
From BASIC 

to BRILLIANT



Define
YOUR GOALS



WHAT IS YOUR OBJECTIVE?

1. Brand Awareness

2. Lead Generation

3. Lead Nurturing

4. Career Opportunities

5. Recruiting Talent



WHAT IS YOUR OBJECTIVE?

• Brand Awareness

• Hashtags

• Collaborations

• Engagement

• Campaigns



WHAT IS YOUR OBJECTIVE?

• Lead Generation

• Actively connecting/direct outreach

• CTA on profile and most content pieces

• Lead Nurturing

• Consistent, valuable content

• Regular check-in’s via messaging



WHAT IS YOUR OBJECTIVE?

• Career Opportunities

• Thought leadership

• Media throughout profile

• Recruiting Talent

• Thought leadership

• LinkedIn Recruitment Solutions



complete your

PROFILE



COMPLETE YOUR PROFILE 

1. Banner Image & Profile Picture
• Custom Images, Color Picture

2. Title, Summary & Media
• Capitalize Each Word in Title, include first-

person bio, add newsworthy/bragworthy media

3. Experience

4. Skills & Endorsements

5. Recommendations

Professional 
Headshots 

Get 14x More 
Profile Views





CONNECTION

etiquette



BE KIND & APPROACHABLE

• ALWAYS include a custom message

• Ice breaker to launch conversation

• Introduction – include WHY you are connecting

• NEVER PITCH IN A REQUEST!



GOOD EXAMPLES 



GETTING INTRODUCTIONS

• Know your 1st degree network.

• Are they still at the same company?

• Do they have connections at a different organization?

• Can they refer you to two new connections?

• Nurture those connections with engagement and check-in’s.

• Ask for introductions to 2nd degree connections.





LinkedIn
PREMIUM



SHOULD I PAY FOR LINKEDIN?

• Premium Career: $29.99/month

• Great for job seekers, more exposure, better opportunity access

• Premium Business: $59.99/month

• Additional Opportunities

• Sales Navigator Professional: $79.99/mo

• Pro, Team, Enterprise Options

• Recruiter Lite: $119.99/month

• For recruiters seeking top talent



PREMIUM BENEFITS

• Extended Network Access

• Removes search limitations to research contacts.

• InMail Credits (15/month)

• Contact users you’re not already connected to

• Who’s Viewed Your Profile

• Free version only has most recent five people.

• Open Profile & Gold Badge

• Allows 2nd+ to view profile

• LinkedIn Learning Access

• Over 13,000 content pieces



CONTENT 

Creation



IDEATION

• What is your OBJECTIVE?

• What is your THOUGHT 
INFLUENCE?

• What are your VALUES?

• What is your TARGET MARKET?
• Job Title

• Location

• Interests
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IDEATION

•Build a Topic Strategy
• Core Topics + Sub Topics (3)

•Content Consumption
• Read/Learn Weekly
• Newsworthy Announcements
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TOPIC STRATEGY

CORE TOPIC

Sub6 Sub1

Sub4 Sub3

Sub5 Sub2

1

2

3

1

2
3 1 2

3

3

2

1

1

2 3 1 2

3

OBJECTIVE: Attract New Clients
THOUGHT LEADERSHIP: Business Owners
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LUXURY 

PORTRAIT

PHOTOGRAPHY

First 
Impressions

Personality
& Brand

Style/
Apparel

PSYCHOLOGY of 
first impressions 

What creates an 
APPROACHABLE image

COLORS: Color Attributions, 
Color Psychology

OBJECTIVE: Attract New Clients
THOUGHT LEADERSHIP: Luxury Market, 
Executives, Business Owners, Influencers

SYMBOLISM: Accessories, 
Props, Important Jewelry

BODY TYPE: Figure Flattery, 
Posture/Poise

TARGET MARKET: 
Prospect Analysis

TARGET MARKET: 
Prospect Analysis

History of 
Symbolism

Examples of 
Effective 

Accessories

The Power 
of a SMILE

Power
Colors

Color 
Association
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•What makes a solid piece of content?
• VALUE

• Actionable

• Encouraging Engagement

•What makes a strong content strategy?
• Consistency

• Frequency (Timing)

• Engagement

• Format Variety

ART OF STORYTELLING



CHANTEL’S SUPER SECRET 
CONTENT RECIPE
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HOOK
PERSONAL STORY

SUPPORT ONE
SUPPORT TWO

SUPPORT THREE
QUESTION

ONE AMAZING PIECE OF CONTENT!



EXAMPLE
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HOOK: STOP BEING SO LAZY!

PERSONAL STORY: Listen, I get what it’s like to be busy. But putting off the personal trainer or daily 
meditation because you “don’t have time” is a weak excuse. You have to MAKE THE TIME!

SUPPORT ONE…Eat the Frog by Brian Tracey…
SUPPORT TWO…Prioritization Benefits…
SUPPORT THREE… Scientific Facts…

QUESTION: What are your TOP 3 priorities and how are you going to MAKE TIME for that thing 
you’ve been pushing off?!



FORMATS

1. TEXT ONLY

2. PHOTO

3. VIDEO

4. DOCUMENTS

5. ARTICLES
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• BENEFITS:
• Clear & Concise

• Zero Prep Required

• Auto-Post Friendly

• DRAWBACKS:
• Users naturally drawn to graphic elements

• Opportunity for misinterpretation

TEXT ONLY

GREAT FOR 
TOP OF 
MIND 

NURTURING!



•DO’S:
• Use appropriate hashtags
• Leverage spacing for digestibility

•DON’T’S:
• Over-use it / use ONLY text posts

• Copy and paste other user’s content

• Be over salesy or spammy

TEXT ONLY
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• BENEFITS:
• Attention-grabbing aesthetics

• On-brand graphic elements

• Stands out in user feed

• DRAWBACKS:
• Lower-performing

• Not as effective as video

PHOTO POST

GREAT FOR 
BRAND 

AWARENESS!
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• DO’S:
• Use captivating colors

• Include alt-text

• DON’T’S:
• Use existing content without giving credit.

• Get TOO personal

PHOTO POST
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• BENEFITS:
• Video engages and builds trust

• The most effective form of content

• DRAWBACKS:
• Extremely time consuming to prepare, record, 

edit & publish

VIDEO POST

GREAT FOR 
BUILDING 

RELATIONSHIPS

& TRUST!



•DO’S:
• Evaluate lighting

• Shoot from proper angles

• Eliminate background noise

• Choose a clean background & 
change it up to keep content fresh

• Prepare topic / script

• Shoot a time or two for comfort

• Add captions

VIDEO POST
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•DON’T’S: 
• NEVER record while driving!

• Don’t record with a lot of background 
noise (i.e. traffic, water, etc.)

• Don’t post without reviewing auto 
captions

VIDEO POST
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•BENEFITS:
• Excellent Performance in search results 

(MOZ 100 score!)

• Static placement on profile

• Amplify profile leadership

•DRAWBACKS:
• Lower reach than other content forms

• No way to prioritize articles other than by 
recent date of publishing

ARTICLES
GREAT FOR 
BUILDING 
THOUGHT 

LEADERSHIP!
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•DO’S:
• Use a catchy headline (10-50 characters)
• Article should be ~2,000 words
• Use simple language and a neutral tone
• Include subheaders for digestibility and SEO (5/7/9)
• Use a custom image in title banner
• Listicles and How-To’s perform best
• Publish on a THURSDAY ☺
• Upcycle content (for other formats) and cross 

promote on other platforms!

ARTICLES
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•BENEFITS:
• NEW! Use it while it’s HOT!
• PDF’s, Press Releases, Sales Sheets, 

Portfolio Pieces

•DRAWBACKS:
• Can be viewed as SPAM
• Still a bit buggy

DOCUMENTS 

GREAT FOR 
LEAD 

GENERATION!
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•DO:
• Include text in the post of the document share.

• Encourage people to save the documents for further review.

• Share multiple pages (5 – 10) of various sizes

•DON’T:
• Share documents that aren’t yours (copyright infringement) 

without giving proper credit.

DOCUMENTS 
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• DO:
• Collaborate with folks who engage regularly on your content

• Provide thought-provoking comments to encourage others to 
interact and engage on your topic.

• DON’T:
• DO NOT tag dozens of people on your content purely for 

reach.

• DO NOT mass message/share content in messaging 
requesting engagement.

ENGAGEMENT ETIQUETTE
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• How to Find & Follow 
the Hottest Hashtags

HASHTAGS
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