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Social media marketing (SMM) 
is a form of 

Internet marketing that 
utilizes social 

networking websites as 
a marketing tool. The goal of 

SMM is to produce content that 
users will share with their social 

network to help a company 
increase brand exposure and 

broaden customer reach.

Source: http://whatis.techtarget.com/definition/social-media-marketing-SMM

What Is Social Media Marketing? 



Overview of
Social Platforms 
and Trends





Top 8 Social Media Platforms

Singapore Global

Platform % of Internet Users Platform Users (in millions)

YouTube 85 Facebook 2,449

WhatsApp 81 YouTube 2,000

Facebook 79 What’s App 1,600

Instagram 62 FB Messenger 1,300

FB Messenger 50 Weixin/WeChat 1,151

Twitter 35 Instagram 1,000

LinkedIn 35 DouYin/TikTok 800

WeChat 32 QQ 731

https://datareportal.com/reports/digital-2020-global-digital-overviewhttps://datareportal.com/reports/digital-2020-singapore

https://datareportal.com/reports/digital-2020-global-digital-overview
https://datareportal.com/reports/digital-2020-singapore


Top Social Trends in 2021

Hyper-focused

Communities

Instant Messaging 
Rules

Live Streaming 
Videos on Social

Ephemeral Short 
Videos

Authentic 
Storytelling

Mobile First Content Funnel Hacking
Interactive Stories 

on IG/ FB

Security and Privacy

Matters

ChatBots and IM 
Apps



Evergreen 
Principles for Social 
Media Success



#1: Map Out Your Social 
Media Marketing Goals

What do you need to use social 
media for? 

• Build brand awareness?

• Improve brand consideration/ 
engagement?

• Generate more leads and 
conversions?

• Foster greater brand loyalty and 
advocacy? 



#2: Flesh Out Your Customer Profile

Demographics

• age, education, 
gender, location, 
family status, income, 
nationality and 
ethnicity

• family units - do they 
live singly, with a 
partner, or in larger 
family units

Psychographics

• interests, behaviours, 
attitudes and 
motivations

• typical day, life style 
choices

Purchase 
Pattern

• frequency of 
purchase, typical cost 
involved, basket value

• seasonal and timing of 
purchases, eg festival 
or holiday

Pain Points/ 
Pleasure Points

• customer pain points, 
complaints and 
feedback

• visit forums, review 
websites or social 
media groups related 
to industry



#3: Research Customer Trends

• Google Trends - search trends and 
patterns

• Ubersuggest - long-tail keywords and 
phrases

• Answer the Public - questions that 
prospective customers use

• BuzzSumo - popular content pieces 
around specific topics

• Boardreader - topics of interest on 
forums and websites

https://trends.google.com/trends/
https://neilpatel.com/ubersuggest/
https://answerthepublic.com/
https://buzzsumo.com/
https://boardreader.com/


#4: Build Branded Social Profiles 
and Pages

• Keep brand identity consistent and clear

• Include a link to ‘content hub’ - website or YouTube 

• Be consistent with the tone of platform. Eg.
Instagram bio (150 characters); LinkedIn company 
page description (Up to 1,500 characters)

• Avoid using fancy prose - keep language clear and 
simple to understand

• Refresh cover images and videos periodically

• Ensure consistent brand identifier - colours, 
imagery, text



#5: Give Value to Others Educational

Entertaining

Encouraging

EscapistEmotional

Extraordinary

Episodic• Continually provide useful 
content to your fans

• The 7 Es of useful content

• Use this as a guideline to 
check if your content ticks 
some or all of the boxes



#6: Tell a Story

Ensure that your story has these elements:

• The right setting

• Believable characters

• A hero (usually your customer) and a 
mentor (usually your brand)

• Conflicts and challenges

• A turning point, when darkness turns to 
light

• A happy ending and positive resolution



#7: Keep Updated on 
Algorithms and Features

Follow the thought leaders and influencers

• Social Media Examiner

• Social Media Today

• Mari Smith

• Social Media Explorer

• Small Business Trends

• Marketing Profs

• Online Marketing Blog – TopRank®

https://www.socialmediaexaminer.com/
https://www.socialmediatoday.com/
https://www.marismith.com/
https://socialmediaexplorer.com/
https://smallbiztrends.com/
https://www.marketingprofs.com/
https://www.toprankblog.com/


#8: Understand Nuances of 
Each Social Platform

Facebook

• Videos and images work best

• Current news topics do well here

• Edutainment is the name of the game

• Facebook Live increasing popularity 
among auctioneers. 

• Videos - a minute or less works well.

• Too cute or meme-tastic content may 
not resonate with older age-group



#8: Understand Nuances of 
Each Social Platform

Instagram

• Younger audience prefers visual rather than 
text-based content

• Ensure that photos and videos are nicely shot 
and composed

• To be inspired & entertained from influencers in 
fashion, fitness, cooking, or other life skills 

• Meme-led humour

• Stories that offer authenticity



#8: Understand Nuances of 
Each Social Platform

YouTube

Optimize your videos for BOTH social sharing and 
search. 

• Focus on Episodic content

• Increase total watch time on your videos

• Use the right search keywords in your channel 
and videos

• Develop helpful video tutorials

• Encourage interaction with your videos - likes, 
comments, shares and subscribes!



#8: Understand Nuances of 
Each Social Platform

LinkedIn

Professionals or managers keen to…

• Connect with like-minded professionals

• Seek handsome job or business opportunities

• Learn something helpful to boost their 
performance at work

• Keep updated with developments in their 
industry

• Be inspired and motivated



#8: Understand Nuances of 
Each Social Platform

TikTok

• Centred on memes and dance challenges. 

• Short 15 to 60 second ‘music videos’

• Shared along with hashtags

• Very minimal text

• Users are under 35 but growing population of 
older folks

• Video storytelling is key here, and doing it 
very snappily!



#8: Understand Nuances of 
Each Social Platform

Pinterest

• Prettiest social media platform (aesthetically 
speaking)

• Online visual mood board

• 60% of users are female

• Highly popular topics - fashion, beauty, art, 
cooking, food 

• Vertical images - ideal for pinning infographics. 



#8: Understand Nuances of 
Each Social Platform

Instant Messaging Apps

WhatsApp, WeChat, Telegram, Line & Signal.  
Common ground rules:

• Provide value not spam offers
• Allow people to leave groups if they feel 

uncomfortable
• Razor-focused content
• Respond expeditiously to incoming messages
• Use messages to build relationships with clients
• Keep messages short and succinct - use emojis
😃



#9: Think Like the Media 

• Build a library - Evergreen topics 
helpful and relevant for your audience, 
and batch them in a systematic fashion

• Build a magazine - Seasonal and 
trending topics in the industry, and 
what catches your audience’s attention



#10: Analyse Your Analytics

Use different types of metrics:

• Awareness Metrics: Top Level like 
Impressions, Views, and Reach

• Consideration Metrics: Measures 
engagement with content, eg clicks and likes 
and shares

• Conversion Metrics: Leads attracted and sales 
generated through social channels

• Loyalty Metrics: Shares and retweets, 
customer lifetime value and retention metrics



#11: Develop an Editorial 
Calendar and Schedule

• Consider your content mix – what
proportion?

• Editorial calendar for your social media 
activities. Include channels, persons in 
charge of each, as well as the topics and 
themes for the week and month.

• Fix specific time each day for social 
media activities, content production, and 
responding to comments and reactions. 



#12: Establish SOPs and 
Workflows

• Help to reduce errors, shorten learning 
curve, and better manage crises.

• Include these in your SOPs:

• Templates for social media posts
• Best practice guidelines
• Brand identity guidelines (eg logos, 

colours, tone and style)
• FAQs and customer service guidelines 

(including types of responses)
• Crisis comms plans



How to Choose Social Media Channels



Audience Profile of Social Network

Facebook Instagram LinkedIn YouTube TikTok

- Wide range of 

demographics; 

mostly in the 25 to 

44 age group, 

followed by 44 to 

54 age group

- More mature 

audience 

- Youths, Young 

Adults

- 71% below 35 

years old

- Slightly more 

females than 

males

- Most CEOs and 

senior leaders

- More PMETs

- Audience seeking 

learning and 

networking 

opportunities

- Wide range; 

children, young 

adults, adults and 

elderlies.

- Different channels 

cater to different 

age groups and 

interests

- Mostly youths and 

young adults

- Youngest profile of 

audience

- B2C (Consumers)

- B2B (mostly SMEs 

and start-ups)

- B2C (Mostly 

consumers)

- Very limited B2B 

industries 

- B2B and B2C 

industries

- Professionals mainly

- Larger companies 

(MNCs, GLCs)

- Both B2C and B2B

- Almost all industries 

are represented

- Almost exclusively 

B2C (Consumers)



Audience Goals

Facebook Instagram LinkedIn YouTube TikTok

- Connect with 

family and friends

- Learn what’s 

newsy (many 

people use 

Facebook as a 

newsfeed)

- Share personal 

content, especially 

photos, links to 

articles/videos, 

and native videos 

and stories

- Find out what’s 

fashionable and 

trendy

- Follow influencers 

or celebrities

- Learn bite-sized 

content (especially 

in lifestyle areas 

like beauty, 

fashion, food, art, 

travel, fitness)

- Share photos, 

videos and stories

- Connect and 

network with other 

professionals

- Learn what’s new 

in the business/ 

professional world

- Seek new career 

or business 

opportunities

- Acquire talents or 

business partners

- Build professional 

brand

- To be entertained

- To learn a very 

specific skill 

through a tutorial

- Follow influencers 

with regular 

episodic content

- Listen to music as 

a background for 

work/ study/ play

- Mostly to be 

entertained 

- Connect with like-

minded others

- Learn very bite-

sized lifestyle skills

- See what’s hot 

and trending



Tone and Style

Facebook Instagram LinkedIn YouTube TikTok

Light hearted and 

relatable tone with 

attractive style. More 

news and current affairs 

focused.

Light hearted and first 

person tone with 

attractive style. Focus 

on authentic storytelling 

for IG stories.

More professional tone, 

with clear and concise 

style. 

Educational or 

entertaining/relatable 

tone, with informative or 

humorous style 

respectively.

Very light hearted tone, 

with bright and youthful 

style. Music video 

approach.

General Rule of Thumb: 

Go with any style that fits your brand, such as colours, aesthetics, editing of 
image/footage/writing; and a tone that communicates your brand, such as humour, 
professionalism, eloquence, youthfulness.



Visual And Design

Facebook Instagram LinkedIn YouTube TikTok

- Keep visuals bright 

and colourful. 

Videos within 3 

minutes length.

- Images:

1,200 x 628 pxl

- Links with an 

image: 1,200 x 628 

pxl

- Stories:

1080 x 1920 pxl

Keep visuals bright and 

colourful. Videos on IG 

posts are 60 secs  and 

up to 10 minutes on 

IGTV. IG Stories to be 

authentic and natural, 

with poll stickers to 

engage.

Strong brand recognition 

by using colour/editing

- Post:

1080 x 1080 pxl

or 1:1 ratio

- Stories:

1080 x 1920 pxl

or ratio 9:16

- IG TV:

1920 x 1080 pxl

or ratio 16:9

Not overly flashy or 

colourful. Use human 

faces in a professional 

context. Use 

infographics (or 

animated infographics) 

to walk through 

processes.

Image: 

1200 x 1200 

(desktop) 1200 x 

628 (mobile) pxl

Video: 

256 x 144 

(minimum) to 4096 

x 2304 (maximum) 

pxl

Thumbnail: Bright and 

attention seeking with 

key words on it. Also 

arrows and emotional 

expressions.

Video: Well lit, good 

audio, captivating editing 

style and placement. Do 

proper scripting and 

storyboarding. Larger 

than life characters

- Thumbnail/Video:

1920 x 1080 pxl

or ratio 16:9

Range from 

"homemade" to 

"professional"

Keep visual info short 

and easy to understand

Snappy editing is key, 

plus text boxes!

Jive to a music 

soundtrack! 

Video:

1080 x 1920 pxl

or ratio 9:16

Minimize text 

overlay



Copywriting Techniques

Facebook Instagram LinkedIn YouTube TikTok

- First sentence 

needs to capture 

attention

- Focus on more 

newsworthy/ 

trending stories

- Copy can be more 

colloquial and 

informal/ casual

- First sentence 

needs to capture 

attention

- Break up 

sentences to allow 

reading space 

especially with 

longer captions

- Incorporate 

#hashtags in the 

first comment

- Informative and 

longer text posts

- Sharing valuable 

insights

- Sharing past 

experiences

- Motivational, 

Encouraging posts

- Text storytelling 

works well here

- Title:

Attention grabbing 

and to the point

- Video:

Deliver what title 

describes, adding 

short phrases for 

important points or 

portion of the 

video, and having 

captions would be 

good

- Description Box:

have useful links 

plus keywords

- Use to the point 

text box for 

information

- Keep everything 

short and quick

- Focus on hashtags 

and keywords that 

are trending

- Pick the right 

music to go with 

the video



Best Time To Post and Frequency

Facebook Instagram LinkedIn YouTube TikTok

- 6pm, 9pm

- Weekday evenings 

is best

- Posts: Daily to 

Thrice Weekly

- Stories: once a 

Day

- Live: Once a week 

as a TV channel

- 12 noon, 3pm, 

6pm

- Works well on 

weekends

- Posts: Daily to 

Thrice Weekly

- Stories: 2 to 3 

times a Day

- IGTV: Weekly

- 8am-10 am

- Weekday 

mornings, 

afternoons 

followed by 

evenings

- Daily to Thrice 

Weekly.

- 9pm

- Weekly to Monthly

- Timing depends 

on audiences 

(especially 

subscribers)

- 7am-11am, 6pm-

10pm

Daily to once every two 

days

To grow your channel, 

you need to post 

multiple times a day





Which social media channels would suit this campaign? How 
would you use the different social media channels?

You are a B2B business
hoping to sell Digital 
Payment and Food 
Delivery services to
Hotels, Cafes, 
Restaurants

Quiz 1



Type your answers into the chat!

Quiz 2



Which social media channels would suit this content?

Type your answers into the chat!

An Asian-themed café 
hoping to do more food 
delivery services

Quiz 3



Which social media channels would suit this content?

Type your answers into the chat!

An upcoming fashion 
apparel brand targeted at 
young teenagers and 
youths

Quiz 4



Best Practices
FACEBOOK



Facebook Algorithm Tips and Tricks

• Use Live Videos (instant notifications)
• Engage on Facebook Groups
• Focus on edu-tainment and relationship 

building
• Newsjack current trends and topics
• Videos > Photos > Text > Links
• Conversation triggers work!
• Get customers, friends, and employees to 

engage with post in first hour!
• Don’t boost posts immediately – grab social 

proof first

https://www.facebook.com/MisshopperBoutique

https://www.facebook.com/MisshopperBoutique


Grab Your Engagement FIRST



• First 3 seconds: CAPTURE AUDIENCE ATTENTION!

• Keep it 2 to 3 minutes

• Try vertical and square formats

• Use subtitles and text overlays →

– https://www.rev.com/ (paid) 

– CLIPS (iOS)

– CLIPOMATIC (iOS)

– VivaVideo (Android)

– Vidprove.com (Free if less than 3 minutes)

• Create shareable content!

https://www.socialinsider.io/blog/facebook-video-study

Facebook Video Tips

https://www.rev.com/
https://www.socialinsider.io/blog/facebook-video-study


• Show something contrarian that dispels people’s beliefs

• Focus on the benefits

• Attractive headline… Tonality of the video is EXCITING

• Cater to different cultural and religious views

• Visually stunning, footages are colourful, dramatic music

• Storytelling is a MAJOR point in NAS Daily’s video

• Short, snappy and get the points across

• Pattern Interrupt → “I Like Sugar” “I Like Candies” “I Like Meat” (grabs 
attention)

• Subtitles, LARGE YELLOW AND WHITE TEXT → for people who turn off 
audio

LESSONS from NAS Daily



Start with these 8 HOOKS
Hook Example

Have If the customer takes this up, what will they HAVE that they didn’t before? 

Feel
How will the customer FEEL once they take your offer? Smarter? Pain-free? More
confident? Happier? 

Average Day How will your offer improve their AVERAGE DAY? Eg savings of time, energy or money

Status
How does the customer’s STATUS change once they’ve consumed your offer? Eg more 
well-regarded

Social Proof/ 
Results

Use reports/testimonials/case studies to demonstrate. Eg “Join the thousands of people 
who have already benefited!”

Speed & 
Automation

How will this thing SPEED up a part of their life or AUTOMATE a task? For example, this 
razor will save 10 minutes of your day.

Pain → Gain What is their PAIN? How can you demonstrate the GAIN?

Irresistible Offer An OFFER that is unbeatable with bulletproof guarantees



• Who are they targeting?

• How do they grab attention?

• Notice how they use demonstrations 
to prove their product quality

What Hook is used here?



* Molly Pittman’s 3-part FB Copywriting Formula

Reference: https://www.socialmediaexaminer.com/writing-facebook-ad-copy-that-converts/

• Opening

• Transition

• Call To Action 
(CTA)

Call out your audience!

Pique their curiosity – use pain point, social proof, benefits, or ask a 
question

* Make sure it 
appears on 1st 2 to 3 
lines (mobile) Focus on their BEFORE state

Elaborate on their Pain Points and Solutions – how does it feel like?

Describe your product features/ benefits. Alleviate fear

Tell them what they need TO DO to achieve the AFTER state

Put your website link in the text

Or you can also drive them to a Facebook Live or a Message

https://www.socialmediaexaminer.com/writing-facebook-ad-copy-that-converts/


Opening – Focus on the 
customer with a HOOK!

Transition – Highlight product 
features and benefits

Call To Action – Tell Them 
What To Do Next!

Facebook Copywriting 
Formula Example 1



• Use bright colours – Provide a pattern-
interrupt and “pop” out on the newsfeed

• Avoid plain stock photos – Use a colour
filter or effects to make it more interesting

• Include icons and symbols – Consider 
emojis ✅ to make text pop up.

• Show your customer using your product –
Make it evident what you’re selling!

• Overlay some text – Make it short and 
catchy

• Make your image move – Even a short 
animation works wonders!

Facebook Visual Design Principles





This Facebook ad isn’t
working out well. Suggest 
ways to improve it. 

Type your answers into 
the chat box.

Quiz 5



Best Practices
INSTAGRAM



• Be aesthetically pleasing to the eye to 
garner notice

• Post regularly – best daily on posts and 
multiple times per day for stories

• Multiple likes (5 to 6) and comment on 
influencers and consumers to garner 
attention

• Use Direct Messages (IG Direct) to engage 
with consumers, especially on stories

• Copy competitors and influencer’s best 
post styles!

Instagram Algorithm Tips and Tricks



• Use a filter for better engagement + 
consistent lighting (natural or 
artificial)

https://www.instagram.com/marketingharry/

• Apply same brand colours, 
icons, and fonts/ typography

Apply Consistent Aesthetics

https://www.instagram.com/marketingharry/


Some of the popular forms of composition include:

Flat Lay Rule of Thirds Symmetry

Composition of Photos

Diagonal Leading LinesNatural or Artificial Lighting



Follow Me: e.g. 
Murad Osmann

https://www.instag
ram.com/murados
mann/

Consistent Theme & Concept

Line in the Middle Colour Block Colour 
Coordinated

Rectangular Images: e.g. 
https://www.instagram.com/auroradesign/

Visit for more ideas:
https://jumpermedia.co/instagram-theme-ideas/

https://www.instagram.com/muradosmann/


#1 Decide on Your Message

• Contest? 
• Sale?
• Event?
• How To?
• Storytelling?

Provide the context: who, 
what, when, where, why 
and how!



#2 Powerful First Sentence/ Hook

Use either of these:
• Question (eg “Wish to have hair as 

shiny as mine?”)
• Bold statement (eg “You can 2X your 

income as a solopreneur!”)
• Cliffhanger (eg “Last year, I made 

record sales despite Covid-19…”)

Nudge people to click to expand your 
caption (... more).

Use emojis 🙋🏻‍♀ to grab attention.



#3 Use Short Sentences and Bullet Points

Elaborate and make it like a micro-
blog: beginning, middle, end.

Proper spacing and use bullets 
(with emojis).

Share tricks, tips, hacks, facts, or 
benefits.

Keep it bite-sized.

https://www.instagram.com/p/CHPgqJDA9U1/

https://www.instagram.com/p/CHPgqJDA9U1/


#4 Include Call To Action (CTA)

Good CTAs to consider:

• Variations of “Click link in bio ☝🏻 for 
more…” if you want them to check out 
your link

• Encourage sharing on IG stories –> 
“Share this post on your IG story!”

• Prompt them to “tag a friend in the 
comments who’d love this tip!”

• Tap to purchase –> For IG shoppable 
posts 

• “Comment your favourite ____ below 
👇🏻 " to get interactions.



#5 Use the Right Voice

Keep to your target audience’s 
tone of voice:

• Age

• Gender

• Location

• Slang/ trending topics

• Emojis 😎

IMPORTANT: Never Edit Your 
Posts!



• 30 Hashtags max (5-10 better)

• Be consistent

• Use same hashtags as community

• Medium-range + niche

• Medium: #sgfoodie (50,000 to 

500,000 posts)

• Niche: #sgbakers or 

#singaporedesserts (< 50,000 posts)

• Focus on #Singapore or #sg related ones

#6 Use hashtags to grow influence



• 8 to 10 X more interactions

• 15-second segments – uploaded videos max 1 
minute (four 15-sec segments)

• Shoot using IG app? 10 15-sec segments (ie 150 
sec or 2 min 30 sec)

• Disappears in 24 hours

• 10,000 followers for swipe-up feature

• Save thematic stories in Highlights

https://www.instagram.com/loweshomeimprovement/

Use IG Stories to Nurture Leads

https://www.instagram.com/loweshomeimprovement/


Quick, easy-to-follow tips and tricks make great Instagram story content because they provide value to your followers. Opportunity for 
product placements too! Eg https://www.instagram.com/loweshomeimprovement/

IG Stories: Tips and Tricks

https://www.instagram.com/loweshomeimprovement/


Teach something basic and broad about your industry, or new trend in your industry that your clients or 

customers work in. Eg https://www.instagram.com/thedrybar/

IG Stories: Educational Stories

https://www.instagram.com/thedrybar/


Humanize your brand with 
behind-the-scenes footage, 
work with influencers, staff 

stories, founder tales, product 
ideation…. 

IG Stories: Day-in-the-
Life Posts



Use IG Stories to highlight your products or their unique features or how they can be used for different occasions and 
seasons. Eg https://www.instagram.com/nordstrom/

IG Stories: Product/ Event Showcase

https://www.instagram.com/nordstrom/


Use IG Stories to promote your 
latest posts on your IG feed. 

IG Stories: Promote Your Posts

Eg https://www.instagram.com/mothershipsg/

https://www.instagram.com/mothershipsg/


Use the different engagement 
stickers to interact with your 

audience.

Reshare your followers stories!

Get them to send you Direct 
Messages (DMs) too!

IG Stories: Use Polls, Questions, Shares to Engage

Eg https://www.instagram.com/alexbeadon/

https://www.instagram.com/alexbeadon/


To design customised highlights covers:

• Design in Photoshop/ Canva and upload as image in your 
story

OR

• Open Stories → scroll to the Type option → Type cover 
name → Change colours and ensure placement in 
middle

To Edit Highlights cover:

• Tap Highlight → Tap Edit Highlight → Tap Edit Cover →
Choose image to be new Cover!

https://www.socialmediaexaminer.com/how-to-customize-instagram-story-highlights-cover/

Use Highlights as Topics of Interest

https://www.socialmediaexaminer.com/how-to-customize-instagram-story-highlights-cover/




This Instagram Story has a 
beautiful photo, but it isn’t 
quite working well.

Suggest ways to improve it. 

Type your answers into the chat 
box.

Quiz 6



Best Practices
LINKEDIN

Connect with me here:
https://www.linkedin.com/in/coolinsights/

https://www.linkedin.com/in/coolinsights/


• Craft a powerful profile – that’s where 
conversion occurs!

• Write longer posts using 1 line paragraphs 
here

• Use documents to share thought leadership  

• Engage with others FIRST before posting – this 
improves your content performance

• Avoid direct selling – aim to educate instead

• Make sure your profiles and articles have SEO 
keywords to make them Google search 
friendly

LinkedIn Algorithm Tips and Tricks



Design an eye-catching 
cover image

Craft a tagline related 
to your firm

Customise your CTA button 
accordingly

LinkedIn Page Strategy



Include social proof in your 
Overview

Describe what services or 
products you offer

LinkedIn Page Strategy



Spare no punches here!

Astound with your 
cover photo!

LinkedIn Profile Strategy: Headlines and Photos!



Identify your value proposition 
upfront

Create bullet points to make it 
easy to read

Weave in social proof

Beef Up Your “About” section



More social proof with 
client list.

Include your BEST testimonials

Include samples of your 
work

Beef Up Your “About” section



List Down Your
Skills and Get 
Them Endorsed!

Users with 
LinkedIn Skills get 
13 times more 
profile views!

List Your Skills and Endorse Others



Start with those 
whom you’ve 
worked with 
before.

Be as specific as 
possible.

Give to Get Recommendations



8 AM, 12 PM, 5-6 PM

• Most clicks, shares, and comments right 
before work, after work, and during 
lunchtime.

Best day(s)? Tuesday, Wednesday, Thursday

• Do Your Own Testing and Evaluation

https://www.falcon.io/insights-hub/topics/social-media-management/best-time-to-post-on-social-
media-2018/#/GEN

Best Times ⏰ to Post?

https://www.falcon.io/insights-hub/topics/social-media-management/best-time-to-post-on-social-media-2018/#/GEN


Industry-Focused Brand-Focused Product-Focused People-Focused

What the industry cares 
about

Communicating and 
promoting the brand

Education and promotion 
of products

Self promotion and 
community networking

• 1st & 3rd party data, 
trends and graphs

• Industry predictions & 
opinions

• Industry commentary & 
news

• Company culture & 
values

• Employer branding
• Corporate Social 

Responsibility
• Press Releases & 

Annual Reports

• Product 
announcements

• Product FAQs & How 
Tos

• Product demos & 
reviews

• Product promotion & 
advertisements

• Career advice
• Motivational content
• Personal stories, 

experiences 
achievements & 
announcements

• Celebrate/ endorse 
achievements of others

• Champion community

Credit to Daniel Hochuli: https://www.linkedin.com/in/danhochuli/

Best Types of Content on LinkedIn

https://www.linkedin.com/in/danhochuli/


Day-to-day activity

One thing you learned Last article/ book 
you read

Advice to younger self

Interesting life story or 
anecdote

What your mentors 
taught you

One life hack to improve 
productivity

How to achieve
work/ life balance

Favourite part of the dayLessons from your industry

What Kind Of Stories?



Capture attention upfront

Narrate your trials and 
tribulations

Show the turning point

Include a resolution

Storytelling Example



• Interesting photo or image

• Tease audience in 1st line

• Provide a summary

• Or a pull-quote

• Or ask a question

• Or highlight an amazing fact

• Keep it to the point

• Put link in the first comment

Text/ Image Post Strategy



• Chop up long videos into 1-2 minutes 
length

• Mix professional style with personality

• Try square videos

• Upload natively on LinkedIn

• Record in MP4, and include a caption 
(SRT file) for subtitles

• Make it a series (like a 101) on your 
area of expertise

Video Strategy



• Consider SEO Keywords in title, 
sub-headers, first paragraphs

• Write on trending topics

• Make it personal yet professional

• Provide useful tips and techniques

• Include a relatable photo

Article Strategy



Focus on your core expertise

• Slides of talks

• Research Reports

• Templates

• Checklists

• Cheat-sheets

• Guidebooks

Documents or Slides Strategy



• Search for person or company

• Follow the person

• Start engaging with their posts

• Engage with thoughtful comments

• After 4 to 6 weeks, send a personalised 
connection request. Let them know why 
you’re interested in them, but don’t 
sell!

• Only suggest to meet for coffee after 3 
to 6 months of engaging online

NEVER SEND A CONNECTION REQUEST 
AND IMMEDIATELY AFTER, INCLUDE A 

SALES PITCH! 

How to Connect Sensibly





Have a look at my 
LinkedIn profile (and 
connect with me). What 
are 3 things you can do 
to get better results on 
LinkedIn? 

Type answers in the chat 
box!

Quiz 7

https://www.linkedin.com/in/coolinsights/

https://www.linkedin.com/in/coolinsights/


Download A Copy of Your Slides👇🏻

http://bit.ly/sncfwebinar



walter@coolerinsights.com

coolerinsights.com

Facebook.com/coolinsights

Twitter/ Instagram: @coolinsights

Linkedin.com/in/coolinsights

Connect With Me


