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IT’'S NETWORKING,
but not as you knew it

Linkedin is the social media site that’s fast
becoming THE place to network for business.
Glenn Baker talked to social media trainer Linda
Coles about how to maximise its effectiveness.

| was a bit in the dark about Linkedin.
As with anything new it’s easy to be a
little sceptical. Is it really as good for
business as people make out? Should
business owners invest the time and
effort in establishing and managing a
site, when they’re already hard-pressed
to get everything else done in their
business?

A few minutes with Linda Coles
shouid wipe away any doubts.

Coles, who operates a website
advisory and social media training
company under the name of Blue
Banana (info@bluebanana.co.nz),
admits she’s on a crusade to educate
Kiwi business owners that social
media (she prefers to call it ‘online
networking’) can be a powerful tool
for developing business. You just have
to go about it the right way. Her
personal goal is to educate 10,000
New Zealand businesses on the merits
of social media by 2015.

So what exactly is LinkedIn? Coles
describes it as the largest business-
to-business networking site in the
world. It has been around since 2003,
is free to join, and at last count had
more than 55 million members with
170,000 in New Zealand.

“It’s essentially a mini-website all
about you,” says Coles. “For business
owners it's about education and
networking — learning from others, and
others learning from you. It's where
you can have your questions
answered, it’s where solid business
relationships are formed, and, perhaps
most important of all, it’s where leads
and sales are generated — through
solid word of mouth referrals.
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“Unlike traditional face-to-face
networking, LinkedlIn allows you to
speak to a lot of people over a very
short period of time. People you
wouldn’t normally be in touch with.”

Setting up your LinkedIn profile is
quite straight-forward, says Coles,
just follow the steps and allow
yourself plenty of time. “Stick to
first-person, not third-person - you’re
describing who you are, what you do,
and, most importantly, your point of
difference in what you do.”

You can add various applications
too - such as your blog site, Amazon
(to describe books you're reading),
slides and videos (to show products
you represent).

“You'll also need to refresh your
profile every few months and change
your ‘status update’ every two or
three days. The status update
highlights what you're involved with
right at the moment and pops up on
peoples’ LinkedIn home pages.”
Coles likens it to a rolling newsletter.

Once you're totally happy with your
profile it’s time to start connecting.
Start with people you know — export
your Outlook database to your site
(using the export prompt), and
LinkedIn will conveniently tell you which
contacts already have a LinkedIn
page.

You’ll also need to source
recommendations for your profile
page — people you've done business
with who'll be happy to pen some
glowing words about you. Coles calls
them “the silent salespeople” and
their value is “virtually priceless”. You
should aim for at least 20 good ones.

Dos &
Don’ts

Do remember the law of
reciprocity — givers get

Don't just join and hope the
start ringing

Do giveit time—it'sa
process not an event

Don't regard it as ‘social’.
You are working; it needs to
become a habit

Do get that great profile up
before inviting your
contacts to connect with you

Do use your contacts
correctly - this could be a
prospectlistaswell asa
current client list

Don't join groups just
because they have the most
people —it’s about activity

Do remember that if there
are no interesting
discussions, people will
leave the group. So take
action and start your own
discussion

Do have a targeted
approach to who you want
to network with

Do utilise the services of a
LinkedIn expert or attend a
workshop




“They will sell your company better
than you can, and are more believable.”

The final step is to join appropriate
groups — you'll find a Group Directory
on the LinkedIn site. Be sure to include
general business categories — not just
those specific to your industry. Then
click the ‘start discussion’ button and
you’re away. The main criteria when
choosing which groups to join, suggests
Coles, is whether they can be of use to
you or your business. Or will their
network be of use to you?

“All businesses should have a
LinkedIn profile,” says Coles. “Even
small retailers, but service businesses
such as consultants, marketers and
financiers have the opportunity to really
add value to the groups by giving
information and support, and therefore
being seen as an expert.”

She says having a Linkedin site is
about making yourself ‘top of mind’
with prospects — constantly building
rapport. But it needn’t consume your
life - in the first 90 days she recommends
spending 30 minutes a day either taking
part in discussions or initiating
discussions, or commenting on other
peoples’ status updates.

If you're using the old excuse of no
time, Coles response is that you need
to create a new habit. “Just like you find
time to regularly open email, you need
to manage your Linked!n site.”

Promote your site at every opportunity
she says. “Don’t hide it; paste it with
your email signature for example.”

Proof it works
In addition to her own networking
experience with LinkedIn, Coles has
plenty of evidence from others that the
site has definite benefits for business.
Crispin Garden-Webster, an
organisational psychologist and
development consultant, uses the site
for “robust and real time” professional
dialogue within his local and
international community of practice.
“In real practical terms these
conversations have introduced to me
new ways of looking at the consulting
issues | face day to day. None of us are
as smart as all of us and | could not
have made these connections without
the reach and richness of content that
social media like LinkedIn facilitates.”
Galia BaHava-Monteith, co-founder
of Professionelle.co.nz, an online
resource for professional women, started
on LinkedlIn as a private professional,
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®9 LinkedIn allows you to speak to a lot of people
over a very short period of time. People you
wouldn't normally be in touch with.9®

and as the site's functionality increased
realised the potential it had to
supplement their website offer. By
running a Professionelle LinkedIn group
they effectively have a free message
board for news and discussions as well
as a member profile tool.

“Our website offers a wealth of
resources, content and material for
professional working women,” says
BaHava-Monteith. “LinkedIn offers
members a way to link their profiles to
our group and so browse each others’
profiles and personally connect if they
wish to.

“We see LinkedIn as a way for
members and non-members alike to
gauge the calibre of our community.”

Rob Sewell, another LinkedIn convert,
has an interest in positive psychology
applied to professional development
and created a group which now numbers
80 “like minded souls” worldwide
sharing ideas. He says his site has
facilitated business because of type
and quality of information posted.
“Recently | saw an old colleague had
joined an interesting group and | applied
to it myself. Having joined | saw that a
major potential customer for me was in
the same group and we are now
conversing. This person is a director of
a major New Zealand organisation and
it would have been very hard for me to

- Linda Coles

reach him otherwise.”

Glenn Baker is editor of NZBusiness.
He doesn’t have a Linkedin site yet —
but plans to soon.

The
business

case for
LinkedIn

THE BUSINESS BENEFITS
OF MANAGING A LINKEDIN
SITE INCLUDE:

¢ Problem solving.

* Cost effective recruitment
(it’s free to advertise within
your groups).

¢ Networking (often with
successful people you
wouldn’t otherwise meet).

¢ Educational discussions.

* Two-way communication
with clients and prospects.

¢ Online presence (including a
link to your business
website).
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