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THE PERFECT PROFILE FRAMEWORKTM |PROFILE PICTURE

CREATE YOUR OWNSAMPLE

DO YOU HAVE A PROFESSIONAL PROFILE PHOTO?

KEYTIPS:

NEVER use your company Logo as your profile picture
Choose a photo that actually looks like you.
Make sure your face takes up at least 60% of the frame. 
Choose the right expression.
Wear what you’d wear to work.
Choose a background that isn’tdistracting.
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THE PERFECT PROFILE FRAMEWORKTM |HEADLINE

SAMPLE

CREATE YOUR OWN

WHAT IS THE BEST WAY TO DESCRIBE THE PROBLEM THAT YOU SOLVE – FOR WHO?
120 CHARACTERS
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PROFILE PICTURE

PEER VS PROSPECT

SKILLS & 

RECOMMENDATIONS

SUMMARY

BACKGROUND

HEADLINE

Your Headline. It’s your tagline, follows you around on LinkedIn and the first thing anyone on LinkedIn 
sees about you.
If you need the format in a simple way it’s: I help XYZ achieve XYZ by XYZ | Keywords
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THE PERFECT PROFILE FRAMEWORKTM |BACKGROUND

SAMPLE

CREATE YOUR OWN

WHAT KEY WORDS WOULD BE MOST RELEVANT FOR YOU AND SHOULD BE 
USED ON YOUR BACKGROUND?

THE CORRECT SIZE FOR THE BACKGROUND IMAGE IS 1400 X 425 PIXELS - CANVA.COM

6

Choose Key words that your target market would use if they wanted to search for a solution to their
problem.
Please note corporate guidelines may apply
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THE PERFECT PROFILE FRAMEWORKTM |SUMMARY

CREATE YOUR OWNSAMPLE

WHAT QUESTIONS WILL YOU THROW IN YOUR SUMMARY?

2000 CHARACTERS
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SUMMARY
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You can use the simple format: About, free resources, call to action.
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THE PERFECT PROFILE FRAMEWORKTM |PEER VS PROSPECT STRATEGY

CREATE YOUR OWNSAMPLE

PEERS / PROSPECTS - WHO ARE YOUR IDEAL PROSPECTS YOU SHOULD BE 
CONNECTING TO?
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Surround yourself with people you would want to do business with, not people who are your peers.
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THE PERFECT PROFILE FRAMEWORKTM |SKILLS & RECOMMENDATIONS

SKILL ENDORSEMENTS ARE A POWERFUL CREDIBILITY BUILDER.          
WHAT SKILLS WOULD YOU LIKE TO BE ENDORSED FOR?
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SUMMARY
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SKILLS & 

RECOMMENDATIONS

CREATE YOUR OWNSAMPLE

Select up to 20 skills and put them in the order you want to be ranked for
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THE PERFECT PROFILE FRAMEWORKTM |SKILLS & RECOMMENDATIONS

RECOMMENDATIONS ARE THE ULTIMATE CREDIBILITY BUILDER AND 
PROVIDE ‘SOCIAL PROOF’ TO YOUR PROSPECTS.
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LIST 10 TO ASK FOR A RECOMMENDATIONSAMPLE

Request recommendations from colleagues and clients.
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THE PERFECT PROFILE FRAMEWORKTM |CHECKLIST

USE THE FOLLOWING CHECK LIST TO PERFECT YOUR PROFILE
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CHECKLIS
T

YOU HAVE A PROFESSIONAL HEADSHOT AS YOUR PROFILE PICTURE

YOU HAVE A COMPELLING LINKEDIN HEADLINE

YOU HAVE A CUSTOM COVER PHOTO

YOU HAVE A PROSECT FOCUSED SUMMARY SECTION

YOUR CURRENT WORK EXPERIENCE DESCRIBES WHAT YOU DO

YOU HAVE ADDED MEDIA TO YOUR PROFILE (PDF, VIDEO ETC)

YOU HAVE ADDED AT LEAST TEN SKILLS TO THE SKILLS SECTION

YOU HAVE REQUESTED RECOMMENDATIONS FROM PEOPLE YOU’VE 

WORKED WITH

USE THE LINKEDIN SOCIAL SELLING INDEX TO SCORE YOUR PROFILE

Check your Social Selling Index score before and after you complete your profile
https://business.linkedin.com/sales-solutions/social-selling/the-social-selling-index-ssi

© LINKED2SALES

https://business.linkedin.com/sales-solutions/social-selling/the-social-selling-index-ssi


12 © LINKED2SALES



FIND AND ENGAGE

BUYERS
LINKED2LEADS |MODULE 2:



THE FIND & ENGAGE FRAMEWORKTM
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THEATTENTION & ATTRACTION LOOPTM

15 © LINKED2SALES



THE FIND & ENGAGE FRAMEWORKTM |HUNT

CREATE YOUR OWN SEARCHSAMPLE

Enter your keywords in the search bar  
and run the search

DO YOU HAVE A CLEARLY DEFINED TARGET?

KEYTIPS:

Use the advanced filters       
Search the company               
Search individuals                    
Search ‘people also viewed’      
Don’t connect yet!
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On the search results page, click the All 
Filters button and select the categories 
you want to search within 

If you want to filter by location, click 
the Locations section and enter the 
area, city or country in the pop-up 
window. You can add multiple locations
in the same search

Click apply and LinkedIn will start 
generating your results
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THE FIND & ENGAGE FRAMEWORKTM |HUNT

CREATE YOUR TARGET LIST

IDENTIFY THE COMPANIES/PEOPLE YOU’D LIKE TO TARGET
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Name LinkedIn url Name LinkedIn url
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THE FIND & ENGAGE FRAMEWORKTM |TRIGGERS

TRIGGERS TO LOOK FOR IN ORDER TO ENGAGE
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Profile viewed LinkedIn blog post is shared by 
a contact 

You received a 
recommendation 

Invitation to connect Comment or Like on your 
LinkedIn blog post by a contact 

You have an opportunity to ask 
for a recommendation from a 
contact 

Your invitation to connect is 
accepted 

LinkedIn update is liked by 
contact 

You are invited to join a 
LinkedIn group 

Contact’s job change LinkedIn update shared by 
contact 

A shared group member reaches 
out to you 

Contact gets promoted LinkedIn update is commented 
on by your contact 

You receive an InMail or a 
message 

Contact’s birthday Group post is liked 2nd or 3rd degree connection 
likes a post 

Contact’s work anniversary Group post is shared 2nd or 3rd degree connection 
comments on a post 

Contact is mentioned in news Group post is commented on 2nd or 3rd degree shares a 
LinkedIn update post 

Contact updates their profile 
photo, summary, etc. 

Group member makes a 
comment in a group 

Your contact writes a blog/ post 

LinkedIn blog post is liked by a 
contact 

You’re endorsed for a skill LinkedIn’s People You May Know 
feature presents a contact 
which is connected to someone 
in your network 
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TAKE  OFFLINE
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TRIGGER
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THE FIND & ENGAGE FRAMEWORKTM |ENGAGEMENT GRID

19

ENDORSEMENTS LIKES ARTICLE POST IMAGE POST

POST COMMENTS STATUS UPDATES VIDEO POSTS SHARE POSTS

GROUP FIND & 
ENGAGE BLOG POST IMAGE POST GROUP INVITES

KEY WAYS TO ENGAGE WITH PROSPECTS
HUNT

CONNECT

TAKE  OFFLINE

THE 3 X 3

ENGAGE

TRIGGER
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6 MESSAGEMATRIXTM
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6 MESSAGEMATRIXTM
CREATE YOUR OWN
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THE FIND & ENGAGE FRAMEWORKTM |T   H.   E      3 X 3

TRY YOUR OWN 3 X 3

HOW WILL YOU ENGAGE DIRECTLY WITH THE PROSPECT?

KEYTIPS:

Review a prospect’s profile

Use the 3 x 3 strategy

Find 3 things in 3 minutes that you can use to find insights to connect with

Look at their summary section, activities and posts, interest and languages
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