
The Recruitment Network
Enabling recruitment leaders to improve 

performance, productivity and profitability.



We are welcoming new members every month -  
come and join us.

Solo  •  Plus •  Club



This is what you all look like…









Value • Visibility • Volume



Understanding the LinkedIn Algorithms



SPAM High QualityLow Quality

Step One:

When you post, the algorithm automatically judges your content (text, 
image, video etc.) and categorises it.

Your content will then fall into one of these 3 buckets:



SPAM

Avoiding the Spam Bucket!

Keep hashtags relevant and between two to three per post

Tag only individuals directly relevant to your content

Maintain gaps between timing and styling of your content

Basically, you want to avoid appearing too salesy 
and doing too much self promotion at this stage. 



Step Two:

Once your content is in the right bucket (ie High Quality) the algorithms 
then display it in the newsfeed of a small number of targeted people. 

This is where the content gets tested with real people to see the type 
and level of reaction the content is starting to get. 

If that test group clicks on it (if there is a Call to Action), likes it, 
comments on it or shares it, then your content moves on to the next 
stage of the process – part three.

If, however, your content gets marked down as spam or that initial group 
choose to ignore it, the algorithms think that what you are sharing has 
no relevance and so pretty much stops it there. 



The Golden Hour

The first hour after you post your content is critical to determining what 
happens next with it.

Once it has passed the algorithms’ initial checks, that initial testing 
group’s engagement and responses will impact the effectiveness of the 
content’s reach and whether it makes it out to a wider audience, 
including your second and third degree connections.

Outside of the obvious likes, shares, comments etc, the algorithms are 
also looking for things like Dwell time – so how long people are staying 
on your content and reading it. 



Step Three:

This is when the algorithms really go to work, analysing a blend of the 
content you have just posted (quality), your LinkedIn profile 
(applicability), your network (relevance) and previous content you have 
been sharing (impact). 

If the algorithm deems all that to be good enough, then the content gets 
shared further and wider to a bigger audience. 

If not, it basically stays where it is and in front of that initial group.



Quality. Applicability. Relevance. Impact. 

Think about the effect your content is having on your audience.

If your network are regularly engaging with your content because they 
like it, then the algorithms will show them more of it, more regularly.

If your content is hyper relevant, (think thought leadership, original 
insights, industry analysis and expert commentary) it gets prioritised.

If your content regularly focuses on some of the same, specific 
subjects, then you are deemed a thought leader in that subject which 
the algorithms love to push in front of other profiles with similar 
interests.  This is why #s still work (despite some of the rumours!)



Step Four:

In this final phase of the journey, your content is then assessed by how 
successful it is in front of your wider network (real people, not bots or 
algorithms). 

The algorithms are watching though, analysing the main reasons why your 
content is generating engagement at this point and using that insight to 
further activate the algorithms more.  It’s learning as it goes.

As long as your content continues to generate real engagement, LinkedIn 
will share it (which is why you sometimes see 3 week old content).

What matters most to LinkedIn is relevancy to your followers – the timing of 
that relevancy is of less importance.



4 Week Personal Branding 
Development Programme





This teaches you: 

What to post to beat the algorithms

How to grow and build real community

How to convert into revenue

Not “content” building but pipeline building





Our Social Scaling plan:
❑ Sort out your profile / settings to get maximum visibility

❑ Build out your ICP profile

❑ Create your algorithm cheat sheet

❑ Reset your newsfeed to be targeted to that ICP

❑ Understand the framework principles of good content creation

❑ Review the best practices for content posting 

❑ Get AI set up to do all the heavy lifting for you

❑ Create a social calendar and plan



❑ Withdraw old sent connection requests

❑ Plan your first newsletter 

❑ Identify 5 new groups

❑ Batch create some posts now to drive maximum commentary

❑ Practice the 4•3•2•1 Framework

❑ Launch your Social Scaling Agent team (AI)

❑ Test some new content formats – videos, carousels etc

❑ Schedule your Commentator Coffee Breaks for next week

❑ Build the community and drive community growth



Getting your profile page right to get the most visibility…



Drop your LinkedIn 
profile in the Social 
Scaling forum for us 
to review…

Read the guide on 
how to optimise 

your LinkedIn 
profile



Getting your settings right to get the most visibility…







Profile Visibility – Ensure your profile is publicly visible so people can find you easily. 

Profile Picture Visibility – Make sure your profile picture is set to public to build trust with 
potential connections. 

Page Visit Visibility – Control whether others can see when you’ve viewed their page, 
especially useful for prospecting or competitor research. 

Email Address Visibility – Limit who can view and download your email address to reduce 
unwanted marketing emails. 

Connections Visibility – Stop people from browsing your full list of connections for added 
privacy and professional security. 

Connection Requests Management – Keep track of your sent connection requests, 
withdrawing old ones to prevent a high rejection rate.



It all starts with your ICP (Ideal Customer Profile)



Buyer Journey & Triggers
When They Typically Need a Recruiter: (e.g. new projects, investment round, attrition spikes)
Decision-Making Process: (fast/slow, committee/individual)
Average Sales Cycle:
Budget Ranges for Recruitment Spend:

Content & Outreach Preferences
Where They Consume Content: (LinkedIn, industry events, newsletters, podcasts, trade media)
Type of Content They Value: (market insights, salary guides, case studies, data, thought leadership)
Tone & Style That Resonates: (professional, informal, data-driven, people-focused)

Fit / Non-Fit Criteria
Best-Fit Clients Are: (e.g. fast-scaling tech SMEs, UK-based, need multiple hires per year)
Poor-Fit Clients Are: (e.g. one-off, highly transactional, unwilling to pay market fees)

Marketing & Outreach Alignment
Content Ideas That Speak to this ICP: (e.g. “5 hiring mistakes fintechs make in scaling from Series A to B”)
Channels for Outreach: (e.g. LinkedIn InMail, networking events, targeted newsletters, webinars)
Calls-to-Action that Work: (e.g. “Book a salary benchmarking session” vs “Let’s jump on a call”)



Available in the Social Scaling area on TRNWorld



Exercise:

Who is your ICP?

What do you know about them?

 • Where They Consume Content • Type of Content they 
Value • Tone & Style That Resonates • Content & 

Outreach Preferences • 



Fintech business in London 







3 Things to note…



Sanity vs Vanity

It genuinely doesn't matter how many 
followers you have, how many likes 
you get, how many views you have on 
your content IF (and this is the BIG IF), 
the people liking, following and 
viewing your content are not your ICP 
(Ideal Customer Profile).

Engagement only has real value, if 
those engaging are the right people.





https://www.linkedin.com/sales/ssi



The 5 Social Styles
Sadly, with LinkedIn, you have to get past some of the 
“other” social styles before you reach your target 
audience.  Such as…

Your Target ICP (Ideal Customer Profile)

The Voyeurs (nothing else to do than make noise)

The Gullibles (reshare everything they read)

The Gurus (fake news and engagement pods)

The Trolls (no comment!)



How to eliminate reduce the noise

Some people forget that you can actually control the quality of the feed on 
LinkedIn, by simply doing some clever filtering work in the search box and saving 
that as your default setting.  Let me explain…

One of the biggest issues with LinkedIn is the quality, or in many cases, lack of 
quality(!) of what gets pushed your way every day in the main feed.  

Not only does this not help with building the right network, it is where most people 
tend to get distracted for hours upon hours.

Bu there is something you can do about it…



• First, open up LinkedIn and in the search bar just type * and then enter.
• You from here filter and sort the posts in a number of different ways, such as:
• 1st Connections only – just show me content from my 1st line network
• Select your target industry – so you are now just hearing from 1st connections 

from within your industry
• Date posted – last week only – so I can see the most up to date content
• Content type – choose what you want here – maybe do a Job posts only search to 

see who from the above is recruiting?

Once you have found the right type of content, from the right people, in the right 
format, simply copy / save / bookmark that URL and then you can use that link 
anytime you want to get deeper in your target network.

You could have multiple ones of these set up for different scenarios / markets etc.,

eg: a 2nd Connections only blitz





V.E.S.P.A.

Now you understand some of the core principles of the LinkedIn algorithms (you’ll 
find more info on these on the Social Scaling section on TRNWorld), let's look at 
the 5 fundamental principles that sit at the heart of the Social Scaling process 
itself - we refer to these as the V.E.S.P.A. principles:

Value

Empathy

Structure

Proof

Action



Value

Evey piece of content you put out, must in some way add value to your target 
audience, whether that be sharing some interesting data and insights, or educating 
about something they should know about (see "Relevance of Content" in the Social 
Scaling area in TRNWorld).

Entertainment gets likes (vanity), education gets engagement (sanity).

Be useful to your audience and you will build trust with your audience.



Value

Evey piece of content you put out, must in some way add value to your target 
audience, whether that be sharing some interesting data and insights, or educating 
about something they should know about (see "Relevance of Content" in the Social 
Scaling area in TRNWorld).

Empathy

What would it feel like to see and read that piece of content?  
Is it of genuine interest to the reader?  
How would it make them feel? 
How would it make them feel about you?



Structure

We touched on this before (see "Post Type and Format“ in the Social Scaling area 
in TRNWorld) but how your content looks on the eye will determine how likely it is 
that someone will read it all the way through to the end (if at all!).

No one wants to read a wall of text. Format your post in a way that’s easy on the 
eyes. Use short paragraphs, line breaks, and even bullet points or numbered lists if 
it helps organise your thoughts. 

Preview your post on both desktop and mobile before publishing. Sometimes what 
looks good on one screen becomes a jumble on another!



Structure

We touched on this before (see "Post Type and Format“ in the Social Scaling area 
in TRNWorld) but how your content looks on the eye will determine how likely it is 
that someone will read it all the way through to the end (if at all!).

Proof

Wherever you can, add some form of validation that backs up the point that you 
are trying to make.  

So, don't tell me you “think there is an issue with retention of healthcare 
workers in the UK”, show me instead the validated government data that 
outlines healthcare turnover in the last 12 months.



Action

3 out of every 5 posts you put out on social media should end in some form of Call 
to Action - what do you want the reader to do next because of what you have just 
shared with them.  

Do not give them the excuse to do nothing!

Create conversions…



Action

3 out of every 5 posts you put out on social media should end in some form of Call 
to Action - what do you want the reader to do next because of what you have just 
shared with them.  

Do not give them the excuse to do nothing!

I am going to add one more in here too, that I suppose underpins all of these, and 
that is CONSISTENCY.  This is key to building momentum.



Exercise:

Look at your last 3 LinkedIn posts.  

How do they measure up against the VESPA framework?
Value Empathy Structure Proof Action

What was good about them and what needs some work?
Quality. Applicability. Relevance. Impact. 



Best Practices for Posting Content



Crafting the Perfect Hook

The first few lines of a post determine whether users will engage. 

Strong hooks include things like:

• A bold statement: “80% of hiring managers are making this mistake – are you?”

• A compelling question: “What’s the biggest red flag you’ve seen in a job 
interview?”

• A story teaser: “Last year, I almost lost my best candidate. Here’s what 
happened…”



Subject Style TipsHow to ________ in (#) minutes
How to ________ in (#) easy steps
How to ________ without __________

Quick and Easy Fix

The content titles that get the highest conversion
(and help you generate content ideas)

(#) things you should never do
How to ________ the right way
The (#) major mistakes that most ________ make

Play on Fear

The step by step guide to ________
The complete guide to ________ 
(#) resources to help you to ________

Instructional

(#) tricks that recruiters use to ________ 
(#) tactics to ________ 
Steal my ________ strategy to ________ 

Tricks and Tips



Optimise Your Posting Times

Analyse Your Audience Activity:
• Use LinkedIn Analytics to identify when your posts perform best.
• Consider Time Zones: If your network is global, consider the peak times in 

different regions.

Schedule Posts Accordingly:
• Optimal Times: Common peak times are mid-week mornings 
 (Tuesday to Thursday, 7am to 8.30am).
• Test and Adjust: Experiment with different times and track performance.

Use Scheduling Tools:
• Third-Party Apps: Utilise tools like Buffer or LinkedIn scheduler to schedule posts
• Consistency: Regularly posting at optimal times builds audience expectation.



The Golden Hour

Schedule your 
posts to go out 
during the Golden 
Hours, NOT when 
you get time to 
post!



LinkedIn loves video, especially native video (Vimeo video is treated as native) 
You tend to get 10 - 30% more engagement with video!

The Dwell time algorithm supports this with +20% to 40% positive effect on engagement.

The ideal video post looks like:
•  between 30 and 60 seconds
•  square format (more screen space)
•  subtitled (over 50% watches video with sound disabled)

Engagement when 30 - 60 seconds = 100%
   1 - 3 minutes: minus 20%
   3 - 6 minutes minus 45%
   7 - 10 minutes minus 75%
   More than 10 minutes minus 90% (!)

Video



Jab, Jab, Jab… Right Hook
(Gary Vaynerchuk, 2013)



The Art of the Jab: Providing Value First
Jabs represent the small, consistent efforts you make to engage with your audience. 
Think of them as the value you provide without asking for anything in return.                
These could be a helpful tip, an entertaining post or a thoughtful reply to a comment. 

Jabs are crucial because they establish trust and rapport with your audience. In our 
noisy, over saturated social media worlds, offering genuine value helps you stand out. 

Over time, these jabs build goodwill and create the opportunity for the more significant 
“call 2 action” that comes later.  Some examples could include:

• A restaurant posting behind-the-scenes content of chefs preparing dishes.
• A SaaS company providing short tutorials on how to use software more effectively.
• A recruiter sharing free interview or hiring tips.



The 3 Content Styles
Whilst there are multiple formats (video, 
carousels, blogs etc.)* of content you can post, the 
reality is you can probably break your content 
down into one of three content styles, as follows:

Call 2 Action posts  

Engagement posts

Personal Profile posts 

* we’ll be covering off more about these later in the Social Scaling programme



Example Personal Profile post
(a “jab”)





Example Engagement post
(a “jab”)





Example Call 2 Action post
(a “right hook”)





Using AI and free tech to do the heavy lifting…



80% of the work required to maintain a social scaling 
engine, should now be done with AI.  

The 20% that you have to do is what the audience sees 
so it always feels like you.

AI-augmented, not AI-replaced!



80% 20%

Posting content.
Commenting.
Engaging.
Connecting.

Coming up with content ideas.
Sourcing data and insghts.
Identifying thought leaders.
Searching through our target customers’ posts.
Designing carousels and images.
Repurposing existing content.
Summarising long-form content into bite-sized posts.
Drafting engaging headlines or hooks.
Writing multiple post variations to A/B test. 
Scheduling posts at optimal times.
Researching trending hashtags and keywords.

This is where you get traction on LinkedIn

This is where we just waste too much time!



80% 20%

Coming up with content ideas.
Sourcing data and insghts.
Identifying thought leaders.
Searching through our target customers’ posts.
Designing carousels and images.
Repurposing existing content.
Summarising long-form content into bite-sized posts.
Drafting engaging headlines or hooks.
Writing multiple post variations to A/B test. 
Scheduling posts at optimal times.
Researching trending hashtags and keywords.

Posting content.
Commenting.
Engaging.
Connecting.



20% 80%

Posting content.
Commenting.
Engaging.
Connecting.

Converting and following 
up your hooked ICPs.

Sales!

Building AI 
Agents to do 
the heavy 
lifting.

A/B Testing.

RevOps









Act as my research agent.

I run a recruitment business focused on [technology companies].  
I typically place [Sales roles such as fractional CROs, Sales Managers, RevOps] into 
[listed businesses in the UK].

I want to engage and build relationships with decision makers in my market by adding 
some value to them and being useful. 

Make a list of the top 12 challenges that a senior leader in an technology firm are 
currently facing [what I refer to as “pain points”] with a particular focus around sales, so 
I can develop some content, tools, data, insights etc [what I refer to as “pain relievers”] 
to help them and be useful, to help build some trust and rapport with them before trying 
to sell to them.
I will be sharing pain relievers with them via email, social media, WhatsApp and other 
channels.

Include data for each of the 12 pain points to validate what they are.



1. Revenue Growth Amid Economic Uncertainty

UK business confidence has declined to its lowest level in over two years, with concerns over rising taxes and 
global trade tensions impacting sales expectations.  

2. Sales & Marketing Misalignment

CROs are focusing on aligning sales and marketing teams to improve collaboration and results.  

3. Technology Stack Complexity

Enterprise CROs often inherit fragmented and complex revenue tech stacks, necessitating transformation for 
efficiency. 

4. Data-Driven Decision Making

Leveraging clean and reliable data is crucial for strategic decisions, yet many leaders struggle with data 
quality and analytics. 

5. Process Optimisation

Streamlining sales processes and managing pipelines effectively are ongoing challenges. 

6. Leadership and Team Management

Building high-performing sales teams and leading through organisational change are critical concerns. 



7. Market Trends and Competitive Intelligence

Staying ahead of industry shifts and emerging technologies is essential for maintaining a competitive edge. 

8. Financial Planning and Budgeting

Designing effective sales compensation structures and calculating ROI on initiatives are ongoing challenges.  

9. Customer Experience and Engagement

Optimising customer experience and personalising interactions at scale are key focus areas. 

10. Legal and Compliance Issues

Understanding the impact of data privacy regulations, such as GDPR, on sales and marketing activities is 
essential. 

11. Talent Retention and Remote Work Challenges

With remote work firmly established, UK technology leaders face increased competition from global 
companies hiring locally. 

12. AI Integration and Ethical Considerations

The integration of generative AI into enterprise operations presents both opportunities and challenges, 
including ethical considerations and compliance with emerging regulations. 



7. Market Trends and Competitive Intelligence

Staying ahead of industry shifts and emerging technologies is essential for maintaining a competitive edge. 

8. Financial Planning and Budgeting

Designing effective sales compensation structures and calculating ROI on initiatives are ongoing challenges.  

9. Customer Experience and Engagement

Optimising customer experience and personalising interactions at scale are key focus areas. 

10. Legal and Compliance Issues

Understanding the impact of data privacy regulations, such as GDPR, on sales and marketing activities is 
essential. 

11. Talent Retention and Remote Work Challenges

With remote work firmly established, UK technology leaders face increased competition from global 
companies hiring locally. 

12. AI Integration and Ethical Considerations

The integration of generative AI into enterprise operations presents both opportunities and challenges, 
including ethical considerations and compliance with emerging regulations. 



11. Talent Retention and Remote Work Challenges
“We’re struggling to keep our best salespeople engaged and loyal when remote work opens up global competition.”

Pain Relievers:

1. Benchmark Report on Remote Sales Salaries & Benefits
Share anonymised salary and benefits data across UK tech firms (especially listed ones) to help leaders understand where 
they sit competitively.

2. Remote Team Culture Playbook for Sales Orgs
Offer a PDF or webinar with practical tips and real examples from other tech firms about building connection, camaraderie, 
and performance in distributed sales teams.

3. Retention Scorecard Template
Build a simple Excel/Google Sheet template to help sales leaders track key risk indicators for attrition (e.g., time since last 
promotion, training hours, engagement survey scores).

4. Workshop/Webinar: “How to Build a Loyal, High-Performing Remote Sales Team”
Run a short, insightful session with a couple of guest speakers from your network who are doing this well. Invite decision-
makers personally.

5. Onboarding Audit Tool
Offer a checklist or assessment tool that helps tech firms improve remote onboarding for new sales hires (which plays a 
massive role in retention).

6. Mini Case Study Series: “How These Tech Firms Are Retaining Top Sales Talent”
Interview sales leaders or HR professionals (anonymously if needed) and turn their stories into snackable LinkedIn posts, 
short videos, or downloadable one-pagers.



Now take this weekly plan, plus your completed ICP 
doc, and get ChatGPT to build out a weekly version for 
you every Friday ready for the following week.







Jab.. Jab.. Jab.. Right Hook



“Engagement is the bridge between 
attention and action”



Engagement increases when people feel 
they’re co-creating the content with you 

rather than consuming it. 

Move from being a “broadcaster” to a 
“conversation starter.”



So how do we start / encourage / nurture 
conversations on LinkedIn?

Let’s start by building our network…



LinkedIn’s Connection Limit

LinkedIn connection limit is applied in two ways:

• The maximum number of connections you can have in your 
network

• The maximum number of connection requests you can send



Clear up your invitations

Having too many unaccepted connection requests will hurt your LinkedIn account. 

LinkedIn see this as a sign that your outreach is unwanted and will restrict the number 
of connection requests you can send moving forward.



Being connected to 5,000 ICPs is 10x better than being 
connected to 50,000 irrelevant profiles!









But, it is not just about your connections…

(you need to use ALL the tools to build your network)





LinkedIn Groups work (and they are getting better…)!

See Groups as basically mini virtual communities within Linkedin.  They are investing in 
their functionality, so are becoming more and more prevalent again.

The best groups have a real niche focus and are well-managed groups.

Use the LinkedIn search bar to look for groups related to your target ICP.  Type in 
keywords or phrases like “Finance Professionals” or “Software Development” to find 
relevant groups. 

Remember to select the “Group” filter under the search bar.







Newsletters + Groups

Write your newsletter and share it to all your groups to 
maximise visibility and new followers.



Exercise:

Spring (almost!) clean your network…

 • Withdraw old sent connection requests • Plan your first 
newsletter • Identify 5 new groups •



Now we engage with them…



Part One: Creating conversation starters

(six of the best)



1. Ask “impossible choice” questions
Instead of generic polls, frame dilemmas that force people to explain why.

For example: “As a Finance Director, would you rather cut 10% of headcount or 10% of 
your budget… and why?”). 

The “why” is what drives comments.



1. Ask “impossible choice” questions
Instead of generic polls, frame dilemmas that force people to explain why.

For example: “As a Finance Director, would you rather cut 10% of headcount or 10% of 
your budget… and why?”). 

The “why” is what drives comments.

2. Tag people for their expertise, not their attention
Don’t tag 20 names randomly on your posts but instead tag 2 or 3 people with a question 
that validates their expertise.

For example: “I am curious what you think, @James as you’ve scaled a sales team in this 
exact situation”. 

The flattery creates the engagement.





3. Create a bit of a stir
Share an opinion that goes slightly against the grain, to get people to challenge it.

For example: “AI won’t replace recruiters, but it will replace 80% of what many recruiters 
think is their ‘value add’. Agree or disagree?”

Watch out for the trolls!



3. Create a bit of a stir
Share an opinion that goes slightly against the grain, to get people to challenge it.

For example: “AI won’t replace recruiters, but it will replace 80% of what many recruiters 
think is their ‘value add’. Agree or disagree?”

Watch out for the trolls!

4. Tell a story… with no ending!
Remember, people comment when they feel part of a conversation, so end your post 
with a “cliffhanger” or missing detail to get them to react.

For example: “We tried 3 strategies to solve this. Two failed. One worked brilliantly - 
what do you think we did?” 

(Then reveal the answer later in the comments).



5. Comment to get it…
Offer something (value), but gate it behind engagement.

For example: “I built a 7-step checklist for reducing interview no-shows. Comment 
‘checklist’ in the comments and I’ll DM it to you.”

As we saw in session one, this explodes comments and creates immediate DMs (C2A).



5. Comment to get it…
Offer something (value), but gate it behind engagement.

For example: “I built a 7-step checklist for reducing interview no-shows. Comment 
‘checklist’ in the comments and I’ll DM it to you.”

As we saw in session one, this explodes comments and creates immediate DMs (C2A).

6. The micro-challenge
End a post with a small, doable action that invites contribution from your readers.

For example:

“Name the one interview question you always ask.”
“What’s the best single sentence you’ve used to get a prospect’s attention?”
“Finish this sentence: A good recruiter is like a ____!”



Part Two: Commenting on ICP posts



What LinkedIn doesn’t tell you: comments from 2nd-degree 
connections drive 2.6x more impact than likes from your own network. 

Add a question at the end of your comment and you’re 3x more likely to 
get a DM follow-up.

2 points to note…



Remember to focus your news feed first (as we discussed in session one)…



The 4•3•2•1 Framework



4 x ICP Comments per day

Be alerted to when your ICPs are posting. 

Add value rich, perspective led comments.  
Don’t just write “great post, Bob!”

For example, “Interesting point on candidate 
dropouts @Bob. We’ve seen a 28% 
improvement when interview prep is 
reframed as a ‘success briefing’ rather than 
coaching. I am just interested to see if that is 
something you have tried before?”



3 x Influencer Comments per day

Piggyback off any industry influencers, 
respected peers, sector commentators in 
your network

They have lots of followers that are your ICPs.

For example, “I love this perspective, but I’d 
challenge one point that you made, @Greg.  
Do you think recruitment businesses are 
adding enough value to their markets right 
now…?”



2 x Team / Network Boosts per day

Not engagement pods!

Build some reciprocity. They’ll engage back on your 
posts.

For example, “Brilliant achievement @Sarah!  The 
way you handled that situation was a masterclass. 
Worth a read for anyone in HR right now.”



1 x Open Door Comment per day

Target one heavy hitter you’d like to connect with.

Ask them a quick question in your comment on their 
post to get a dialogue going and drive engagement 
towards a DM.

For example: “Great insight on VC funding patterns, 
@Paula. Do you think we are seeing this trend outside 
of London too? Keen to hear your view on that.”



Exercise:

Try this now… the 4•3•2•1 Framework

 • 4 x ICP Comments per day • 3 x Influencer Comments 
per day • 2 x Team / Network Boosts per day • 1 x Open 

Door Comment per day  • 



Now add the 4•3•2•1 plan to your content creation 
plan as per session one and schedule this in your 
diary, every week.

Call this your Commentator Coffee Break!

Recommendation: 2 x daily (10.30am and 2.30pm) for 
no more than 5 minutes each



community



This is something we go on about a lot at TRN, and for very good reason.  

A community builds trust, authority and brand loyalty.  It shortens sales cycles (once 
the community is up and running) because prospects feel connected before they are 
sold to.

It creates inbound opportunities where prospects come to you and It positions you as 
a thought leader, not just another recruiter, making you stand out in what can be a very 
crowded market (think Purple Cow!).

And in some cases, it creates secondary revenue streams (sponsorship, partnerships, 
membership fees and so on) that is recurring and predictable.

Your community should feel like a trusted club, not a pushy marketing channel.
Build trust first, offer value second, sell third.

A strong community will deliver leads, brand advocates, and long-term profitability.



“Visibility builds awareness, engagement 
builds trust… but community builds loyalty.”



visibility



engagement



community



Community in action….



Who’s doing it?













Jab, Jab, Jab…       



Jab, Jab, Jab…       



Jab, Jab, Jab…     …Right Hook 
 



















4 Week Personal Branding 
Development Programme



We are welcoming new members every month -  
come and join us.

Solo  •  Plus •  Club



The Recruitment Network
Enabling recruitment leaders to improve 

performance, productivity and profitability.
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