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Our Vision,
Realized
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STEP ONE

—— Add a photo

Members with a photo get up to:
9x more connection requests
21x more Profile views

36x more messages




Industry

Hospital & Health Care

STEP TWO

Add your industry

Members with industry
information receive up to 9x more
Profile views

More than 300K people search
by industry on LinkedIn every
week

Edit Intro

STEP THREE
Draft a compelling
summary

Your “elevator pitch”

Focus on career
accomplishments and aspirations

40+ words




STEP FOUR
o e . Detail your work
S “ experience

Members with up-to-date
positions receive up to:

5x more connection requests
8x more Profile views

10x more messages

STEP FIVE
Add Examples
of Your Work

Upload photos, presentations,
and videos
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Should 15,000 Steps aDay BeOur  1[]) Wedical basics stll needed in o appeallng representatlon of

Give a dynamic, visually

New Exercise Target? Developing World

your professional story




Volunteer Experience

n Wish Granter
Aid the delivery staffin meeting with Wish
wish and family information, and planning

Volunteer Nurse

Taught courses, managed bloot

d drive and other leadership roles throughout the organization.

STEP SIX

Add Volunteer
Experience

Members who add volunteer
experience and causes get up
to 6x more Profile
views than those without

Build Tht

dership:
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Sharing updates vs. publishing posts
HELPING YOU GROW AND ENGAGE YOUR NETWORK

Updates Publishing
Share links, articles, Deeply explore topics
images, quotes or that matter to you, then
anything else your watch the comments to
followers might be see your impact

interested in

SHARING UPDATES

Share Status
Updates
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Best practices for
sharing updates

1. Share your authentic voice

2. Post frequently

3. Start a conversation or share your point of
view

4. Include rich media to increase
engagement

5. Create an opportunity for reciprocity

Publishing on LinkedIn

Becomes part
of your profile

Gets shared Reaches the largest
with your network group of
professionals
assembled online
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PUBLISHING

Start on your
homepage

Best practices for
publishing content

1. Create a headline that captures attention
2. Include a photo to stand out

3. Be authentic, use your voice

4. Think about your audience
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1,156 views 112 reshares

g []

3 clicks from people 16 have the job title Your biggest Your article was
at SAS Salesperson audience is from found through
San Francisco Bay Linkedin.com P
o UBLISHING
Corporate Trainer 9
Facebook n
Global Young F Human Resources & Greater Chicago 8
Veices Specialist Area Google Search 7 —
Hordstrom 2 Cperations 5 Greater New York 6
Specialist City Area
R K Harrison 1
Insurance Brokers Banking Sales 3 Greater Los 4
Consultant Angeles Area

Toronto, Canada 2
Area

Shaw more ~~

progress

—\ Most of your clicks came from your
(1s) 2nds
2nd+ degree network

Follow Industry Leaders

th Care Compliance Associ
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HCCA @ 1 a 3 connections work here. See all 1,063 employees on Linkedin =
- View in Sales Navigator m

Roy Snell . 2nd @  SCCE/HCCA
CEO at Society of Corporate Compliance and Ethics . Sa_ml Mary’s University of
" Minnesota

Greater M

Area
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Corporate Comy

@ @ 2connections work here. See al employees on Linkedin =

m View in Sales Navigator | ESS]

Society of Corporate
Compliance and Ethics.

Gerry Zack - 2nd ®

Incoming CEQ at SCCE & HCCA . Loyola University Maryland
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One Last Thing
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