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Introduction
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Why LinkedIn matters

• Access powerful platform

• Establish personal and brand authority

• Gain valuable insights

• Enhance B2B opportunities

• Showcase achievements

• Expand reach

• Strengthen reputation and build professional credibility 
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Importance of LinkedIn for Trade Allies

• Boost industry awareness and education

• Highlight policy and regulatory updates

• Enhance business development and partnerships

• Provide thought leadership and brand authority

• Showcase certifications and projects

• Drive sustainability conversations
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Building your network 
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Building a strategic network

• Connect with colleagues, classmates and industry professionals 

• Expand to second-degree connections

• Include a personalized note about why you’re reaching out 

• Join and participate in industry groups
– Share your expertise, ask questions and network within those circles 

• Follow companies to keep up with industry news and engage with content from relevant brands or thought leaders

• Use connections to find mutual contacts and opportunities
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Who to follow

• Trade Ally LinkedIn Page 

• Brett Riley, Senior Energy Efficiency Program Manager, PECO 

• Jack Bauman, Senior Energy Efficiency Program Manager, PECO 

• Jeff Byers, Sr. Economic Development Specialist, PECO

• Other PECO employees

• Any trade or professional associations you belong to 

• Customer companies

• Technology companies

• Manufacturers

• Anyone who is relevant to your business

https://www.linkedin.com/groups/12440284/
https://www.linkedin.com/in/brett-m-riley/
https://www.linkedin.com/in/jack-bauman/
https://www.linkedin.com/in/jeffmbyers/
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Posting on LinkedIn
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Types of content to post
Industry news

• Recent developments, trends or regulatory updates
• Expert opinions or insights from thought leaders
• Your company’s perspective or response to the news
• Example: “Big changes are coming in 2026. Here’s 

what it means for commercial facilities and how we’re 
preparing our customers”
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Types of content to post
Energy efficiency case studies 

• Detailed breakdowns of energy-saving solutions 
• Infographics or visuals of usage reduction and ROI
• Key lessons learned and how others can replicate
• Example: “By upgrading HVAC systems across 3 

campuses, we cut energy consumption by 18%. Here’s 
how we did it and how you can too.”
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Types of content to post
Team highlights

• Team highlights
– Employee spotlights or career milestones
– Behind-the-scenes looks at daily operations or special 

projects
– Company events, volunteer work or training initiatives
– Example: “Meet Jessica, our sales manager who’s 

leading the charge on solar optimization!”
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Types of content to post
Customer testimonials
• Customer testimonials

– Written or video testimonials from satisfied clients
– “Before and after” stories with measurable results
– Case study excerpts that feature client voices
– Example: “We reduced our bill by $50 a month! – Customer, XYZ Corp”
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Posting formats
Text
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Posting formats
Images
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Posting formats
Video
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Posting formats
Carousel
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Posting formats
Documents
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Posting formats
Polls
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Creating visuals without a media team

• Easy to use tools
– AI image generators
– Canva

• Design tips
– Strong headline, logo and minimal text 
– Mobile-friendly
– Brand consistency

• Why it matters
– Build credibility
– Recognizable
– Higher interaction



Confidential Information – For Internal Use OnlyLinkedIn Training & Best Practices 21

Canva
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Posting frequency and consistency

• Post at least 2-3 times a week

– Builds brand awareness and keeps you top-of-mind

– Trains LI algorithm to boost your visibility

– Reinforces your brand values and expertise over time

• Best practices for consistency

– Use a content calendar to plan topics

– Mix formats and themes

– Track performance



Confidential Information – For Internal Use OnlyLinkedIn Training & Best Practices 23

Engage with your audience 

• Comment thoughtfully

– Start or join conversations on industry posts

– Ask questions or share insights to build credibility

– Reply to comments on own posts to keep dialogue going 

• Like and react with purpose

– Support partners, employees and industry leaders

– Use reactions to show alignment and boost algorithm visibility 

• Repost strategically

– Add your own caption or insight when reposting

– Highlight team achievements, wins or news that matters

– Use reposting to keep your profile active on non-posting days
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Examples
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Optimize your LinkedIn business 
presence 
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Company page essentials

• Name, logo and banner
– Keep branding consistent with website and marketing materials

• About section
– Clearly state what you do, who you serve and what sets you apart

• Call to action 
– Use custom buttons like “visit website” or “contact us” 

• Admin roles
– Assign multiple admins for collaboration and coverage

• SEO tips
– Use relevant keywords in your tagline, description and specialties to boost discoverability
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Showcase pages

Use a LinkedIn showcase page to highlight a key business 

area under your main company profile (i.e. energy efficiency)

Purpose and benefits: 

• Tailored messaging for specific audiences

• Allows focused content like case studies, metrics or 

service updates

• Increases visibility for niche offerings without cluttering 

main page 

Treat your showcase page like a mini-brand. Post regularly 

and tailor content specifically to that audience segment!
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Best practices for sales and 
marketing 
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Sales best practices

• Social selling

– Build trust through engagement

– Add meaningful comments, not just connection 
requests

• LinkedIn Sales Navigator

– Leverage advanced filters and lead recommendations

– Save leads, track activity and stay top of mind

• Personal profile = your sales page

– Optimize headline and summary to speak to buyer pain 
points

– Share customer-centric content on your feed

• Warm introductions and referrals

– Use shared connections to request intros

– Join and engage in industry group for common ground 

• Focus on value-driven content

– Share articles, insights or case studies that solve real 
problems

– Educate first, sell second
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Marketing Best Practices
Hashtags and keywords
• Maintain brand consistency

– Align visuals, tone and messaging across 
company/employee pages

• Utilize hashtags (#) and keywords
– Use 3-5 relevant hashtags to increase discoverability
– Include keywords in the about section, headlines and 

posts for SEO 
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Marketing Best Practices
Ads, InMail and analytics

• Run LinkedIn ads strategically 
– Use sponsored posts to promote high-performing 

content
– InMail works best for targeted messages with clear “call 

to action” (CTA)

• Track performance and adjust
– Use LinkedIn page analytics and post metrics
– Monitor engagement, clicks and follower growth
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Wrap up
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Key Takeaways

• Optimize your profile and page

• Post consistently

• Use the right formats

• Sales = social, not cold

• Marketing = strategy and consistency

• Showcase pages work



Thank you


