
Beth: Hello, this is Beth Brodovsky, and welcome to Driving Participation. Today I have 

Brynne Tillman on with me. Brynne is the CEO of Social Sales Link and my favorite title ever, a 

LinkedIn sage. I thought she’d be a great person to bring on today because we haven’t talked 

about LinkedIn as a tool tactic or opportunity for nonprofits to spread their message and 

Brynne is a genius and has wonderful, wonderful insight and a direct connection into LinkedIn, 

so she really knows her stuff. Brynne, thanks so much for joining me today.

Brynne: Oh, I’m so excited to be here. Thanks, Beth.

Beth: Now Brynne is one of the people I have on the show that I actually do know in the real 

world, and I’ve been in her classes myself and follow her email and have learned so much 

from her advice, but Brynne, how do you end up becoming a LinkedIn sage?

Brynne: By accident? Actually I was a sales, well I guess I still am a recovering sales trainer 

and I was using LinkedIn with a client in a way in 2008 that was helping them identify people 

in transition, and I realized very quickly that this was not just a career tool. This was a sales 

tool. It was really answering a lot of my wish list of what I needed in order to better my sales 

abilities and that was the ability to identify who you knew that knows the people you’re trying 

to get in front of. I’m in that market and so introductions and referrals are huge and when I 

saw this tool and I realized that this allowed us to search and filter each others’  connections 

and really start to leverage that information to get more introductions, I was absolutely sold 

and I totally immersed myself in it and for a long time used it as a loss leader for my sales 

trading business where we were teaching and inviting people in and ultimately I wrote a book 

and decided this is all I want to do. So that’s where I am today.

Beth: That’s great, and it’s really helpful to have people out there that really get in depth on 

one subject because you can address the issues and keep up on the changes that all these 

social sales tools, I mean social tools make changes so quickly so I  have found it really helpful 

SESSION 091
THE CONNECTION GOLDMINE OF LINKEDIN  

WITH BRYNNE TILLMAN 



to connect with people that have gone, you know, deep dive into one thing. 

Brynne: Yeah, and I am as deep as diving into LinkedIn as I think anyone could be and it may 

be a narrow scope, but it’s a deep hole.

Beth: Yeah. So you have a little bit of a different perspective on the world, the question I 

always like to ask people is how does participation factor in to the work that you do and I’m 

just really curious about how you with your skill set and expertise and in the work that you do 

how you’re gonna answer that question.

Brynne: So there is no pixie dust. For any of us to ever be successful, participation is the 

foundation, but you know the question often is I think if people are in business development 

or fundraising or people that are responsible for some kind of bringing in business, how to 

get them to do something new. A lot of us have our habits. We know what we like. We think 

we know what works even though it’s working less and less year after year and it’s changing 

the habits and doing a good job of that that ultimately goes back to who is participating and 

who is not. First there has to be buy in. There has to be, “Yes, this is great. This is something 

that can make an impact on my business or in my efforts,” and until you get buy in, no matter 

how much training or learning of strategies and tactics you get, it’s never gonna turn into 

implementation. So participation really starts with I believe that this will have a positive effect, 

although initially it feels like I have to throw a lot of time into this, it really will reduce my sales 

cycle and help me close more business in a shorter period of time and it’s commitment and so 

all of those factor into the kinds of participation that we see and it all actually comes down to 

buy in of the second piece, which is knowing exactly what to do and say on a daily basis. So 

having a plan in place and your templates written. It’s on your schedule and the commitment 

to actually implement is actually there and then you’ll have success. 

Beth: I really like those tips and it definitely plays into the whole what we talk a lot about on 

the marketing side, which is consistency, that you can’t expect, like overnight success just 

doesn’t happen. There’s always occasional wildfire things that happens and no one talks about 

the people that are just plugging away time over time implementing the stuff that they say 

that they want to focus on and then taking action and doing it. 

Brynne: Absolutely, and all sales really comes down to a few things: price, product, timing, 



need in the marketplace and the people that you’re touching may be in your perspective the 

perfect buyer, but one of those things are standing in their way of now, doing it now so by 

that consistency and not just connecting and building relationships, but consistently dropping 

really great insights and education and staying the thought meter in front of those people that 

you connected to that weren’t ready, when they’re ready you’re top of mind and so a lot of 

those relationships are not about short-term connections, get an appointment, sell something, 

but a lot of them are about nurturing them over time so that when they do need you, they 

know where to go.

Beth: Yeah, and I think that’s so key in nonprofit communications either on the you know 

fundraising side, which is very much like a sales function all the way through for you know 

attracting regular donors or just having people be aware of your organization, building it up 

over time so that when somebody is ready, when somebody, when cancer touches someone’s 

life they think of your organization as opposed to having to start a cold search, that kind of 

a thing. It does add up and it can be really frustrating to people, because I feel like in some 

ways the internet has made us all want instant gratification and the ability to measure every 

moment and it can be hard like in different types of campaigns, a lot of times people only 

want to do an online ad campaign because they can literally watch the clicks and track it. With 

this long-term longing that you’re talking about, it’s harder when you’ve got to invest this 

time into something maybe like LinkedIn to build relationships and talk to people and stay in 

touch, but it’s so important.

Brynne: You know I think it’s the same balance. I do think, I don’t know that it’s necessarily 

harder. I think it’s just a different expectation and you know LinkedIn will do a lot of things. 

Number one, it will get you to people much faster and easier than any other way out there. So 

that’s the first thing it will do. So there are things that are immediate gratification, but there 

are other things like before by the time you got to someone they were much more well versed 

and educated on what you did before they let you in the door, where with LinkedIn it’s like 

they’re peeking in the window. We don’t know where they are in the need scale or want scale. 

So we’re gathering a much larger pool of the right, ultimately the right decision makers and 

so that when it does pop, sometimes it’s like popcorn. It might take a little while to present 

yourself as that thought leader and subject matter expert and if you’re doing your job well, so 

for me my call to action is always a phone call because I’ve never been able to sell one thing 



in my life without one. Maybe a book on Amazon. Nothing real. So for me and I’m all about 

relationships, so I want to take it off line and into real communications so the more people, 

more of the right people I’m connecting with ultimately will turn into, and not even in a long-

term basis, more conversations with the right people. So it’s just a different expectation and 

maybe you should if you have the right strategic process in place so that you’re following up 

properly and you’re getting in front of the right people at the right time.

Beth: So how can nonprofits benefit from what’s happening on LinkedIn? I know when 

LinkedIn first came out, I would hear people say all the time, “I don’t need it. That’s for 

people who are looking for a job,” and then you know now I tend to hear people say things 

like, “That’s for people who are, you know, running a business and trying to sell something.” 

I’m sure you have a very different and/or broader perspective on this. So if you’re somebody 

who is an executive director or a marketer or a development management at a nonprofit, what 

kind of resources and opportunities does LinkedIn bring?

Brynne: So that’s a great question, and I always start with what are they looking for and so 

nonprofits can be looking for lots of different things. Ninety-nine percent of the time there is 

a developer, there’s a fundraiser in there trying to bring in donors and cash and sponsors. So 

starting with that in mind, it works very similar to, from a sales perspective, the first thing I say 

when I get in working with a nonprofit is connect with all of your board members and all of 

your volunteer supporters and start to mind their connections because these are people that 

are already committed to your cause. They probably have it listed on their LinkedIn profile 

and they’re bragging that they’re part of your organization and proud of that.

Beth: Is it appropriate for people to ask their board members to put that on, like to put them 

onto their own profile?

Brynne: So it really has to become an internal culture. So the conversation has to start in the 

board room. That’s where it has to start and the conversation is, “This is what we’re trying 

to achieve. Collectively we have an enormous network that we can achieve this easily,” 

but traditionally what’s happened is that we’ve gone out looking for people to support our 

organization and we’ve really ignored our low hanging fruit. So we don’t want to put it on 

the board to do all this work, but what we’re really hoping is over the next 12 months that 



each of you maybe once a month one of you sit with our developer and together kind of 

mind through your connections and maybe bring your Rolodex and business cards and 

together really come up with a powerful list of people that can either be sponsors or donors 

or volunteers or whatever your goals are for your organization. And when you put it into 

perspective like that, what happens is first of all the board members, they have goals, too. 

You’re now making their goals easier. They don’t have to go figure it out on their own so 

in some ways you’re supporting them in making your job as a board member a lot easier. 

Now once you’ve made those, maybe you want to have people buy tickets for a fundraising 

ball. Once you’ve identified the types of people, maybe they’re CEOs or executives in 

organizations that this board member knows that you want to invite, there are a few things 

they can do, but the most important thing I think is just to copy that developer and the board 

member copy the developer and the perspective donor or participant in a LinkedIn message 

and then let the developer begin to build their own relationship with that person. They will 

respond. I mean you know if you give them a good template that’s powerful enough to say, 

“I volunteer. I’m on the board for this nonprofit. This is why it means a lot to me. I’d like 

you to meet the developer internally. Would love for you to come to the gala in the spring. 

Maybe buy a table. It would mean a lot. Or explore possibly buying a table, but just have a 

conversation with the developer. It would mean a lot to me.”

Beth: I think that’s such a great point and I love what you said about giving them a template. 

The two things that I’ve really seen work is asking people something specific. I think we all 

have a tendency to say, “Please ask your community to support our gala,” and it’s so broad 

and vague that the board member or fundraiser or volunteer doesn’t know what else to say 

beyond that and then you don’t give them the tools in how to do it and what you said, if 

you’re both saying something specific you can ask your board member to do on your behalf 

and here’s exactly the language they can copy and paste and use to do it and you’re so much 

more likely to get action from people when you ask them for something specific and then give 

them the tools to do it.

Brynne: Absolutely, and that’s how you get participation.

Beth: There you go! Excellent. It’s probably a bit of a personal question. What is the fastest 

way to go through somebody’s connections? People always say that to me and I’ve probably 



learned this originally from you talking about when you’re going to meet with somebody, 

before you do it to suggest that they go through your connections and let you know who 

they want to meet, which I’m pretty sure I learned that from you. It sounds like something you 

would say, but sometimes when I go to do that, it’s you know like I have 1,500 connections. 

You know it’s no problem, even 200-300 connections can be a lot to go through and the only 

way I’ve ever figured out how to do it is to go to the person, click on their connections and 

then just tab through everybody. Do you have any tips? Is there any faster way to do that?

Brynne: There is.

Beth: Oh, yes!

Brynne: So when you click on their 500+ in their profile of course you have to be a first 

degree connection to see their connections. It’s gonna take you down to that connections 

section on their profile. On the top right of that box, there’s a little search glass, like a 

magnifying glass. If you click on that, it’s not really intuitive, but if you click on that it’s gonna 

open up a little box where you can put in a search, so let’s say you’re looking for CEOs or 

looking for certain words in a profile, you can put them in there, and it will start to drill down. 

So if they had 1,200 connections, you put in those words and now you see 219. You can use 

ands, ors and nots. They don’t have to be capitalized but if you carefully use ands, ors and 

nots, you can really start to drill down to the right types of people. So you might have CEOs 

and Philadelphia not nonprofit. Right. So that becomes a search where you’re getting CEOs 

who are not part of an existing nonprofit in the greater Philadelphia area and then that 219 

may go down to 12. 

Beth: Interesting. That’s great! That’s gonna help a lot. 

Brynne: Yeah, to further search, once you’ve done that, an advanced search button will pop 

up in that box. If you click on that, you’ll now have more filters on the lefthand side, so you’ll 

be able to drill it down even more and if you’re premium you can even go down to company 

size and other really great filters.

Beth: OK, so now let’s talk about that, about premium. I still actually don’t use a paid level of 

LinkedIn. I can do lots of stuff that I want, but maybe there’s stuff that we’re all missing out on 



that’s really valuable. Where’s that line where it’s worth paying for?

Brynne: So LinkedIn is really great about telling you when it’s time to pay. Right. So if you 

want to see that, try our premium for free for 30 days. If you want to see that, you might 

consider having a premium account. When you start getting frustrated, it’s probably time to 

pay because you are using it well enough to need those 

Beth: That next level.

Brynne: That next level.

Beth: Yeah, so if you’re in LinkedIn and searching for stuff and the thing you want the answer 

to is behind a pay wall over and over again, then you know that LinkedIn has the information 

there that you probably want.

Brynne: Its’ just time to pay.

Beth: It’s just time to invest in it. That’s great. I think that’s a really good tip for people 

because it’s basically individual based on how you’re using it.

Brynne: Yeah, and you know what? Paid LinkedIn is exactly like a gym membership.

Beth: I love it. Do they know you compare it to that?

Brynne: I don’t know, but I can even tell you the thousands of dollars I’ve wasted on gym 

memberships. I’m all gung ho to go and then I go a few times and maybe a couple months in 

the year and at the end of the year I’m not going anymore and that happens with premium, 

too. So I actually always recommend, even though it’s cheaper to buy it for the year, go with 

the month to month because you want to, you want to make sure you’re consistent and still 

using it, because if you’re not, you’re just throwing away that money, but just like a gym if you 

actually go a few times a week you are definitely gonna get a lot of value out of it.

Beth: So you can jump on to premium, use it and then drop it and then come back on to it?



Brynne: You can. Sure.

Beth: That’s great advice. I’m researching at this point and I’m calling people so anybody 

who has gotten calls from me I apologize, but I’m sure that fundraisers have different periods 

of the year where they’re focused on different aspects of their job and if it’s the month that 

they’re running the gala and getting their annual campaign out, maybe that’s just not the time 

they’re prospecting. So to know that in January when you’re not doing a lot of other stuff if 

your gala is not then or whatever, that maybe that’s a month worth investing in a little more 

money to get the answers to deeper research. That’s a great idea.

Brynne: Yeah, and so just consider that month to month. Now if you see after 6-7 months 

that you’re really consistently using it, certainly jump into the premiums because you do save 

significantly.

Beth: OK. That’s great. So what kind of prospects should people be looking for? You 

did mention you know CEOs and potential prospects for individual giving, but you also 

mentioned companies. The average development person is looking for lots of different things. 

What kind of things could they find in LinkedIn?

Brynne: Well, almost all of the time, actually I can’t think of a time that you’re not, you are 

reaching out to an individual, but you can find them in many different ways. So you can find 

them by title, you can find them by geographic location. You can find them by company 

search, so if you know Campbell’s Soup gives lots and lots of money and this is a feed the 

homeless program, so we’re gonna reach out to Campbell’s Soup. What happens is LinkedIn 

by going into their company page gives you the visibility into first all of the employees that 

are on LinkedIn. You can see how many there are. You have visibility, if you pay you have 

visibility to everybody. If you have the free account you have visibility into your first, second 

and thirds, which is probably enough and you can identify and search by keywords and titles. 

So internally you have to kind of make a list of the types of people inside of companies 

that are responsible for the sponsorships and you have to identify who your best I call them 

buyers, but who your best target audience is. So let me back up for a second with that in 

mind. Go look at your top donors, maybe pick the top 10 or your top fundraisers or fund 



sponsors and build out kind of a word chart of all the people in those organizations that 

have touched your nonprofit in one way or another and build them out not by their names, 

but buy their titles and then you’ll get a good idea when you go to prospect inside of a new 

organization, a new company who to look for.

Beth: Oh, that’s a great tip. 

Brynne: Yeah, and then when you get into that Campbell’s Soup you start searching by the 

titles or key words of similar people and you can start connecting and asking for phone calls.

Beth: So titles brings up the next question and it’s sort of a classic sales question. Do you go 

for the highest level person that you can find on LinkedIn, or is there a different approach that 

you’d recommend?

Brynne: So, that’s a really good question now. I spend most of my adult career in sales 

training and we were adamant that you go as high as you possibly can and get pushed down. 

The interesting thing is there’s been a shift and we’re really recommending you go as warm 

as you possibly can and get introduced internally and we’ve found that to be much more 

powerful than cold calling or cold directing at a higher level, but this is across the board 

in sales and job search and fundraising across the board. It’s the warmer connections. The 

second degree connections that you get an introduction. You have a shared friend, a shared 

connection and they make an introduction. The period from introduction to phone call is 

rather quick. I mean I’ve gotten into accounts solely on the basis that our shared connection 

said you’ve got to talk to Brynne and I get on the phone, and I’m like, I always ask, “Is there 

anything particular when you agreed to have this call you that you are hoping we would talk 

about?” and 9 times out of 10 say “No, but my buddy Rob said to talk to you and I love Rob 

so I’m gonna talk to you.”

Beth: And people are really like that. It happens in every situation of all industries. 

Brynne: Yes, so when you start to leverage that warm market, it’s phenomenal. Once you have 

that conversation and you tell them this is what I’m trying to do, go inside your company, 

who should I be talking to and would you be open to making an introduction. When someone 



internally makes an introduction to someone else internally, almost 100 percent of time that 

call is taken. They’re not gonna burn their co-worker.

Beth: Yeah, right. So from a technical perspective, what do you think works better—to stay 

within LinkedIn and ask your first degree connection to make a LinkedIn introduction and stay 

within the LinkedIn environment or if you do your research and find someone in LinkedIn, do 

you email your friend and say, “Hey, can you connect us through email or through a phone 

call or something?”

Brynne: About four years ago we studied this with a client, and we were actually at about the 

same ratio of success.

Beth: Really?

Brynne: Yeah, so really it was about the relationship. It wasn’t about the tool.

Beth: I think that’s a really important thing to know because a lot of people get stuck on that. 

Like I can’t do anything because I don’t know which thing to do. I feel like the minute there’s 

a decision point, like for me if it’s raining today. Should I take a walk this morning or should I 

put on a tape and do an exercise video? I’m gonna do nothing because the minute I have to 

make a decision about exercise, I’m out. 

Brynne: That’s me and the gym. 

Beth: Exactly. That’s just human nature. The minute you put friction into something, 

Brynne: It slows down.

Beth: Exactly. It slows it down and with everybody you know everybody in every job and very 

much development directors and communication directors at nonprofits, you have way more 

stuff on your list than you can ever possibly get done so if you have to think, it’s like “I can’t 

deal with that right now. I’m just gonna move on and do something else,” and the whole, 

months later it will be “Oh yeah, I never pursued that,” or “Somebody mentioned that,” and 



then you’ll find out that they actually went with somebody else because they did have a need. 

I had that happen embarrassingly to many times myself. Interestingly enough, one of the 

interesting experiences I’ve had is the reason I have so many connections is I connect with 

people the minute I meet with them so I have a lot of people I’m connected to and then what 

I found is that you know, I might meet somebody at a conference and make a connection with 

them, and then I’m looking for something a year or more later, or sometimes many years later, 

and if I happened to have gotten that person’s business card at the conference and sent them 

an email, they probably would ignore me because it’s been over a year since they’ve talked 

to me. It’s either going to go into spam or just be ignored, but if I send them a LinkedIn 

message, it seems to me there’s this “I must know this person because they’re sending me a 

LinkedIn message, and they couldn’t do that if we weren’t connected,” and so I’ve had this 

completely different response rate, an ability to get through gatekeepers and get people to 

recommend me or pass me on to somebody higher up in their organization just by emailing. 

Both people I’m loosely connected to, and, honest to God, complete strangers on LinkedIn. 

There’s something about it where you’re already in the club, so how bad can you be?

Brynne: Yes, and I always relate this to like an in-person networking event. When you go to 

a networking event, there’s a whole bunch of people in the room from all over, but because 

they’re in the room, if you walk up to them, they’re gonna talk to you. If you were on the 

subway or a bus or out on the street, they would look at you funny if you came up to talk to 

them.

Beth: Absolutely.

Brynne: But because you’re in the same networking room they’re willing to have that 

conversation, and so that’s how I look at LinkedIn, and I think that’s how it fits in perfectly to 

what you’re saying.

Beth: OK, so another thing that comes up. You and I are both business owners so we are 

the voice of our organization and if I get hit by a bus, this is all coming down. So I feel really 

comfortable using my LinkedIn profile to be me, to promote my business and to publish 

things about the subject area that I want to be a leader in. Anybody that listens to this 



podcast please feel free to check with me on LinkedIn. I publish stuff about all the different 

podcast episodes we’re doing and more, but if you are an employee of an organization, you 

may not want to do that. What are you seeing today and what advice can you give people 

who are listening about using their personal profiles, how much to use on behalf of the 

organization, maybe just one that they work for?

Brynne: So that’s always a personal decision and there’s no right or wrong answer. However, 

this is your professional profile. Facebook is where your personal stuff is. Twitter kind of sits 

on the fence, but LinkedIn is your professional world, or is currently your professional world 

happens to be in a company or a nonprofit, then I look at it like that’s what you should be 

representing. It’s not like it’s your permanent record. It’s just right now. You can put your old 

positions there. If you have assigned positions you can have more than one listed. If you’re 

an entrepreneur or sell Avon, whatever it is, you can still list both of those, but if you are in a 

particular business where you are fundraising, client facing and when you’re out in the world 

you are representing your organization or your business, it’s the same thing. When you walk 

into that networking function, you’re talking about your particular organization and so this is 

your networking meeting. Look at it as when you walk in, what business card are you pulling 

out?

Beth: Yeah, and that’s a perfect question. I mean one of the things, and maybe it’s my own 

personal pet peeve, you know I’ve been to a million networking things where someone 

will stand up and say, “I’m a dentist, and I also sold Avon on the side”. I mean they’re two 

completely different things and … 

Brynne: Pick one.

Beth: Yeah. Maybe somebody at the event is gonna be interested in both, but there’s the 

whole “I don’t want to lose anybody so I’m gonna put everything out there.” So how does 

that play out when it comes to something like LinkedIn and you are say a development 

director at a nonprofit and you sell Avon on the side. Obviously you’re gonna have all that 

stuff listed, but when it comes to you know broader communications like the connections that 

you’re building, the writing that you might do, which we’re actually gonna get to next, to talk 



about the publishing, but everyone should know about things like posting a status or posts, 

I know people that like I know somebody that works for a charity and sells you know, I can’t 

remember which one, but one of those home sale jewelry type lines and so far I’ve only really 

seen her publishing on that on Facebook, which makes perfect sense. Is that the place to 

keep it or what happens? What are people doing?

Brynne: Well, you know it’s a really hard question to answer, and I face it often when people 

come to me to do their LinkedIn makeovers, and I really say on LinkedIn you can be different 

on Facebook than you are on LinkedIn. On LinkedIn you really have to pick one and typically 

I’ll say, “Which one is feeding your family right now?”

Beth: Great. I think that’s a really great guideline for people because it is hard for people and 

sometimes just having a clear and simple decision can be really helpful. So one of the things 

I found incredibly helpful that’s a new feature, it’s not that new anymore, but a newer feature 

of LinkedIn is this thing that maybe people have seen called Pulse and I actually was just at a 

meeting yesterday where I was talking about it and the eight high level professional women 

that were in the room had no idea what it was. So can you talk a little bit about what Pulse is 

and where there may be opportunities for that with organizations?

Brynne: Pulse rolled out from LinkedIn just about to everyone, April it will be two years. It 

is an online blogging platform that also includes influencers and channels so that you have 

the ability if you’re searching for those blogs in that content that you can do them easily by 

categories at LinkedIn authors and call them channels, but the magic of LinkedIn Pulse is 

the ability to publish unique content, original content on LinkedIn that completely levels the 

playing field for everyone. It’s searchable. You can get posted on channels. It doesn’t matter. 

If it’s decent content and they pick it up, they’ll broadcast it out. Channels can be found by 

hundreds of thousands of people so if you get picked up by one of these channels based on 

your original content, you’ll end up on the home page of all hundred thousand people that 

are following that channel.

Beth: Now what do you mean by channel?

Brynne: So at LinkedIn Pulse is really, leadership and advice and financial and



Beth: Like categories?

Brynne: Like categories and so there’s sales tips and there’s LinkedIn tips and those are the 

categories I always want to get into. So when you write your content and there are certain 

ways if you tweet it out, your content out to @LinkedInPulse, you get on their radar, but 

content gets picked up; there’s a whole Pulse team looking through content saying, “This is 

worthy of being part of this channel,” so once you get put into the channel you really start to 

build a readership that I don’t think is possible in any other way.

Beth: Interesting. That’s funny. I’ve been doing a ton of publishing, but I’ve never really 

looked into the channels. So I have two questions about this publishing. For awhile back 

Google had what was called duplicate content penalty, so if you published the same blog 

post on your website and then did it as a guest post on somebody else’s site, Google would 

devalue that content because it was duplicate and made it read a little like you know a 

content farm or spam. They’ve since lightened, from what I’ve heard they’ve lightened up the 

emphasis on that, but what do you think about posting the exact same thing within LinkedIn 

and then also on your organization’s blog?

Brynne: So I’m gonna start out with the, I am not in any way shape or form an SEO expert or 

Google guru. I use my buddy Mac for that. Like I’ve got a Google guy. 

Beth: We’re gonna have to get Mac on the show.

Brynne: Oh yeah, you gotta get Mac on the show. He worked for Google and now he’s …

Beth: I’ll send you a LinkedIn request for an introduction. 

Brynne: I’ll make the introduction. He’s awesome! So he’s really the one to answer that 

question, not me. That being said, I do that. I had it both on my website and on LinkedIn 

and I’ll say when my content comes up, like if someone, if you go to Google and LinkedIn 

symbols, I have it on my website and I have it on LinkedIn, but it’s coming, my LinkedIn one is 

coming up way before my website



Beth: Oh so if you’re Googling like a Pulse article that you write is gonna show up in Google?

Brynne: Oh my gosh, yes. That’s one of the most powerful pieces of Pulse is you are 

leveraging the power of LinkedIn’s SEO, not just your own website.

Beth: That is huge. I thought because LinkedIn was behind like a log in wall, that that would 

be hidden.

Brynne: Pulse is public, and you do not have to log in to read someone’s Pulse article.

Beth: That’s terrific, and when we’re talking about Pulse articles, when you go in and it says 

“Do you want to publish something?” that’s Pulse. Like I find when you’re in your profile 

there’s nothing dramatic in your profile that says, “Hey I’m doing something for Pulse.”

Brynne: The user journey inside of LinkedIn, I mean they are definitely working on it and I 

want to be really careful about what I say because I work closer with the user experience team 

as they try to improve that, but right now it’s not as intuitive as it could be. 

Beth: Right. The second question I wanted to ask about this publishing is another best 

practice question. I have seen people doing two different things. Some people like me and 

I think you write an entire, like a complete post within LinkedIn and at the end have some 

call to actions and links at the bottom of the post. I’ve seen other people use Pulse to put in 

an intro paragraph and maybe a photo and then maybe hot link it over to the article to get 

people over onto their website. Which do you recommend or both?

Brynne: So I think you don’t want to bait and switch.

Beth: Good point.

Brynne: Yeah, so you want to be careful. One of my favorite things at the bottom of a blog 

having other recent blog links and they can go to your website, but I would like to see really 

original content inside of that blog post because when I say I want to give you seven tips 

and then you click through and there’s a link to something else, first, you’re gonna lose your 



audience. I think you’re gonna lose some credibility because they’re gonna feel like you were 

really just trying to get them to your website and you’re trying to offer them something of 

value. However once you’ve earned the right by giving them insights, by giving them great 

value, you’ve earned the right to take them over to your website. At the bottom of your blog 

post, first you can have any calls to action you want. The more you’ve earned the right, the 

more people are gonna take you up on your call to action. So I’m perfectly fine with that and 

some of the greatest things you can have in a call to action underneath your blog post, you 

can have other articles, other similar articles written by me or written by your name and you 

have links to those that go to archived or older blogs on your website so you can bring them 

back that way. I kind of like doing a half a blog post and then see the whole thing. I actually 

do that. I do that in my newsletter, and people consistently know that that’s what I do, but …

Beth: It’s different in your newsletter because it’s people that have signed up to hear 

specifically from you that’s different from somebody who just stumbles upon an interesting 

post on LinkedIn and wants to go there and read it and now you’ve taken them out of 

LinkedIn and forced them to do what you want them to do, to go to your website. It’s sort of 

like, it’s just greedy. 

Brynne: It’s a little below the belt marketing.

Beth: And you never know because sometimes people say that is best practice and so I 

wanted to hear what your take on that was.

Brynne: And just so this is only my opinion. To be clear, I am a sales professional and a 

sales trader. I have not, I think marketing comes naturally to me, but I am not a marketer by 

profession so you are much more versed in marketing best practices. I’m just guessed in best 

marketing practices.

Beth: I agree, and I think there’s situations where both things can work, but I’m just curious if 

there seems to be something distinctively working on LinkedIn.

Brynne: Well, I think distinctively working is you give your reader as much value as you 

possibly can on a topic and then you have a call to action to have a conversation.



Beth: And I think that is key because it takes a lot of time to write these posts. I mean we do 

them every single week and I have somebody that works on them with me so it takes time 

and money and effort. You want to make sure that you’re not just out there talking. It’s great 

to have awareness, but to have awareness without having a way to capitalize on is like it’s an 

expensive marketing effort and I always tell people if you have the money to buy awareness 

and hope that eventually it’s going to pay off, that’s awesome. I love to do that work, but 

if your budgets are, you know, maybe a little bit more limited, then we just want everyone 

to know about us and we’ve got the money to spend on having that happen, nobody has 

enough money to have everyone know about them. So putting things into it, even in a subtle 

way, that will get people after they’ve gotten what they wanted to learn more about you is 

just a good practice.

Brynne: I completely agree.

Beth: So Brynne I want to close this out soon and I don’t want to do it before we just deal 

a little bit with the idea of company pages. We’ve talked a lot about personal profiles, but 

the people that are listening don’t own their own companies and so there’s go to be some 

thought of should my nonprofit have, of course you guys are organizations, but in LinkedIn 

they’re called company pages. Should we have that because that way I won’t have to share 

my profile at all. What are the opportunities on and restrictions and limitations of a company 

page? 

Brynne: So company pages currently, they are amazing from a prospecting perspective. They 

don’t have the value that I think they will over the next year or two that we come to expect. 

So currently they’re pretty static. I mean the admins of the organization pages and company 

pages can share a post. There’s not a lot of interaction. There’s not a lot of huge benefit that’s 

coming from company pages. Company pages are important if you want sponsored ads. 

They have to run through the company page. They can’t run through a personal page, but in 

general right now I would say company pages are in their infancy. I’ve actually talked to the 

woman who is in charge of kind of revamping the company pages and I think there’s a lot of 

exciting things we will see, but they’re not there yet.



Beth: Right. 

Brynne: That being said, have one.

Beth: That’s exactly how I feel. Have one. Brynne, is it possible for, can somebody, you know, 

I would call it squat, on your company page. Is it important to make a company page just to 

make sure that your name and ownership of that company page stays in your own hands?

Brynne: So that’s a great question. Actually your company page can only be created if you 

own the URL.

Beth: Okay, good. That didn’t used to be the case with something like Facebook years ago.

Brynne: Right. So you have, when you log in, you can’t create a company page with a gmail 

account. 

Beth: Ahh, I think that’s important for everyone to know.

Brynne: So that’s a little bit of a, but they’re actually pretty responsive. I had someone that 

had a company. They used my logo, they kind of copied almost everything exactly, they 

bought a URL that was close to mine, and I reported it to LinkedIn and within 24 hours it was 

down.

Beth: Wow! 

Brynne: So I wouldn’t worry about that too much. You’re being responsive. By the way, if you 

want LinkedIn help and you’re not getting good help from help@LinkedIn.com, the magic is in 

tweeting LinkedIn. So if you tweet LinkedIn help, they’re amazing.

Beth: That’s great advice. So Brynne, you’ve given us so many good tips and ideas. People of 

all different stages of their LinkedIn, could you leave us with one great tip or one great next 

step for someone to take wherever they are in order to get the best out of what LinkedIn has 

to offer?



Brynne: So sometimes that’s the hardest question. Like I’ve got a million tips, but the very 

first thing that needs to happen is that your profile really needs to be value-centric, not 

resume-centric, and it needs to really communicate what you bring to the table for your target 

audience.

Beth: Interesting.

Brynne: That’s really where I would start.

Beth: You know it’s funny because I’ve heard you say that lots and lots of times before and 

I definitely see people who in their title, like right under their name will say something like 

strategic marketing thinker as opposed to mine where it says the three different business 

properties that I have. I mean personally as a user, I often feel like whenever I go onto 

LinkedIn and see somebody that says strategic marketing thinker, I think that person’s out of 

work. That person’s out of work. That’s the response I always have to it and it may not be true. 

Have you ever heard anybody say that?

Brynne: Well, the one giveaway is open to all opportunities. That’s usually the case, but you 

know there are a lot of giveaways, however there are consultants out there that might picture 

themselves as that strategic thinker. They’re probably new consultants. You know I hear what 

you’re saying, like depending on what you’re trying to achieve, you’ll start to learn when you 

read the profiles who is right and who is wrong for you to communicate with. The best thing 

you can do when you create your own profile is like beta test it. Put it in front of people and 

say, “What do I do?” 

Beth: Oh, that’s a great idea. That’s really good. 

Brynne: My favorite thing, I have 13-year-old twin boys, I’ll put it in front of them. If they can’t 

answer it, I gotta redo it. 

Beth: Oh, wow. It’s so funny because I always talk about I’ve done lots of career talks and 

the college kids ignore me, the high school kids ignore me, the middle school kids ask me if 

I design video games, and the eight-year-olds in third grade are like “How do you get your 



business?” and I realize that it’s because I speak differently to them. I just assume that these 

older kids are gonna understand strategic marketing communications, but with an eight-year-

old, I’m gonna say you know we create logos and graphics and brochures for companies, and 

they understand that, but we all want to be living in strategy world and you know that works 

great on a grant application sometimes, but I think in general always communicating at a level 

that everyone can understand you is better even if your board might resist it.

Brynne: Well you know my favorite line from any movie, well, one of my favorite lines from 

any movie of all time, is Denzel Washington in Philadelphia when he says “Talk to me like I’m 

a fifth-grader.”

Beth: Yeah, absolutely. It’s funny. We’ve done work for Wharton, which is premium level Ivy 

league business school. The universal standard in that country is to write at a sixth-grade-

level. They write at a ninth-grade level and so that’s three grades above standard, but still the 

average Wharton student is a really smart 28-year-old, and they’re still writing at a ninth-grade 

level in order to connect with those people.

Brynne: Interesting. Yeah, it makes sense actually.

Beth: Brynne, this was fabulous. I love having these conversations because I always get some 

great tips for myself as well. So, thanks so much. I’m gonna be implementing some of the 

ideas that you gave us today. I so much appreciate you sharing your knowledge with both me 

and the nonprofit community.

Brynne: Thanks so much for having me, Beth. I appreciate it.


