres) 

the HR departments to forecast the 
business needs and already have a list 
of possible candidates. It also makes 
easier the selection process and reduces 
the opportunity cost. Talent Pipeline 
is a corporative tool which enables the 
selection team and the hiring responsible 
in each department to share comments 
on candidates. Once the selection 
has been done, the candidate can be 
immediately hired through “InMail” (how 
messages in this network are called) 
and which has a bigger capacity than 
a conventional email. According to 
the information provided by LinkedIn, 
companies with a solid reputation 
reduce their hiring costs by 50%. 

EMPLOYER BRANDING 

Companies seeking to be leaders on their sectors are currently 
fighting to have the best talents. The most desired candidates are 
not only looking for a good salary or good career development 
perspectives. They want to fall in love with a project, make the 
difference. In order to get close to define “employer branding” 
we must combine both, rational and emotional elements. The 
objective is to make the company a desirable place to work. 
Some companies like Dell use interesting narrative techniques 
(normally used in storytelling) in order to ensure that potential 
candidates understand what the company’s vision is through 
the personal experience of current workers. Companies can also 
plan banners’ advertising campaigns to meet the public with an 
aspirational message which will generate more visits on their 
profile and will enlarge the number of followers. It is much easier 
to set an interview with a candidate who has already visited the 
company’s employment page in LinkedIn, someone who has 
seen our banners with messages that meet his/her interest and 
who already knows the company’s value proposition. 

PROMOTION OF PRODUCTS AND SERVICES THROUGH 
BRANDING JOURNALISM 

The Philosopher’s Stone in current marketing is now 
“differentiation”. Jus describing the characteristics of a product 
or service is not enough for our public to bear in mind our offer. 
How can we reach them? Thanks to the new LinkedIn’s tool 
called “showcase pages”, we can now change the traditional 
and unidirectional model that sees the public as a simple 
receiver with no capacity of answering. The interest thing about 
the new model is that it can be used in any professional field. 
For example, Microsoft has launched a showcase page for its 
office suite Microsoft Office. Under the motto #getitdone it 
offers a full source of information about what Office can make 
to improve professionals’ productivity. The page has its own 
followers (different from the Microsoft’s webpage followers) and 
it offers a pro branding journalism view: credible and interesting 
contents for users. 

We must highlight that LinkedIn offers a perfect environment 
for B2B and B2C marketing. That means, to contact our 
potential clients: other companies or the final consumer 
of our products. For example, if we want to inform about 
the advantages of our latest high-end model car and make 
sure that we reach our clients, we just need to define what 
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DIGITAL IDENTITY OF 
PROFESSIONALS IN THE 
COMPANY 

What is a Company without 
employees? Unfortunately, we 
frequently see in LinkedIn that 
employees are the last point on 
the companies’ actions plans 
although they really are the 
main asset of the company. We 
are talking about professionals 
with interests and hobbies that, 
thanks to their good job, enlarge 
their contacts’ network every 
day (including clients, potential 
clients, collaborators, etc.). 
When corporative messages 

are spoken by employees they sound different. They are part 
of the digital identity project and will be the ones to share 
and humanize the corporative messages. We only need to 
trust them and train them in order to boost their professional 
reputation on the network. LLORENTE & CUENCA wanted 
to help in this cause and we published a simplified video on 
Youtube explaining the basic rules to make the most of this 
network. It was entitled “How to manage your digital identity in 
LinkedIn”. The reaction of LLORENTE & CUENCA’s employees 
was very positive and the number of profiles rose by 90% of 
the current personnel. There is a key word which describes 
the key for success of the whole process: awareness. We 
just needed to explain how the fact of being on the biggest 
networking in the world could benefit the company and in the 
first stage, involve executives in the company so they could 
act as leaders and consultants. It is normal that employees 
have a positive (or even excellent) reaction to this kind of 
initiatives since LinkedIn rarely has presents between the 
personal and professional life.

SPREADING THE CULTURE AND THE NEWS OF THE 
COMPANY 

This application is one of the most obvious tools to do it since 
it offers the opportunity to post updates from the corporative 
profiles. Companies have their own corporative profiles from 
where they can post their achievements, share their opinion 
on business and interact with their followers. The traditional 
obsession on the number of followers should remain as a 
secondary aspect. The most important aspect in LinkedIn is 
contacts. Those numbers provided by the application (which 
are visible for the site’s administrators) offer a completed view 
of what is really going on: followers, geographical position, most 
viewed posts and which posts have created more interaction, 
etc. This data help us to understand what contents work better 
and to dig deeper regarding the relation with our followers.  
The “company’s description” tab is completely free (it is not 
the same for the employment tab) and it will soon become our 
best calling card in this social network. We should always bear 
in mind that a lot of users will know us by our corporative profile 
in LinkedIn (and not by our webpage). 

NETWORKING

LinkedIn cannot be understood without the concept of 
networking. Think about the importance in our lives of meeting 
the correct person in the correct moment. Think of the typical 
notebook with drawn pages full of names and telephone 
numbers that several of us lost on a taxi going to a meeting… 

would be opened for all the 300 
million users all over the world. This 
decision represented another support 
to LinkedIn’s idea of reinforcing 
professional digital identity. In case 
this decision success, the network will 
probably become a worldwide source 
of shared knowledge. 

The original program “Influencers” 
which was launched in 2012 has 
achieved considerable success. 
Some of the business leaders who 
have personal blogs on LinkedIn 
do not have an account on Twitter. 
One of the most followed and read 
users, Richard Branson, has around 4 
million followers. Obama and Bill Gates also have their own 
profile and we also find start-ups founders, consultants or 
directors from different companies all over the world. 

How can companies make profit of this structural change 
on the consumption flows and contents production that 
personal blogs in LinkedIn offer?

•	 Companies can now find experts on interest areas 
for other professionals and ask them to post on their 
blogs regularly. These blogs do not require a regular 
update as a normal blog. This makes things easier for 
workers which will be able to find a balance between 
their jobs and their publication activities. 

•	 Creating a personal profile for publications does not have 
any technological or economic cost for the Company. 

•	 Those users with a high number of followers will be 
credible and visible. Their main source of success 
will be the quality of their contents and they could 
become influent on their area. 

•	 Companies can use these tools to talk through their 
employees about their value proposition not from a 
commercial or promotional point of view but from a 
more educational and aspirational sphere.  

•	 The first professionals to publish interesting contents 
for users (especially in Spanish, which represents a big 
public), will take up a territory and could be seeing as 
authorities on a specific area.

“LinkedIn cannot be 

understood without the 
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our notebook is now a virtual agenda which is updated in real 
time and can be seen on a phone’s screen. We will be happily 
surprised by how good it is to go to a meeting having a small 
context about the person speaking and the company he works 

for (and also about the ones he has worked for before). If we 
have common contacts, the conversation will certainly start 
in a very different way. And it is very likely that it will end 
even better. 
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d+i is the LLORENTE & CUENCA Ideas, Analysis and 
Trends Centre. 

Because we have a new macroeconomic and social script. 
And communication is not lagging behind. It is progressing. 

d+i is a global combination of relations and exchange 
of knowledge that identifies, focuses and transmits new 
communication patterns from an independent position. 

d+i is a constant flow of ideas moving ahead of new trends in 
information and business management.

d+i LLORENTE & CUENCA exists because reality is not black 
or white.
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