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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
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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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TurbochargeYour LinkedIn Profile
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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.

94
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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 -

FOF = Pt &8 vCard Flag

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

06
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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

TurbOChal’geYOUF LinkedIn Profile business identity and your ﬂ S s by g e
A

OADPOOAOGEI T 8 e OEA AAOO
g . 4 Greater New York City Area | Marketing and Advertising
L attributes you want others to
s gg: know abOUt. Current  Directer, Signature 21 Professional Branding Services, Inc.
fingd: 1S 8
customers Past « Vice President, Greenbank, Vail & Bevenwyck, Inc.
. . . . « Assistant Director, SNCF Railways (Paris, France)
The Lmked|n prof”e glVeS yOU a « Senior Advisor, South Coast Brand Development "
platform for communicating Education « Pann Stata Universiy
. « Princeton University
that brand to millions of L!SEI’S Recommendations 38 people have recommended Jennifer
worldwide! Connections 500+ connections

Think of your profile as a branding tool.

Websites « Jennifer's web site
« Jennifer's blog
« Jennifer's portfolio

Twitter JDelacroix

Public Profile http:/www linkedin.com/infjenniferdelacroix

There are many ways to convey your personal brand and pick up
valuable mind share in the brains of decisiormakers using your
LinkedIn Profile.

(55 share = poF & Print [E=# vCard 1, Fiag

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

Creati
displayswhoyouare,what youdo,and why peopleshouldcare. reative

problem-solver e o 3AAT AU TJA1
01 CAlI & |&El O

C

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)

07
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TurbochargeYour LinkedIn Profile
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Why is a tagline generally better than a title?

When your name showsup in a LinkedIn search, E OrbtQust your
nameO E Adisplayedd E GnbaeverU i O énhésAnto include asyour
title, too. But conventional job titles carry relatively low O $ 676

differentiation value.

Taglines, by contrast, have what Eric Schwarzj O 4Tadline' 0006 q

calls marquee value 8 the ability to capture in few short words a
memorablesnapshotof your brand image.

If youA T TfeelQou havethe skill to capture your brand in a tagline,
consider consulting with a branding or marketing specialist It is a
valuable assetthat can generatea great deal of interest and a great

deal of traffic.

Look at the graphic on the facing page 8 Which versionof* AT T E/EA 08
profile would you be more likely to remember? And think about the
power of brand recall if your tagline resonatesin the mind of a hiring

manager,recruiter, or decisionmaker!
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Branding, Marketing, and Advertising Director
Signature 21 Professional Branding Services
4 Greater New York City Area | Marketing and Advertising

Current * Director, Signature 21 Professional Branding Services, Inc.
Past * Vice President, Greenbank, Vail & Beverwyck, Inc.
« Assistant Director, SNCF Railways (Paris, France)
* Senior Advisor, South Coast Brand Development
sesall
Education » Penn State University

o Princeton University

Recommendations 38 people have recommended Jennifer

Ci 500+

Websites + Jennifer's web site
« Jennifer's blog

o Jennifer's portfolio

Twitter JDelacroix
Public Profile hittp://www.linkedin.com/in/jenniferdelacroix
[=5> share X ror = Print (=8 vearg I, Fiag

j ix (sl
| give brands “top of mind" stature by making them
impossible to forget.
4 Greater New York City Area | Marketing and Advertising

Current * Director, Signature 21 Profe rvices, Inc.
Past * Vice Presidi verwyck, Inc.
. A ilways (Paris, France)
. ‘Coast Brand Development
sesall
Educatior University
eton Univel “
Recommendaflons 38 peoj nnifer
Connections 500+ con|
Websites + Jennifer's web site
« Jennifer's blog
« Jennifer's portfolio
Twitter JDelacroix
Public Profile hittp://www.linkedin.com/in/jenniferdelacroix
[=5> share X ror = Print (=8 vearg I, Fiag
#A0 3 UOOAIL R #
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Branding, Marketing,

Aot broeolon

Branding Services
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TurbochargeYour LinkedIn Profile e
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phrases. The graphic below shows the ten (10) most

overused buzzwords in the USA(Source: LinkedIn).

-

. Extensive Experience

A

. Innovative

. Motivated
Results-oriented
Dynamic

. Proven track record
. Team player
Fast-paced

. Problem solver

. Entrepreneurial

=

Be creative and efficient in the way you write.

Decisioamakers are busy people In scanninga LinkedIn profile, they
look for writing that pops off of the page and hits hard with positive
impressions

—ry

Linked [[1]-
How you write will have a strong impact on the way you are perceived
With that in mind, aim for:
Be direct, assertive, and interesting. Make good use of
the dictionary and thesaurus. Have others review it
before you post it. Refresh it regularly.

ACleanclear and unambiguouswriting
APowerfulimpactful writing

A Original, expressivavording and phrasing
A A clear commandof language

NOT GOOD MUCH BETTER
Hereare somecommonerrors that can drive decisiormakersaway from
your page An innovative, dynamic and results A tough-minded IT leader who gets
oriented professional with a proven the job done with zero loose ends
AMuddy ambiguousphraseology track record of being a team player_in Espgcially gf‘fective in_ balancing
AFail ,t K int ivel the fast-pacedword of entrepreneurial multiple projects,competingagendas,
ailure to makea point assertively problem-solving and constantlyshifting priorities.

ALanguageerrors_: spelling,punctuation, grammar, etc8
AExcessivaiseof @orpspeak uzzwords and cliches

' MERIDIA sysTeEMS.coM
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TurbochargeYour LinkedIn Profile

Embed keywords for SEO benefit.

SEO

Search Engine Optimization

SEQ(SearchEngineOptimization) includesall of the things you can do
to drive traffic to your website,your blog, or your LinkedIn Profile.

SearchenginesO A O Ahe Web for keywordswhen peopletype in their
searchqueries Themore you can embedyour own keywordsinto your
LinkedIn Profile,the higher your SEChenefit

Suggestiongor optimizing your LinkedIn Profile for SEChenefitare:

10

#0O0O0I I EUA OEA 52, £ OAHINIOK PWMMAd AGlAFod FET A
The customization URL is as follows:
http://www.linkedin.com/in/ yourname.
Embedkeywordsstrategically throughout your profile.

Try to list up to the maximum of three (3) links in the billboard
area (e.g., your businessweb site, your personal web site, your
blog). Whenentering the anchor text for the hyperlink, embedas
many of your keywordsaspossible

For helpin determining your bestkeywords,do a Googlesearchon
O E ltodind keywordsfor 3 %/8 dhere are hundredsof links!

| have a talent for verbal, written and visual @oncept translation 68 helping
grqussioqalsto unearth, develop,and communicatethe conceptsand ideasthey
A A TaicQlate well themselves

| am currently a branding specialistwith a specialinterest in helping individuals
uncoveringtheir personalbrand attributes. | coachthem through the discovery
processhelp them developa strong, resilient brand, and guide them through the
deploymentof their brand throughout numerousinternet channels

andbrand development skills.

Whennot actively involvedin branding projects,| do extensiveresearchon what
factors motivate peopleto bu also conduct webinars on corporate, product,
and personal branding .

| look forward to establishing®go!
needbold, freshideasaboutbranding

with companiesand organizations that
arketing.

i ET OEA O

g MERIDIA sysTeEMs.coMm

INTEGRATED WRITING & VISUAL SERVICES
POWERFUL ® POLISHED ® PROFESSIONAL



TurbOChargeYour Linkedin Profile ASK FOR AND OFFER RECOMMENDATIONS

Add recommendations and connections.

Recommendations from colleagues, business partners, former
managers/supervisors,or well-satisfied clients go a long way in
establishingyour value and credibility.

For hiring managers, they provide a snapshotof a AAT AEAAQAS

strongest positivessimply by scanningthe frequencywith which key
descriptorsare cited.

Example:

If you have 10 recommendationsand 8 of the 10 havedescribedyou
asOE E ADIAW OB OAKE@AIDDOR O Otélehted gtaphic
A A O E (A Qi€ETe et that you display thesecharacteristicson a
consistentasis

Bepersistentin seeking(and giving!) recommendations
Connections are a slightly different story: You obviously want to
increaseyour connectionsas much as you can, but you also needto

connect to those with whom you feel comfortable establishing a
relationship.

11

Linked [J: Home Comnch Groups Jobs Inbox (1) More... ["Pocpis -

Edit Profile

Received Recommendat endatons  Request Recommendations
View Profile

p!e who know you best to endorse you on Linkedin

/ € Choose what you want to be recommended for
[ Chooee.

[ Add a job or schoo! |

) Decide who you'll ask

Your connections: || (ind

KEEP BUILDING YOUR DATABASE OF CONNECTIONS

Your Network of Trusted Professionals

You are at the center of your network. Your connections can introduce you
to 2,958,200+ professionals — here's how your network breaks down:

1 Your Connections 481
sy Your trusted friends and colleagues
2% Two degrees away 46.600+
s} Friends of fiends; each connected to one of your connections ,
Three degrees away
& Reach these users theeugh a friend and one of their friends 2,911,000+
Total users you can contact through an Introduction 2,958,200+

7,377 new people in your network since July 30
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TurbochargeYour LinkedIn Profile

Linked [3).

22 Groups

Join or start groups.

Why bother with LinkedIn Groups?

The simple answer is to locate people with shared interests and
establishvaluable new connections

By searchingthrough the listing of LinkedIn Groups,U T Cb@ &ble to
locate your industry and target audience After that, you cansignup to
join a particular group simplyby clicking a link.

Somegroupsallow instantaneousacceptancewhile othersrequire the
O A A [ t&reply and approveyour request

Groupdiscussionsllow you to communicatewith peopleall over the
world. You can begin networking by E)articipating in the discussions,
starting a discussionQ 1 E EcBnin@titidg etc.

It AT A Qdkedldhg for the benefit of group participation starts to
showup in the form of increasedtraffic to your profile page

12

Linked[fl> :ccom rype posic

Home Profile Contacts | Groups | Jobs Inbox (] Companies News Wore

Your Groups

Measure St our white paper and create bottom line res

Groups You May Like

Edit Profile | View Profile | Groups Directory Flnd the groups that
Crests a Group will be of most interest

Chip Hal aT&T Alumni stems.com est to you
[ The power| | ation As [RetwOrking .. BRANDVWORKING!
GreaterNg |\ channel ting and Advertising

Seeall»

Linked ([

People ~ Jobs!~ Answers - Companies -

£ tome

g

&8 Groups &

r My Groups | Groups Directory | Create a Group
Profile =

£ty Profie
Vet ot My Groups (13)
Recommendations

B contoct £ Authority Social Media Marketing
ontacts Discussions | News | Updates | Members | Settings | Manage
Connectons

Imported Contacts
Network Stafistics. andnashs brandhackers

@ Discussions | llews | Updates | fembers | Settings | Leave Group
Inbox. -

Compose Wessage
Community 2.0

Messages

. Discussions | News | Updates| Wembers | Seftings | Leave Group
Introductons

Inviations eMarkelng  elMarketing Association Network

Profiles Association Discussions | News | Updates | Members | Settings | Leave Group
asa

Jobs.

Neweciotre New Media Hire
B Discussions | liews | Updates| lembers | Settngs | Leave Group

Pro Marketers - For Marketing Professionals
VARKETERS|

Discussions | News | Updates| iembers | Settngs | Leave Group

# Aurora oe Progressive Manufacturing 100 Awards 2003
Brown 5] Discussions | News | Updates | lembers | Setings | Leave Group

S Social Media Marketing Group

Discussions | News | Updates | lembers | Seftings | Leave Group

mcigl  Social Media Today
L Discussions | News | Updates | Hembers | Settings | Leave Group
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TurbochargeYour LinkedIn Profile
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Include an Amazon Reading List.

ReadingList

by
amazon

Thereare distinct benefitsfor adding an AmazonReadingList to your
LinkedIn Profile.

Areading list:

A Givesyou the opportunity to make an emotional connectionwith
individuals UT O &&d met and build relationships based on
sharedinterests $ 1 1fdgét that decisionmakersmay get a better
overallimage of your brand by seeingwhat youread.

A Revealsyour interests, passionsand points of view. Aslong asyou
AT 1objéxt to sharing the information, this gives your personal
brand a powerful boost

Note:

You can update your reading list from either the home page or your profile
page

13

WORDS
THAT SELI
DS
RIP FANS

(8]

&

SOMETIMES
CHANGE
HISTORY

You can remove the reading
list at any time.

Reading List by Amazorl [Remove] I

ReadingList>>amazon

Powerlines: Words That Sell Brands, Grip Fans, and Sometimes
Change History (Bloomberg)

by Steve Cone

See this book on Amazon »

Chip has read this book

\Ab Recommended

Comment: “For those who truly appreciate the value of a hard-hitting tagline, this book
is a must-read. Steve...”

Read more »

Differentiate or Die: Survival in Our Era of Killer Competition
by Jack Trout

See this book on Amazon »

Chip has read this book

Q
\'E Recommended

Comment: "With the pressures of 21st century business comes the pressure of 21st
century competition — and by...”

Read more »

You can add more titles

Update your list .
at any time.

! MERIDIA sysTeEMs.coMm

INTEGRATED WRITING & VISUAL SERVICES
POWERFUL ® POLISHED ® PROFESSIONAL



TurbochargeYour LinkedIn Profile
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Keep your network posted with status updates.

In the socialmediaclimate of 2011, keepingyour network postedwith
statusupdatesis (or shouldbe) a routine procedure

Whenyou click the link that saysO 0 Ta®3OD A Addektly underneath
your name and title (or tagline), the blank update box appears and
gives you the opportunity to share information about what UT &8 OA
doing,how U T Odoinddit, why U1 Odoiddlit andwhereU T Odoiddd

to bedirected elsewhere

The basicquestionU T O @gpdndingto when typing a status update
is; O7 E A® you working 1 1 e To keepthe update relevant for
others, try to makeit informative, helpful, and interesting (however,
AT Tcénfuseinteresting with O AT O A O @Aseut faclisGhiould be
totally professionaland appropriate).

Alsa The savvy LinkedIn user will leverage the power of status
updatesby embeddingspecialkeywordswhenmaking an entry.

&~
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