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The Recruitment Network

Enabling recruitment leaders to improve
performance, productivity and profitability.
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We are welcoming new members every month -
come and join us.
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This is what you all look like...
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When you post, the algorithm automatically judges your content (text,
Image, video etc.) and categorises it.

Step One:

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

SPAM Low Quality High Quality




Avoiding the Spam Bucket! “ITRN

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

SPAM Basically, you want to avoid appearing too salesy
and doing too much self promotion at this stage.
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Once your contentis in the right bucket (ie High Quality) the algorithms
then display it in the newsfeed of a small number of targeted people.

Step Two:

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

The Golden Hour

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.
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This is when the algorithms really go to work, analysing a blend of the
content you have just posted (quality), your Linkedln profile

(applicability), your network (relevance) and previous content you have
been sharing (impact).

Step Three:

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

Quality. Applicability. Relevance. Impact.

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!)
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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).

Step Four:

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, Linkedln
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.
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4 Week Personal Branding 3
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Q_ What are you looking for? 4! Alpha

Feed Content Training Events Community TRNRoodmap My Organisation Suppliers SocialScaling Help Admin Panel

SOCIALSCALING

PROGRAMME

Turn LinkedIn into your #1 Billing

Channel in 6 Weeks

Social Scaling

About Social Scaling EventSchedule Course Content Forum
Search for events Search by location
Type a keyword or select one or more options v @ Type an d select a location Online events m
Next 30 days

ras ox7 days
Upcoming Events (5)

L

SOCIAL
SCALING
PROGRAMME

.

LIVE SESSIONS

WEEK 1 - Live Coaching
Session

2, Social Scaling

16 January 2026 09:00 - 09:45 GMT
® Online event

SOCIAL
SCALING
PROGRAMME

LIVE SESSIONS
30

Jan

-

SOCIAL
SCALING
PROGRAMME

™

‘m .

LIVE SESSIONS
23

Jan

WEEK 2 - Live Coaching
Session

2. Social Scaling

30 January 2026 09:00 - 09:45 GMT
@ Online event

MODULE 2 - Engagement
2. Social Scaling

23 January 2026 08:00 - 10:00 GMT
&« Online event

e 7’ 103members | Q se

feb

MODULE 3 - COMMUNITY

2. Social Scaling
6 February 2026 09:00 - 10:00 GMT
m Online event



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
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Our Social Scaling plan: TRN

u
u

Jnderstano

J Sort out your profile / settings to get maximum visibility
1 Build out your ICP profile
J Create your algorithm cheat sheet

J Reset your newsfeed to be targeted to that ICP

the framework principles of good content creation

Review the

nest practices for content posting

. Get Al set up to do all the heavy lifting for you

. Create a social calendar and plan




4 Withdraw old sent connection requests TRN

 Plan your first newsletter

 Identify 5 new groups

] Batch create some posts now to drive maximum commentary

] Practice the 4¢3¢2¢1 Framework

J Launch your Social Scaling Agent team (Al)

] Test some new content formats — videos, carousels etc

. Schedule your Commentator Coffee Breaks for next week

. Build the community and drive community growth
e
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Getting your profile page right to get the most visibility...




...enabling recruitment businesses to

maximise their performance, productivity &
profitability

<V m

James Osborne @ D) (TRN) The Recruitment

Network
Chairman and Chief Growth Officer @ The Recruitment Network |

Enabling Recruitment Business Leaders to maximise their performance,
productivity and profitability.

United Kingdom - Contact info

45,160 followers - 500+ connections

(Add profile section) (Visit my website\/ CResources)

Tell non-profits you're interested in getting involved with your time and skills X
Get started

About

7

4

1 am a Co-founder of The Recruitment Network (TRN), a large global community made up of some incredible recruitment
businesses from around the world and supported by some of the industry’s most respected advisors, thought leaders and

mentors.

Together, we have one simple objective:
Enabling recruitment businesses to maximise their performance, productivity, and profitability.

We enable them to achieve their strategic ambitions.
We enable them to navigate through the ever changing business landscape they work in.
We enable them to enjoy the journey and maximise the opportunity.

With over 20 years of experience in the recruitment industry, | have a passion for exercising the real potential recruiters,

recruitment leaders and recruitment businesses have and TRN gives me the perfect platform to do just that.
To find out more and to get free access to the TRN community, visit:
www.therecruitmentnetwork.com

e. james@therecruitmentnetwork.com
m. +44 (0)7799 688063

@ Top skills

Recruiting « Sales « Business Development « Executive Management « Human Resources (HR)
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About Social Scoling  Event Schedule  Course Content  Forum

Member support

3873 690  Upoted 20 hows 090

Share your Linkedin Profile! unioow
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Drop your Linkedln

profile in the Social
Scaling forum for us
to review...

Optimising Your LinkedIn Profile

Your Linkedin profile is your digital shop window. If you don't look good, people won't want to
hang out with you, but a well-optimised profile increases credibility, visibility, and engagement.
You have to start here.

Your Headline

Your headline should go beyond just stating your job title. Instead, make it value-driven,
highlighting how you help clients or candidates.

For example, instead of saying “Recruitment Consultant at XYZ Agency’ perhaps say “Helping
Tech Startups Build High-Performing Teams [ IT Recruitment Specialist’

About Section: Storytelling with Impact
Your About section should be engaging and informative, offering insights into:

Your expertise and industry focus

Your (unique) approach to recruitment and how you work

How you add value to clients and candidates

A clear call-to-action (e.g., "Connect with me to discuss hiring strategies!”)

Experience and Achievements

List your past and current roles but add in some clear and measurable achievements. So,
instead of just stating the responsibilities of your job, highlight some of the key successes you
have had.

For example, instead of saying "Managed recruitment processes for tech clients”"perhaps
say "Successfully placed 50+ software engineers in high-growth startups, reducing time-to-hire
by 30%"
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Getting your settings right to get the most visibility...




Premium

<
James Osborne @

Chairman and Chief Growth Officer
@ The Recruitment Network |...

United Kingdom

u (TRN) The Recruitment
Network

Manage your notifications

View settings

@ o=
f 0 =
Home My Network Jobs

Mentions

m My posts
X
(o)

Ali Wallace and 48 others commented on Roisin McCabe’s post
that mentioned you.

Gutted that this is done on this weekend as it’s always the

Cambridge half marathon - training starts for me on 12 th Jan.....

‘ .
N Deep breath... Following the HUGE success of the
B inaugural Run for Ryan last year, we're back with...
R

353 reactions = 50 comments

BN Clint Mackenzie and 167 others reacted to your post.

My New Year's resolution is to create more
capacity to do more of this. Success for me is...

168 reactions = 19 comments
$ Kelly Robinson and 26 others reacted to Dan McGuire's post that
L4 ' mentioned you.

Here we go again London. We're back with our beautiful route
£y SRAAXRIR T2 mydhe™ ool oF R prion) PRIy SAEA T FRSEN NV ) gl e R SRR N MBIV B Tt ey

o]

Messaging

38m

1h

LR

LR

Notifications
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La 8 © 9o

Mew For Business ¥  Recruiter

¥ty

James, explore relevant opportunities

<

with Campedn Gaming

Get the latest jobs and industry news

G

About

Accessibility Help Center

Privacy & Terms ¥ Ad Choices
Advertising  Business Services ¥

Get the Linkedln app  More

Linked [ LinkedIn Corporation © 2026
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3, Settings Visibility of your profile & network

Profile viewing options Private mode =
2 Account preferences

Page visit visibility off =
o Sign in & security Edit your public profile -

Who can see or download your email address -
® Visibility

Who can see your connections offt -
@ Data privacy Who can see members you follow Anyone on LinkedIn =

. Who can see your last name =

=] Advertising data

Representing your organizations and interests On =
& Notifications

Page owners exporting your data off =

Profile discovery and visibility off LinkedIn >

Profile discovery using email address Anyone =

Profile discovery using phone number Everyone =

. e
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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.
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It all starts with your ICP (Ideal Customer Profile)

I'TRN 'TRN 'TRN 'TRN

Ideal Customer Profile (ICP) Template for Recruiters

Purpase: This dooument heips you dearty define your ideal customer (the type of dient ar
firing manager you want bo attrac ). Completing this template ensures your marketing,
business developmert, and comhent cutreach are nighly targeted and relevant.

1. Basic Information
Industry /' Sector:

Typical / Ideal Headoount:

Location(s):

Anrs Tumawer § Reverue [ relevant):

Businass Model: (9. B2B Seas, Professional Servoes, Manufactunng )

2. Hiring Neads
Typcal Roes Hired For:

Bwerage Seriority Lewel: (e.g. Manager, Director, C-Sute, Technical Specialist)

WVolume /' Freguency of Hires:

Conbract f Temp ¢ Permanen: spii:

Urgency of Hiring Meeds:

3. Pain Points & Challenges
Top Hirlrg Challenges: {e.g. sillls shorbages, slaw time-ta-hine, reteniian, cost of bad
hires)

Impact on Business f Mot Solved: (e.g. lost nevenue, delayed prajecs, inoreased
furnower)

Comman Ojections to Usng a Reduiter:

4. Decision Makers & Influencers
Key Stakeholders: jeg. Hring Manager, HR Director, Talent Acuistion Lead, CFCY)

o Titles 1o Target in Qutread:

Wihat They Care Mast About: (speed, qualty, culture fit, oost, retenzion, complance )

5. Buyer Journey & Triggers
Wihen They Typically Meed a Rearuiter: {e.g. new projects, imeestment round, expansion,
attrition splies)

Decision-Making Process: [fastysiow, committes/indsidual]

Ayerage Sales Dycle:

Budget Ranges for Recruitment Spend:

6. Content & Outreasch Preferences
‘Where They Consume Cortent: {UrkedIn, industry events, newsietters, podeasts, trade
media)

Type af Content They Value: (marke? insights, salary guides, case studies, benchmarking
data, thought keadership)

Tone & Siyke That Rescnates: (professicnal, informal, data-driven, people-focused )

7. Fit / Non-Fit Criteris
Best-Fi Clients Are: jeg. fast-scafing tech SMEs, UK-based, need multiple hires per yoar}

Agor-Fit Qients Are: [e.g. ane-cff, highly tran=acticnal, unwilling ta pay maret fees)

B. Marketing & Outreach Alignment
Content [deas That Speak to This ICF: (e.g. ™S hirng mistakes fintechs make in sczling
from Seres A to Series B°)

Charmes for Qutreach: (2.9 Unkedin InMall, networking everts, targeted nowsletiors,
wehinars]

Calls-to-Action That Wiork: [e.g "Book a salary bendhmarking sesslon”™ ws "Let’s jump on
acall™)

9. Example ICP Persona (Give Them a Name)
Agrsona Mame:

Frustratons:

Wihat They Want Feen ‘fou:

10. Notes & Updates

{Kpep this section updated 25 youw lcarm mone about your market and refine your
wrgeting. )

I




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:

IRN

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 Alighment

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”)
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Social Scaling: Personas
and Pyramids

Available in the Social Scaling area on TRNWorld
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Exercise:

Who is your ICP?

What do you know about them?
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Social Scaling - Content Planner 5.2 ~

&

Social Scaling - Content Planner

By James QOsborne A

Write the name of your Ideal Customer Profile and location (for
example. "Software Firm London"), | will build you the perfect content
plan for next week's social media posts

+ Fintech business in London €3 g

10000 chars
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Social Scaling - Content Planner 5.2 ~ I, Share

Fintech business in London

Great — you're targeting FinTech businesses in London.

Below is a completed Ideal Customer Profile (ICP) based on that, followed by a ready-to-post LinkedIn
weekly content plan (5 days x 4-5 posts per day). All content adds value, speaks directly to your ICP, and
includes clear CTAs. UK English throughout.

# Ideal Customer Profile (ICP)

Business Type: FinTech businesses based in London
Size: 10-250 employees (startups to scaleups)
Role(s) You're Targeting:

* Founders/Co-Founders

+ CEOs/COQOs

+ Heads of Product/Tech/Engineering

« Heade nf Talant / Pannla

+ Ask anything @3 9 v

10000 chars

ChatGPT can make mistakes. Check important info. See Cookie Preferences.



IIMRN

MR _ TR MR TR _ TR

[
——————— L b
] IRN
e ———— Social Scaling — ICP Content Planner
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R o Il Custames Prodili 1CP)
Ee = Dl Pl Businiss Typi: FieTeok busines s basd e Losdes
[ Siw: 10-290 airgloyais HElEriups 1o SR Ese)
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+ Fou b &t Co-Fo i ndlin s
+ CECaC 00
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Wil

#1 ion, agdity, parkemanee 0 s
+ Dhiverse pensgactivas & incu s cultue

+ Dhaiti-larain 0 o e making

o Trarsa ] & TR o

Horm Yoo Help Them:

+ Eapuir] FiniTach racros st ke hive i Londan
+ FRsl oeea s 50 quitty pre-vatad Tk

+ lInEneeE msemal

+ @t 0y 0n Biin g S8 aligy and imdrcis ands

+ Ermgpdovar branding auppom b steed

Printhiry CTA:

Camn e 10 i 820 i Al SHeag)y On pau fant ke noa orap
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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.

RN




_ 41,474 ©
Analytlcs (2] Total followers

40.6% Past 7 days

New followers @

84,226 41,474
Post impressions Followers

4 224.8% past 7 days 40.6% past 7 days

100

4,558 2,329 A
50 \\/ TN

Profile viewers Search appearances
Past 90 days Previous week V \

Oct 30 Oct 31 Nov 1 Nov 2 Nov 3 Nov 4 Nav 5

Top performing posts @

Based on impressions gained in the past 7 days Daily data is recorded in UTC

James Osborne posted this « 4d

Top demographics ©

Recruiters... welcome to November 2024, the most important month of 2025!

- 38,694 Job titles ~

Impressions

What you do in the next 38 working days (yes, that is how long we have | ...show more

Ce0 476 29 comments Founder - 5.1%

Managing Director - 5%

James Osborne posted this « 5d

Just to be very clear, | am as angry and as frustrated about our governments’ (past Recruitment Consultant - 3.1%
and present] abl'lty to run a stable economic playlng field for UK businesses to be able 33 245 N
r
to thrive and prosper, as we all are.... ...show more Im re;sions
P Chief Executive Officer - 2.6%
]
€0 230 43 comments

Co-Founder - 2.3%
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Top Industry SSI rank Top Network SSI rank
To 1%

Current Social Selling Index @
Four components of your score

23.63 | Establish your professional brand @

.
7 8 15.08 | Find the right people ()
|
out of 100
13.81 | Engage with insights (3)
J..-"” (.
25 | Build relationships (?)
People in your industry Peaple in your network
Sales professionals in the
\ Staffing and Recruiting \‘ People in your network have
) . . . 2 industry have an average SSI an average SSI of 52.
https://www.linkedin.com/sales/ssi 38 o B 22 vournkmtheropts
outef 1o You rank in the top 1% ’ outof 100 No chande < )
ge since last week
No change since last week
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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!)
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How to etiminate 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...




IIMRN

e First, open up Linkedln and in the search bar just type * and then enter.

e You from here filter and sort the posts in a number of different ways, such as:

e 1st Connections only —just show me content from my 15t line network

e Selectyourtarget industry —so you are now just hearing from 15t connections
from within your industry

e Date posted - last week only — so | can see the most up to date content

e 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 2" Connections only blitz



IIMRN

C 25 linkedin.com/search/results/content/?authorindustry=%5B"104"%5D&keywords =*&origin=FACETED_SEARCH&... @ ¥k S ® Y& o Finish update &
in[CR ® &2 o B ¢ Do
@ Staffing and Recruiting o - Date posted ~ Content type ~ All filters | Reset

: Filter only Posts v b X
Neil Cruddenfd - 15t Prom¢ y y
Managing Director at CRG TEC
w 6d-® ' a
. . . i . CoRBENYAH Sort b
LTD company contract role that suits someone director level in build / delivery for Y
fibre networks.
James, explore relevant opportuni o Top match O Latest

Build / Delivery Director with Corbenyah Limited
Job by CRG | TEC Recruitment

Birmingham, England, United Kingdom (Hybrid) Get the latest jobs and industry ne Date pOSted

&) 3 connections work here
m ( Follow O Past 24 hours O Past week

[» BE] 5 comments - 4 reposts O Past month
About  Accessibility Help Center

o - & Like ® Comment ':)J Repost < Send Privacy & Terms ¥  Ad Choices
Advertising  Business Services ¥ Content type

Get the Linkedin app  More

i' Greg Wyatt [ - 1=t O Videos O Images
N

Outcome-led recruitment when your context matters. Commercial, operati... Linkedm LinkedIn Corporation © 20
Visit my store
w-® O Job posts O Live videos
1 year fixed term contract (likely to go permanent). £68-75k. 2/3 hybrid working.
Genuine flexibility and a focus on wellbeing. ..more O Documents O Collaborative articles

Financial Accountant —_— '?-'
) View job &d5

Job by Bircham Wyatt Recruitment
My  London, England, United Kingdom (On-site)
‘-g’ 1 connection works here , Alistair Sim X
g (]
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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:

V.E.S.P.A.

Value
Empathy
Structure
Proof

Action
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Evey piece of content you put out, mustin 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).

Value

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

Be useful to your audience and you will build trust with your audience.
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Evey piece of content you put out, mustin 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).

Value

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?
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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!).

Structure

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!
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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!).

Structure

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.
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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.

Action

Do not give them the excuse to do nothing!

Create conversions...
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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.

Action

Do not give them the excuse to do nothing!

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




RN

Exercise:

Look at your last 3 Linkedln 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?
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Best Practices for Posting Content
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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 seenin a job
interview?”

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




Quick and Easy Fix “I IRN

How to in (#) minutes Subject Style Tips
How to in (#) easy steps
How to without The content titles that get the highest conversion

Play on Fear (and help you generate content ideas)

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

Instructional

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

Tricks and Tips

(#) tricks that recruiters use to
(#) tactics to
Steal my strategy to
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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 ‘lI-IRN

sproutsocial

Mon Schedule your
Tues posts to go out
during the Golden
Wed
Hours, NOT when
Thurs you get time to
Fri post!
Sat
Sun

2 1 2 3 4 5 6 7 8 91017121 2 3 4 5 6 7 8 9 101
AM PM

Lowest Engagement Highest Engagement
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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)

Engagementwhen 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% (!)




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:

* Arestaurant posting behind-the-scenes content of chefs preparing dishes.
A SaaS company providing short tutorials on how to use software more effectively.
* Arecruiter 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

RN




James Osborne [ - vou
Chairmman and Chief Growth Officer @ The Recruitment Natwork | Enabling Re..
Visit my website

w-®
"I genuinely don't care about your exam results. | just care about the person you are
and the person you are becoming.”

A message to my son Finlay {and all other A-Level students today) as they wait to
receive their results this morning.

The more years | have under me, the more | have come to appreciate that what Exa m p I e Pe rS O n a I P rOfi I e p O St

matters the most in life and in business is who you genuinely are as a human being, .

the experiences you have thrown yourseif in to, the values that you keep, the respect ( a “ J a b ” )
you have of others and the attitude you have to living life to the full.. not what

scores you get on a certificate.

Best of luck to you all for whatever you get today, but never forget that your exam
results are just one small part of your wrapping - it's the person inside that really
matters.

{and | will repeat this post again next week when Harmrison's GCSE results come out!)
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"I genuinely don't care about your exam results. | just care about the person you are
and the person you are becoming.”

A message to my son Finlay (and all other A-Level students today) as they wait to
receive their results this morning.

The more years | have under me, the more | have come to appreciate that what
matters the most in life and in business is who you genuinely are as a human being,
the experiences you have thrown yourseif in to, the values that you keep, the respect
you have of others and the attitude you have to living life to the full... not what
scores you get on a certificate.

Best of luck to you all for whatever you get today, but never forget that your exam
results are just one small part of your wrapping - it's the person inside that really
matters,

{and | will repeat this post again next week when Harmrison’s GCSE results come out!)
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James Osborne [ - vou
Chairman and Chief Growth Officer @ The Recruitment Network | Enabling Re...

Visit my website

1d- ®
So, last week | fulfilled a lifelong ambition of mine and completed a 1,000km Ultra
Ironman challenge, which involved running, cycling and swimming from Glasgow to
London.

| crossed the finish line in London with my two boys either side of me on Saturday
afternoon, both having just completed the final half marathon of the challenge. That
was truly special.

This was Quest.

| did it because | can and that is what this was all about. We can.
We can and therefore we should.

Because of everyone's generosity, we have so far raised over £20,000 for our two
charities the Ryan McCabe foundation {(with Roisin McCabe) and Great Ormond
Street Hospital Charity. That is just amazing - thank you.

In the process, | have reconfirmed 3 things in my head that | will now take with me
on the final sprint to the end of the year, in my personal life as well as in my
business...

One.

We all have within us and extra 50%+ that we just need to be able to dig deep and
find, and allow to be unleashed. It is often ourselves and only ourselves, that hold us
back from fulfilling our true potential, not anyone else.

Whether you think you can or you can't, you're probably right.

IIMRN

Example Engagement post
(a lljabll)
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1d- ®
So, last week | fulfilled a lifelong ambition of mine and completed a 1,000km Ultra
Ironman challenge, which involved running, cycling and swimming from Glasgow to
London.

| crossed the finish line in London with my two boys either side of me on Saturday
afternoon, both having just completed the final half marathon of the challenge. That
was truly special.

This was Quest.

| did it because | can and that is what this was all about. We can.
We can and therefore we should.

Because of everyone's generosity, we have so far raised over £20,000 for our two
charities the Ryan McCabe foundation {(with Roisin McCabe) and Great Ormond
Street Hospital Charity. That is just amazing - thank you.

In the process, | have reconfirmed 3 things in my head that | will now take with me
on the final sprint to the end of the year, in my personal life as well as in my
business...

One.

We all have within us and extra 50%+ that we just need to be able to dig deep and
find, and allow to be unleashed. It is often ourselves and only ourselves, that hold us
back from fulfilling our true potential, not anyone else.

Whether you think you can or you can't, you're probably right.
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Chairman and Chief Growth Officer @ The Recruitment Network | Enabling Re...

Visit my website

2w ®

Have just been reviewing some of the latest data from LinkedIn and what is striking
is just how diverse the recovery is becoming.

This isn't just any one specific sector carrying the weight of the market recovery on
its shoulders, as we discussed at the recent TRN Retreat, but is is a cross-market
story.

July’'s top hiring sectors, across the UK, Germany and France for example, based on
month-on-month growth:

UK
Financial Services (9.1%), Tech (8.1%), Construction (7.9%), Hospitality (7.8%)

Germany:
Entertainment (14.1%), Education (10.1%), Real Estate (5%)

France:
Healthcare (8.2%), Education (7.3%), Energy (5.1%), Construction (3.5%)

But the kicker here is understanding what parts of your markets are growing the
fastest again, where exactly are your markets now going and what is driving new
spikes of demand.

The markets are shifting (again!), so it is time to go to where they are going.

I built a simple Al Market Mapping GPT for some of the TRN members last month to
do the heavy lifting for them when it comes to understanding their markets - just
add in where you recruit (geographically) and what skills you recruit for, and it will
map out your entire market for you, showing where the next spikes of demand are
coming from.

If you want me to send it to you, just comment YES below.

IIMRN

Example Call 2 Action post
(a “right hook”)
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Have just been reviewing some of the latest data from LinkedIn and what is striking
is just how diverse the recovery is becoming.

Other

Staffing and SENIORITY

Recruiting

This isn't just any one specific sector carrying the weight of the market recovery on
its shoulders, as we discussed at the recent TRN Retreat, but is is a cross-market
story.

July’'s top hiring sectors, across the UK, Germany and France for example, based on
month-on-month growth:

Uk: ENGAGEMENT

Financial Services (9.1%), Tech (8.1%), Construction (7.9%), Hospitality (7.8%)

Director/ Owner
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Germany: 40.000
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If you want me to send it to you, just comment YES below.
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Using Al and free tech to do the heavy lifting...
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Al-augmented, not Al-replaced!
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This is where you get traction on LinkedIn

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.

7 Researching trending hashtags and keywords.

Posting content.
Commenting.
Engaging.
Connecting.

380% 20%

This is where we just waste +oo much timel




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.

380%

RN

Posting content.
Commenting.
Engaging.
Connecting.

20%




Building Al
Agents to do
the heavy
lifting.

A/B Testing.

20%

Posting content.
Commenting.
Engaging.
Connecting.

Converting and following
up your hooked ICPs.

Sales!

30%

RevOps

RN




. TRN Agent Hub
Ozy
The Recruitment Network

Mavigation

88 My Agents

(D Prompt Library
& Exchange

o Shared With Me

) Admin Panel

(= Sign Out

D

Q. Search agents by name or description...

Business Development

Content Creator

Creates LinkedIn posts, articles
and thought leadership content

Account Management

Account Planner

Creates detailed account plans
with opportunity mapping

Candidate Sourcing

Boolean Builder

Builds advanced boolean search
strings for sourcing

Content & Marketing

Social Media Writer

Creates engaging social media
content calendar

ICP Tracker

Tracks and analyzes ideal
customer profiles across markets

Market Mapper

Maps market landscape and
competitive intelligence

CV Screener

Screens and scores CVs against
job specifications

Blog Generator

Generates SEQ-optimized blog
posts and articles

Lead Generator

Generates qualified leads from
multiple data sources

Network Analyzer

Analyzes professional networks
for warm introductions

Interview Prepper

Prepares tailored interview
questions and scorecards

Email Campaign Builder

Builds targeted email campaign
sequences




IIMRN

What can | help with?

Ask anything

10000 chars

-+ @ Search @ Deep research oee 9 0
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What can | help with?

Act as my research agent.
| run a recruitment business focused on [technology companies].

| typically place [Sales roles such as fractional CROs, Sales Managers, RevOps] into
[listed businesses in the UK].

| want to engage and build relationships with decision makers in my market by

addina some value to them and beina useful.
G
10000 chars

+ @ Search @ Deep research oo Y °




Act as my research c:gent.

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

| 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 | refer to as “pain points”] with a particular focus around sales, so
| can develop some content, tools, data, insights etc [what | 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.

| 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.
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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.

1. Revenue Growth Amid Economic Uncertainty

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

7. Market Trends and Competitive Intelligence

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. Al Integration and Ethical Considerations

The integration of generative Al into enterprise operations presents both opportunities and challenges,
including ethical considerations and compliance with emerging regulations.
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11. Talent Retention and Remote Work Challenges

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




11. Talent Retention and Remote Work Challenges “I IRN

“We're struggling to keep our best salespeople engaged and loyal when remote work opens up global competition.”

Pain Relievers:

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.

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.

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).

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.

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).

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.
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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.
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Ideal Customer Profile (ICP) Template for Recruiters

Aurpase: This dooument helps you dearty define your ideal customer (the type of dient ar
hiring manager youw want to attrac ). Completing this template ensunes your marketing,
business developmert, and oomtert cutreach are Righly targeted and relovant.

1. Basic Information
Industry ¢ Sector:

Typlcal f tdeal Headoount:

Location(s):

Annusl Tumaver / Revenue [ relevant):

Business Model: (eg. 828 SeaS, Arofessioral Services, Manufacturing)

2. Hiring Neads
Typcal Roles Hined Far:

Awerage Seriority Lewel: (e.g. Manager, Directar, C-Sute, Technical Specialist)
‘Wiplume /' Freguency of Hires:
Contract § Temp | Permanent spir:

Urgency of Hring Meeds:

ITRN

3. Pain Points & Challenges
Top Hiring Challenges: (e.g. skdlls shortages, slaw fime-to-hire, retention, cost of bad
hires)

Impact on Busness f Not Solved: (2. lost nevenue, delayed projects, inoreased
furrower)

Comman Orjections to Using a Reauiter:

4. Decision Makers & Influencers
Key Stakeholders: {e.g. Hring Manager, HR Director, Talent Amuistion Lead, CFO)

o Titles 1o Target in Qubread:

Wihat They Care Mast About: (speed, qualty, culture fit, cost, retertian, complancn)

5. Buyer Journey & Triggers
Wihen They Typically Need a Reculber: {e.g. new projects, investment round, expansian,
attrition sples)

Diacision-Making Process: (fastsiow, commiztes/indwidual)

Awerage Sales Dyche:

Budget Ranges for Recrultment Spend:

6. Content & Outreach Preferences

‘Where They Consume Corbent: {UrnkedIn, industry events, neasietters, podeasts, trade
mdla)

Type af Content They Walue: (market insights, salary guides, case studies, benchmarking
data, thought keadership)

Tone & Style That Rescnates: (professicnal, imformal, data-driven, people-focused )

7. Fit f Nofi-Fit Criberis
Best-FR Clients Ane: jeg. fast-scaling tech SMEs, UK-based, need multipie hires per yoar}

Roar-Fit Olents Are: [2.9- ane-off, highly tran=cticnal, unwilling ta pay maraet fees)

B. Marketing & Outreach Alignment
Content [doxs That Speak ta This ICF: {2.3. ™S hirng mistakes fintachs make in sc2ling
from Series A to Series BT

Channes for Qutreach: (.9 Lnedin Inail, networking everts, tangeted nowsieters,
wetinars)

Calls-to-Action That Wiork: [e.g "Book a salary benchmarking sesslon” ws "Let's jump on
acall®)

9. Example ICP Persona (Give Them a Name)
Persana Name:

IIMRN

I'TRN

Frustrations:
Wihat Thesy Wiant Freen You:

10. Notes & Updates

{Keep this section updsted 25 you learn more about your market and refine your
argetra.)

|
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Hey, James. Ready to dive in?

Think and act like an expert social media content creator.

Using the TRN Social Scaling framework (attached), build next week's LinkedIn content @

calendar and content plan for me to use, in order to target and create engagement with my
target ICP (see attached ICP document).l

+ : @

10000 chars




Jab.. Jab.. Jab.. Right Hook

o James Osborne [
k| En Chairmzn and C
Visit my website

3 James Osborne [ - ¥
Ch and Chief Growt
Visit my website

w-® 3d-

You won't read about this in the press, because good news just doesn't sell

newspapers anymore, but | have it on good authority that everything is

going to be just fine for recruiters and here’s why... & ..more

Heow to grow a profitable recruitment company in 12 easy steps...

OK, it's never “easy”, let's be honest! But it is very possible and with the right
guidance, a clear plan {and checkiist} and a bit of accountability it is very
probable.

The list below is not exhaustive, of course, but it is effective at driving growth
and creating increased levels of net profit conversion.

= Smnarter, not necessarily bigger.

= Al-augmented, not Al-replaced.

= Deeply specialised, not generalist.

= Community first, no cold outbound.

= Automated RevOps machine, no singular spot sales.
= Global penetration, not geographically restricted.

= Offshore capability, not locally heavy.

= Transformational talent partners, not transactional suppliers.
= Recurring, resilient revenue, no peaks and troughs.
= Consultancy led, not administrative.

= Cash and value generative, no leaky profit.

= Maximum CLV, no single preduct offering

| am building 90 day sprint plans with a number of recruitment leaders right
now to ensure they have the processes, tools and systems in place to be able
to deliver on each of the above and so they are 100% future relevant leading
up to the end of the year.

Join me at one of our next cnline or regional events if you want to explore
what this really looks like.

Comment 2 Repost < Send
@ < Link in the comments to our events page...

4,140 impressions C@®& Gery Nolan and 41 others

View analytics

3 - & Like & Comment 2 Repost -7 Send

ala 12,503 impressions View analytics

James Osborne 11 -
Chairman and Chief
Visit my website

Is it reasonable for a recruiter to do more than 10 client visits per week?

We talked yesterday with a group of recruitment leaders about the ...more

ceo S
a - & Like

al. 25,063 impressions

& Comment

2 Repost

7 Send

View analytics

IIMRN

All activity

@ Comments Videos Images More ¥

Your next big client win is already on your books.

James Osborne 1 -

Most recruitment leaders | speak with are chasing new business, but ..more

IIMTRN

Operation Goldmine:
Unlocking Revenue Hidden
in Plain Sight

to turn declin
rmant ac: nts
your most profitable
partnerships

James Osborne

2 comments

® Comment 2 Repost <7 Send

3 - & Like

gl. 513 impressions

View analytics
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“Engagement is the bridge between
attention and action”
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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.”
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So how do we start / encourage / nurture
conversations on LinkedIn?

Let’s start by building our network...




LinkedIn’s Connection Limit

Linkedln connection limitis applied in two ways:

You've reached the weekly
invitation limit

0
H

Connections benefit you more when
you know them personally, so we have
weekly limits to encourage better
networks.

For people you don’'t know, you can
follow them to see their posts or send
an InMail instead. If you'd still like to
send an invitation, please try again next
week.

The maximum number of connections you can have in your
network
The maximum number of connection requests you can send

Learn more @

Your account has been restricted

why did this happen ?

We have placed a restriction on your account because
we detected behavior that appears to violate our
Terms of Service.

For more details on the kinds of behaviour that can
result in reskriction, refer to the "Do's and Don'ks”
section of our User Agreement.

Verify your identity

What to do if you believe this action was an error.

If you believe your account has been restricted in
error, you can submit an appeal by First verifying your
identity with us.

Once we verify your government-issued 1D, we will
review your account to see if it has been restricted in
error. IFyou are eligible, a Customer Support
representative will reach out ta you ta let you know if
the account restriction has been lifted.

IIMRN

Linkedln Connections Limit
* Free: 80 Connection Per Week

* Paid: 100 Connection Per Week

Linkedln Messages Limit

* Free: 100 Messages Per Week

* Paid: 150 Messages Per Week

LinkedIn Profile Views Limit

* Free: 500 Profile Views Per Day

* Paid: 2,000 Profile Views Per Day

LinkedIn Network Size Limit

* Free: 30,000 Connections

* Paid: 30,000 Connections
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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.
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Being connected to 5,000 ICPs is 10x better than being
connected to 50,000 irrelevant profiles!

I'TRN ITRN I'TRN ITRN

Ideal Customer Profile (ICP) Template for Recruiters

Purpase: This dooument heips you dearty define your ideal customer (the type of dient ar
firing manager you want bo attrac ). Completing this template ensures your marketing,
business developmert, and comhent cutreach are nighly targeted and relevant.

1. Basic Information
Industry /' Sector:

Typical / Ideal Headoount:

Location(s):

Anrs Tumawer § Reverue [ relevant):

Businass Model: (9. B2B Seas, Professional Servoes, Manufactunng )

2. Hiring Neads
Typcal Roes Hired For:

Bwerage Seriority Lewel: (e.g. Manager, Director, C-Sute, Technical Specialist)

WVolume /' Freguency of Hires:

Conbract f Temp ¢ Permanen: spii:

Urgency of Hiring Meeds:

3. Pain Points & Challenges
Top Hirlrg Challenges: {e.g. sillls shorbages, slaw time-ta-hine, reteniian, cost of bad
hires)

Impact on Business f Mot Solved: (e.g. lost nevenue, delayed prajecs, inoreased
furnower)

Comman Ojections to Usng a Reduiter:

4. Decision Makers & Influencers
Key Stakeholders: jeg. Hring Manager, HR Director, Talent Acuistion Lead, CFCY)

o Titles 1o Target in Qutread:

Wihat They Care Mast About: (speed, qualty, culture fit, oost, retenzion, complance )

5. Buyer Journey & Triggers
Wihen They Typically Meed a Rearuiter: {e.g. new projects, imeestment round, expansion,
attrition splies)

Decision-Making Process: [fastysiow, committes/indsidual]

Ayerage Sales Dycle:

Budget Ranges for Recruitment Spend:

6. Content & Outreasch Preferences
‘Where They Consume Cortent: {UrkedIn, industry events, newsietters, podeasts, trade
media)

Type af Content They Value: (marke? insights, salary guides, case studies, benchmarking
data, thought keadership)

Tone & Siyke That Rescnates: (professicnal, informal, data-driven, people-focused )

7. Fit / Non-Fit Criteris
Best-Fi Clients Are: jeg. fast-scafing tech SMEs, UK-based, need multiple hires per yoar}

Agor-Fit Qients Are: [e.g. ane-cff, highly tran=acticnal, unwilling ta pay maret fees)

B. Marketing & Outreach Alignment
Content [deas That Speak to This ICF: (e.g. ™S hirng mistakes fintechs make in sczling
from Seres A to Series B°)

Charmes for Qutreach: (2.9 Unkedin InMall, networking everts, targeted nowsletiors,
wehinars]

Calls-to-Action That Wiork: [e.g "Book a salary bendhmarking sesslon”™ ws "Let’s jump on
acall™)

9. Example ICP Persona (Give Them a Name)
Agrsona Mame:

Frustratons:

Wihat They Want Feen ‘fou:

10. Notes & Updates

{Kpep this section updated 25 youw lcarm mone about your market and refine your
wrgeting. )

I
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James Osborne @ @

Chairman and Chief Growth Officer @ The Recruitment Network |

Enabling Recruitment Business Leaders to maximise their performance, James, explore relevant opportunities

productivity and profitability. with USS
United Kingdom - Contact info Get the latest jobs and industry news
45,382 followers - 500+ connections
( Follow )
(Add profile section> (Visit my website) (Resources)
Tell non-profits you're interested in getting involved with your time and skills X Who your viewers also viewed
Get started © Private to you

Gordon Stoddart - st
| CEO and Co-Founder of The
Recruitment Network and...
Analvtics .,
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Home My Network Jobs Messaging  Motifications Me w For Business ¥ Recruiter

Manage my network Grow Catch up
2% Connections 29,191 o
Invitations (1,136) Show all
: Following & followers
Eamon Soulsby [ follows you and is inviting you to connect
- Groups 77 || Official hospitality partner of Twickenham, Wimbledon, Queens Club, The Oval and ...  Ignore
" (@D Rick Brownlow and 255 other mutual connections
Events 120
Pages 754 {ﬁ\ Natalie Douglass [ invited you to follow Luminos Insight Ltd Ignore
S B
[=] Newsletters 110
Alina Borisova [ follows you and is inviting you to connect
Account management Ignore
@D Bradley Winstanley and 23 other mutual connections

Hi James, I'd love to add you to my professional network and stay connected with your updates. Thanks for your
time, and | look forward to connecting.

James, explore relevant opportunities Reply to Alina
with Change the World Academy

Get the latest jobs and industry news
Take a break with a LinkedIn puzzle game

( Follow ) M Zip - a quick brain teaser

Solve in &0s or less!
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Manage invitations < LILLs

Received Sent TALENT

People (144) Pages (1) Events (1,684) James, explore relevant opportunities
with Search Talent

James Howl-Newton Get the latest jobs and industry news
Founder | Recruiter | Headhunting the best Credit talent for the USA’s leading investment Withdraw

platforms
Sent today Follow

i
v
N_Iartln BIShCII'p ) . o . . About Accessibility Help Center
Director at Perigon Search | Connecting the HVAC and Fire & Security industries with talent that Withdraw ey T d Che J—
1 rvacy erms - olces 'v‘EI"tISII"‘Ig
-
“'E E

sticks
Sent today Business Services v Get the Linkedin app  Mare

) ) Linkedl] Linkedin Corporation ® 2025
Hiren Vekaria

Recruitment Director | DJ | Photographer Withdraw
Sent yesterday

Omer Riaz

Director & Owner @ Cleartwo | Business Consultant | Ai, IT & Digital Solutions Expert | Withdraw
Sent yesterday

Alex Hamilton

Senior Principal Recruiter- Ad Tech/Performance Marketing at Change Recruitment Withdraw
Sent yesterday
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But, it is not just about your connections...

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

Eamon Soulsby [@ follows you and is inviting you to connect
Official hospitality partner of Twickenham, Wimbledon, Queens Club, The Oval and ...

@D Rick Brownlow and 255 other mutual connections

Groups

Events

Pages Natalie Douglass [@ invited you to follow Luminos Insight Ltd

Alina Borisova [ follows you and is inviting you to connect
Account management

~ “anging the cours

@D Bradley Winstanley and 23 other mutual connections

time, and | look forward to connecting.

James, explore relevant opportunities Reply to Alina

with Keyrock

Get the latest jobs and industry news
Take a break with a LinkedIn puzzle game

( Follow ) Zip - a quick brain teaser

Solve in 60s or less!

About Accessibility Help Center Solve now

= 99+ ] o

For Business ¥  Recruiter

Ignore

Ignore

Ignore

Hi James, I'd love to add you to my professional network and stay connected with your updates. Thanks for your

Show all

Accept

Accept

Accept
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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 Linkedln 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.
Linked [T}

Remember to select the “Group” filter under the search bar.
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About 3,300 results

Cloud i

Saas

s

SaaS

wROAR

Cloud Computing, SaaS, Data Centre & Virtualization
1M members

A group for Cloud Computing , Data Centre, App, & Virtualization professionals to expand their network of contacts,

share idea's and discuss industry related topics. The group covers VMware, SaaS, Paas, Baas, 1aa5, Big Data, Cloud...

IT Professionals [l Agile Lean Scrum | DevOps | Cloud | Saa$S | Security | Big Data |

GenAl | ChatGPT

1M members

Infermation Technology Community CTO CIO CISO COO CDO CEO C50 CMO VP Executive Leadership Director
Product Manager Information Technology Generative Artificial Intelligence Al LLM Software Quantum Computing...

¢ Tech Startup CEOs & Investors: Artificial Intelligence, Machine Learning, FinTech,
Saas, ChatGPT

1M members
Artificial Intelligence - Al, Machine Learning, Computer Vision, Analytics, Data Science, OpenAl & ChatGPT

Software as a Service - SaaS - Group
184K members

This group (hosted in English Language) is open to all professionals active in information technelogy - particularly
the Software as a Service area (53aS) - to discuss how Saa$ can alleviate the customer’'s burden of software...

Software as a Service (SaaS) 2024 B
28K members

This community is for Saa$ professionals and users Keywords: Business BizApps Cloud Web Mobile Apps
Programmer Coder Engineer Full Stack Backend Frontend Ul UX Developer Designer Architect Development...

Join

Join

Join

Join

Join

4

James, explore relevant opportunities
with The Ivy Collection

Get the latest jobs and industry news

Follow )

Q Messaging
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The Recruiter.com Network

Birmingham Recruitment Lead...
Bristol Recruitment Leaders: (r...
London Recruitment Leaders: (...

London Recruitment Professio...

Groups

The Recruiter.com Network

London Recruitment Professio...

The Recruitment Society (pow...

Show more s

Events +

Bristol Recruitment Leaders: (r...
Birmingham Recruitment Lead...

London Recruitment Leaders: (...

Show more s~

Discover more

® a: - ==

Home My Network Jobs Messaging

44 new subscribers 429.5% View analytics =

[E] NEWSLETTER see
Recruitment News &
Advice

News, tools, insights and advice of what's going on in the
world of recruitment and staffing

By James Oshorne

Chairman and Chief Growth Officer @ The Recruitment... 15,602 subscri ~;
28 editions (Create new edition)
Published sas

[
-

MNotificati
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rdogriai) Promoted »+»
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James, explore relevant opportunities
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Get the latest jobs and industry news

¢

Follow )

About Accessibility Help Center
Privacy & Terms « Ad Choices
Advertising  Business Services ¥
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Newsletters + Groups

Advice

News, tools, insights and advice of what's going on in the
world of recruitment and staffing

By James Osbhorne Published biweekly
Chairman and Chief Growth Officer @ The Recruitment... 15,602 subscribers

[E NEWSLETTER o
| | I Recruitment News &

Article performance ©

5,496 9,231 35%

Article views Email sends Email open rate

~

James Osborne
Joined group: Sep 2020

Recent

ili APSO - The Federation of Afric...

ifi London Recruitment Professio...

ili The Recruitercom Network

®B Birmingham Recruitment Lead...

B Bristol Recruitment Leaders: (r...

Groups

ili APSO - The Federation of Afric...

ili London Recruitment Professio...

ili The Recruiter.com Network

Write your newsletter and share it to all your groups to

maximise visibility and new followers.

IIMRN

STAY CONNECTED

8o 2.

APSO - The Federation of African Professional
Staffing Organisations

ili Private Listed

Start a post in this group

I3 video &2 Photo all. Poll

2,927 members

Including Elvira Riccardi and 58 other
connections

~
i e g | 59

Show all =



RN

Exercise:

Spring (almost!) clean your network...
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Now we engage with them...
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Part One: Creating conversation starters

(six of the best)
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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.




IIMRN

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

The flattery creates the engagement.



James Osborne [ - vou o
g Chairman and Chief Growth Officer & The Recruitment Metwork | En..

Visit my website

- ®

Staffing and recruitment is a strategically important industry...

« and Japan is setting a fascinating example of how the recruitment sector is
{re)positioning itself accordingly to demonstrate that.

Despite a softer economy, staffing firms there attract higher investor
multiples than in both Euro rth America.

Acc
rate
one.

ing to John Murthen of Staffing Industry Analysts, ime
nd recruitment as a strategic industry, not

One of the key players there, Recruit, has evoleed their strong technology
poasitioning to help them reshape perception across the sector.

The lesson is important for us all,

Recruitment companies that look and operate like technology enabled talent
partners are valued dj ceived differently.

And as Amy Davies from Workwell Global says, “brand, d
tMwiigg now matter as much as deliverny.”

and platform

Thank you John and Amy for a great session today about this,

Staffing is a strategically important industry that can continue to command
premiurm interest, premium investrment, premium valuations.

The mode| just has to evolve.

This is something we will be deep diving into with 250 recruitment leaders at
our next members’ Huddle in London this time next week, as part of the new
Accelerator framewaork.

#Faccelerate
(TRM) The Recruitment MNetwork
The Global Recruiter - The independent woice of the staffing industry

Caos0

8-

5 comments

&y Like &) Comment 2 Repost «f Send

v

v T

Andrew Dodd

® Active now

Visit my website

Andrew Dodd @) - 1st

Director | Vertex Search | Executive Search & Talent Advisory across
Renewables, Cleaner Power, Green Data Centres & Impact Investing

i &

TODAY
Andrew Dodd @) - 2:43 AM

Hi James,

| read your recent article on Japan, and having known
a few of the Recruit ex leadership, fully agree on your
summary. Thanks for share and would be good to
connect.

I'TRN




3. Create a bit of a stir

Share an opinion that goes slightly against the grain, to get people to challenge it.

For example: “Al 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: “Al 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).
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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).
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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 17 R
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Part Two: Commenting on ICP posts
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2 points to note...

What Linkedln 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.
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Remember to focus your news feed first (as we discussed in session one)...

< Cc 5 linkedin.com/search/results/content/?authorindustry=%5B"104"%5D&keywords=*&origin=FACETED_SEARCH&... & ¥ o B ) Y& o Finish update &
in G ® i = o 0 ¢ D

X
Neil Cruddenffd - 1t
Managing Director at CRG TEC
b 6d-® a
LTD company contract role that suits someone director level in build / delivery for Sort by
fibre networks.
James, explore relevant opportuni o Top match O Latest
Build / Delivery Director with Corbenyah Limited
Job by CRG | TEC Recruitment . )
Birmingham, England. United Kingdom (Hybrid) Get the latest jobs and industry ne Date posted
&) 3 connections work here
m ( Follow O Past 24 hours O Past week
o2 5 comments - 4 reposts O Past month
About Accessibility Help Center
0 - O Like & Comment 2 Repost <7 Send Privacy & Terms ¥ Ad Choices

Advertising  Business Services ¥ Content type
Get the Linkedin app  More

i’ Greg Wyattf - 1< O Videos O Images
S b

Qutcome-led recruitment when your context matters. Commercial, operati... Linkedm LinkedIn Corporation © 20
Visit my store

w-® O Job posts O Live videos

1 year fixed term contract (likely to go permanent). £68-75k. 2/3 hybrid working.
Genuine flexibility and a focus on wellbeing. ...more O Documents O Collaborative articles

Financial Accountant — {-}"
View job &Ob
Job by Bircham Wyatt Recruitment

London, England, United Kingdom (On-site}

!{“ 1 connection works here 3 Alistair Sim X
d ( ]

Recruiiment
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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. | am just interested to see if thatis
something you have tried before?”

IIMRN

Manage notifications about
James Howl-Newton

at
at Al

A Most relevant
- Personali

£\ off
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3 x Influencer Comments per day

Piggyback off any industry influencers,
respected peers, sector commentators in ]

Greg Savage @ st _ _ = Savage Recruitment Academy
your network AR A IR - o

companies. Two best-selling recruitment books. Board Advisor. The
Savage Recruitment Academy

eater Sydney Area - Contact info

They have lots of followers that are your ICPs.

For example, “I love this perspective, but I’d @ o) e e
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.”

ﬁ James Osborne [ - You

IIMRN

_ ', Anthony Goodwin @ - 1t
[. Founder at Antal International
we @

What a way to start September - 5 new Antal offices opening in:

#Romania
#France
#SouthAfrica
#UAE
#Croatia

Gabriela Constantinescu ro
Christophe Maestripieri r
Delfina FRANCO - za

Jose Rivera- AE

Vlasta Carevi¢ - HR

We have opened mare new offices (20+) in the last 18 months than at any other
time in cur 32 years history.

Congratulations to the Franchise team, Ankita Anshu & Ashleigh Fitzgerald (MBA)
for taking our Network to another level.

But they are looking for more great #entrepreneurs who want the help of a global
brand to assist and guide them in building their own business in our dynamic,

perennially fascinating #recruitment business.

Please contact them if you want to take control of your career, your destiny, your
life?

Chairman and Chief Growth Officer @ The Recruitment Network | Enabling R...

Great business to be part of - | am not surprised you are growing at such a

pace, Anthony

Like - €9 3

156 impressions



1 xOpen 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.”

Muhammad Nadeem - 2nd 1d e

Chief Technology Officer | Al/ML & Automation Strategist | Driving Scalable S..
Absolutely agree—visibility and consistent client engagement are critical in
recruitment. Being in front of your ICPs frequently builds trust, positions you
as a human partner rather than just a transactional recruiter, and accelerates
opportunity. Curious—what do others consider a realistic weekly client
meeting target to balance velocity with quality?

Like - € 1 | Reply

IIMRN

James Qsborne [ - Yoo
Chairman and Chief Growth Officer @ The Recruitment Network | Enabling Re...
Visit my website

R

Is it reasonable for a recruiter to do more than 10 client visits per week?

We talked yesterday with a group of recruitment leaders about the importance of
visibility, value and velocity in sales.

Getting out in front of your customers, a lot, and adding value to your market

It seems that some of our industry are still opting to hide behind emails and inmails
rather than racking up the client meetings.

2 per month is the norm for some, 5 is cleebrated!

That makes you faceless. Transactional,

... at a time when being human is a USP.

So far this week | have been in front of 191 different business leaders, my ICPs,
Genuinely.

That's agoss 7 x 1:1s and 4 online roundtables | have hosted Monday and Tuesday.
| am now on the 3.44am train, on my way up to Birmingham and then Bristol for
another 2 x TRN regional meet ups and 3 more 1:1's in between, before closing the

week with another 3 x 1:1s on Friday.

| am not showing off about it, just proving that visibility can be done with a level of
velocity in sales.

The market sentiment has been significantly more positive in the last few weeks and
there is a lovely run in now to the end of the year - don't miss the boat by being
invisible,

It is still & hustler's market.

| think client meetings (with targeted ICPs) are the number one KPl when it comes to
sales in recruitment, whether that be face to face, or online (zoom etc).

Do you agree and if so, what is the target number per week for a recruiter?




RN

Exercise:

Try this now... the 4¢3¢2¢1 Framework
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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
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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.

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

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.
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“Visibility builds awareness, engagement
builds trust... but builds loyalty.”
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Community in action....
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Who's doing it?
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SB PM Network

The #1 community for delivery professionals
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Over the summer, SB Digital Search made a record number of hires

| supported multiple clients during this busy period and secured ...more

SL Sarah Buttaci'

Founder & Lead Consultant

€@O Sarah Buttaci and 39 others
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®

Over the summer, SB Digital Search made a record number of hires

| supported multiple clients during this busy period and secured ...more

SL Sarah Buttaci'

Founder &Lead Consultant

EC®Q Sarah Buttaci and 39 others

g, v O Like ® Comment ) Repost 4 Send

Jab, Jab, Jab...

Six months ago, everything changed.
What started as an idea has grown into more than | could have imagined.

The vision of creating a safe space for advertising delivery professionals
during turbulent times has come to life, and this is just the beginning.

Thank you to everyone who has supported the SB PM Network in its early
months, from the guest speakers, ambassadors, and the welcome
committee.

Your contributions have made all the difference, and | am so so grateful.
Here's to the next six months! @

If you want to join my free platform - Link is in the comments below

Lir Cowman Joanne Reid Deborah Rothenberg MA Ben Willmott Neil
Ayton Dennis Tapfuma, MBA Neel Sutaria Carolyn Appleton Pei Ling Lo

Stacie Kinchin-Turner Katie Maycock Nick E. Ben Perkins Sam Clohesy
Hayley Smith Emma Disney

24 comments - 1 repost

IIMRN
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Over the summer, SB Digital Search made a record number of hires

| supported multiple clients during this busy period and secured ...more
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Founder & Lead Consultant

C@OQ sarah Buttaci and 39 others

3 v O Like ® Comment ) Repost 4 Send
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Sarah Buttaci
Found: de!
Visit my website
1w » Edited - ®

Six months ago, everything changed.
What started as an idea has grown into more than | could have imagined.

The vision of creating a safe space for advertising delivery professionals
during turbulent times has come to life, and this is just the beginning.

Thank you to everyone who has supported the SB PM Network in its early
months, from the guest speakers, ambassadors, and the welcome
committee.

Your contributions have made all the difference, and | am so so grateful.
Here's to the next six months! @

If you want to join my free platform - Link is in the comments below

Lir Cowman Joanne Reid Deborah Rothenberg MA Ben Willmott Neil
Ayton Dennis Tapfuma, MBA Neel Sutaria Carolyn Appleton Pei Ling Lo

Stacie Kinchin-Turner Katie Maycock Nick E. Ben Perkins Sam Clohesy
Hayley Smith Emma Disney

C€O Katie Maycock and 60

24 comments - 1 repost

‘ Sarah Buttaci -
Founder of delivery Jitme gency SB
Visit my website
we®
“Build it and they will come®, if only it were that easy!

In reality, communities don't just appear overnight.

1 read a book this summer that described young communities as a small
seed, which, over time, with care and consistency, grows roots and then
starts to branch out §

1 liked that analogy, and it's been nice to see the SB PM Network start to
grow its roots over the last few months.

A special thanks to Joanne Reid for a fantastic session on how to be more
commercially minded as a project manager. It was a popular event!

If you're an advertising delivery professional, register for free
here: https://Inkd.in/eCRE3t2C

#Projectmanagement #Agencylife #ProjectManager #London
#Community

€O Dan Brogan and 23 others 4 comments - 1 repost

8- & Like ® Comment & Repost + Send

...Right Hook

IIMRN




Sarah Buttaci - 1t
Founder of delivery recruitment agency SB Digital Search / Host of the SB PM ...

Visit my website
3mo - Edited - @

Do you want a sneak peak of the SB PM Network? 4

It's been a busy few months since April's launch and early members hanging out on
the platform, have this to say:

"This is a brilliant go-to for PMs job-hunting or just wanting to connect.”
"Amazed that you have all this live feed content lined up.”
"The platform that makes me feel | belong to something.”

"You can tap into expert knowledge on things PM."

Join 550 (and growing) delivery professionals and myself on this free community
journey!

Hands up if you are a member already

Thanks as always to the very talented Chris Dack for the video ‘&

#Freelance #Permanent #ProjectManager #London

SB PM Network

The #1 community for delivery professionals

Join for free today
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+ Create Upcoming events - Take part in virtual and in-person events.

= Feed Nearby  Past  Yours @

Discovery

E Events Wed, Oct 22 « 1:00pm
PROJECT Workshop: Project Management in Practice with PM...

. ved! MANAGEMENT Join us for an intimate, non-recorded Zoom workshop led by an
Get involved! IN PRACTICE experienced delivery professional and now PM trainer, Natasha...

m Welcome - Introduce yourself! (Q‘(((ﬁ

@ Upcoming events

@ . Thu, Oct 30 » 1:00pm
Event recordings
PMO Guest Speaker: Building a High-Impact PMO Function wit...

E Job openings page A strong PMO isn't an administrative overhead:; it's a strategic
FUNCTION growth engine. In this session, experienced Programme Manager a...

) Live Chat & Feed - Memb...
(@
L]

n | o P | D R, WS
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+ Create E JOb openings pdge - Be the first to hear about permanent and freelance delivery openings before they go on Linkedin.

Feed
SHOWING EVERYTHING v SORTED BY LAST ACTIVITY W E
Discovery

B Events **NOT ACCEPTING ANY FURTHER APPLICATIONS** Job Title:

Fractional Senior Project Manager (Campaigns and...

Get involved!

m Welcome - Introduce yourself! ‘ Sarah Buttaci 1w ago

Upcoming events

@ Event recordings = **NO LONGER AVAILABLE** Project Manager — Consultancy /
A

Research / Digital Transformation...
& Job openings page

) Live Chat & Feed - Memb...
‘ Sarah Buttaci 3d ago

B senio MORE ACTIVITY

n Mol D M Al

Speakers (Realtek(R) Audio): 46%
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a Sulury & Duy Rates - All the information you need to help benchmark your pay.

@ Event recordings

E Job openings page 5440_ —N—
£530

B Live Chat & Feed - Memb... £315-

Q Senior Leadership Forum £375
Polls & Questions £19 0-
£250 l

O Sdalary & Day Rates

Jo Feed - SB Digital Search
Podcast Highlights - Behind ...

n Resource Library

& SB Digital Search

¢ Sarah Buttaci LinkedIn & & & ﬂ ﬁ
“




=% HRConnect Features Community  About o Log In

) The #1 Network for HR Professionals

Where HR L.eaders
Connect & Grow g Saahchen

Join the exclusive professional network designed specifically

for HR professionals. Share insights, discover opportunities, "HRConnect has transformed how | network with other HR leaders. The
and build meaningful connections with peers who nsights shared here are invaluable!

understand your world.

[ﬁ) Director of HR

Posted 2 hours ago
Join HRConnect Learn More

10,000+ HR Professionals

HR HR HR HR HR )
Already part of the community



o;4] HRConnect
=) For HR Profession

b 1 HRtJob Board
Discover exclusive HR career opportunities

My Profile
@ Jobs mpanies, locations... % All Types

2, Network

HR Manager Compensation Analyst

TRN Innovate.io

0 Notifications

Full-time Contract % $75/hour
® Kent (© 29 days ago ® New York, NY (Hybrid) (© 29 days ago

Best HR person in the world ever! We're seeking a Compensation Analyst for a 6-month contract to help us
redesign our compensation structure. You'll conduct market research,
develop salary bands, and create recommendations for our leadership team.

18 applicants Apply Now

0 applicants

People Operations Coordinator DEI Program Manager
P g g

% Settings TechCorp Inc. Global HR Solutions

Full-time $ $60,000 - $75,000 Full-time $ $100,000 - $130,000

James Osborne ) ) )
@ozymail.co.uk & é ancis 2 ] ® Chicago, IL




ss11 HRConnect
For HR Profe

@ Feed are insights with the HR community... ~ Trendingin HR
#Rem

A My Profile JO

b Jobs
James Osborne James Osborne

Chairman, TRN

2 Network

L Notifications Quick Stats Looking for a new job in HR. Can anyone help?

Profile vi 2, People You May Know

(W D Comment oS Share
David Marti...

HR Business Pa...

DM

Connections

DM David Martinez

HR Business Partner | Startup Culture Bu

b Featured Jobs

Hot take on remote work in 2024: The debate isn't about remote vs. office View all HR jobs

anymore. It's about trust vs. control.

Companies that trust their employees to do great work, regardless of
& sett location, are winning the talent war. Those that don't... well, they're watching
ettings i
their best people walk out the door.

James Osborne What's your experience been? & @

jar mail.co.uk

JO




T Ask anything

Social Scaling - Community Builder

By James Osborne &

Tell me your current target markets and geography (ie. "Fintech
London") and | will build a community strategy for you based on where
the markets are going.

IIMRN

@ g

10000 chars
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SOCIAL
SCALING ¢
PROGRAMME

4 Week Personal Branding 3
Development Programme




RN

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

o e Club




RN

The Recruitment Network

Enabling recruitment leaders to improve
performance, productivity and profitability.
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