Simple Ways to Make
Commenting on LinkedIn
More Effective

by Anya Ciecierski, ERP/CRM Software Blog
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Posting is not
enough - you
need to engage
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“Your connections commented on this
so we think you will like it too.”

Why? -LinkedIn

« Commenting shows engagement and drives conversations. LinkedIn
values this more than anything and will reward you.

« Getting comments boosts your posts. And gets more people to see you.

* The LinkedIn algorithm puts your posts into the feeds of people whose
posts you've commented on. So choose people who are connected to
the people you target.




When you comment on a post:

Wh 9 1) The poster (VAR) gets a notification that you (ISV) commented.
y u (Name recognition)

2) The people who read the post will see your comment. (Visibility with
new network)

3) Your first-degree connections are more likely to see the (VAR) post
with your comment in their feed. (Extra visibility with your network)

4) Second degree connections can surface too!

a’ Shannon Mullins likes this o X % Ryan Plourde, Nathan Berlin, and 2 other connections reacted to a gh
> post: As a new journey begins, | am filled with immense pride and
. P . . . .
Cari Corozza, CPA « 15t “ excitement to announce my promotion to Managing Director at E...
Controller, New View Strategies | CPA | Microsoft Certified Trainer | Fu...
90 Reactions +« 77 Comments

23m « Edited @

Look what Erik Hougaard showed me today!

- L . . a Candyce. Edelen commented on this e X
When switching companies in Available Companies on the tool bar, you ...see more
Ardath Albee - 2nd Connect
B2B Marketing Strategist Helps Companies with Complex Sale
Request services
2h®

Are you using a B2B Buyer MVP to keep GenAl in line?

It's a weird time in B2B marketing. Cutbacks, layoffs, reorgs, demands fc ...see more

B2B Marketers Use a Buyer MVP to Excel with GenAl -
LW e -

L Lo e



LinkedIn Values Conversations

They need to know who you want to
talk to!




Commenting Goals

« Set a goal to comment on 3-5 posts a DAY

« Comment on posts from people who are connected to your target
market.

« Comment on people who will be RECIPROCAL. (Active, Peer)
Maybe not Satya. He won't engage. Ask: Who could you pass the
mike to on a stage and ask for a comment?

« How? Create saved searches to make it easy to find posts to
comment on. How to Video to Create Saved Searches

* Prospects

e |nfluencers

« Specific Topics You Can Talk About



https://www.linkedin.com/posts/candyceedelen_heres-a-simple-way-to-curate-your-perfect-activity-7217173309375819776-kQr3?utm_source=share&utm_medium=member_desktop

What to Say

Give your opinion.

Tag someone else who is smarter than you and ask them for their
opinion.

Share a similar resource or “that reminds me of”
Quote the post “This line resonated with me...."
Disagree (politely) to spark conversation.

Bonus: When you post a truly meaningful comment that sparks
interest and gets reactions from others in that thread, consider
turning it into your next post with a few additions.



Commenting Tips

« Comment with more than 5 words (not just “great post” as that sounds like
a bot). Try to make it insightful.

* Try to get as many comments as possible within first 90 minutes. Keep the
commenting chain going by asking follow up questions

* Reply to ALL comments that people leave on your posts. Try to do it
quickly. And then comment on OTHER posts right away after replying to
the ones on yours. For some reason the algorithm likes this.

« Scheduling posts is okay BUT you will get slightly more reach if you are
active on LI just before and after you press publish on your post.

* You will help the person who posted more if you comment as a “top level
comment” rather than as a reply to someone else’s existing comment.




How to get comments

« To get comments you have to give first.
« Don't be boring. Not just ads.

« Ask questions.

« Say something controversial.

* Intentionally leave out some info and say “what is missing” or
“what can you add”

 Tag specific people and ask for their thoughts. (CAREFUL! If they
don’t comment can hurt you)




BONUS! Posting strategy

* https://www.linkedin.com/posts/anyacc_groupblogging-msdyn365bc-

ecommerce-activity-7204233981871951872-
snbp?utm_source=share&utm_medium=member_desktop

Discovery ©

1,923 1,088

Impressions Unique views

Engagements @

Reactions 24
Comments 25
Reposts 1

-

-

. Anya Ciecierski - You
. Marketer focused on Microsoft Dynamics. Creator of top lead gen sit...

Visit my website
1mo - Edited - &

What are the important questions a Dynamics 365 BC user should ask
before buying an eCommerce tool?

| asked 5 top eCommerce vendors for Microsoft Dynamics 365 BC to
answer these questions:

1. What are your solution’s ideal customer characteristics (number of users,
transaction volume, product catalog size, revenue, etc.)

2. What external commerce channels do you integrate with?

3. What is your pricing model (user, transaction, other?)

4. What is the average time to implement?

5. Is implementation done in-house or by a partner? Is there an additional
implementation fee?

6. Who provides support for the eCommerce solution?

7. Do you offer custom development services?

8. What type of integration is offered to Microsoft Dynamics 365 Business
Central? (Built-in, API, other?)

9. What other preducts do you offer pre-built integrations to? (Payments,
shipping, marketing automation, tax solutions, fraud prevention,
personalization, etc?)

Register for our eCommerce for Dynamics 365 BC/NAV Comparison
Showcase on June 26th and you will receive a COMPARISON PDF with
answers to these 9 questions from DynamicWeb eb, i95Dev, k-ecommerce

- powered by mdf commerce, Dynamics eShop and Suite Engine, LLC.

If you are evaluating eCommerce tools for D365 this is a way to do a ton of
research all at once.

Watch recording on demand at https://Inkd.in/dh95iGRv
MSDynamicsWorld.com (MSDW) and ERP Software Blog
#groupblogging #msdyn365BC #ecommerce #D365BusinessCentral

4 How can an eCommerce tool benefit Dynamics 365 BC users? >

eg— You and 23 others 25 comments + 1 repost

a v ‘ Like @ Comment r()J Repost q Send

& 1,918 impressions View analytics


https://www.linkedin.com/posts/anyacc_groupblogging-msdyn365bc-ecommerce-activity-7204233981871951872-snbp?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/anyacc_groupblogging-msdyn365bc-ecommerce-activity-7204233981871951872-snbp?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/anyacc_groupblogging-msdyn365bc-ecommerce-activity-7204233981871951872-snbp?utm_source=share&utm_medium=member_desktop

BONUS! Posting strategy

1)
2)

3)
4)

5)
6)
7)

8)
9)

Designed the first sentence to draw people to click “read more” — the HOOK!
Tried to frame it as educational rather than coming right out and saying that | was
promoting a webinar.

Didn’t include the graphic image for the webinar (see reason #2)

| emailed all the people | tagged in the post and asked them to comment. Ideally
within first 90minutes and more than 5 words.

| made sure | quickly replied to all comments.

| went back after half a day and left another comment of my own.

| did NOT put the registration link in the main post OR the first comment. | waited
for someone else to comment first and then left the registration link and graphic.
| liked my own post

After 2 weeks | edited post and added link to on-demand session.



If you only have
time to do one
thing.....
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Where did you learn this?

7))

Prope/Growth

““MA"Z « Candyce Edelen, PropelGrowth
HUMAN

https://www.linkedin.com/in/candyceedelen

SELLING
* Free webinar: Go from Invisible to Influential
m 2 on LinkedIn
Candyce. Edelen @ Q) st 77) PropelGrowth
Human2Human approach to book sales calls and fill your pipeline via . .
Il;inkecflg. Nohpush’;ptactics, no cold calling, #nobots. )C/EO, Pe Colorado State University b 30 Dav I_l 1] ked I 1] Ch ad | | e nge (5640) (Sta rtl ng
ropelGrowt
Fort Collins, Colorado, United States - Contact info Se pte m be r 10)

6,723 followers - 500+ connections

m Stacy Orr, Peter Matejcek, and 505 other mutual connections

* Mention “Anya sent me”
CSave in Sales Navigator> (Subscribe to newsletter> (More)



https://www.learning.propelgrowth.com/a/41390/ACLS4nt3
https://www.linkedin.com/in/candyceedelen
https://www.learning.propelgrowth.com/a/2147854965/ACLS4nt3
https://www.learning.propelgrowth.com/a/2147854965/ACLS4nt3
https://www.learning.propelgrowth.com/a/2147522886/ACLS4nt3

Referrals

www.writer.expert $19/mo

Beat your biggest enemy:

Shaun Els : ,
https://nanopage.co S Writing Tips
Content Creation 1Content Guide
We create, publish, and track JBflxptw?Lkwpgmklf;d
organic content for B2B experts to
build relationships and sell 4-5 qumn.w

Cancel Anytime

figure services at scale.
(Tell him Anya sent you)

Don't let writer's block stand in your way


http://www.writer.expert/
https://nanopage.co/
https://nanopage.co/

Questions?

Anya Ciecierski
anya@erpsoftwareblog.com
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