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Introduction

W
elcome to LinkedIn Content Secrets: Leveraging the LinkedIn 
Feed to Turbocharge your Business!

My name is Mike Jones, and for the last five years, I’ve been 
helping businesses use LinkedIn to grow to levels they didn’t real-
ize possible.

In fact, as I write this, my company Beep2B has been responsible for 
helping over 1000 clients establish over one million valuable targeted 
LinkedIn connections and exchange over 5 million direct messages with 
those connections.

What has all this activity meant? - Over $10,000,000 in revenue gen-
erated through LinkedIn and without spending a dollar on their expen-
sive advertising platform.

So whether you’re a coach or a consultant, a business owner look-
ing for high-quality business leads, or someone interested in mastering 
LinkedIn and social selling, this book is going to transform your knowl-
edge of LinkedIn marketing strategies.

The 4-step system we use at Beep2B helps our clients build businesses 
valued at well over six and seven figures using approaches so simple it’s 
actually in our name.

BEEP stands for Build, Engage, Educate, and Promote, and by 
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leveraging the tactics we’ve honed over the years, you can quickly turn 
your LinkedIn profile into a cash machine.

It all starts with building a network of targeted connections. 
LinkedIn is unlike other social networking sites, which is why it has 
become the place to be for anybody that sells to businesses. 

Using LinkedIn’s search filters you can narrow the results and iden-
tify the most suitable people, in the right roles, in the right companies, 
to join your network, and often all it takes is the right post to encourage 
them to connect.

Once connected, not only do you get access to their direct connec-
tions but their secondary connections, too. Potentially opening the gate 
to prospects you never knew existed.

By engaging and educating people through messages and discus-
sions, you can quickly win their trust. A key aspect in today’s world 
where nobody is going to buy anything from you until they confirm 
you are on the level.

The best thing about “social selling” is that if you do the “social” bit 
right, the “selling” part takes care of itself. Before you know it, people 
will be contacting you ready, willing, and able to buy your products and 
services. You can easily eliminate soul-destroying cold calling or throw-
ing endless amounts of cash at advertisements that never work.

In this book, we will cover the steps you must take to become a 
LinkedIn creator. Determine how to post content that your customers 
will love and achieve the almost magical “Feed Formula.” That, when 
applied effectively and consistently, will yield 10x the number of views 
your posts get in the LinkedIn feed.

If you have ever been disappointed by your posts on LinkedIn re-
ceiving only a handful of views and a couple of likes from people you’re 
already working with, then fear not. We are going to reveal precisely 
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why that happens and how you can immediately start engaging with a 
wider audience. 

I’m over the moon that you’re about to start on this journey with 
us, and I look forward to seeing your posts smashing it in the LinkedIn 
feed! Let’s get started!



1
Start at the beginning



1
Start at the beginning

B
efore we dive into the actual LinkedIn strategies, I thought it would 
be helpful for you to understand where these ideas started. The 
thing is I’ve read all the good books out there (and I keep reading 

at least one or two a week), but the strategies you’re going to learn in 
this book are more than just theory. They are based on years of solid 
experience and practice.

In this chapter, you’ll see how I built my sales career before the in-
ternet boom and have grown my career leveraging search engines and 
now social media. I’ve developed these strategies and will now share 
them with you and demonstrate how others have employed them to 
great advantage.

Too cool for school
Let’s rewind about twenty-five years to a small market town called Bev-
erley, near a small city called Hull, in the small county of East Yorkshire, 
in the north of England.

The city of Hull sits at the very end of a motorway that really goes 
nowhere. It is also home to several great people there, but most of those 
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people never leave Hull. I knew I wanted my work to take me beyond a 
shop or office in Hull, unlike some of my friends. 

I was 15 years old, in my last term of high school, and wanted away 
from the school system that I thought offered no benefits to me. I want-
ed to start making some money so I could get an apartment in town, a 
nice car, and all the girls!  By the way, in the UK you must be at least 16 
to work full-time and 17 to obtain a driving license, I guess I’ve always 
been impatient!

The truth is my Dad was very ill (he passed away shortly after I 
turned 18), and my way of handling it was to get far away. I knew going 
to college wasn’t going to help with that plan, so I went job hunting.

The problem, I realised quickly, was that 15-year-old kids with no 
experiences or qualifications were not what prospective employers were 
hiring. After a couple of days in a commercial cucumber growing green-
house (too hot and prickly) and a weekend spent as a “Turkey Skinner” 
(don’t ask it was gross), I realised manual labour wasn’t for me.

Manual labour aside, I found the only remaining option was work-
ing in direct sales on a commission-only basis, going door to door. This 
is fantastic, I thought! I get to be my boss!

And so, for the first time in my life, working for East Yorkshire 
Double Glazing, I discovered what a “lead” meant. I think this was my 
first encounter with the idea of marketing, it wasn’t something they 
taught in school, and I loved it. 

The idea that, by finding the right people and saying the right 
things, you could generate interest in a product that they would then 
buy from you - I was going to be rich!

The reality was that by the ’90s all homes were already being built 
with double glazed windows, and finding these “leads” wasn’t easy. I 
remember being dropped off on a housing estate in the middle of the 
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British winter, freezing cold, windy, and wet, and every single house had 
shiny white PVC windows as standard.

I asked my boss how on earth I could generate any business, and he 
reminded me that if I didn’t, I wouldn’t earn a penny. So, I booked six 
leads for new PVC doors instead to help keep those new houses warm.

As it turned out, I was pretty good at door-to-door marketing, and 
since I had told the boss I was already 17, I soon got a company car and 
a team of guys to look after. Before long, I got my first cheque - £1000 
for a week’s work - which was nearly as much as mum, a school teacher, 
earned in a month. I found an apartment to rent in the city and started 
looking for those girls.

Disaster on the phone
Despite the good money, I soon tired of the long days wandering around 
housing estates, and I hated the cold British weather. So I decided to try 
my hand at telesales. I loved the idea of covering more ground just by 
dialling more numbers.

It was a smart move, with the extra productivity I got from not 
having to walk down somebody’s driveway. I was generating twice as 
many sales, and I figured out how to get my team to follow the same 
approach. I used to arrive early to write scripts the team could use and 
trained them to emphasise certain words and pause for effect at just the 
right moment.

Before too long, I realised that what I really wanted was to be my 
own boss. Although I was “self-employed” the reality was that it was 
just a tax dodge for the home improvement companies who tended to 
be pretty crooked.

By the time I hit my twenties, I had started a direct sales call cen-
tre business in the telecommunications sector. One of the UK’s newest 
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mobile phone providers were hungry for a market share and had lowered 
their credit requirements so that basically anybody could get a phone.

For us, this was literally a license to print money. We bought a fancy 
dialling system and hired staff like there was no tomorrow. At one point, 
we had two full-time recruiters whose job was to find fresh hires for the 
calling machine because we churned through staff about as quickly as 
we could hire them.

If you’ve ever seen the film “The Wolf of Wall Street” then you 
would have a pretty good idea of how things worked in our offices. It 
was a crazy time, and we were making money hand over fist, to be hon-
est, I can barely even remember a lot of the crazy stuff. Looking back, I 
wish I knew what I know now as I would have invested that cash more 
wisely. Instead, we partied like we were rockstars.

In the end, we had locations in three major cities and nearly 200 
guys working on the phones. We were listed as one of the biggest mo-
bile phone dealers in the country, and we were flying - but then the 
wheels fell off.

The mobile phone network we were selling for hit their target mar-
ket share and overnight the credit score required to get a phone soared. 
In addition, the commissions they paid us for selling their contracts got 
cut by half. We got no notice at all.

It was twice as hard to make the sales and we were only paid 
half as much!

I realised the thing about big businesses is that they have big over-
heads. Our phone bill alone was astronomical, and the payroll was in-
sane. To make matters worse with all the fast and loose living, we never 
bothered to keep much in reserve. I soon found myself having to let all 
of those people go. 

Worse still, I had to tell them the company was folding, and we 
couldn’t pay them the wages they were due for the previous month. It 
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was horrible. If that wasn’t bad enough, my wife was pregnant with our 
eldest daughter.

Then I discovered the internet
But every dark cloud has a silver lining as they say. Whilst building 
these call centres, a new thing called “Google Adwords” had come into 
existence. Having always been fascinated by technology, I had already 
been experimenting with building web pages and buying ads to gener-
ate leads.

That was my first taste of digital marketing, and I was hooked after 
building my first campaign. After all the years of knocking on doors, 
cold calling, and running massive teams of direct salespeople, I knew 
the hardest thing about direct marketing was the human factor. A good 
day’s marketing can rely solely on how a person is feeling; if they are too 
hot or too cold or if they had too many drinks at the bar the night before.

This new way of marketing using the internet eliminated that vari-
able human factor. I created scripts and systems like I used to for the 
teams, but instead, I now embedded them webpages and advertising 
campaigns. I even measured the responses to hone and improve their 
performance over time. Best of all, these systems worked 24-7 and never 
needed to take a day off.

After the telecoms company went under, I started furiously study-
ing all the technical skills I knew I needed to be able to generate a living 
using the internet to support my young family. I learned HTML, and 
how to build web pages, I learned about search engines and how to im-
prove where a website appeared in their queries. I also started creating 
small online businesses, selling digital and physical products.

Luckily some of these mini-businesses started to do well. Soon, peo-
ple were asking me if I could build them a website and improve their 
visibility on Google for them, too. Suddenly I was being offered £1000, 
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£3000, even £10000 to build these sites for other companies and that’s 
when I started my digital marketing agency.

Thanks to my sales experience, the agency started to grow. Before 
long, I was hiring designers and developers, and we moved into fan-
cy offices in the centre of town. Eventually, I hired other salespeople 
and quickly realised they would need leads to keep them busy finding 
new clients.

By now, most businesses had or were building websites, and the 
competition on Google was starting to heat up. Still, there was another 
strategy on the horizon in the form of social media. Apps like Twitter, 
Facebook, and LinkedIn were starting to gain traction, and I was inter-
ested in using these new opportunities to generate more leads both for 
us and our clients.

First steps with LinkedIn
Our agency’s success across the social media platforms was varied, 
though one stood out - LinkedIn. I realised that LinkedIn, being the 
“business” social networking site, had the best prospects. Business own-
ers, senior executives, entrepreneurs, and more would happily connect 
and have discussions about how we could help them. 

I remember one Managing Director that I had been trying to ar-
range a meeting with for months. I’d tried every trick in the book to 
contact him by telephone and email. I had even booked a table at a 
dinner I knew he was attending in the hopes of catching his attention. 
The trouble was a lot of people wanted to do business with him, and he 
had done a great job of putting “gate-keepers” in place to protect him.

So, I sent him an invite to join my network on LinkedIn, and with-
in minutes, he had accepted it! As I was on a roll, I quickly followed up 
with a direct message briefly explaining I had been trying to get hold 
of him because I had three ways to double the amount of business his 
website was generating. He invited me to pop round to his office for a 
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coffee that afternoon, and by the next morning, we had a signed con-
tract worth £20,000.

I dug in deep on LinkedIn. We worked on refining the best strat-
egies for utilising this new source of business. I determined the best 
ways to find people in searches and how to reach out to them. Thereby, 
creating relationships and leveraging technology to accelerate the pro-
cess and improve productivity (in case you hadn’t guessed, I’m a bit of 
a productivity junkie!)

The result was the agency grew substantially, attracting big clients in 
London and around the world. We were managing millions of pounds 
of our clients’ marketing budgets not only on web development but also 
search marketing and social media marketing.

While running the agency, I found myself on the road a lot of the 
time. I would spend a large portion of my days driving up and down the 
country to visit clients and discuss projects. Some of the projects were 
interesting, but mostly, it was boring corporate work or uninspiring 
e-commerce stuff. I wasn’t happy with how life was turning out despite 
things being pretty good on the financial side of things.

During this time, when I had been building out the agency, my wife 
and I had two more children, and at one point, she was at home looking 
after three kids all aged under three years old. I was working long hard 
days coming home tired and often long after they had gone to bed.

The BEEP Method was born
Having lost my Dad at an early age, I wanted to be around for my kids 
and enjoy every minute of my life. I didn’t want to spend it staring 
down a motorway wondering if I could beat my GPS’s ETA and get 
home a bit earlier. Life is way too precious, and I’d learnt you can always 
make more money, but you can’t buy more time.

Eventually, I decided enough was enough and made plans to exit 
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from the agency business. One of the things I still loved in our work 
though, was the strategies we deployed using LinkedIn. It still excited 
me that with a well-researched, well-positioned message, I could con-
nect with some of the biggest fish in the sea, and they would respond!

I also realised that the system I had created - The BEEP Method 
- could benefit businesses seeking a proven strategy so that they could 
start winning on LinkedIn, too. 

Gradually I started to let clients go in the agency, and I began look-
ing for partners to work with on developing a dedicated LinkedIn offer-
ing. I wanted to design this new business from the ground up and make 
sure it accommodated the life I wanted to live. This meant being able to 
work from anywhere in the world remotely, have a fully remote team, 
and still be able to help customers all over the world.

And that pretty much brings us up to date. We started Beep2B 
under a different brand about five years ago. Since then, we’ve been 
developing, updating, and refining our tactics. We have been training 
people, like you, on technology to get them up to speed with LinkedIn 
marketing quickly.

I feel very blessed and grateful that I am surrounded by a wonderful 
team who are based everywhere from Phoenix, Arizona, to the Gold 
Coast in Australia. Although I still work some long days, I take my kids 
to school every day, I never miss a school play, and I can go out running 
and cycling whenever I want.

During early 2019, I noticed that some of the strategies that worked 
previously were starting to diminish slightly in their effectiveness. So, 
I got the team together to review our approach and look for addition-
al opportunities for competitive advantage. One thing was extremely 
clear - without a solid content strategy on LinkedIn, everything else 
would struggle.

We got busy testing thousands of different posting strategies and 
talking with experts from all over the world to discover what was working 
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for them and what was not. Employing a scientific approach, we tested 
the success of all of these strategies and developed a simple formula, that 
when applied to your posts, will take them to a completely new level.

The information I’m about to share in this short book covers in 
detail our findings and how to implement them effectively. By utilising 
these techniques and creating posts using the provided framework, you 
can easily improve your reach ten-fold. I will also show you the technol-
ogy we have created to make the whole process simple and easy.

This new stuff really works
To give you a few examples, we recently introduced a young personal 
trainer, Darren, to this system. Darren had just opened his LinkedIn 
account and only had 14 first degree connections. One of those con-
nections was me.

Despite his strong presence on other social media networks his posts 
on LinkedIn were struggling to gain the same kind of traction, which 
was a shame as they are about a fantastic charitable enterprise he found-
ed called FREEDOMX.

Darren followed the steps laid out here to the letter, and his first 
post in the LinkedIn feed received dozens of likes and comments. It was 
also viewed over 3000 times by other LinkedIn members.

Another example is our very own resident movie star, Sir Marco 
Robinson. Sir Marco is a best-selling author and television star in the 
UK. He recently starred in an action movie, which he helped develop, 
finance, and produce. He is also an Instagram influencer with well over 
a hundred thousand followers.

However, his posts were yielding inconsistent results. By using the 
system, you are soon to learn in this book, Sir Marco now is consistently 
seeing his LinkedIn posts trending, generating both interest and reve-
nue for his non-profit.
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I wanted to give you these examples to prove that this approach re-
ally works. The chances are that you’ve been trying to use LinkedIn but 
not achieving much success. It’s simply because you need to make a few 
tweaks and understand how to make the system work for you.

The one thing that both Darren and Sir Marco have in common, 
besides employing the BEEP system, is that they took action. They 
didn’t just learn the information and not carry through; they took these 
actionable steps and used them to their great success.

So, with that said, before you dive into the details about how to 
leverage LinkedIn’s feed formula. I want to ask one thing of you - do 
not make any judgments about any of the steps until you have tried it 
consistently for one month.

Using these tactics could easily see your posts yield ten times the 
success of your prior posts. While substantial improvements might not 
be immediate, applying these strategies consistently for a period of time 
will produce exceptional results. If you promise to commit with an 
open mind and apply the approach, you will make more money using 
LinkedIn than you thought was possible. You have my word on that.

Hopefully, after reading this chapter, you understand how my jour-
ney from direct sales into digital marketing and social media has helped 
me develop this wonderful system.

In the next chapter, we will take a moment to review precisely why 
the LinkedIn feed presents us with such an amazing opportunity.



2
Why Post on LinkedIn?



2
Why Post on LinkedIn?

I
n the last chapter, I summarized how my journey from direct sales to 
digital marketing helped me create The BEEP Method and uncover 
the strategies you are about to learn.

In this chapter, I want to start our journey by reviewing why some 
of the world’s richest and most successful business people use LinkedIn. 
You are going to learn how you can rise above your competitors by 
posting consistently on LinkedIn and boost your brand and familiarity 
with your prospects.

Finally, we will analyse how many people use LinkedIn by lurking 
on the network with very little engagement and how you can take ad-
vantage of that to win their business.

The network of millionaires
There are lots of interesting statistics about LinkedIn to be found on-
line. For example, it’s interesting that, as of this writing, the platform 
has around half a billion users with over 30 million companies listed. 
The fact that 80% of B2B leads generated on social media come via 
the platform is also fascinating, especially if you are looking to sell to 
businesses.
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However, the fact I enjoy the most is that 41% of millionaires are 
on LinkedIn. This is one of the many things that really excites me about 
LinkedIn, and it should also excite you. More than any other social 
network out there, the average user on LinkedIn is wealthy, and where 
there’s money, there are opportunities.

In fact, moving beyond the wealthy prospects that exist, further in-
quiry informs us that there are roughly 61 million senior executives on 
the platform and 40 million users in decision making positions, and 
these much sought after potential clients are active. It’s estimated that 
40% of active users are on LinkedIn every single day.

In the first chapter, I noted that my attempts to connect with a 
Managing Director were only successful on LinkedIn and that’s no 
fluke. Several senior people are accessible via LinkedIn. Not only can 
you zero in on these people using the LinkedIn search, but when you 
do, there is a good chance they will respond.

It’s worth taking a moment to imagine how things could be dif-
ferent in your life and business when you can easily contact influential 
people who are willing and able to purchase your products and services. 
You don’t need to waste your time with small clients that might not 
appreciate the things you can offer.

How you can stand out from your competition
Now we are delving further into our study of who is using LinkedIn 
and how they use the platform. One of the things that stands out is the 
opportunity that exists with regard to the posts being shared. 

According to research, there are around nine billion post impres-
sions in the LinkedIn feed per week. For the non-marketing types, an 
impression is basically someone seeing the post as they scroll through 
their feed.

Of the half a billion users on LinkedIn, only three million post 
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regularly, that’s just over 1% of all the users. The other 99% are 
completely missing out on the nine billion millionaires, senior executives 
and decision-makers’ eyeball every single week.

If you didn’t skip Chapter 1, you are familiar with my journey over 
the decades and how I’ve witnessed all of the great internet market-
ing opportunities and land grabs come and go. Let me tell you right 
now, the opportunity that exists for any business, large or small, to gain 
massive exposure on LinkedIn is huge – it starts by being part of that 
1% of users.

The facts are simple. Most of your competitors just aren’t even at 
the table; they are leaving it empty. Even without the proven approach 
you are about to learn, you could beat them all just by starting to post 
on your LinkedIn.

Imagine the competitive advantage you are going to have once you 
start putting these tactics into practice and once you realise how simple 
it is to do. I mean, even if you are not a LinkedIn expert, you know how 
to post something onto social media, don’t you?

Now we can see the vast scale of this opportunity. So, let us see how 
this impacts the way your brand can build trust and credibility with 
your clients.

7 to 13+ Touches
You may have heard of the popular “marketing rule of 7,” which states 
that for a prospect to become a client, they need to hear your marketing 
message seven times. Let’s take a brief look at how that thinking has 
evolved and why seven touches alone aren’t anywhere near enough in 
these days of social media.

It’s speculated that the rule of seven dates back to the 1930s when 
moviemakers researched how to drive more people to see their films. 
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It surprises me that so many experts still cling to this figure; a lot has 
changed in the last five years, let alone the last 90!

More recent thinking has expanded this idea to say that the number 
is seven times seven. You should try to reach your prospects seven dif-
ferent times in seven different ways. I don’t know about you, but that 
sounds pretty complicated.

It’s my opinion that it’s impossible to come up with a fixed “num-
ber” for every single potential customer. This is made even harder when 
these days, many of us sell services and solutions that are tailored to 
the client we are working with, and therefore, it makes sense that the 
number of touches is also bound to vary based on the solution each 
client requires.

One thing that is for certain, however, is that even 49 touches are 
probably nowhere near enough to build real trust and credibility with 
a cold prospect on LinkedIn. The good news is though that racking 
up these “touches” can be a lot easier and a lot more fun than you 
might imagine.

One of the core features of the LinkedIn platform is the updates, 
which appear in the feed. For clarity, the feed is the main page you see 
when you first log in that has an infinite list of items you can scroll 
through, if you click the home button on the main menu it will take 
you there, too.

Aside from the adverts, you will see items people have posted di-
rectly, including videos and images. You will also see items your con-
tacts have engaged with by liking, commenting, and sharing. It is these 
notifications that offer a huge opportunity to ramp up the number of 
touches your contacts receive. 

By simply sharing and engaging on LinkedIn will put a snippet of 
your profile (your brand) right under their noses (Figure 1). This is one 
of the reasons why it’s imperative your LinkedIn profile is up to par, 
which is something we will cover in detail later in this book.
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Figure 1.

As you consistently share posts and take part in discussions, LinkedIn 
will kindly keep notifying your contacts. Soon they will be used to see-
ing you, and begin to feel they know you. It becomes automatic to 
continuously “touch” your prospects in a way they will appreciate until 
they are ready to do business with you.

Now you can understand how you can rapidly increase the num-
ber of touches your contacts receive by simply taking part and posting 
on LinkedIn.

Lurkers equal leads
Now let’s discuss how a lot of people use LinkedIn and why that causes 
most people to quit their marketing efforts just as they are on the verge 
of massive success.

While Facebook has got first place for the amount of time people 
spend on their platform, LinkedIn isn’t far behind, and as we’ve learned 
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earlier, the people on LinkedIn are wealthier and more influential. The 
most important difference is that they are on LinkedIn with a business 
mindset (unlike Facebook, where they are probably looking at cute pho-
tos of cats or their nephew’s graduation).

But here’s the thing. Just like how some people use Facebook to 
lurk around checking in to see how much their old college pals have 
changed, people do the same on LinkedIn. It seems like it’s human 
nature to snoop around online, forming opinions, and gathering infor-
mation, and social media makes that possible.

LinkedIn allows us to see this in action, and they have created a 
feature in response. Have you ever noticed how big of a deal they make 
out of “Profile Views” on the platform? It’s a statistic that’s published 
on your homepage and with a graph that tracks how many people are 
visiting and details about the people.

Driving views to your profile page is a big part of the process, and 
we will cover how to set your profile up correctly in a later section. For 
now, the point I want to make is this - just as people will visit your pro-
file page and form opinions about you, they will do the same with the 
content you post in much larger numbers.

So, this is the mistake many people make when sharing content on 
LinkedIn. They post things from time to time, and because they don’t 
immediately get inundated with new customers, they assume it’s not 
working. The truth is that the whole time people will  be seeing your 
content,  and you will be building your brand.

Ultimately, the amount of business you do on LinkedIn will dictate 
your success. However, especially when beginning, you should monitor 
views of your profile and content in the feed. Those contacts that are 
lurking around just viewing your posts will be ready to become custom-
ers before too long.

By sheer coincidence as I was writing this chapter, I had recently 
taken part in one of the “Post Parties” we hold every week at Beep2B 
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(more about those later). I had posted some content about a recently 
received testimonial from some training I had delivered. Shortly after 
posting, I only had around 1000 views in the feed, but I got a message 
from somebody I have been connected to for five years but not spoken 
to for three years.

Totally out of the blue, he reached out to see if I would be open for 
a quick meeting to discuss a project. I booked the meeting for the next 
morning, and it turns, out there’s an opportunity for us to collaborate 
that is worth around $15,000 a month in additional revenue on an on-
going basis with an option to take some equity in the firm.

During our meeting, I asked him what had prompted him to reach 
out. He said, “well, I’ve been trying to solve the data problem we dis-
cussed for weeks. When I saw your post about the training on LinkedIn, 
it reminded me that you guys are focused on LinkedIn, and I thought I 
would ping just on the off chance you could help.”

The moral of the story is that even despite him not commenting on 
my post he saw it while thumbing through the feed. He made a mental 
connection between the problem he had and my ability to solve it. I 
fully expect that deal to be worth at least a quarter of a million dollars.

Summary
Now you can see that LinkedIn has some of the wealthiest, most influ-
ential people in the world, and just by taking part, you are beating 99% 
of your competitors. 

You also learnt that you need to make dozens of contacts with your 
potential customers to build familiarity and trust. You can do this sim-
ply by posting and taking part in discussions on LinkedIn.

Finally, we saw that many people that use LinkedIn don’t actively 
take part in any of this, but that doesn’t mean they aren’t moments away 
from dropping a six-figure deal on you.
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In the next chapter, we will explore the other strategies you may 
have encountered for LinkedIn marketing and why some of them aren’t 
effective anymore.
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I
n the last chapter, we saw the potential opportunities for using posts 
on LinkedIn to build your business and generate more enquiries.

In this chapter, we will review some of the other LinkedIn mar-
keting strategies. You will also learn why posting onto LinkedIn is the 
secret sauce that can turn a failing approach into a raving success. We 
will explore why sending too many direct messaging can get you banned 
from LinkedIn, how paid ads can easily devour tens of thousands of 
dollars a week, and finally, why many of the automation tools available 
could get you thrown into LinkedIn jail.

Direct Response Messaging
If you read any of the books available on LinkedIn marketing or com-
plete any training course, then you’ll notice that the way they recom-
mend generating leads on LinkedIn is basically the same. I know this 
because I make it my business to buy and read all available material and 
ensure I’m aware of all the techniques and strategies being used.

Essentially the advice goes something like this: find people that 
match your target customer, invite them to connect with you, and then 
send messages to encourage them to have a sales call with you.
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Now before I go any further, I want to point out that for the most 
part, this is good advice, which is why so many experts suggest the 
approach. In fact, a lot of the work we do with our clients at Beep2B 
revolves around creating effective messaging strategies. If you are inter-
ested in finding out more about that, you should reach out to my team 
via https://beep2b.com/.

A major problem we see, however, with messaging is that it’s very 
easy to get carried away and dive into a big sales pitch. The thing is, 
none of us want to be sold to, and just as I learned all those years ago 
during my days in direct sales, if you don’t have a relationship with a 
prospect, then you have to play the numbers game and go for volume.

The issue here is that LinkedIn doesn’t want its members spamming 
each other with hundreds of messages that aren’t especially relevant and 
annoying. They handle this by monitoring how many connections in-
vites and direct messages you send and how many complaints they gen-
erate. So if you send too many messages, you risk losing your account.

Aside from the risks of losing your account, there is also the damage 
that spammy messaging does to your personal brand and reputation. 
This is often overlooked by those using poor messaging strategies be-
cause believe it or not that approach will generate business. The thing is, 
as we learned earlier, lots of LinkedIn members lurk around and engage 
with posts. It’s those same lurkers that will hate spam messages and re-
port you to LinkedIn, and the first time you hear about it is when you 
get kicked out of your account.

Direct response style messaging is very effective when its used purely 
to build a relationship with a contact. You’ll know that your messaging 
strategy is working well when people start naturally asking you for more 
information about your services. The best way to build a relationship is 
by sharing content in the form of posts that position you in a way your 
prospect can come to know, like, and trust.

It’s much nicer to send a message inviting someone to check out 
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an interesting and relevant article you have posted than to dive in with 
some cheesy sales letter and hoping they’ll click your online calendar 
link and book their appointment. The best thing is once you’ve taken 
the time to build the relationship when you do finally send a more pro-
motional message, your prospect is often pleased.

So now you understand that direct messaging is most effective when 
used along with LinkedIn content. Next, let’s look at how paid advertis-
ing works on LinkedIn.

Paid Adverts
Over the years, LinkedIn’s paid advertising platform has tended to lag 
behind other online ad serving systems, especially Google’s Adwords 
and Facebook Ads. In fact, one of the core features of paid advertising, 
conversion tracking was only added a few years ago.

To place an advert on LinkedIn, you click on the Ads link form 
and create an account. You can then choose from a range of either dis-
play ads (images, videos, and text-based banner ads) or direct response 
ads, including InMails and most recently Conversation Ads. The later 
involves setting up a chain of messages that will dynamically change 
depending on how the prospect responds.

Next, you set up whom you want the adverts to target based on the 
filters available in the LinkedIn search. The key thing here is that be-
cause you are willing to pay LinkedIn, you are not limited to just those 
people in your network. You can message or advertise to anybody so 
long as you have the budget to pay for the ads.

Finally, you need to tell LinkedIn your daily budget and how much 
you are willing to pay either per click on your ad or per 1000 views. 
LinkedIn has a minimum bid of $2, but in reality, you will pay at least 
$5 per click or $10 per thousand views, and this is where things start to 
get really expensive. In addition, the average cost per send for messages 
is around the dollar mark.
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In comparison to the other paid advertising opportunities (e.g., 
Facebook) the cost is significantly higher. In Brandon Kane’s recent 
book, “1 Million Followers,” he suggests that unless you can generate 
at least $15,000 per customer, LinkedIn ads are not a good return on 
investment approach.

The problem with LinkedIn ads doesn’t just stop at its rickety plat-
form and expensive ads. As with all advertising, LinkedIn makes it very 
clear that your ads are indeed ads by labelling them as sponsored both in 
the feed and in messages. There is a very big difference between organic 
posts and sponsored ones, and everybody knows that the only reason 
you are advertising is to sell them something and their defences go up.

The most important thing to realise is that whether you are paying 
to advertise or simply planning to use LinkedIn posts to build your 
business, you need to create content to share. The wonderful thing 
about creating “organic” content, not paid advertising, is that it allows 
you to truly build your personal brand and feed LinkedIn lurkers the 
sort of information you want them to see.

You should now realise that LinkedIn ads are very expensive and 
don’t do much to build your personal brand. Next, let’s review automa-
tion software. 

Automation Tools
For many, the idea of social media automation is the work of the devil 
and frowned upon. This is mostly due to its abuse by unethical mar-
keters whose only interest is to exploit it so they can spam people with 
affiliate offers and junk. Let’s explore why automation strategies can fail 
and even put your LinkedIn account in jeopardy.

The reality is, that because of how social media works and the points 
we’ve already discussed around average users never really engaging and 
instead lurking, smart marketers employ some degree of automation in 
their strategy to compete. In fact, I know first-hand that many experts 
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in the field that publicly condemn the use of any automation, are using 
it themselves behind closed doors.

The problem with automation is that because you can set it up and 
then let it run, it’s tempting to do and say things that you would not 
do in person. I often see people using automation to send messages that 
are vague, impersonal, and very promotional. Worse still, because those 
kinds of messages tend to yield a low result, they fall into the trap of 
sending more and more messages to generate enough business.

There are a few problems with this approach. First, nobody wants to 
get those messages, and the opinions they form around those messages 
are very low. By spamming your connections, you are killing the im-
portant relationships you need to build a sustainable network.

Second, is the risk of losing your account, being banned, or restrict-
ed in some way. LinkedIn wants to protect its members from those 
sending spam. So, they monitor the number of messages you are send-
ing out and how the recipients react. As we pointed out in an earlier 
chapter, at first glance, it may seem like a mass message campaign is 
working, but people are quietly reporting you as a spammer, and it’s 
only a matter of time before LinkedIn shuts you down.

The last issue with automation tools is related to the above point 
about LinkedIn wanting to protect its members. There are lots of smart 
people at LinkedIn, and they realise the best way to deal with auto-
mation tools is to block or detect them before anybody gets a chance 
to use them.

With that in mind, LinkedIn actively detects many of the tools out 
there. In recent years, we have seen an increase in the number of au-
tomation tools, such as free or cheap “Extensions” that can be added 
to Google Chrome. Many of these Chrome Extensions are just cop-
ies of each other designed to mine data for the owners of the software 
whilst sending messages, which is something else LinkedIn wants to 
protect against. 
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Even the extensions which don’t contain Malware, tend to be very 
dubious and often encourage their users to send far too many invita-
tions or messages, and have little in the way of support. You can imag-
ine what LinkedIn thinks about these extensions. They have deployed 
active detection systems on their website that identify traces of these 
extensions and ban members found using them.

Another side effect worth noting around the use of automation is 
how it is affecting the direct message engagement on LinkedIn. Most 
of these cheap tools rely on encouraging their users to send hundreds 
of messages, but we have seen the response rate to direct messages on 
LinkedIn steadily reduce in line with the upsurge in those tools. 

The more messages are sent to LinkedIn members, the less likely 
they are to respond. If you are going to be successful at sending mes-
sages, automated or not, you need to stand out from all the spammers 
that are blindly sending out pitches with links to online calendars or 
cheap offers.

However, not all automation is bad. As we mentioned earlier, many 
of the top gurus in the field leverage automation, but they do it in a 
very thoughtful, ethically, and in a personalised manner. More to the 
point they, don’t exploit it to mass message anyone they can. Instead, 
they develop useful campaigns based around their LinkedIn posts that 
add value to their relationships while prompting those lurking around 
to engage in conversation.

Now you know that when used ethically, automation can increase 
the effectiveness of your LinkedIn marketing. Still, it is important to 
create meaningful campaigns and stay clear of cheap tools that might 
contain Malware and get you banned from LinkedIn.

Summary
In this chapter, you learned that simply sending lots of direct response 
style messages will have a limited level of success. Especially if you don’t 
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take the time to develop a relationship with your prospects, and the best 
way to do that is by creating useful posts.

We also saw that paid advertising can work if you have very high-val-
ue customers. However, it is generally too expensive and difficult to im-
plement for most companies, and you still need to create great posts to 
advertise with anyway so they might as well be genuine.

Finally, we saw that the use of cheap automation tools to mass mes-
sage without much thought doesn’t work in the long run and will inhibit 
your LinkedIn account. For automation to work, it must be implement-
ed professionally and be a tool to elevate your posts and relationships so 
that you can spend more time engaging with people in person.

In the next chapter, we are going to discuss the details about how 
LinkedIn displays your posts, and how you can use that information to 
make sure you have the best chance of making them go viral. 
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Y
ou should now have a good understanding of the huge opportu-
nity that exists with LinkedIn content and why other approaches 
require a solid posting strategy. Going forward, we will focus on 

getting hands-on with LinkedIn. In this chapter, you are going to learn 
how LinkedIn deals with the content that flows through the feed.

We will start by learning about the “feed algorithm,” what it does, 
and how it works. Then we will cover how we reverse-engineered it to 
develop a simple equation that, when put into practice, will get your 
posts ten times the views.

What the feed algorithm does
Before we can look at what this “Feed algorithm” does, you might be 
wondering the purpose of such an algorithm. An algorithm is “a process 
or set of rules to be followed in calculations or other problem-solving 
operations, especially by a computer.”

Put more simply; it is a list of steps that are followed sequentially 
to determine an outcome. So, when we are talking about a “feed algo-
rithm,” what we could also say is “the list of steps to decide if a post is 
any good.”
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But that sentence creates an important question, which is - what 
defines a “good” post? Is it a post that lots of people read? Is it one that 
gets people to visit another page? Has it got a nice photo of a cat?

What you must remember is it’s whose definition of “good” matters, 
and there is no doubt that it is LinkedIn’s opinion that matters most. 
LinkedIn is a commercial organisation, and the reason Microsoft paid 
$26.2 billion for it is because of its capacity to make money. LinkedIn 
makes money in two different ways; it sells subscriptions to its mem-
bers, and it sells adverts.

So it makes sense that when LinkedIn was designing their algo-
rithm, its goal was to figure out the steps needed to find content that its 
members would spend the most time reading, would compel them to 
comment on, and ideally stay on LinkedIn for as long as possible. The 
longer a post can keep someone on the site, the more ad revenue they 
can generate.

As we saw earlier, LinkedIn sells adverts on a cost per thousand 
views basis. Therefore, every single view of a post on LinkedIn has an 
advertising dollar value. It makes sense that they want to capitalise on 
that market.

The Feed Flywheel
Now that we understand what an algorithm is and the purpose of 
LinkedIn’s “feed algorithm,” we can start to determine how it works 
and develop strategies to influence how it ranks our posts. We can also 
see how the “Feed Flywheel” gathers momentum until a post goes viral.

In Figure 2, we can see a diagram that LinkedIn published on their 
engineering blog, which explains the exact steps they follow to decide 
whose content gets seen.
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Figure 2.

The process starts in the top left with the green item of “Content 
Creation.” That’s the point at which you post your content, and every-
thing starts.

The first step in the process is for your post to be evaluated by the 
Universal Content Filtering system. This is really another algorithm that 
will check your post for obvious red flags like hate, racism, or other 
things offensive to members. 

Once it has been cleared, it begins its first journey around our 
“Flywheel,” and LinkedIn will display it to a small number of your 
first-degree connections. After showing it to a few people, we move to 
the right through the diagram, and for a period of time, LinkedIn mon-
itors likes, views, hides, and other factors, including comments and how 
long your contacts “dwell” over your post in the feed.

After a short while, it passes back into the Universal Content 
Filtering system, and this time armed with more information, they de-
cide if your post is “good.” Here we must remember that LinkedIn’s 
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definition of good isn’t a reflection of your writing ability but simply 
whether or not your post has engaged other LinkedIn members.

The problem is this is where the flywheel stops for most people. If 
your post hasn’t got enough likes or comments, in LinkedIn’s opinion, 
it’s not good enough, and it will get lost in the feed. If you’ve ever posted 
something and only got a few hundred views of it, this is what happened.

On the other hand, if you have been lucky enough to tick the right 
boxes for LinkedIn, your post will go around the flywheel again. More 
people will see the post if more people like and comment and so on. 
Eventually, if the flywheel gathers enough momentum, your post will 
be reviewed by one of LinkedIn’s human editors, and if they deem it 
worthy, it may start to trend and go viral.

Now you understand how the algorithm works and the concept of 
a flywheel gathering momentum based on the power of likes and com-
ments. You can also start to see how we walked this process back to find 
out how it can be influenced.

A Simple Equation
Once we understood the different variables that LinkedIn considers 
when deciding a post’s merits, we started to work out how to improve a 
post’s performance. The goal here wasn’t to try and force poor content 
to be shown on LinkedIn, but instead to build a system that ensures our 
connections at least see our posts.

We began running experiments where we would alter factors like 
the length of the post, whether it was video or image, how many sub-
titles it had, and so on. We noted some elements that could affect the 
number of views our posts got, but the real lightbulb moment came 
when we started experimenting with engagement.

We realized that the number of likes and comments a post got had 
a huge impact on views. Clearly, a key “ranking factors” in the Feed 
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Flywheel was the engagement element. The only question that remained 
was how much engagement was necessary?

As it turned out, that wasn’t the only question. As we started to try 
different amounts of likes, using team members and friends to engage 
with the posts, we began to see that getting more likes wasn’t enough. 
The other crucial factor was time. The speed at which the engagement 
happened was just as important as the engagement itself.

Finally, after months of testing and experimenting, we developed a 
simple formula anybody can use with their LinkedIn content to make 
sure that as many people as possible see the posts. The formula wouldn’t 
help much if the posts were poor because when people see bad content, 
they skip past it, but at the very least, they would see it. Better still, if 
the post was interesting and relevant, we saw them trending for popular 
hashtags and getting viral views.

Figure 3.

Figure 3 is the final formula we devised. In reality, there can be a 
small amount of variance involved. Still, on average, these are the num-
bers you need to hit to get maximum exposure in the feed.

Your post needs to accumulate 15 likes and 15 comments (it needs 
to be both), within the first two hours of posting on LinkedIn. Basically, 
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you have a two-hour window of opportunity to give your post the best 
chance of being seen.

In addition to the likes and comments you need on your post, we 
also found that posts gets most exposure when you also reply to the 
comments. It seems LinkedIn wants to reward post-authors that are 
willing to engage in discussions, which makes sense. So long as people 
are on LinkedIn, leaving comments, they can see more adverts.

Summary
In this chapter, you learned about the LinkedIn feed algorithm and the 
process it follows to determine if your post is worth showing to a wider 
network. You saw that to begin, they show the post to just a few people 
and then monitor various factors before deciding if they should show it 
to anybody else.

You’ve also learned that the factors they take into account include 
likes and comments, and the process happens within a set time. If the 
right factors exist, the post gathers momentum until it starts trending 
and goes viral.

Finally, and most crucially, you have learned that the critical for-
mula to success is that you must get at least 15 likes and 15 comments 
on your posts within the first two hours. In addition, you need to reply 
to the comments you receive to show LinkedIn you are engaging with 
your readers.

Now that you understand the formula, we will explore how to lever-
age this information and boost your posts, elevate your brand, and gen-
erate more money on LinkedIn. Spoiler alert.  You can’t just get your 
circle of friends to like your posts because that stops working after a 
while. Read on and discover what works and how you can get started 
immediately.
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I
n the last chapter, we took a deep dive into the technical reasons why 
your LinkedIn posts have struggled to get the reach they deserve. In 
this chapter, we are going to learn how you can tap into the system 

and ensure that every post completes the “feed flywheel” and is seen by 
your network.

We will learn what an engagement party is and how you can take 
part in them. We will also learn the problems that can occur when or-
ganizing a party and how to avoid them. Finally, we will walk through 
the system we have created at Beep2B to streamline the entire process.

Engagement Pods
As you now know, for your post to be seen, you need to get the 15 likes 
and comments within two hours of posting. If you have a large net-
work of connections active on LinkedIn who actively engage with your 
content, this will happen by itself, and your post will be shown to your 
whole network.

However, for the majority of us, this isn’t the case. I have worked 
with very popular “influencers” in their field, with LinkedIn networks 
in the tens of thousands, and despite their posts being fantastic, even 
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they don’t get that initial dose of engagement quickly enough to get 
any traction.

This then requires that we create the circumstances in which we can 
guarantee enough people will engage quickly and tip the scales in our 
favour. This is where the idea of an “Engagement Pod” comes into effect.

The idea is quite simple and has been around for a long time, al-
though never really implemented well on LinkedIn. Basically, groups of 
people come together with a common agreement to like and comment 
on each other’s posts whenever they post something. 

The Feed Algorithm sees all the engagement and is triggered to dis-
play the posts to the entire network. If the content is truly worthy, that 
is that the rest of their connections engage with their post naturally, the 
post is likely to go viral. 

Podding Problems
The idea of Engagement Pods makes a lot of sense, but there are sev-
eral challenges to overcome. Until recently, there hasn’t been a process 
with any long-term success. Engagement pods have been running for 
years on the other social media platforms, like Facebook, Twitter, and 
Instagram. Still, nobody had been able to organize effective pods on 
LinkedIn.

During our research on the feed algorithm, we encountered the idea 
of Engagement Pods and realized that if the process could be made to 
work, it would be a great solution to the “like and comment” require-
ment. In addition to the testing we did with posts in the feed, we also 
started experimenting with Pods.

The first approach we tested was one that we found that several 
larger firms we’re using by default, and in some cases, not even realizing 
they had created a pod. Basically, when a member of their marketing 
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team posted something, they would pass it around the office and ask ev-
eryone on their team to jump on board and give it a like and comment.

What we found when we interviewed companies that had adopted 
this ad-hoc approach was that initially this approach worked really well. 
The posts they shared would produce huge view numbers. However, af-
ter a while the results would diminish significantly until the number of 
views was once again low, and it was literally only their teams engaging 
with the post.

It took us a while to figure out why the results that these firms were 
getting diminished so drastically. We even had our team join in with 
some and it was by taking part we figured out the problem. LinkedIn 
had realized that only the same people were taking part and their clev-
er algorithm was no longer using their engagement in its calculations. 
When we joined in with them it brought some new faces to the table 
and the feed formula once again worked.

Another approach we investigated was the use of pod software that 
could automate the process by managing post links and sharing them 
between its users. We couldn’t find that many systems that didn’t look 
like a scam; however, we did find some tools that you can add to Google 
chrome, that seemed to offer the features to take part in a pod.

We took part in several of these automated pods but unfortunately 
never saw any increase in post views. It was actually obvious that the 
problem with these systems was noted in the research evaluating the 
feed formula. The problem was that most of these online systems al-
lowed users to add their post and then wait for somebody willing to 
like the post. As you now know, just getting people to like a post wasn’t 
sufficient. Instead, it has to all happen in that two-hour window.

Besides the automated tools we tested, we also interviewed people 
that had been trying to operate pods themselves by connecting groups 
of people using platforms like Facebook Groups, WhatsApp, and Slack. 
It seemed these approaches we’re also flawed because besides the issues 
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we saw in the companies using the same people over and over again, 
they had other problems of the humankind.

Most of these pod organizers complained that keeping track of ev-
erybody’s links was a challenging admin task. People would often say 
they would participate, but then never turn up. Even worse than break-
ing their commitment, they would often have members that didn’t play 
fair. Some of them would post a link for engagement but then not re-
turn the favour by engaging back and just try to leach off the system.

Quality, not just Quantity
On top of all the challenges we found with these engagement pods, 
we uncovered one problem common to all them - the quality of the 
content. This had a massive effect on the success of these pods, but also 
those taking part in them. Not just with regards to the feed formula 
effect but also their professional reputation.

The first problem was with some of the posts themselves. Not all 
content is created equal, and the idea of boosting posts attracted peo-
ple whose focus wasn’t on creating good quality content. Instead, they 
wanted to share spammy sales offers and useless affiliate promotions. 
Even if they weren’t just spamming, they would often see posts that were 
rushed, full of typos and bad grammar, and very difficult to read.

The trouble with these bad posts, apart from the fact that nobody 
wants them in their LinkedIn feed, is that it’s impossible for anybody 
that cares about their reputation to comment or like. LinkedIn also no-
tifies your feed about actions such as liking and commenting. There is 
a section on your profile page about it, too. If you were to engage with 
one of these posts, all your connections would see that action.

The other quality-related problem was the actual comments them-
selves. Although we have been able to reduce LinkedIn’s complicated 
algorithm into a simple formula, the Artificial Intelligence that manages 
these billions of posts takes into account lots of factors. In addition to 
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the raw numbers of likes and comments, one additional factor is the 
relevance of the comments and discussions people have on the post.

This makes sense because LinkedIn wants to protect against people 
using bots to post generic comments automatically. So, by monitoring 
the relevance of comments being posted, they can both protect mem-
bers and get a better insight into a post’s quality.

The problem was that because those people creating pod groups or 
systems couldn’t manage the comments, participants would often post 
generic phrases like “nice post,” which LinkedIn would recognise as not 
having any real value. 

After all of our research into exploiting the feed formula, one thing 
was very clear, by understanding the algorithm, we could influence it. 
Ultimately, if the content was garbage and the comments were gar-
bage, the results would be garbage too - garbage in, garbage out, as the 
saying goes.

For an engagement pod system to work, the focus must be on find-
ing quality, ethical people wanting to share quality posts and take part 
in relevant discussion. Not just hackers trying to spam and make a quick 
buck, regardless of the effect on their reputation.

This was the final lightbulb moment for us at Beep2B, and we re-
alized we had all the insights we needed to create a strategy that would 
be effective on a long-term basis. Being practical and ethical helps our 
clients get the visibility they deserve and generates the inquiries they 
needed from their LinkedIn posts. The idea of Post Parties was born.

Summary
In this chapter, we learned that it is possible to control the feed formula 
by organizing mutually beneficial groups where people come together 
to like and comment on each other posts.

We saw these groups, or Engagement Pods as they are known, can 
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be effective. Yet, the results often diminish if it is the same group of peo-
ple taking part all the time. There are also challenges around managing 
the people who take part and administrating the links within the two 
hours required to activate the feed formula.

Finally, we learned that despite being able to manipulate the algo-
rithm, if you do not have good quality people, posts, and discussions in 
your group, you cannot succeed. LinkedIn will still figure out that the 
posts aren’t worth promoting.

If you are planning to start an engagement pod you need to:

 • Have at least 30-50 people who will actively take part on an 
ongoing basis.

 • Have a process to get everyone together at an agreed time and 
date to leverage the two-hour window.

 • Monitor the activity of the group to make sure that everyone is 
playing fair.

 • Monitor the quality of the content and comments to maintain 
a high standard.

In the final chapter, I detail how we have handled all of these chal-
lenges for our clients and invented the concept of the Post Party™. So 
far the concept has produced hundreds of viral posts, thousands of feed 
views, and helped out customers do more business than ever before 
using LinkedIn. 
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S
o far, we have covered a lot of ground, and I have shared with you 
the formula we uncovered after months of testing thousands of 
LinkedIn posts.

Let’s Recap
I shared how my journey has brought me to this place in my life, which 
has enabled me to develop systems and processes that significantly im-
prove your business and your life. I have seen first-hand how these tac-
tics can turn someone who has been struggling into a successful entre-
preneur with surplus profits to invest in whatever they want.

I shared with you the mind-blowing statistics about how LinkedIn 
is being under-utilised by many of your competitors, and how they are 
leaving the door wide open to those of us who embrace the idea of be-
coming credible LinkedIn contributors.

We’ve also seen the pitfalls that many of these past strategies have 
fallen into on LinkedIn. We noticed that direct response messages, while 
still effective, only really work when used alongside a solid approach to 
creating value through useful LinkedIn posts. We also saw that paid ads 
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are only worth considering if you sell very high-priced products and 
have a large budget to invest before you ever see a return.

We reviewed the use of automation tools and found that it is indeed 
very smart to leverage technology to take care of the low-level work in-
volved in LinkedIn marketing. In fact, most of the LinkedIn experts are 
leveraging automation at some level.

We also learned that there are some pitfalls with automation and care 
must be taken to select tools that are safe, and it must always be used re-
sponsibly and thoughtfully. The best way to achieve that is to work with 
professionals that understand that kind of specialist implementation.

Finally, I explained the technology LinkedIn uses to determine if 
your posts are worthy of being seen by your contacts. We saw that you 
must get at least 15 likes and comments (which you reply to) in under 
two hours of your post going live. We also determined that trying to do 
this with a small group of your colleagues will fail after a short while, 
and overall, if the content is poor and the discussion they generate is 
poor, then you’re still not going to get rich. 

Two Choices
What I hope you have learned from the information I have provided in 
this short book is that it only makes a lasting difference when you im-
plement the process. It is only when these strategies are put into practice 
consistently; you will start to find new customers with ease.

The thing is, even if this book had 50 chapters, I would struggle 
to cover all the technical details on how to build a system that can im-
plement everything. Just handling the event management is tough, let 
alone dealing with the admin involved in distributing everything on 
time and to the right people. I may not know you personally, but I do 
know this, if you are reading this book, then you need more than just 
theory. You need to put this into practice and start generating more 
business right now.
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While writing this book, I’ve been faced with two choices. The first 
choice was that I could share everything with you that you have seen 
so far, we could part ways and then hope that you can figure out all 
the finer details on your own. The second option was that I could take 
a proactive approach. I could create a situation where we can develop 
a relationship from a one-off encounter to an ongoing, evolving, and 
mutually beneficial relationship. 

I decided to choose the second option because I have been where 
you are, and I’ve been able to build the systems and technology to make 
everything that we have learned simple, quick, and easy to implement. I 
think you will be glad that I’m going to share it with you.

Let’s now dive in and learn what a Post Party™ is and how you can 
take advantage of them to your success.

Get the Party Started
So, what exactly is a Post Party™? As the name suggests, it is a party; a 
gathering of like-minded people that have come together for a common 
purpose. Obviously, if it were a house party, the purpose would be to 
relax and have fun, and that’s one of the reasons these events got their 
name - we wanted them to be fun too! 

The Parties we host are about getting eyes focused on your con-
tent, getting those all-important likes and comments, and giving you 
real-time feedback from the network so you can keep improving. 

We call our system Beep Together - The LinkedIn Influencer 
Network. It is a simple system that leverages the feed formula; it gets 
you 10x more views on your posts and removes the hassle of organising 
people into an engagement pod.

We have built a platform that manages every aspect of the process, 
except for you deciding when works for you to join a party. We created 
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an online calendar that lists all upcoming parties so you can plan your 
schedule ahead of time and register to take part (Figure 3).

Figure 3

When the time arrives for a party to start, you get an email reminder 
half an hour before. This lets you know you need to prepare your post 
to put on LinkedIn.

Once the Party starts, everybody who has registered is sent an email 
prompting them to go to LinkedIn and share their post. You have a 
window of 15 minutes to post, after which it is too late to take part 
because it all must happen within two hours. Once you have posted, 
you click a button in the email to submit the link to your post, which 
LinkedIn provides.

After the 15-minute posting window, our system also has a clever 
algorithm, which mixes up everyone’s links and assigns 15 of them to 
everybody who is taking part (Figure 4). You get an email to let you 
know it is time to start engaging with your fellow Partygoers’ content, 
and the party continues until the two hour mark.
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Figure 4

There is more to the system than just managing the posts. As we saw 
earlier, one of the most important factors in this system’s success is the 
quality of the posts and comments being shared. Poor content will not 
work, nor will weak or irrelevant comments. So, we built this system to 
allow each other to rate both content and comments within the app.

If you really enjoy the post, you can click on the heart. If you liked 
the comment you can click the smiley face, and finally, if you reviewed 
the content but didn’t feel it was appropriate for you to comment on, you 
can give it a thumbs down. This approach allows our system to actively 
monitor that people are genuinely taking part as required and whether 
members are producing good content that encourages engagement.

The clever part is the system has a “three strikes, and you’re out” rule. 
That way, if anybody joins who isn’t willing to play fair, they are quickly 
removed from the community, and the level of quality is maintained.

Thanks to the simplicity and effectiveness of the system, the net-
work has quickly grown to many members, which deals with the final 
problem of the same people liking repetitively. Because there are plenty 
of good people taking part, you don’t always have the same people liking 
your posts and the feed formula keeps working.
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The results from our parties have been amazing. Here are just a few 
examples of the feedback we have received:

“Very Interesting Mike ..... at least one if not two follow up calls 
from the PP. You are doing a good job - oh and one free trial taken up”

Bill

“I’ve participated in a number of Post Parties now (mostly on behalf 
of clients). So far, I’m seeing an increase of 300-500% on video views”

Paul

“I woke up to 800+ views on my PP post yesterday. Thanks Mike 
this definitely works.”

Stewart

“Ready to go! Two hours of super-focused activity. I have had tre-
mendous results from this and am now working on helping a client as 
well who has been inactive for months on LinkedIn. So much fun if not 
a little pressure but love it!”

Heather

“Very smooth and well done today from my perspective. Lots of 
great posts, content and interactivity. The systems seemed to work 
flawlessly”

Chris

“After my post, I got 14 comments from the party and one from 
someone in my network. Today, just about 24 hours later, I have 28 
comments. That is more comments than I have ever had before. I’m 
quite happy with this.”

Morris

“Just wanted to thank everyone for your support. I am pleased to 
report I got my first EVER ‘trending’ post for #motivation for the post 
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on Monday. Couldn’t have done it without my Beep tribe and this sys-
tem! Thanks again!!”

Meredith

We have dozens of testimonials like this from members of our net-
work. The reason being, not only does it work but being part of the 
community is a lot of fun.

Of course, the main benefit of our platform is that it gives you 
the power to control whether your posts are seen by your LinkedIn 
contacts. We have also included some extra benefits for our members, 
too. Second, is the priceless feedback you receive in real-time from your 
peers who also want to help you build the best posts you can.

Beyond being able to join in with as many Parties as you wish, 
we have also created an exclusive training program for all members to 
access. We realised that you might be wondering what you should post 
and how to create content that will move the needle. 

All those questions and more are answered in detail, the QuickStart 
training program, along with additional resources make it easy to plan 
what to post. We cover our 5W2S system for designing posts that con-
vert your posts into customers and include what type of content to post 
for the maximum effect. We provide this training in our main program 
at an annual cost of $3588.

Finally, we have built an online community you can access through 
Slack, where our members can share their experiences. We have a highly 
trained support team that is present during every party. So, if for any 
reason you need extra help, somebody will be there if needed.

As you can see, we have taken our years of marketing experience on 
LinkedIn, the months we’ve spent researching and experimenting, and 
developing a technology that will have an incredible impact on your 
business. I want to invite you to join this amazing network today.
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Summary
In this chapter, I have shared with you our secret sauce. You have learned 
about the private network we have built of like-minded professionals 
that want to generate more money, build their businesses, and spend 
less time worrying about their LinkedIn marketing.

Upon joining, you can access multiple parties every single week, 
and our online system manages every aspect of the process from book-
ing to distributing posts. All while monitoring for people breaking the 
“three strikes, and you’re out” rule.

You have also seen the sheer volume of Beep Together members that 
are experiencing amazing results every time they join a party.

We learned in an earlier chapter that the average cost per thousand 
views of a post, if you buy LinkedIn adverts, is around $10. On aver-
age, our Beep Together members generate 2000-3000 views in a party; 
which over a year would cost an average member $3000-$5000 in ad-
vertising costs. Even if adverts garnered the same amount of exposure, 
as we saw previously it would lack the same impact because adverts are 
promotional.

I haven’t covered the current investment required to join the Beep 
Together network in this book simply because I expect the price to in-
crease as the network grows. The reason for this is because we have a 
limit on the number of people we want to accept. 

This ensures we have a dedicated group, maintain a high level of in-
tegrity, and ensure that posting quality is never compromised. As spaces 
become limited, we will need to increase the price to manage the de-
mand. Once all the places are full, we will open a waiting list.

Obviously, at the time I am writing this, we still have places avail-
able. However, this will change over time. Since launching the plat-
form, we have increased our membership by 10% each month, and it’s 
not slowing down. I hope that the information I’ve shared about our 
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network hasn’t come too late, and you can join us straight away. I am 
certain that now you have learned what an amazing opportunity exists; 
you will want to jump on this straight away.

If you are ready to take this to the next level simply visit https://
beeptogether.com and apply to join our network. I look forward to 
meeting you personally in the community and helping you achieve 
your goals.

https://beeptogether.com
https://beeptogether.com


Conclusion

Y
ou now have all the knowledge and tools needed to be more suc-
cessful than you thought possible by using LinkedIn content to 
propel your business forward.

I genuinely haven’t held anything back, which is why I have also 
shared the details of our private network, Beep Together. Even if you 
don’t want to join our network, the insights I have shared detail all 
the pitfalls and problems to avoid, and ways to build your network. 
You simply need to act, either way, and you will quickly start to reap 
the rewards.

Before you put this book down, I would be very grateful if you 
could ask yourself the following questions:

1. Do you feel more comfortable using LinkedIn to grow 
your business?

2. Are you happy that you have taken the time to read this book?
3. Do you realize the advantage you have in the market by using 

the feed formula to get your posts under the noses of poten-
tial clients?

4. Can you see yourself using this information in your business?
5. Even if you only ever use a small amount of what I have de-

scribed, would it have been worth the time it took to read 
this book?
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6. Would you like to spend even more time together, going even 
deeper into what LinkedIn can do for you to make an impact 
in your business?

If you can honestly answer yes to these questions, then you should 
consider joining my community at https://beeptogether.com. I would 
love to get to know you better and play a role in helping you get every-
thing you dreamed of from your business.

If you can answer no to any of the questions, please reach out to my 
team. I want to give you back every penny that you spent on this book 
because I clearly have failed to provide you with any value.

Whatever you do, I wish you all the best with your future endeav-
ours and Happy Beeping!

https://beeptogether.com
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