
No salacious scandal for these LinkedIn image control Freaks 

By Louise Burke 
 

Of all the social networks, LinkedIn is arguably the 

least sexy. You won’t find celebrities or politicians 

sending nude pictures of themselves to people who 

aren’t their wives, nor will you find images of your 

colleagues sprawled across a table top with a quarter 

of a bottle of Chandon and a wild look in their eyes.  

So why is the site gaining at least one new 

member every second? 

Careful to differentiate the service from 

“social” networks such as Facebook and Twitter, 

LinkedIn Australia and New Zealand managing 

director Cliff Rosenberg argues that it’s exactly that 

ability to control “1oo per cent” of how you are 

portrayed that makes the “professional: network 

important.  

That, and LinkedIn’s high level of search 

engine optimisation, which pushes your profile further 

up Google results the more you use the site. 

LinkedIn is designed in such a way that users who are 

well-connected, have a high level of profile 

information with appropriate keywords and interact 

with others are rated higher in search results than 

those who simply sign up and make minimum effort 

with it.  

While people with more unusual names may 

enjoy a higher ranking in search results, for a Joe 

Smith in Perth to stand out above other Joe Smiths 

around Australian and the world, he would have to 

compete to be the most proactive LinkedIn user. 

“If I asked you have you done a search on 

Google in the last six months on a colleague’s name or 

a company name, the answer would be yes, of course 

you have,” Mr Rosenberg says. “If you are searching 

on someone’s name, someone is searching your 

name.  

“You can choose to not manage it and be 

quite comfortable that your first Google search result 

might be from you winning your high school 

basketball team event. 

“Or it could be your LinkedIn profile and you 

coming across on that profile in the way you want to 

appear to the professional community.” 

But, like a good bottle of champagne, the best 

results come from quality over quantity. Mr 

Rosenberg recommends aiming to make solid 

connections with people who can potentially enhance 

your professional life and your profile, rather than 

trying to clock up numbers. 

LinkedIn Australia set up a physical office in 

Australia a little over a year ago, appointing Mr 

Rosenberg as the regional boss, and has since “pretty 

much doubled” its audience Down Under, with two 

million members in Australia and New Zealand.  

During the same period, the California-based 

company has gone public, its shares hitting the market 

last month amid a buying frenzy in which the shares 

soared from the $US45 ($43) offer price to more than 

$US122 ($117) on the first day. It’s since dropped to a 

more subdued $US69.95. 

The site has a distinct business model for 

exploiting what has become the world’s biggest online 

professional database.  

Membership is free but a fee is charged for a 

version with more features.  

LinkedIn runs small and relatively discreet 

advertisements, but they are highly personalised 

based on the user’s data. 

When WestBusiness logged on, a social media 

campaign for Tourism Australia’s “No Leave, No Life” 

was niggling away in the background. 

“Because we know so much about our 

members, we offer advertisers very precise 

targeting,” Mr Rosenberg says.  

“If you are seeing that Tourism Australia ad, 

your profile has met criteria that Tourism Australia 

was targeting.” 

The site’s audience is prime cut for 

advertisers, with the average member aged over 40 

and possessing a household income of more than 

$100,000 a year.  

The third and perhaps most important part of 

the group’s income stream from a user vantage point, 

is recruiters. 

Companies including Rio Tinto and Vodafone 

are signed up to licensed recruitment products which 

allow them to search for ideal job candidates.  

“They could be looking for engineers with 10 

years experience, from certain universities, from a 

certain part of the country and who have had Rio 

Tinto as a previous employer,” Mr Rosenberg says. 

“The detail a recruiter can go into is extreme.” 

With low unemployment and skills shortages 

hampering successful hiring, recruiters are moving 

away from the traditional “post and pray” attitude to 

job boards and increasing going after “passive” 

candidates, Mr Rosenberg said. 

“The world is increasingly flat, it is increasingly 

small, it is increasingly connected and we live in a day 

and age where job tenure is on the decline. 

“Professionals have to take control of their careers 

and start managing their careers a lot more actively 

than they used to.” 
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