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 LinkedIn is regarded as a social  
network for professionals.  

It has grown from 106 million active  
monthly users to over 310 million active  
monthly users. Since Microsoft bought  
it in 2016, it has rebuilt LinkedIn,  
working out many of the kinks and  
bugs that made it frustrating to use and 
launched a suite of new tools and  
functionality for LinkedIn Pages,  
Profiles and Groups to help non-profits.  

Now, LinkedIn Pages generally  
outperform Facebook and Twitter in 
raw reach and engagement numbers. 

The key differentiator when it comes 
to LinkedIn is the site’s audience. While 
Facebook is used by everyone, and  
Instagram attracts younger and more  
social people, LinkedIn’s audience is 
composed primarily of business  
professionals.  

Many businesspeople check LinkedIn 
several times per day for business  
contact information and updates.  

Non-profits that have regularly posted 
appeals on their LinkedIn Pages have 
been enjoying an organic reach of 8%—
compared to Twitter’s 6% and
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Facebook’s abysmal 3% organic 
reach. (These numbers are based  
on the performance of Nonprofit  
Tech for Good.)

Also, according to HubSpot 
Research, LinkedIn Pages that have  
100 followers or more earn a median  
of two clicks on the first two posts  
that a non-profit shares on LinkedIn  
per week. 

If this sounds low to you, then 
remember that this is double the rate  
of Facebook Pages. 

In the age of monetizing social  
media through algorithms and paid  
advertising revenue models, getting 
two clicks per 100 followers is  
exceedingly generous.

And yet strangely, 
most non-profits  

have been slow  
to embrace LinkedIn 

as a social media  
platform.   

That is even though the 
demographics of its users, and the  
ability to connect with donors and  
engage corporate sponsors and 
foundations, make LinkedIn a  
must-use social network platform  
for non-profits.

Here are some tips on how  
your charity can use 
LinkedIn most effectively.

1. If your charity has 
a good or breaking 
news story, then tell 
about it on LinkedIn.
Breaking news generally works  

well on all social media (especially  
if it is good news), but it specifically  
performs exceptionally well on  
LinkedIn.

For example, the International 
Fund for Animal Welfare (IFAW)  
posted the news that zero rhinos  
were poached in 2020. 

Within two hours the post had 
49 likes which is more engagement 
than the same content had received 
on Facebook and Twitter.
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2.  When you have curated  
      content relevant to your  
      mission.

Habitat for Humanity focuses on 
periodically posting curated content 
relevant to the cause of homelessness 
and housing on LinkedIn. 

For example, the post below was 
featured as an opinion piece on 
ABC News, on the main structural 
reasons for the housing crisis in the 
United States written by their CEO.
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3.  When you wish to tag  
      corporate sponsors  
      or partners.

Since the LinkedIn community is 
a social network built for business 
and non-profit professionals, it makes 
sense and is a best practice to tag 
and thank your corporate sponsors 

and partners on LinkedIn. Your 
sponsors and partners will take 
notice which helps reinforce their 
commitment to your organization. 

For example, this post below by 
the Houston Food Bank showed  
appreciation for their key 
sponsor, CVS Health.

CONTINUES ...
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My suggestion: Encourage 
your staff, board members,  
and volunteers to complete 
their LinkedIn Profiles.

Every action and interaction that  
your staff make inside the LinkedIn 
community helps increase your 
non-profit’s brand credibility and 
exposure. Your organization’s name  
is featured in their headlines and 
your organization’s page is listed and  
linked on their profiles. 

Finally, here are five more 
reasons to use LinkedIn to 
capture the attention of this 
unique audience and to reach 
your fundraising goals.
1. You can use LinkedIn to connect  

directly with donors in a  
professional setting. Talking to 
donors on Facebook can often  
feel like a casual chat with a 
prospect at an event, which 
makes it hard to hold their  
attention and cut through 
the clutter, while donors and 
prospects who use LinkedIn for  
business are more like the online  
equivalent of holding a business  
meeting at their office.

2. Many large corporations have 
senior staff members that oversee 
corporate donations and  
partnerships with non-profits… 
and 100% of those senior staff 
members are on LinkedIn. 
Your organization can use the 
site to connect with these 
professionals and build 
inroads for your non-profit.

3. Lots of organizations have had  
great success using LinkedIn  
for talent acquisition, finding  
new staff members and board 
members, as well as connecting 
with local pros interested in  
providing volunteer services  
to your charity.

4. LinkedIn gives you a count  
of how often your non-profit 
appeared in searches weekly.

5. Lastly, and unique only to 
LinkedIn, is the ability to  
publish articles. 

For example, I have been posting 
articles on LinkedIn periodically.
Here are a few of them:



DIRECT FORUM SEPTEMBER 2022

CONTINUES ...
PAGE 7

As you can see, I got 5 views and  
one comment for this last one and 
I am only a creative resource for 
charities. I do not need to find new  
donors, sponsors or partners and 
yet I have thousands of new  
followers. 

Now, imagine if your CEO/ED 
regularly writes content for your 
organization, then if you publish 
that content on LinkedIn, it will 
solidify your organization’s status 
as an alleged thought leader.  

Finally, if you agree with me that  
the key to successful fundraising is 
building long-term relationships, then 
LinkedIn is one of the most effective  
fundraising tools that you have at  
your disposal. 

More impressive is the fact that  
according to Pew Research Center’s 
Internet and American Life Project  
study, 38% of online adults with  
annual household incomes over  
$75,000 use LinkedIn.

LinkedIn provides you with help  
and everything you need to post and  
build relationships with your 
prospective donors. Most importantly, 
you have relevant data on your 
prospects. And that’s pure gold.

As Anthony Pisapia, President of 
TechImpact, noted in his interview 
for the Council on Philanthropy, 
“LinkedIn is big data. It’s a giant 
collaborative database with  
contact info—who you know,  
what you do, what you like—and 
it’s all sitting out there for us as  
non-profits to take advantage of.”
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Social media case study of the month:   
CHRISTUS Health. Sourcing and engaging 

healthcare professionals.

The Challenge:  
CHRISTUS  
Health employs  
over 45,000 people across 600 centers, including 
long-term care facilities, community hospitals 
and walk-in clinics. As Director of Talent 
Acquisition, Ron Croy made it his mission to 
establish CHRISTUS Health as an employer of 
choice while finding a way to source and engage  
healthcare professionals more effectively. Ron  
was especially eager to find a way to better  
connect with nurses to meet the continuing  
needs of the business.

The Solution: Once Ron discovered that  
LinkedIn was home to millions of healthcare 
professionals, he set out to build CHRISTUS 
Health’s employer brand across the platform. 
Ron’s team curated content on their LinkedIn  
Career Page geared towards nursing 
professionals and invested in LinkedIn 
Recruiter, LinkedIn Jobs, and Pipeline 
Builder to source needed talent. CHRISTUS 
also used LinkedIn Sponsored Updates to 
target their own employees with LinkedIn 
Learning courses relevant to their careers.

                                                  The Results:  
                                                  CHRISTUS  
                                                  Health 
successfully leveraged LinkedIn to grow their  
brand awareness among healthcare professionals.
They have also fostered a “Culture of Learning”  
and upskilled their workforce by offering their  
associates ungated access to LinkedIn Learning.  
As a result, CHRISTUS has seen a dramatic  
increase in leads, monthly applications and  
InMail response rates:

• 6X increase in leads per month, from  
50 to 300 using LinkedIn Pipeline Builder.

• 5X increase in applicants per month 
because of employer branding campaigns.

• More than doubled their Career Page  
following from 30,000 to over 75,000  
followers.

• 10% increase in InMail acceptance rate  
from healthcare professionals.

• 19% activation of LinkedIn Learning, 
10 points higher than benchmark 
for companies their size.
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