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Berlin is not only a 
start-up hub, but also 
one of the most 
important technology 
and AI locations in 
Germany. 

#Ki_Berlin; Evaluation 
Sep. 2019



Men Women

Women in the jobs of the future, in Germany
For the Global 
Gender Gap 
Report, we 
examined how 
women are 
represented in the 
jobs of the future, 
meaning the fast-
growing 
professions. 
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86%
More are sharing

78%
More check 
InMails

141%
More likely to 
be in a group

97%
More active 
in groups

98%
More company page 
views

59%
More likely to learn 
about what other 
colleagues are doing

No te: Percentages compare your audience to the average European LinkedIn member |  Source: LinkedIn Platform Data, Jan –May 2021
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How to start
your LinkedIn 
Page?



Join the conversations that matter

Know and grow your audience

Engage your people

Your place in the world’s 

professional community



Publish and share content1

Promote your organization 
and  services

2

Attract followers3



7x
The average 
impressions 
per follower

11x Lift in clicks per follower

Lift in page views5x



Upload PowerPoint presentations, PDFs, videos, etc. 
Keep audiences engaged with relevant content from 
your Page.

Post engaging, insightful content!

Visitors can see hashtags you’ve included in your 
updates and click them to learn more. Choose 
relevant hashtags and contribute to the 
discussion! Choose 3 of your own – linked to 
your organization’s purpose.

Be #relevant.



Content suggestions will help you:

• See which content and topics your 
audiences are engaging with across 
LinkedIn.

• Refine these insights by job function, 
industry, and seniority so that you can 
develop a nuanced content strategy for 
all the people who matter. 

To know & grow your 
audience, find the content or 
topics that matter to the 
people you most want to 
reach. 



• Share organic posts and content curated 
by your marketing team to build employee 
advocacy

• Interact with one another by engaging 
with trending LinkedIn posts from each 
other’s coworkers

• Connect with one another through 
dynamic suggestions based on location, 
team and shared coworkers

Join the conversations
that matter

Join the conversations that 
matter most in a trusted, 
employee-only community 



From this tab you can: 

• Monitor Page activity and engagement

• See performance with custom date 
ranges and easy demographic charts

• See the professional traits of your 
followers and visitors

• Evaluate the effectiveness of your posts

The analytics tab makes it 
easier to understand your 
audience & action your 
insights.

Contact your LinkedIn Government 
Team to get even deeper follower 
analytics.



Post consistently Increase reach with 
#hashtags

Use strong, 
creative content

Present 
ideas & questions

Tag members & 
companies

Use an authentic 
tone



X1



Company followers
organic updates

sponsored content 
LinkedIn audience beyond 
your follower base



20 targeting dimensions to define your ideal personas on LinkedIn



In 2019, over 350 billion posts

were viewed within the feed. Make 

sure your marketing budget is being 

spent where it matters:  the feed —

where your target audience is 

investing 

most of their time.

Sponsored Content ads fill the 

majority of a mobile feed, resulting in 

amazing viewability. They also have 

built-in social amplification: when 

members like or comment on an ad, it 

appears in other member feeds.

Whether a member is casually on 

LinkedIn, researching for information, 

or actively engaging with one subject 

- the versatility of the Sponsored 

Content format delivers strong 

results, no matter your campaign 

objective. 



Content, Comms & 
Marketing…

Best Practice for Government











Intention to:
- learn about latest industry trends
- build up expertise
- exchange views and opinions
- build and nurture network
- solving work related problems
- discover job opportunities

Sales or Transaction Readiness

Intention to:
- consume and post news 
quickly

Intention to:
- stay in touch with friends
- be entertained

Intention to:
- navigate the web
- look up information
- find, compare, buy

Intention to:
- find and compare
- buy & review



Industry-orientated Brand-orientated Product-Orientated People-Orientated

What the industry cares about Communicating and promoting 
the brand

Education and promotion of 
products/services

Self promotion and community 
networking

• 1st & 3rd party data, trends 
and graphs 
• Industry predictions & 
opinions
• Industry commentary & news

• Company culture & 
values
• Employer branding
• Corporate Social 
Responsibility
• Press Releases & Annual 
Reports

• Product announcements
• Product FAQs & How Tos
• Product demos & reviews
• Product promotion & 
advertisements

• Career advice & 
motivational
• Personal stories, 
experiences, achievements, 
announcements
• Celebrating / endorsing 
the achievements of others
• Championing the 
community



Content 

Best Practice

From Government to… Citizens

Businesses & Organisations

Talent & Employees



Citizens





Citizens



Citizens



Businesses & 
Organisations



Businesses & 
Organisations



Businesses & 
Organisations



Businesses & 
Organisations



Talent & 
Employees



Talent & 
Employees



Talent & 
Employees





#1 Be bold and build your brand

#2 Ensure recall and continuity in the feed

#3 Be an original - Visuals are the new headlines

#4 Talk like a human

#5 Don’t be emotional in B2B



☺

bit.ly/GOV_120521

https://forms.office.com/Pages/ResponsePage.aspx?id=v4j5cvGGr0GRqy180BHbRxiVR5ZW80ZGhh_tq494RnFUNzA5TzdRWUpGTlE5TVVBT09XMlBCWjJPTy4u


Let’s get in touch.

Franziska Lange Julianne Veille Robin Hüdepohl

https://www.linkedin.com/in/franziska-anna-maria-lange/
https://www.linkedin.com/in/julianne-veille/
https://www.linkedin.com/in/robinhuedepohl/
https://www.linkedin.com/in/franziska-anna-maria-lange/
https://www.linkedin.com/in/julianne-veille/
https://www.linkedin.com/in/robinhuedepohl/


This document has been developed by the Marketing Solutions Government Sales Team in Germany 
to help answer client questions regarding communication on LinkedIn.
THIS IS NOT AN OFFICIAL LINKEDIN COMMS OR MARKETING RESOURCE.


