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Wh y Lin k e d In ? 
Reason 1 Reason 2 Reason 3

Your LinkedIn profile is an 
extension of your personal, 
professional brand. 

An effective LinkedIn 
profile can help elevate 
your brand, connect 
with industry partners, 
or help you find a job. 

LinkedIn is an effective 
research tool.



Lin k e d In  Vs ...

Social networking, connecting 
with  frie nd s / fa m ily, c om m unity 

b u ild ing .

Fa ce b o o k
Visua l s to ryte lling , b ra nd  b u ild ing , 

life s tyle  c on te n t.

In s t a gr a m
Re a l- tim e  c onve rsa tions , ne ws  
up d a te s , sho rt- fo rm  c on te n t.

Tw it t e r  (X)





Us e s  o f Lin k e d in

Job Hunting Networking

You're always networking. Connections of your connections may one day become very 
important in your professional career. Remember that in the things you're posting.

 
Posting more often to show your achievements and the professional events you're 

attending can help build connections in your current role or help in a future position.  



Se t t in g  Up  A 
Lin k e d In  Acco u n t





Pr o file  Pict u r e
A LinkedIn conducted research shows that 
ha ving  a  p ro file  p ic tu re  m a ke s  your p ro file  
14  tim e s  m ore  like ly to  vie we d  b y o the rs . 

Pic k a  p ho to  tha t looks  like  you01

02

03

04

Se t t in g Up  A Lin k e d In  Acco u n t

Use  filte rs  wise ly

Use  a  h ig h  re so lu tion  p ho to  
tha t ta ke s  up  60% of the  fra m e

Try to  s te e r c le a r o f a  se lfie





Ba ck gr o u n d s  Ph o t o
LinkedIn is a professional platform, 
so  p ro file s  with  h ig h- q ua lity, re le va n t 
b a c kg round  p ho tos  a re  p e rc e ive d  
a s  m ore  c re d ib le . The  rig h t im a g e  
c a n  re in fo rc e  your p ro fe ss iona l 
b ra nd  a nd  e xp e rtise .

A he a d e r is  the  sup p orting  
c ha ra c te r to  the  p ro file  p ic tu re01

02

03

Se t t in g Up  A Lin k e d In  Acco u n t

Choose  a n  im a g e  tha t 
re la te s  to  your fie ld

Too ls  like  Ca nva , Ad ob e  Sp a rk, o r 
e ve n  Powe rPo in t tha t c a n  he lp  
c re a te  p ro fe ss iona l- looking  
Linke d In  b a c kg round s  e a s ily



Bio
Profiles with a completed "About" 
se c tion  a nd  d e ta ile d  in fo rm a tion  a re  
40  tim e s  m ore  like ly to  re c e ive  
op p ortun itie s  th roug h  Linke d In .

Firs t im p re ss ions  m a tte r01

02

03

Se t t in g Up  A Lin k e d In  Acco u n t

Be  Conc ise  a nd  e ng a g ing  

Re fle c t your Pro fe ss iona l Pe rsona lity 
(Be  yourse lf….p ro fe ss iona lly)  



Wo r k  Ex p e r ie n ce  
Your profile is viewed up to 29 times 
m ore  if you  ha ve  m ore  tha n  one  
p os ition  lis te d  in  the  e xp e rie nc e  se c tion .

The  work e xp e rie nc e  se c tion  is  your 
op p ortun ity to  te ll the  s to ry o f your 
c a re e r p rog re ss ion .

01

02

03

Se t t in g Up  A Lin k e d In  Acco u n t

Inc lud e  d e ta ile d  job  
d e sc rip tions  with in  th is  se c tion

Cons id e r g lob a l re le va nc e  a nd  how 
you  m ig h t tie  in  in te rna tiona l ro le s



BUT WHY? 
Whe n  you  a re  p os ting , wha t is  the  re su lt you  wa n t?  

To  inc re a se  e ng a g e m e nt on  your p ro file ?   To  inc re a se  a wa re ne ss  o f a  sp e c ific  
g roup ?   To  he lp  p rom ote  p rod uc ts / o rg a n iza tions  you 're  p a ss iona te  a b ou t?  



Wh a t  t o  Sh a r e  o n  Lin k e d in
Your account is a reflection of you and your employer to all of your 
m a ny c onne c tions .Alwa ys  m a ke  su re  wha t you ’re  p os ting  
c ou ld / wou ld  no t a ffe c t you r e m p loye r ne g a tive ly in  a ny c a p a c ity. 
Linke d in  is  a  p ro fe ss iona l b ra nd  whe re  you  c a n  sha re  a  va rie ty o f 
th ing s  suc h  a s :

• Ind us try Re la te d  Me e ting s
• Re g iona l Me e ting s
• Non- Work Re la te d  Me e ting s

Re ce n t  Me e t in g  
High ligh t s  

• Prom otions
• Ce rtific a tion  Com p le tion
• Tra in ing  Com p le tion  

Pr o fe s s io n a l 
Ach ie vm e n t s

Th in gs  yo u  fe e l 
p a s s io n a t e ly  a b o u t  
• Org a n iza tiona l in itia tive s
• Innd us try re la te d  suc c e ss
• Exte rna l Com p a ny in itia tive s



Things to include in the 
Linkedin Post 

Using professional photos that reflect you and those around you 
best is important. 

Linkedin is a professional platform so make sure your grammar 
reflects that. 

Always tag anyone who is in the photo or an organization that is in the 
caption. This helps increase the number of impressions for your post, 
which widens the audience that will see your post.  

Professional Photos 

Proper Grammar 

Tag People/Companies 

Add #Hashtags
Hashtags help people interested in similar topics connect. When you use 
a hashtag your post joins others across the platform anytime someone 
searches those words.This also helps boost engagement on your post 
and helps your target audience find you  

Example:   Excited to connect with transportation leaders at this year’s 
conference! Looking forward to learning and collaboration.
#Transportation #CivilEngineering #ProfessionalDevelopment



“LinkedIn grindsetters 
getting ready to write  

750  words about 
overcoming the most 

minor adversity 
imaginable” 



How Long should it be?

Caption Tips 

Key Items to Include
• Clearly state the subject of the post, include the meeting name, award name, and topic;
• Key takeaways from your perspective and that you want the audience to take from your post;
• Any  event - related  links ;
• When  structuring  your  post  answer  these  questions  in  your  caption : 

⚬ Why  is the  post  important  to  you?  What  message  are  you  trying  to  convey  with  this  post?  

Make sure your post is concise and gets to the point. While longer posts are 
good on occasion, the standard audience will not read more than 1 - 2 
paragraphs. If you do, make sure to seperate paragraphs clearly.   

Answer the classic Who, What, When, Where, Why ·Who was involved? ·What is 
this post about? ·When did an event occur? ·Where did the event occur? ·Why 
do we care? 



Asset Choosing
• When choosing pictures, if possible do not choose the blurry, crooked photo, take a better 

quality photo to give the best representation of the event possible. 

• If you are posting a video, try to always post a photo in the post. This can help increase 
overall engagement significantly. 

My 
Picture

Professional 
Picture



Ex a m p le s  o f a  go o d  p o s t : 



What to repost vs 
reposting with thoughts? 

Reposting with thoughts is good to do when 
you want to help build engagement on the 

post with some of your insights. This helps the 
post get greater visibility, resulting in 

increased impressions.  
 

Repost things that are relevant to you and 
you're passionate about . If you want to build 

awareness of it/ think others could benefit from 
the topic , thought it was insightful/relatable  or 

you’re involved in the topic of the post . 

Reposting Reposting with thoughts



Ex a m p le s  o f a  go o d  p o s t : 



Ex a m p le s  o f a  go o d  p o s t : 



So cia l Me d ia  Me t r ics  a n d  Re a ch

A metric used to assess the average number of interactions 
your soc ia l m e d ia  c on te n t re c e ive s  p e r fo llowe rs .

Im p r e s s io n s En ga ge m e n t  Ra t e

The  num b e r o f tim e s  your c on te n t wa s  se e n , inc lud ing  
m ultip le  vie ws  from  ind ivid ua l use rs .



AASHTO (American Association of State 
Highway and Transportation Officials)

AASHTO Product Evaluation & 
Audit Solutions

AASHTOWare

American Association of State Highway 
and Transportation Officials (AASHTO)

Fo llo w  AASHTO So cia ls ! 

aashtospeaksaashtospeaks

aashtoresource

AASHTO re:source 
(formerly AMRL)

aashto_resource



Qu e s t io n s ?



Lexi Berkley 
Senior Marketing Specialist 

aberkley@aashto.org

Th a n k  Yo u !
Feel free to reach out with any questions following this  meeting!

Tierra Whitmore
Communications & Marketing Specialis t 

twhitmore@aashto.org
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