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What is LinkedIn Publish?

Evanced = e g 9]

Conneclions interests Business Services Try Premium for free

e LinkedIn’s new(ish)
publishing platform

e Like a free blog!

Would You Rather...Pay Your Neighbor's Water Bill
or Your Own?
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Why should | care?

 Elevate your brand
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Why should | care?

 Elevate your brand

Profile wiews Viewers
Last B0 days

Profile \iews Projected Views Actions Taken

‘ Weathermatic’



Why should | care?

“Will you join us in conserving enough
* Promote your water to flip supply and demand?”

message to a

professional audience

“Join us...in defeating the true enemy: water waste!”
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Why should | care?

« Promote your
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Why should | care?

See how your post is doing

Who's responding to your post ) Comments (31)

« Promote your
message to a
professional audience

 Be a thought-leader in
your field

e See real results el
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Benefits of using Publish

e Cheaper than a

blog or hiring a

social media staffer ) “?@

g

s
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Benefits of using Publish

Advanced

Profile

e Cheaper than a

blog or hiring a

Ads You May Be Interested In
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‘l Microsoft
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Benefits of using Publish

in - Advanced

Home Profile Connections Notifications »

e Cheaperthan a

blog or hiring a .

You have 4 new connections

ida Schillac Troy
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social media staffer O B

published a new post: "1

Easy to learn for A oo | [ B

12 new jobs

writer and reader

Pt 1€

Introduction to CRM for Microsoft OQutiook

‘ Microsoft Features & Benefits
4 'DynamicsCRM
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Benefits of using Publish

e Cheaperthan a

| h i Add an image to bring your post to life
b O g O r I rl n g a Images that are at least 700 x 400 pixels look best.

social media staffer

Mike Mason

o E asy to | e ar n fo r @ President and CEC of Weathermatic, Board Member, Telsco Indusf

Write Your Headline

writer and reader

hl h? ¢eé B I/ U1

e Quick to use
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How to: WIN

 Use your own voice, “We’'ve adop_tfd a “drive it
like you stole it” mentality of

not a Corporate “run it like it’ll never run out”.”

marketing voice
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How to: WIN

e Use your own voice,
not a corporate
marketing voice

« Always have a call

to action

‘ Weathermatic’

“We’ve adopted a “drive it
like you stole it” mentality of
“run it like it’ll never run out”.”

“Please don’t wait for your local
community to be at a crisis point
to realize you need to reduce
your water usage.”




How to: WIN

Keith Schweiger, CIC, CLIA, CID, CIT
| Ti , Inc

e Post 1-3x per month

The industry as a whole seems to have focused most on the improvements
and cost reductions in the task of the widgets. Throughout the industry food
' chain, th nversation needs to include wid but increased focus on
o AS k q u eStl O n S ] tal k "doing the right thing.” Doing the right thing is universal in thought, but
practical application of those p ses will be d tin each level of the
chain. Each level has it's own self interest, and those self interests at times
= work against each other, thus retarding the necessary changes in behavior
a b O ut fal | u reS ! overall. Most al n the goal to ma water effectively. Yet history has
shown that the “using less water goal,” has not lead to the necessary
changing of habits and practices overall. Technology, throughout th

e Always respond to

comments

Mike Mason
Preside
|.

Keith, | agree that technology will be central to changing these
habits and pr: s. Our goal is to get as many pe as
possible to recognize the true value of water and how much is
actually being we 50 they will begin to make the connection
and do the 1 ing you say. As water rates continue rising
all over the country, saving water is not even just the right thing

becoming singly the cost-e e thing to do. Great
comment, Keith, | really appreciate your thoughts!
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Connect with your audience

Search by location,
company, title, skills,
etc.

Join groups, create a

group
Start a company

page
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Connect with your audience

T a O l I r O St S ded to the demand for profound change b ing a cloud-based
i il d SmartLink that is an essential pa

0 committed ts

Always ask for

nserving billion:

followers in your posts [

ymers are bein;

Promote your posts

‘mission trip to El Salvador was faced ¥
water erisis and came home ready ton

inefficient irrigation industry. Mason|

tech-based solutions to increase efficit
W e re y O u r forming Weathermatic's Save Water |

en Bu Editor's Picks

Mike Mason

audience will find

them
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