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CHAPTER 1 

Boise State University Marketing Plan 

A Case Study Report 

BACKGROUND INFORMATION 

LinkedIn falls under the umbrella of social media, a growing trend in technical communication. It 

is not uncommon to see job titles such as “social media coordinator”. Similarly, other jobs might 

ask for skills in multiple social media platforms or request experience launching social media 

marketing campaigns. In a world so attached to the internet, social media can be used to reach 

a wide and diverse audience.  

This case study looks at how companies use LinkedIn as a platform for communication. LinkedIn 

calls itself “the world’s largest professional network”, with a mission “to connect the world’s 

professionals to make them more productive and successful” (https://www.linkedin.com/about-

us). The professional networking website separates itself from other platforms su ch as 

Facebook or Twitter in this way. While companies and organizations can maintain profiles on 

other social networking platforms, LinkedIn makes it very clear that its goal is professional 

networking and development. 

Because of the differences between LinkedIn and other social media, as well as the growing 

impact of social media as a marketing and communication tool, I wanted to delve deeper in an 

effort to learn more about what companies can do with LinkedIn.  

 

RESEARCH QUESTIONS 

LinkedIn presents itself as a very powerful tool, for both individuals and companies. In thinking 

about how a company might use LinkedIn to communicate effectively with current and potential 

customers and employees, I sought to answer the following questions:  

1. What are the types of “documents” being produced by companies on LinkedIn? Or, what 

are the different communication tools available to companies?  

2. How are these documents produced, or how are these tools being used? Is there a clear 

document production cycle? 

3. What is the reasoning behind producing these documents or using these communication 

tools? 

As an individual user of the website, I was curious how the functionality offered to me differs 

from that of a business. I developed these questions with the goal of understanding the 

company’s perspective.  

 

METHODOLOGY 

Secondary Research 

Traditional research for this case study involved finding and reading articles about the 

publishing capabilities of LinkedIn. This included looking to the LinkedIn website’s help 

https://www.linkedin.com/about-us
https://www.linkedin.com/about-us
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documentation, as well external internet searches. I searched specifically for information on the 

documentation production cycle and content strategy advice in the context of a company using 

LinkedIn. 

Content Analysis 

This research involved observation and data collection. I chose three companies with active 

LinkedIn pages to observe. I reviewed all content published by these companies over the course 

of one month. I identified the total number of public updates  the company had published during 

this time, and then organized the updates based on the type of content.  

Interviews 

I reached out to the representative of a local company with some interview questions about the 

company’s use of LinkedIn. While the initial response was positive, the representative did not 

follow up before the completion of this case study.  

Tools Used 

While conducting research for this case study, I decided to use new software to help organize 

my research and keep notes on my findings and other resources. I used Evernote to capture 

screenshots, save links to websites or articles with relevant information, and to write down ideas 

and questions I had during the process. I found this tool to be very helpful in the completion of 

this project. Evernote made it easy to collect the many pieces of research and br ainstorming in 

one central location. Additionally, as a web based application, I was able to  seamlessly access 

my notes and resources from three different devices.  

RESULTS 

The most impactful takeaway from my research was the realization that actual conten t 

production on LinkedIn by companies is insignificant, if existent at all.  

Communication Tools 

I identified the following types of documents and communication tools that are available to 

companies using LinkedIn: 

 Careers page 

 Showcase pages 

 Targeted updates 

 “Share an update” 

 “Share a photo” 

 Groups 

Companies are able to use these different types of pages, share short updates, and be included 

in LinkedIn groups. However, companies are not able to publish Long -Form posts, publications 

that are similar to a blog post or article. The lack of this functionality significantly decreases the 

quantity of content that a company can share.  

What I discovered instead is that most updates published by companies are links to content 

outside of LinkedIn. These externa l links might include content on the company’s website or 

blog, or external content from other websites.  

The text limit of an update is 600 characters. The companies that I reviewed typically included 

2-3 sentences of information with their updates. Some companies shared photo updates, and 

almost always included links to external content in the photo caption.  
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Document Production Cycle 

Based on these results, I concluded that the document production cycle for company updates 

might look something like this: 

1. Choose external content to share on LinkedIn.  

2. Create an update that shares a link to the external content. Or, choose a photo to share 

with the link. 

3. Draft, review, and edit a short caption to accompany the external link and/or photo.  

4. Choose to publish to the general public, or to a targeted audience.  

Because the majority of content development is done outside of the LinkedIn platform, the 

document production cycle within the platform could be significantly simpler and less time 

consuming.  

Purpose  

Based on the results of this research, it appears that the primary purpose of the communication 

tools available to companies is to direct users to external content. According to one article about 

content strategy, “LinkedIn sends nearly four times more people to [a company] homepage than 

Twitter and Facebook" (Lee, 2014).  This proves as an effective way for companies to implement 

conversion strategy and reach a wider audience.  

CONCLUSION 

Companies and organizations that use LinkedIn have access to a variety of communication 

tools, including company profiles, careers pages, and short updates. Unlike individual users, 

however, company accounts are not able to publish long form posts that are similar to articles or 

blog posts.  

For this reason, most updates published by companies direct users to external content. Experts 

in the industry recommend that companies share a wide variety of content to garner interest and 

reach their target audience, from guest blog posts and industry news articles to webinars and 

event information (Garnice, 2014). 

With this functionality as it currently exists, companies are able to focus their content 

development efforts outside of LinkedIn. After creating content following a typical document 

production cycle externally, LinkedIn is then used as a way to increase traffic and the number of 

page views. While less content is actually created using LinkedIn, it is still a very valuable tool 

for companies to use in order to attract new customers and potential employees.  
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