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TurbochargeYour LinkedIn Profile
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Why youmust be on LinkedIn

Linkedin has made job boards nearly obsolete, at least from an
Al P11 pekgedi@ There are currently over 85,000,000 profiles
stored on LinkedIn, making it an efficient, costeffective way for
decisionmakers to get information on candidates, clients and
customers

A LinkedIn Profile allows talent searcherso gain a 360-degreeview of
candidatesand their circle of influence, clearly things that a resume
cannot deliver. Andit givesLinkedIn usersa chanceto saywhatever
O E A ILO¥/Eo sayto a potential employer (or client) 8 if only they
had the chance!

Why your LinkedIn Profile must be optimized

Thebestreasonfor LinkedIn Profile optimization is verysimple ) Caé O
opportunity to differentiate yourself and increase the likelihood of
beingdiscoveredn an oceanof individuals with similar credentials

A fully optimized LinkedIn Profile allows you to communicate your
personal brand, thereby helping visitors to decideif you are truly a
0P A GEINT 10 AtohenO 6

&~

MERIDIA sysTeEMs.coM

INTEGRATED WRITING & VISUAL SERVICES
POWERFUL ® POLISHED & PROFESSIONAL



TurbochargeYour LinkedIn Profile

What sections of a profile can be edited?

¥ Name - First, last,and maidennames

¥ Headline - Will default to your current job title. Youcan changeit
to expressyour personal brand or how you want to be known (e.g.
OutstandingClient ServiceProfessional)

¥ Summary - Information about your mission,accomplishmentsand
goals

¥ Experience - Professionalpositionsand experiencejncluding jobs,
volunteerpostsmilitary, board of directors,non-profit, or pro sports.
¥ Education - Schooland educationalinformation.

¥ Applications - Youcan add applicationsto your profile to display
your work, get professionainsights,or collaborate with others.

E Certifications - Certifications, licensures, or clearances you've
attained.

F Recommendations - You can request professional
recommendationsand displaythem on your profile.

¥ Additional Information - Any other info you'd like to highlight,
including a link to your website,your Twitter name,associationsand
awards.

E Personal Information - Optional info such as phone number,
location,and birthday.

E Patents - Anypatentsyou'veappliedfor or received

E Publications - Publicationsthat havefeatured your work.

F Languages - Languagesyou understandor speak

O07A AT AOOET AOGO
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Your LinkedIn Profile isnot your resume!

Theyhavetotally different functions and E GrépOrtant to understand
the difference

A Your professional resume documentsyour goals, skills, education,
and mostimportantly, your relevant experience

A Although your LinkedIn Profile containsan O %@ b A OsEcfidnfarA 6
extracts of your resume,t is first and foremosta personalbranding
page 8 an opportunity to conveyyour businesspersonality in the
mostpolishedand professionalway.

A Bottom line: You clearly need both assets8 but manage them
appropriately for their purpose.
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JDelacroix RT @E
#Tonight 9PM EST

LinkedIn Profile

Jennifer Delacroix -

Branding, Marketing, and Advertising Director

Signature 21 Professional Branding Services
4 G rx Chy Ares | Maeting and Avectsng

et « Director, Signature 21 Professional Branding Services, Inc.

« Vice President. Greenbank, Vad & Beverwyck, Inc.
« Assistant Director, SNCF Railways (Paris, France)
« Senior Advisor, South Coast Brand Development

« Penn State University
« Princeton University

« Jennifer Delacroix - The Blog
« Jennifer Detacroix - The Portfolio

JDelacron
Public Profle hitp:awww linkedin cominflenniferdelacroix
»»»»» = e = P 228 vearg Fag

ABoth need to generate interest.

Use the LinkedIn Profile to
communicatebrand attributes
emphasize interests, and
convey personality.
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Professional Resume

Your Name
Street Address » Oty, State o Provice, Zp
Phone Number + emai_address@emai com

OBJECTIVE or SUMMARY
A

by y you bing 1 8 prospectve
employer and entce a hifng mansger 1o read your resume.

SKILLS SUMMARY
Six years expenance as an office assistant supporing two senior managess in
Finance and Marketing.

« Exceptonal computer knowledge for analyzing reports in Excel and for bulding
PowerPant presentations.

*  Expedence with coordinating meetings witin varous finsncisl depantments

SKILLS AND EXPERIENCE
SKILL GROUP TITLE

« Action words + Keywords + Skills + Knowledge
* Bespedfic using numbers and pecentages

SKILL GROUP TITLE
‘Action words + Keywords + Skills + Knowleage

* Be speaic usng numbers and percentages

SKILL GROUP TITLE

« Action words + Keywords + Skills + Knowledge.

+ Bespeafic using numbers and percentages.

Use the Resume to
communicategoals and
relevant professional
experience.
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TurbochargeYour LinkedIn Profile

Synchronize your LinkedIn Profile and Resume.

Take the extra time to be sure that extracts from your professional

resume match perfectly with the information shownon , ET EAA) 1

O%@D A Gechioh A A 6
Why?

Ask anyone x E | @gotfen tripped up in an interview when it was
discoveredthat what they claimed on their resumeA E A indto® up
with their LinkedIn Profile. For just a few minutesof additional work,
this kind of humiliating incident can be easilyavoided

Set up a process by which your Linkedin O %@ D A O $edibnAsA 6

updated any time there is new relevant information added to (or
removedfrom) your professionaresume
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LinkedIn Profile

Jennifer Delacroix -

Branding, Marketing, and Advertising Director

Signature 21 Professional Branding Services
4 Graater Now Yors Cry Arss | Maeting and Advertsng

JDelacroix RT @ETPnetwork #Rado Show YOUR #CAREER IS CALLING
#Tomght 9PM EST @1 Bronc h"p !L’T’Y--E\lc ONC.COM var .

Current « Director, Signature 21 Professional Branding Services, Inc

Past * Vice President. Greenbank, Vad & Beverwyck, Inc.
« Assistant Director, SNCF Railways (Paris, France)
* Senlor Advisor, South Coast Brand Development
seeat
Education * Penn State University
 Princeton University

ans 26 people have recommended Jenaifer

500+ connections

o Jonnifer Delacroix - The Web Sita
« Jennifer Delacroi - The Blog
o Jennifer Delacroix - The Portfolio

Twittee JOelacron
Public Profils hitp:{Awww linkedin comyinflenniferdelacroix
Lo Share -
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Professional Resume

Jennifer Delacroix

Objective OR Summary

a prospectve
employer and entce a hiing mansger 1o read your resume. Gethep

Professional Experience

Erectm v oot e G558 et

| Experience ||< @‘,

\ 4

‘Company and Lecaton
* Action words + Keywords + Skils + Knowledge
* Bespeofc by using numbers and percentages

Relevant Skills

Skill Group or Title: List skils here.

Education

Example Education:
B.Sc, Computer Saence (Hgh Honors), Uiversity of Britsh Columbia, 2002
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TurbochargeYour LinkedIn Profile
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The Profile Summary: The Jewel of the Page

The Summaryarea of your LinkedIn Profile constitutesthe O E A »fA 1 6
the entire pagez because decision-makers scan the summary first

(only after reading your name and tagline). For this reason, your
Summarymustbeexceptionalin everyway possible

Hereare somesuggestionghat will improve your Summary

1. Try to write in the first person O am, | do 86 ; it conveysan
authenticity that getslost when writing in the third person(i.e,
O* AT leter&deéher people skills when developing project
teams8 ,; Jenniferis a personalbranding thoughti A A ZefEO h &

2. Write your Summaryin the Who/What/Goals format: Thefirst
few bullet points tell peoplewho you are, the next severalpoints
explain what you do, and the final bullet provides information
about your professionalgoalsor aspirations.

3. Havea friend or colleaguelisten while reading your Summary
aloud 8 then ask yourselvesthis question O $ | ryQuinkedIn
Profile passthe O 3 % E A @st? This will help you to pinpoint
areasthat canbeimproved
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andonlyyoud O
(William Arruda)

Summary 53)." 4(% O7(/ T7('471" 1", 3¢
| have a talent for verbal, written and visual OAT T DOBO O 8A fefpind 6
professionalsto unearth, develop,and communicatethe conceptsand ideasthey A AT 6 ¢

articulate well themselveSTHEO 7 ( /COMPONENT)

| am currently a branding specialistwith a specialinterest in helping individuals to

uncovertheir personalbrand attributes. | coachthem through the discoveryprocess,
help them developa strong, resilient brand, and guide them through the deploymentof

their brand throughout numerousinternet channels

(IMBA) that provides compelling evidence of my concept translation and brand
developmentskills.

Whennot actively involvedin branding projects,| do extensiveresearchon the factors
that motivate people to buy. | also conduct webinars on corporate, product, and
personalbranding. (THE® 7 ( ! @EMPONENT)

| look forward to establishingstrong ties with companiesand organizations that need
bold,freshideasaboutbranding and marketing. (THE®* / ! CGMPONENT)
(Note: LinkedIn gives you 2,000 characters for your Summary! Use them up!)
Specialties

Brand discovery, development, & deployment; visual concept translation, social media
consulting, writing and authoring, taglines, brand deployment strategies
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Your brand is your unique
business identity and your
OAPOOGAGETT 8 All 1T &£ OEA AAOGO
attributes you want others to
know about.

TurbochargeYour LinkedIn Profile

The LinkedIn Profile gives you a
platform for communicating
that brand to millions of users

. . . worldwide!
Think of your profile as a branding tool.
There are many ways to convey your personal brand and pick up
valuable mind share in the brains of decisiormakers using your -
LinkedIn Profile. Energetic

idea developer

Relentless in
pursuit of ROI

Hereare just a handful of things youcandoto raisebrand awareness
for all visitorsto your profile:

AUseOD T xxA @ Adddescribeyour unique skills and talents. A
helpfullist can be found herenttp:/imww.youthjobs.ca/power_words.html

A Insteadof the traditional © O Eubdelyéur name,considercreating
atagline. It requirescreativity 8 but the payoff can be significant
becauseofits ability to attract the attention of the right people

A Usingthe SlideShare application, designa slide deckthat visually
displayswhoyouare,what youdo,and why peopleshouldcare.

Creative
problem-solver 3AAT AU 1A
01 CAl & |&E

A Wheneverpossible,get the word out about your brand by joining
groups, participating in discussions, asking and answering
questions,and consistentlylinking postson other social media sites
to your LinkedIn Profile (and viceversa)
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