By ADAM
LASHINSKY

JEFF WEINER is determined to read the letter, even if he’s running a tad late. For more than an hour the chief
executive of LinkedIn has been holding forth on everything from management techniques to employee satisfac-
tion, as well as reflecting on his own career path. These topics are particularly germane to his business, of course,
and Weiner gets excited talking about them. His company is all about helping people realize their career goals. Its
booming website maintains a permanent, real-time résumé for its users and makes money by matching recruiters
with job seekers. But for each minute that Weiner extends the discussion, his packed schedule gets more and more
backed up: He’s due to leave later in the day to speak at an advertising conference in Cannes, and at the moment a
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has made hima
Silicon Valley guru.
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describe as identifying his key values—a prerequisite of leadership, in his
mind. After values come mission. And sure enough, as Weiner continues
reading from the filial missive, he reaches his younger self’s personal
mission statement: Young Jeff aspires to work in an industry he has
dubbed “convergence,” or the coming together of multiple electronic
and media industries enabled by new technology. It is 1994, and Weiner
wants to join moguls like Ted Turner, Steve Ross, and Rupert Murdoch,
who at the time were battling to reshape their domains. (Murdoch, as it
happens, still is.) His goal, he explains to his dad, is to get a job in film,
TV, or technology, and then after a couple of years he’ll be able to figure
out “which path I'd like to follow down the interactive highway.”

Weiner isn’t just showing off by reading out loud his prescient career-
planning memo—though it’s safe to observe that precocious young men
typically become equally self-assured middle-aged men. The CEO, who
favors jeans and a perma-stubble beard, is savvy and self-aware enough
to know that his own career trajectory is the embodiment of LinkedIn’s
promise to its members: that archiving and articulating your accom-
plishments is the first step in achieving and managing your goals.

Indeed, two decades on, Weiner has emerged as a full-blown digital-
era management guru—and one who offers a unique blend of charismat-
ic leadership and attention to operational details. His approach involves
the use of catchy yet scientifically sound slogans that happen to match up
perfectly with the message LinkedIn itself promotes. For example, says
Weiner, “values are the first principles we use to make day-to-day deci-
sions.” Then there is the key to his philosophy, the importance of defining
“core”—or what a company does so well that it becomes the all-important
focus. “For us, ‘connecting talent with opportunity at massive scale’ is
our core value proposition,” he says. These bromides roll off Weiner’s
tongue. And though many are already accepted business wisdom, his
skill at articulating them sets him apart. It also helps that LinkedIn has
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Weiner keeps this
photo of himself
with LinkedIn
chairman Reid
Hoffman in Sun
Valley, Idaho, on the
deskin his office.

Influencer
Since Weiner joined the company in 2008,
LinkedIn’s sales have skyrocketed.
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thrived under Weiner’s leadership. Revenues
have soared 20-fold since he joined, in
late 2008. And at roughly $20 billion in
market value (with just over $2 billion in
expected 2014 revenues), the company is
one of the stars of the post-financial-crisis
crop of Silicon Valley public companies.
Recently Wall Street has fallen a little out
of love with LinkedIn: Its stock is off nearly
40% from its peak and has underperformed
its peers as investors fret about heavy invest-
ments on new products that have yet to pay
off. But Weiner appears undaunted. Linked-
In’s efforts in China—where it made its
debut earlier this year—and new products
aimed at sales professionals should help the
company maintain its growth, he believes.
Despite the slumping stock, Weiner re-
mains one of the Valley’s rising stars. He can
be seen as a role model to corporate strivers
of all ages trying to figure out what they want
to be when they grow up. And that makes his
profile—what before LinkedIn came around
was called a résumé—worth studying.

“YOU CAN DO ANYTHING YOU SET
YOUR MIND TO.” JEFF WEINER,
LINKEDIN INFLUENCER POST “THREE
PIECES OF CAREER ADVICE THAT
CHANGED MY LIFE,” NOV. 19, 2012

EVEN AS A CHILD, Weiner knew where he

was going. His mother, Penny, recalls getting lost driving around their
suburban Philadelphia neighborhood with young Jeff in the back seat:
“He said, ‘Mom, I'm getting bored. We've seen the same houses over
and over again. I think you need to go this way.” He steered me in the
right direction.”

The family moved to suburban Westchester County near New York
when Weiner (pronounced “wee-ner”) was in grade school. As a boy
Weiner remembers devouring his father’s media-industry trade publi-
cations. “He used to come home every night with Variety and Hol-
lywood Reporter,” Weiner says. “I'd be looking at the box office grosses
and the television ratings. I grew up with media in my blood.”

After a short stint at Braxton, Weiner was able to scratch his conver-
gence itch by landing a corporate development job in Los Angeles with
filmmaker Warner Bros. A voracious reader, he'd gotten hooked on
Nicholas Negroponte’s book Being Digital, which described a future of
technologies that would disrupt traditional media. Weiner volunteered
to write the business plan for what became Warner Bros. Online, and
in the process he caught the eye of Warner co-CEO Terry Semel.

Semel would play a defining role in Weiner’s career. When Semel
left Warner and formed his own investment firm, Windsor Media,
Weiner followed in 2000, at the height of the Internet bubble. Barely
ayear later, after the bubble had popped, a badly ailing Yahoo hired
Semel as its CEO, and once again Semel brought Weiner with him,
installing his young protégé in Yahoo's dealmaking department along
with Toby Coppel, another young executive from Windsor.

The duo identified search advertising, Google’s domain, as Yahoo’s
weakness and set out to acquire companies to catch up. “Jeff led that
effort, first from corporate development and then operationally,” says
Coppel. Yahoo bought search engine Inktomi and search ad platform
Overture, which owned AltaVista, a search pioneer. Weiner later moved
into his first managerial role by heading up some of the newly acquired
businesses. Along with his leadership role came one of his first busi-
ness slogans—FUSE, which stands for “find, use, share, and expand.”

Weiner’s FUSE approach for search was visionary: Developing
products that allowed users to share information predated Facebook
and Twitter. The strategy also helped solidify his reputation as a leader
who articulated his wishes clearly. “It was an example of his ability to
develop conceptual frameworks and render them in understandable
formats,” says Tim Cadogan, who worked for Weiner at Yahoo. Weiner
was also known during his Yahoo days for wielding his fierce intelli-
gence as something of a blunt instrument. “He could be a little harsh,”
recalls Cadogan. “He was famously intimidating, asking an onslaught
of questions.”

The strategy may have been coherent, but it didn’t work. Looking
back, Weiner calls Yahoo's strategic approach a “challenging situation
because the very core that helped the company become so successful,
which was organizing the consumer web, became a real vulnerability.”
And so rather than investing more heavily in media properties, whose
advertising sales had been crushed in the dotcom implosion, Yahoo
attacked Google in search advertising. But Google thrashed Yahoo at
that game. And in 2008, while on paternity leave after the birth of the
first of his two daughters, Weiner decided to quit his job at Yahoo. He
was already working on a new plan.

JEFF WEINER
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“NEVER STOP PRACTICING. THERE IS NO PERFECT.”
JEFF WEINER, LINKEDIN INFLUENCER POST, “FROM SEINFELD
TO SUSHI: HOW TO MASTER YOUR DOMAIN,” JAN. 7, 2013

EVEN BEFORE JOINING LINKEDIN, Weiner used his professional net-
work masterfully in plotting his next move. It is common for Silicon Valley
executives who are between jobs to park themselves at a venture capital
firm as an “executive in residence.” Their job is to help the firm scout
investments, ideally where the executive could end up in management.
Andrew Braccia, who had worked for Weiner at Yahoo, had joined Ac-
cel Partners, and he helped Weiner land a position there. As it happened,
James Slavet, another former Weiner employee now at VC firm Greylock,
also offered Weiner an EIR gig. It was an unconventional move to accept
identical positions at competing firms, but that’s just what Weiner did.

The dual-VC role didn’t last long. LinkedIn founder Reid Hoffman—
whom Weiner had met at a dinner hosted by Fortune—was searching for
anew CEO for the company. In LinkedIn’s earliest days, Hoffman himself
had been the CEO, but he decided he was more suited to being chairman,
given that he’s more of a thinker and builder than an operator. (Through
dual-class voting shares, Hoffman controls LinkedIn to this day.) He
hired Weiner as interim president at the end of 2008 and promoted him
six months later. “He really focuses on a culture of leadership, especially
how to ask people to step up as leaders,” says Hoffman of Weiner.

The Hoffman-Weiner relationship has emerged as one of the happiest
founder-CEO partnerships in Silicon Valley. Weiner keeps a photo in his
office of himself and his boss at an Allen & Co. media conference in Sun
Valley, Idaho, both grinning widely. Hoffman’s office is next door, though
he spends one day a week at Greylock, the venture firm he joined, coinci-
dentally, after Weiner. He refers to Weiner as a “late-stage founder” who
“embodies the mission.”

While LinkedIn’s products serving recruiters, marketers, and regular
people in their careers predate Weiner’s arrival, its publishing platform
is one of his key initiatives. (LinkedIn’s three revenue generators are
software for recruiters; advertising and marketing sales primarily to
employers; and premium subscriptions to users.) For example, Linked-
In created an Influencer program in 2012 that anointed 100 or so key
industry figures (including the author of this article) and empowered
them to publish their career advice on LinkedIn. A key Influencer is
Weiner himself, who has written 28 posts, mostly on management top-
ics, and is “followed” by 1.4 million people. He has offered thoughts, for
example, on the right way for a leader to give feedback (clearly differen-
tiate between suggestions and orders), on retaining talent (by provid-
ing mentorship, career path guidance, and recognition), and on the
importance of removing people who are wrong for their jobs (including
a well-liked veteran who isn’t performing).

Weiner has adopted the language of compassion, invoking its impor-
tance at seemingly every turn. He also recognizes that compassion
wasn’t always his strong suit, especially at Yahoo. “I made the same
mistake a lot of less experienced, more junior executives make of seeing
the world through your own perspective and projecting onto people the
way they do things,” he says. Empathy, or feeling someone’s pain, can
hinder a leader from being helpful, Weiner says. But compassion—the
ability to understand another person’s pain—enables you to “do some-

A
To see a video interview with LinkedIn CEO Jeff Weiner go to Fortune.com.

thing about the way that person is feeling.
Compassion has essentially become my first
principle of management.”

Compassion, leadership, values, and vision
are all good and fine, of course, provided
they succeed. Given that Weiner has been
CEO for more than four years, so far so good.
Heath Terry, an analyst at Goldman Sachs,
projects that LinkedIn’s 2014 revenues will
be $2.2 billion, a 41% year-over-year growth
rate. What'’s more, the company’s revenue
stream is well diversified. Software for
recruiters still provides the biggest chunk of
business—58% of sales—but advertising
and premium-subscription revenues are
significant as well. Says Terry: “What Linke-
dIn is about is this incredible layer of data for
white-collar professionals.” LinkedIn’s stock
was recently off a whopping $100 from its
high last September. The Goldman analyst
ascribes the drop primarily to compressed
valuations for many high-growth Internet
stocks. He also says some investors have
soured on LinkedIn’s high costs from invest-
ing in new businesses. And after a big pop in
the stock post-IPO, some investors may well
have wanted to take profits.

To keep the company growing, Weiner has
his eye on a relatively untapped category of
workers: salespeople. Its new “sales naviga-
tor” product allows users to tap into Linke-
dIn’s database with tools to aid their selling
abilities. Non-U.S. markets, notably China,
also represent a big opportunity. Upwards of
70% of LinkedIn’s traffic comes from outside
the U.S., compared with 30% of its revenues.
LinkedIn opened for business in China this
February, and the market is so important to
the company that Hoffman has traveled to
China to work with the regional president.
As well, LinkedIn is increasingly marry-
ing its big-data analytical ability with its
emerging presence as an online publisher. In
addition to its high-profile contributor net-
work, the company recently allowed all users
to post longer-form essays on their profile
pages. Through acquisitions like Pulse and,
just recently, Newsle, LinkedIn has also got-
ten good at sending users relevant informa-
tion by email—all designed to increase the
time users spend on LinkedIn.

The CEO is a natural evangelist for
LinkedIn’s publishing platform. He says he’ll



frequently meet with customers who share
successes in recruiting, and he’ll urge them to
publish their accounts on LinkedIn. “T'll say,
‘That’s a post! You've got to write that. That’s
how you build your company’s talent brand.”

“DON’T LEAVE THE PITCHER IN
THE GAME FOR TOO LONG.” JEFF
WEINER, LINKEDIN INFLUENCER
POST, “THE MOST VALUABLE LESSON
I'VE LEARNED AS CEO,” FEB. 3, 2014

WEINER’S OWN BRAND as a CEO is ex-
tremely valuable right now, and so is his
net worth. He may not be a founder, but
LinkedIn has rewarded him generously. His
stock awards amount to over $250 million
at current prices. Yet for all his success,
Weiner hasn’t really been tested yet, at least
not by the sorts of calamities that typically
hit high-growth technology companies—a
missed product cycle, a recession, unex-
pected competition, a slowing growth rate.
(One test certainly would be investors
continuing to dump LinkedIn’s shares.)

Hoffman predicts Weiner will be Linked-
In’s CEO five years from now, though it’s
worth noting that Weiner’s immediate pre-
decessor resigned after Hoffman concluded
that his skills didn’t match the company’s
needs. For his part, Weiner has multiple out-
side interests, as well as a young family, that
keep him energized. He’s on the board of
financial-software maker Intuit, for example,
and is active with philanthropies including
the education-focused DonorsChoose and
Malaria No More. He’s also a passionate
foe of processed sugar, and he recently
invested in a California maker of no-sugar-
added energy bars called Frontier Bites.

If he hadn’t gone into the media busi-
ness, says Weiner, he might have made
a career in education. He never was a fan
of rote learning, and he remains interested
in education reform. Having chosen the
corporate life over teaching, however, he’s
starting to think of LinkedIn as an important
part of the job-training puzzle. “I didn’t
realize until I got to LinkedIn that without
access to economic opportunity, nothing else
matters,” he says. In Weiner’s view, LinkedIn
provides that access. It’s enough to make a
man want to write another memo. Il
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LESSONS FROM A LINKEDIN MASTER

CEO Jeff Weiner’s profile is (almost) perfect.
Here are five ways to make yours better.

PUT YOUR BEST PHOTO FORWARD
A high-quality picture is key to
getting people to notice you.
Weiner uses his corporate head-
shot. Note the lack of a tie—the
right move for him, since he

rarely wears one to work. Be

as authentic in your photo as you
are everywhere else on your profile.

LET YOURSELF BE FOUND

Too many people omit their per-
sonal contact info out of privacy
fears. Get over it. The CEO of
LinkedIn did. His contact info dis-
plays his Twitter handle and—for
“connections” —his real email.

GIVE GOOD SUMMARY

You may think LinkedIn profiles are
only for job seekers and headhunt-
ers. But people look at your bio for
all sorts of reasons—to invite you to
attend a party, join a board, go to a
conference, do a deal, etc. Weiner’s
summary includes the key bullet
points of his career.

BE COMPREHENSIVE

The more detailed you are about
your work history, the more points
of comparison you have with oth-
ers. Weiner hasn’t always followed
this advice. Before a Fortune query,
he had omitted his first job out of
college as an analyst with manage-
ment consultancy Braxton Associ-
ates. It has since been added.

INCLUDE VOLUNTEER WORK

Weiner is involved, for example,
with Malaria No More and the
Boys and Girls Clubs of the Pen-
insula (in the Bay Area). Showing
these affiliations humanizes you
and makes it easier for others to
connect with you on causes you
care about.
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